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Editorial

This gives me an immense pleasure to announce that ‘Pravish Rajnam - Centre for Management Education’ is
coming out with its first issue of second volume of peer reviewed journal named as ‘Pravish Rajnam - Journal of
Studies’ (ISSN 2348 -3652).

‘Pravish Rajnam - Journal of Studies’ is a humble effort to come out with an affordable option of a low cost
publication journal, at no profit no loss basis, with the objective of helping young and seasoned academicians to
show their research and other works to the world at large and also to fulfill their academic aspirations.

The aim of the ‘Pravish Rajnam - Journal of Studies’ is to cover all areas where ever applications of human
ingenuity with reference to decision making ability / managerial skills and knowledge are applied to obtain results in
order to achieve success. The journal being bi-annual will be published twice every year (i.e. in months of January
and July every year).

It is matter of great honor and privilege to state that this particular issue is a sole collection of selected research
based papers presented by various speakers / researchers at National Conference organized by Lloyd Institute of
Management and Technology, Greater Noida an esteemed Educational Institute of repute in Delhi NCR region on
10™ May 2014 on theme of ‘Innovation in business — challenges and opportunities’. The theme of the conference is
very well selected as for success in ultimate life the yardstick is not just monetary gains but how far we are able to
match our workings with rhythm of other persons working in similar areas as we are. It is the quantum of our ability
which makes us come up to expectations of others. The persons who slightly excel by just little more than what
others do are able to create their own paths through their own innovative thinking / processes in any field of life
become leaders. This is just what is needed in businesses simply to excel from our competitors. A very well thought
out initiative and very well executed by the Lloyd Institute. A rare show accomplished perhaps by any other Institute
in the whole NCR Region.

All works appearing in the journal are sole responsibilities of the concerned author(s) or advertisers. The publisher
and editors do not accept any responsibilities of liabilities whatsoever for any injury and / or damage to persons or
property due to inaccurate or misleading data, information, opinions, contents, etc. that might appear in this journal.

I hope academicians and students will find out the journal to be very useful for enriching their knowledge and
meeting their academic aspirations.

Thanks,

Dr.Rajesh Arora,

Chief Editor,

Pravish Rajnam Journal of studies
ISSN 2348 -3652

All works appearing in the journal are sole responsibilities of the concerned author(s) or advertisers. The
publisher and editors do not accept any responsibilities of liabilities whatsoever for any injury and / or
damage to persons or property due to inaccurate or misleading data, information, opinions, contents, etc. that
might appear in this journal.
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FOREWORD

From the Director’s Desk — LIMT, Greater Noida.

Lloyd Institute of Management and Technology, (LIMT), an academic institution under the umbrella of Lloyd
Group of Institutions, has been pioneer in management education through honing of management skills in its
students through various specialized courses catering to the needs of the industries.

The title of the present national conference “Innovation in Business- Challenges and Opportunities” shows the
global emphasis on innovation to sustain the growth of an economy facing challenges of competition and
globalization. Innovation is the key to sustain the growth of the global population catering their basic needs and
aspirations for prosperity and progress. However, sustained efforts and investment in innovation is a big challenge
and requires consistent support of top management for commercialization of the promising innovation.

I hope that the conference will provide an excellent platform for discussions and interactions with domain experts in
sharing their knowledge and experience for the benefit of the participants.

I wish this national conference all success.

Dr Kanak Lata
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Renaissance
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and Reformation

(Introducing the theme: Innovation in Business: Challenges and Opportunities)

Dr. (Prof.)

Vivek Kumar

(Conference Convener)

Associate Professor

- Lloyd Business School

(Strategy, Brand, and International Business)

Mail ID: profvivekkumar@

yahoo.com/ Mob - 09350640070

The rise, decline and fall and rediscovery of society,
businesses and trade around the world since time
immemorial has always been a factor that has
engulfed the minds of the society with questions, as
to what is the phenomenon which humans should
consider as more important and pragmatic that will
lead them to glory. Everywhere, in the generic sense,
new phenomenon takes place of the old, which the
educated and sensible person asserts it as change.
How change occours, can be answered in one word
i.e. opportunity. Examples abound in the spectrum of
business, society, human approach and the likes
where something new has been implemented and ¢
through it, profit has been garnered, all due to tl
garlanding of the opportunity which beckons growth
through innovation. This is the focus where ﬁé
upon for justification.

%

"

Innovation as a phenomenon and as 210t | for growth
appears in all our discussions in 0\%&1 rday life,

but we seldom examine that ‘busir
was always present, when evgfizwe

of the organized businessgs, as of today. This can be
weighted with pragmatiﬁ'fﬁistrq_\&ns. Some of the
Global 500 companigs are moreghan 100 years old-

such as the Italian giant FIAT, which though not
very successjgf':': fie:Indian market of late, as
regards having“a very meager market share, has
gained

“Jnrovation’
id*not had much

yut #with distinctive innovative ways to
manufacture quality engines though the route of
R&D and other paraphernalia’s. Same is the case
with the Japanese giant Yamaha. It is the innovative
approach that needs to be tamed to bring oneself in
the order of the business and industry where a
company or a player definitely competes. The last
quarter of the 20" century and the ongoing first
quarter of the 21% century business has brought
forward more in importance of innovation as a

?‘;;fam?ﬁ

concept and tool to fight the ‘g%ea%‘;aggﬁqbl?yfor profit
and market, which is_the :%®mark on which
businesses run and shggld run. The rise of the
Japanese giants throughizthe*agplication of the process
of ‘Japanese Re-eng sr_?ihg’ after the close of the

Matsushita; the rise of the Korean technology and
bug@ffgﬁ:@&%&;) the close of the Korean War, and
subsequently Korea becoming a world leader in
Shipbuildifig, Automotive technology and other
i ﬁeas, rise of Taiwan as a leading supplier of
_ miiggochips to the Software industry around the globe,
"% dévelopment of the organised retail such as
« BigBazar, Reliance Megastores in the Indian market
and the likes are beautiful examples of the
application of innovative ideas leading up to
execution. A factor that needs to be stressed here is
that if one goes through the annals of development of
businesses in the period as ventured in the above
lines, those countries that were under the shades of
imperialism and colonialism, developed logically
since gaining independence, mostly in the South
Asia, Middle East and the Gulf and countries in the
east. These emerging economies, also at the same
time became new emerging markets, though critically
we can use the word ‘Reemerging Economies and
Reemerging  Markets” taking the historical
background into consideration. And it is proved
beyond doubt, that the International Product Life
Cycle (IPLC) has really been proved as concept in
practical terms, in almost all the areas of growth-
real-estate, software, education, health and medicine,
bio-technology, automotive and the OEM’s. Really a
live case of the application of Innovative approaches.

N

k-

Concluding the examination,
addressed fact that when profit is pouring,
complacency occours, and when complacency
occours market share starts declining, and when
market share declines it results into final fall. This is

It is a commonly
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the appetite businesses would love to hate.
Complacency brings in its fold a false belief that
profits would continue by being averse to change. A
generic suicidal approach- par Excellence as a not
acceptable thought, application of new ideas is
summarily required to tame the suicidal paradox.
Though innovation, largely being technical is the
outcome of research and development (R&D) is an
accepted paradigm, but it does not stop here.
Venturing into new markets with customized
offerings, understanding the segments and
demography etc is where innovation in business
applies. The Royal Bank of Scotland, HDFC and ICICI
understood the market presence only through the
application of innovative ideas and their businesses
have grown multifold. Innovation directs businesses
to locate the changes in the technical, social,
demography and the likes, that have already
occurred and Examine the change with gusto,
because competition is permanent now, with the
decline and fall of the limited monopoly market in
any industry. SKODA- a Czechoslovakian car
manufacturer (only few knew) when it entered the
Indian market, went on innovating the segments,
product offers, service platforms, pricing and the
right  target.  ‘Renaissance’  (rebirth) argi
‘Reformation’ (change) leads to profitable growth %
society and the business is what the theme pr%*

to pragmatically address. Innovation is not a choi;é}'

po@ R
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now but demand across all markets- domestic as
well as global.
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k]

Although the common perception is that self-employment is concentrated in a few service sector industries, like

real estate sales people and insurance agents, research by the Small Business Administration has shown that self-

employment occurs across a wide; segwr:gnt of the US economy.Furthermore, industries that is not commonly
associated as a natural fit for seIf-ér;\-[:J.iQ;;ﬁent, such as manufacturing, have in fact been shown to have a large
proportion of self-employed \individl‘jals and home based businesses.Regulations of micro financing institutions are
being implemented but t%weiﬁra‘?eeexpee‘%ed impact so far has not seen. Various services along with micro insurance are
being ignored or ndﬁ‘»q_..sed préﬁ%rly, may be because of less awareness among concerned people.We tried to find

out the current—"f'ﬁﬁiiszt:@fib@_nce regulatory structure, their relation with increasing the standard of living leading
tohealthcarqf’nésf" %@:::__q_nd skilled people in India, and offer a perspective regarding the future and the cons of

currenth@guiﬁon%

Keyﬁ&@. :Mj%ro finance and insurance, self- employment, Employment, Agricultural Developmental Banks
(ADBs groups ),Self-help SHG's, Non-Government Organisations (NGO)
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2. Introduction:

Most people in developing countries live in rural
areas are helpless and unable to earn and save
leading to their poor health standards; they need to
be helped. These plausible assumptions resulted in a
well-intentioned type of development assistance:
subsidized targeted credit provided through special
programs, administered by agricultural (and other)
development banks (ADBs). During the 1950s and
60s, directed agricultural credit was synonymous
with rural development finance but healthcare
perspective was ignored. The argument was
subsequently extended to urban areas, where many
of the rural poor had migrated, and they too became
beneficiaries of subsidized targeted programs; these
were mostly financed and administered by NGOs. In
both cases, ADBs and NGOs, donors played a crucial
role in providing funds and methodologies.

As directed credit failed to deliver the expect@

results in terms of poverty alleviation, develoggn j
tWe

and raising standard of people of India, a ne

of development finance has emerged durir;ag, tI%e*

1990s, both in theory and in practic€, Backed by an
%ﬂ‘ral credit

has been replaced by rural féﬁgnc%} %%I’edlt by a

range of financial serwces mefugng savings and

emerging international consensus

insurance; the emphasi wa‘%;; maigly on agriculture

by finance for a bro-aig range E?ﬁ'oan purposes. Rural

finance has beep; ;m.e ;ﬁd into the financial system
N ”a,h
2.1 India (&Ca&;@mﬁé

Indlé’h,:: »
mirrors -:%,.ﬁatterns observed worldwide. Increasing

rural finance from 1950s to till date

access to credit for the poor has always remained at
the core of Indian planning in fight against poverty.
The assumption behind expanding outreach of
financial services, mainly credit was that the welfare
costs of exclusion from the banking sector, especially
for rural poor are very high. Starting late 1960s, India
was home to one of largest state intervention in
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rural credit market and has been referred to as
‘Social banking’ phase. It saw nationalization of
existing private commercial banks, massive
expansion of branch network in rural areas,
mandatory directed credit to priority sectors of the
economy, subsidized rates of interest and creation of
a new set of rural banks at district level and an Apex
bank for Agriculture and Rural Devq%opment
(NABARD) at national level. These mea: Y"E&,r’esulted
in impressive gains in rural outreach%n (o) Lljl‘gne of
credit. As a result, between 1%6 ,"d 2000 the

brs f?ﬁ tenfold
and the share of

average population per bank#
from about 140 thousangd,to
R%){al credit increased from

institutional agencies jr
7.3% 1951 to 66% i
were not withodﬂ%i
through directed crédit, state owned Rural Financial
Instit,um'ga %(R@I) and subsidized interest rates

incr‘% 5
aAd lax appraisal and monitoring of loans.

Aif‘!we problem at the start of 1990s looked twofold,

19% These impressive gains

“Government interventions

e tolerance for loan defaults, loan

i, th&mstltutlonal structure was neither profitable in
_rural lending nor serving the needs of the poorest.
~ Successful Micro-Finance interventions across the

world especially in Asia and in parts of India by NGO
have provided further impetus. In this backdrop,
NABARD’s search for alternative models of reaching
the rural poor brought the existence of informal
groups of poor to the fore. It was realized that the
poor tended to come together in a variety of
informal ways for pooling their savings and
dispensing small and unsecured loans at varying
costs to group members on the basis of need. This
concept of Self-help was discovered by social-
development NGOsin 1980s.This concept of Self-help
was discovered by social-development NGOs in
1980s. Realizing that the only constraining factor in
unleashing the potential of these groups was
meagerness of their financial resources, NABARD
designed the concept of linking these groups with
banks to overcome the financial constraint.

2.2 Growth of Micro Finance from last decade
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Micro-Finance sector has covered a long journey
from micro savings to micro credit and then to micro
enterprises and now entered the field of micro
insurance, micro remittance, micro pension and
micro livelihood. This gradual and evolutionary
growth process has given a great boost to the rural
poor in India to reach reasonable economic, social
and cultural empowerment, leading to better life of
participating households. Financial institutions in the
country have been playing a leading role in the
Micro-Finance programmed for nearly two decades
now. They have joined hands proactively with
informal delivery channels to give Micro-Finance
sector the necessary momentum. During the current
year too, Micro-Finance has registered an impressive
expansion at the grass root level.

The year 2008-09 is the third year that the data on
progress in Micro-Finance sector have been
presented on the basis of returns furnished directly
to NABARD by Commercial Banks (CBs), Regional
Rural Banks (RRBs) and Cooperative Banks operating
in the country. The data includes the informaticé_jw

related to savings of Self Help Groups (SHG \Wlﬂ%

banks as on 31 March 2009, loans disbursedBy,
banks to SHGs during the year 2008 O%yaw;
riki ing system
7 NPAs) and
; A

recovery percentage in r@mect%ﬁgﬁ%bank loans
provided to SHGs as on_ 31" Méff:E‘lZOOE) The data

piled on region-

outstanding loans of SHGs with the §

received from banks ha béen C
wise, State-wise ahd agenﬁwwe basis in this
booklet.

_._.:E’@‘er@?ng, presently, in the formal
system” comprises of Public Sector

Commza&clal{g,}nks (27), Private Sector Commercial
Banks (ng), Regional Rural Banks (86), State
Cooperati\/e Banks (31) and District Central
Cooperative Banks (371). It is observed that most of
the banks participating in the process of Micro-
Finance have reported their progress under the
program.

Thebanksreviewedinthisstudydifferfromoneanother
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inmanyrespects. Eachoperatesina different cultural

And economic context, and each has a somewhat
different institutional structure and mandate.
Ingeneral, therearefourmaintypesofintermediaries:

e  Full-serviceprivatecommercialbanks.
Mosthaveanationalpresenceandofferahostoffin
anC|aIproductsandserwcesthroughanextggnsweb
ranchnetwork.

e  State-ownedbanks. ‘3% ]
TheseIargebanksprowdemuItmTéser’-SncEsaccord
ingtogovernmentpriorities,« '@}yoﬁénaaasa
channelforgovernmenttraﬁgfers payments,orrec
elvabIesandusuaIIyseégealar enumberofdep05|
tors.

e Financecomp; &a éspeuallzedbanks
Thesesmalleﬁ’ﬁn'ﬁgj |nst|tut|onsfocusonapartic

‘% IendlngNGOstransformedlntoreguIatedbanksor

:specializedfinancialinstitutions.

. 2.3 Financial Product of Micro-Finance

e Insurance Plans- This is basically risk coverage
product. It works the way traditional insurance
works.

e Pension Plans- This includes retirement plans.
Contributions are made by plan holder and MFI
for benefit of plan-holder.

e Trade Micro-Credit- Provides working capital for
poor entrepreneurs to keep their business.

e Group Micro Credit- Provides loan to poor
peoples in group for which group act as
collateral.

e Emergency Micro Credit- Provides instant cash
flow to tackle with emergencies.

e Micro Mortgage- Micro sector customers
ranging from seasonal crop financing,
purchasing shop inventory to buying of
machinery and tools for business use have this
kind of product available.

3. Literature Review:-

In the 1970s a positive shift took place. The failure of
subsidized government or donor driven institutions

10
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to meet the demand for financial services in

developing countries let to several new approaches.
Some of the most prominent ones are presented
below.

e Bank Dagan Bali (BDB) was established in
September 1970 to serve low income people in
Indonesia without any subsidies and is now
“well-known as the earliest bank to institute
commercial Micro-Finance”. While this is not
true with regard to the achievements made in
Europe during the 19th century, it still can be
seen as a turning point with an ever increasing
impact on the view of politicians and
development aid practitioners throughout the
world.

e In 1973 ACCION International, a United States
of America (USA) based nongovernmental
organization (NGO) disbursed its first loan in
Brazil and in 1974 Professor Muhammad Yens
started what later became known as the Grameen
Bank by lending a total of $27 to 42 million to
people in Bangladesh. One year later the Self-
Employed Women’s Association started to

provide loans of about $1.5 million to poor

women in India. Although the latter exampl
still were subsidized projects, they used a mot
business oriented approach and show
world that poor people can be good credit rf
with repayment rates exceeding 95%, even if th ;
interest rate charged is highep~than that of
traditional banks. Another miléstone, was the
transformation of BRI starting“in 1984 / Once a
loss making 1nst1tut10n ,@@nn i government
subsidized credits to inhabitants of rural
Indonesia it is now ﬁ Tﬁrgest g/lF I in the world,
being proﬁtable even duting the Asian financial
crisis of 1997 — 1998. @g
e In ;@7 more than 2,900
pohcym"%%ers, Micro-Finance practitioners and

{ﬁé entativés ~ of  various  educational
ions, .ahd donor agencies from 137
i ﬁe?ountrles gathered in Washington D.C.
] st Micro Credit Summit. This was the
start?of a nine yearlong campaign to reach 100

million of the world poorest households with
credit for self-employment by 2005.

4. OBJECTIVES OF STUDY

i)
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e To study the role of Banks and MFI's for
promoting Micro-finance services

e To identify the problems & benefits of
credit schemes provided by the Banks/MFI’s
for Micro-finance services

e To suggest the possible alternatives for
effectively promoting Micro-finance
services

e To identify the need of micro f|n ncmg in
raising standard of living 4

e Measure the impact of co
capital formation

e To measure the reI@% %}twéﬂen micro
flnancmg and m|cr0 m,surqnce

) faceWpoorlndla-

prbii% Ecast effective mechanism for providing
financi rvices to the 'unreached poor'. In the

q@dlan ‘context terms like "small and marginal

fag:mers

rural artisans" and "economically weaker

i sections" have been used to broadly define micro-

finance customers. Research across the globe has

shown that, over time, microfinance clients increase
their income and assets, increase the number of
years of schooling their children receive, and

improve the health and nutrition of their families.

A more refined model of micro-credit delivery has
evolved lately, which emphasizes the combined
delivery of financial services along with technical
assistance, and agricultural business development
services. When compared to the wider SHG bank
linkage movement in India, private MFIs have had
limited outreach. However, we have seen a recent
trend of larger  microfinance institutions
transforming into Non-Bank Financial Institutions
(NBFCs). This changing face of microfinance in India
appears to be positive in terms of the ability of
microfinance to attract more funds and therefore

increase outreach.

11
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In terms of demand for micro-credit or micro-
finance, there are three segments, which demand
funds. They are:

e At the very bottom in terms of income and
assets, are those who are landless and
engaged in agricultural work on a seasonal
basis, and manual labourers in forestry,
mining, household industries, construction
and transport. This segment requires, first
and foremost, consumption credit during
those months when they do not get labour
work, and for contingencies such as illness.
They also need credit for acquiring small
productive assets, such as livestock, using
which they can generate additional income.

e The next market segment is small and
marginal farmers and rural artisans,
weavers and those self-employed in the
urban informal sector as hawkers, vendors,
and workers in  household micro-
enterprises. This segment mainly needs
credit for working capital, a small part of

which also serves consumption needs. This

segment also needs term credit for
acquiring additional productive assets, su&
as irrigation pump sets, bore wellszan
livestock in case of farmers, and equlpni“é“‘ﬁt
(looms, machinery) and work sheds Fcaﬁg
of non-farm workers.
e The third market segme@b |§%&mall and
medium farmers who have_gene in for
commercial crops ﬁ@h s7sérplus paddy
and wheat, cotton, gr()"::?inut, and others
engaged in dal%‘\% try, fishery, etc.
Among nofi-farm activities, this segment
include e in villages and slums,
engaggd "1-1,1 ?‘%&essing or manufacturing
(&tlﬂ% ........ sEUNRiNg provision stores, repair
Orkshop tea shops, and various service
ises. These persons are not always
o’%}’;hough they live barely above the
poverty line and also suffer from
inadequate access to formal credit.

A

Well these are the people who require money and
with Microfinance it is possible. Right now the
problem is that, it is SHGs' which are doing this and
efforts should be made so that the big financial
institutions also turn up and start supplying funds to
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these people. This will lead to a better India and will
definitely fulfill the dream of our late Prime Minister,
Mrs. Indira Gandhi, i.e. Poverty.

Scenario in India:

India falls under low income class according to World

tE- e world
ral area.

a.::“gesult

Bank. It is second populated country in

and around 70 % of its population lives i

60% of people depend on agrlcult%,
there is chronic underemploymeh nésper caplta
income is only $ 3262. This is‘ign% négh o provide
food to more than one mglwd%The obvious result
is abject poverty, low, ?&%\_pr education, low sex
ratio, and exploitatio TF& major factor account for
‘4l poverty is the low asset base.

According tg, _»eser’\% Bank of India, about 51 % of
peonl@m%e p’@ssess only 10% of the total asset of

India,. Th|s§a§"r'esulted low productlon capacity both

éﬁDP) and Manufacturing sector. Rural people have

ve@; low access to institutionalized credit (from
commerual bank).

Poverty alleviation programmes

There has been a continuous effort of planners of
India in addressing the poverty. They have come up
with development programmes like Integrated Rural
(IRDP),

(NREP),
Employment Guarantee Programme (RLEGP) etc. But

Development progamme National Rural

Employment Programme Rural Labour

these progamme have not been able to create
The
production oriented approach of planning without

massive impact in poverty alleviation.
altering the mode of production could not but result
of the gains of development by owners of
instrument of production. The mode of production
does remain same as the owners of the instrument
have low access to credit which is the major factor of
production. Thus in Nineties National bank for
(NABARD)

launches pilot projects of Microfinance to bridge the

agriculture and rural development

gap between demand and supply of funds in the
lower rungs of rural economy. Microfinance the

12
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buzzing word of this decade was meant to cure the
illness of rural economy. With this concept of Self
Reliance, Self Sufficiency and Self Help gained
momentum. The Indian microfinance is dominated
by Self Help Groups (SHGs) and their linkage to
Banks.

5. Conclusion & Recommendations:-

The experience of private commercial banks in Micro-
finance is still relatively limited. Nonetheless, a few
patterns are emerging, and a number of challenges
continue to require attention.

e The current outreach of commercial banks in
Micro-finance is not at best modest in scope.

e Although some of the Micro finance institutes
(MFI’s) like SKS Micro-finance Private Limited,
Bandhan (Society and NBFC), Micro-Credit
Foundation of India Smith Microfin Ltd. have
exhibited impressive growth rates in a short time,
other banks lag behind.

deposit base for Micro-loans.
organizations started by cross-subsidizing Micé

finance units and activities for various pegiogs %g
time, good repayment rates and high effectiug

interest rates that far exceed the cost of ury%
allow most organizations to at Iea‘ tbreakeven in

the use of their own funds foer' Giending.
e Commitment to g among
commercial banks appeﬁ%"_to bé “tore likely in
small, specialized mstltust;?) with  few
shareholders, or in Iar@e institutions that have
created an m‘ﬁepende # unit or subsidiary
Jy to Micro-finance. In both,
ahd methodologies can be

financial. ,ea@rodu,gts
ad:gﬂgsd&th§ ‘microenterprise or low-income

cli

ce within commercial banks is largely

att\k‘gb te_r?io the efforts of a single person or to a
small’8roup of people to promote these activities.
Some of these individuals have been close to and
aware of the NGO operations in Micro-finance.

e Recruitment and training are frequently
undertaken where bank branches offer Micro-
finance services, allowing credit officers close
screening and monitoring of borrowers in their
own environments, Where banks see a need to
reduce the negative impact of strong kinship
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pressures on lending practices. Adequate
remuneration of loan officers for their successful
efforts, using performance-based bonuses
dependent on the number and volume of loans
and loan recovery record, was also practiced in
the majority of banks issuing individual loans

e Commercial banks offer Micro-loans that are
different  fromtheir  typical  collateralized
commercial and consumer loans. These Micro-
loans, although they share similaritie@j@i
Micro-loan  products, such ,#a%; frequent
repayments and  quick and%, %exﬁenswe
disbursements, are sllghtly%azggsﬁ? Size and are
granted for longer maturltles an are typical
NGO loans. Moreover, Miéré:loans provided by

commercial banks.,afe, .granted with different
i

terms and condi n %han traditional bank loans.

These  diff; re have prompted some

to offer Micro-loans in
separa% C atlons from their traditional banking
€ervi ¢eSizhighlighting the differences between
odugts. Higher interest rate charges and less
rigegous collateral requirements characterize

commercial

e Most commercial banks largely use their own i ‘%a Micro-lending by most banks.

Although g:)ll g

B

i .==tlear that these resources can play an important

breaklng down fears or resistance in bank circles to

these initiatives. It is also clear that this role can be
fairly short-lived, as the bank’s own deposit resources
are brought into play, and newly recruited personnel
and information management software give banks the
tools to carry on the promotion of these Micro-
lending programs as a commercial platform. Although
in the
beginning, a period of self- sufficiency is generally

scale and scope economies are limited

reached after three to four years of experience.

6. SUGGESTIONS

There are a number of ways in which central
bank may wish to facilitate the development of
the Micro-Finance sector.

1. They should conduct research into rural
financial markets, Micro-Finance, and informal
finance, in order to increase understanding
among policymakers of the characteristics of
these financial markets and to ensure that any
policy initiatives are grounded in empirical
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evidence. For instance, this could include
research into issues affecting access to capital
by low income households, such as land
tenure, chattel mortgaging, foreclosure, and
small claims procedures.

2. They should collect and publish data onthe
Micro-Finance activities of licensed banks.
They shouldalso collect data on nonbank MFls,
in collaboration with networks of MFIs and
other institutions. This would include
monitoring the outreach and sustainability of
the Micro-Finance sector.

3. They should be advocates for sustainable
Micro-Finance, bypreparing and disseminating
publications on Micro-Finance best practice,
conducting and/or participating in workshops,
and similar activities.

4. They Should disseminate broader economic
information to the Micro-Finance sector, such
as macroeconomic data, information on the
performance of particular economic sectors,
and information on sources and cost of capital.

5. They Should conduct or initiate training
programs  for officials from government
agencies, banks, MFls, second tier institutions,
and other bodies. Such training program{
would generally focus on issues where,_th
central bank may be presumed toﬁ"',x@“
particular expertise or an obvious Ieadersﬁlp
position, such as policy |$sqes fanﬁg
performance and reporting stahlc rather
than on operational issues. TAlter: vely, in
some cases there may, %w?ércentral
banks to facilitate or coorfk ate training on
operational issues, i thg abse??wce of initiatives
fromanyother ource. |

6. They should prowde techl%%l expertise in areas
wherethey“may“Hasie. comparative advantage,
such as help second tier institutions,

K<SF MEIs, and credit rating agencies to
est&bltsh" érférmance and reporting standards

e

’?br@ Fls. i
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Abstract Q
India’s rise in recent years is one of the most prominent dev ts in the economy of world. India’s

growth, particularly in manufacturing and services, h osted tHe sentiments, both within country and

abroad. With an upsurge in investment and robu acroécgnomic fundamentals, the future outlook for
India is distinctly upbeat. According to many comma@ntators, India could unleash its full potentials,
ic

provided it improves the infrastructure faciliti

re at present not sufficient to meet the growing
demand of the economy. The infrastructare ntry constitutes Roads, Railways, Shipping, Airways,
MRTS, Hydro Power, Thermal Power, Nuclear Power, Conventional & Non-conventional Energy. Basic
Telecom Services, Mobile Tele Ser\ﬁas, Satellite Communication Services, Data Communication
Services, Water Supply, Sewera Sanitation, Solid Waste Management, Primary Health Centre,
Advanced Medical Facility, Ed i frastructure. Provision of Primary Education to all, and a World
class higher education faci imperative to any developed country. Failing to improve the country’s
infrastructure will slowown India’s growth process. Therefore, Indian government’s first priority in this
century is the clrallengesi afdmaintaining and managing high growth through investment in infrastructure

India is ex grow at an exponential rate in next few years. Accompanying this growth will be an
incg€ase in demand for infrastructure services. Economic and population growth prospects are expected

p ditional pressure on existing infrastructure facilities. Therefore, addressing these challenges
willlge &5sential in the infrastructure sector to continue fostering economic growth rather than becoming

a constraint.

Government of India is actively pursuing Public Private Partnerships (PPPs) one of the way of financing
which is adopted worldwide to bridge the infrastructure deficit in the country. Several initiatives have
been taken during the last three years to promote PPPs in sectors like power, ports, highways, airports,
tourism and urban infrastructure. Under the overall guidance of the Committee of Infrastructure headed
by the Prime Minister, the PPP programme has been finalized and the implementation of the various
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schemes is being closely monitored by the constituent Ministries/Departments under this programme.
Indian experience shows that competition and PPPs can help in improving infrastructure.

Key words: Constitutes, Infrastructure, Investment, PPP, Sentiments,

“Government’s role in Infrastructure
Development through Public-Private -
Partnership”

1. Introduction: India’s rise in recent years is a
most prominent development in the world
economy. India has re-emerged as one of the
fastest growing economies in the world. India’s
growth, particularly in manufacturing and
both

within country and abroad. With an upsurge in

services, has boosted the sentiments,

investment  and robust  macroeconomic

fundamentals, the future outlook for India is

distinctly  upbeat. According to many
commentators, India could unleash its full
potentials, provided it improves the

infrastructure facilities, which are at present not
sufficient to meet the growing demand of the

economy. The infrastructure of a count

constitutes Roads, Railways, Shipping, Airway
MRTS, Hydro Power, Thermal Power, Nuc
Power, Conventional& Non-conventjon
Energy. Basic Telecom Services, ile Teﬁcom
es, Data
Servi e Supply,
Solid  Waste

entre, Advanced

Services, Satellite Communication

Communication

Sanitati

alt
on

Sewerage and
Management, Primary
Medical , Edu

Primary E to all and a World class

Facili Infrastructure.

higher atien facility. Failing to improve the

country telicture will slow down India’s
. Therefore, Indian government’s
priorify in this century is the challenges of
2. ient features of Infrastructure Project

Financing

The salient features of infrastructure project
finance are as follows:

The lenders finance the project looking at the
not the
creditworthiness of the borrowing party. The

creditworthiness of the project,

repayment of the loans is made from the

maintaining and managing high growth through

investment in infrastructure sector, among

others.

Try to imagine a country without infrastgactlire.
Such places do exist. You have regio Afriga
where the transport is by privatelyag bdat
(canoe, motorboat, steam b g iver
like the Congo or the Nile. Pavugd
exist. Much of Siberia

ads may not
no paved road. And
e winter or spring.

there is not much tr
Incomes are ab vilo

vital role of most

in both areas. The
structure is to allow the

exchanges there are the greater the

f
i
little or no "soft" infrastructure. Somalia would

rease in wealth. There are also places with

be an example. Who wants to go shopping
where bullets are flying?

India is expected to grow exponentially in next
few years. Accompanying this growth will be an
increase in demand for infrastructure services.
Economic and population growth prospects are
expected to place additional pressure on

existing infrastructure facilities. Therefore,
addressing these challenges will be essential is
the infrastructure sector is to continue fostering
economic growth rather than becoming a

constraint

earnings of the project. Project financing is also
known as “limited recourse” financing as the
borrower has a limited liability. The security
taken by the lenders is largely confined.

Most project finance structures are complex.
The risks in the project are spread between the
various parties; each risk is usually assumed by
the party, which can most efficiently and cost-
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effectively controlled or handled it. Once the
projects risks are identified, the likelihood of
their occurrence assessed and their impact on
the project determined, the sponsor must
allocate those risks. The options are,

* To absorb the risk

* To lay off the risk with third parties, such as
insurers.

* To allocate the risk among contractors and
lenders.

3. Public-Private-Partnerships (PPPs).

In an increasingly  competitive  global
environment, governments around the world are
focusing on new ways to finance projects, build
infrastructure and deliver services. Public-private
partnerships (PPP's or P3's) are becoming a
common tool to bring together the strengths of
both sectors. In addition to maximizing
efficiencies and innovations of private enterprise,
PPP's can provide much needed capital to
finance government programs and projects,
thereby freeing public funds for core economic
and social programs.

In many countries (including South
infrastructure for public services such as'ro
bridges, tunnels, prisons, hospitals and airport;
has traditionally been constructeperat and
maintained by the private sectoreg@perator) and
financed by the public sector ra @ through

public budget approprigon. e types of
transactions (public-to-priv. Tvice concession
arrangements) are genggally t¢rmed as public-

private-partnerships (PP

such arrangements are a
at large-scale infrastructure
the building of roads, airports,
ridges, prisons, hospitals, water

facilities, energy supply and
munication networks, and military
installations can be developed and provided to
the public for use. However, in some cases, they
are not recognized in the financial statements,
effectively concealing the financial position of
the guarantor.

4. Government of India’s Definition of PPP
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While there is no single definition of PPPs, they
broadly refer to long-term, contractual
partnerships between the public and private
sector agencies, specifically targeted towards,
designing, financing, implementing, and
operating infrastructure facilities and services

that were traditionally provided by the plblic
sector. The development, financi %
operations of public utilities and in ct
facilities by the private sector ue s and
conditions agreeable to botm government
and the private sectorbig call ublic Private
Partnership (PPP). &

"The Puinc-Pri\%;nership (PPP) Project

projec ased on contract or

means a
i ment between a Government

(@]
(]
3
(2]
(D

D

sectorigonapany on the other side, for delivering

infrastructure service on payment of user

C es.

Pursuant to the  decision on the
recommendations of the Committee on Public
Procurement, a Committee has been
constituted in Department of Economic Affair to
formulate the Rules for PPP projects, including
rules for regulating expenditure, appropriation
of revenues, contingent liabilities, etc. in PPP
projects and proposed delegation of powers in
this regard.

5. National PPP Capacity Building Programme

The National PPP Capacity Building Programme
was launched by the Union Finance Minister
(FM) at the India PPP Conclave held in
December 2010. The programme found special
mention in the FM's Budget speech in February
2011. The programme expects to train 10,000
senior and middle-level government officials
over the next 3 years. This is expected to result
in improved capacities among government
officials in preparing and managing PPP projects
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across various infrastructure sectors in these
States.

This training material has been organized into
five distinct course offerings. Also, it is
structured in an easy-to-use modular format,
with extensive guidance along with explanatory
notes and tips, cross-referencing and additional
reading material. Accordingly, besides serving its
primary purpose as a pedagogical tool for
trainers in a class room context, the material
can also be used by the trainees for subsequent
revisions and reference.

6. Regulatory scenario in India

On January 22, 2010 the Ministry of Corporate
Affairs issued the road map for transition to
IFRS. It is clear that India has deferred transition
to IFRS by a year. In the first phase, companies
included in Nifty 50 or BSE Sensex, and
companies whose securities are listed on stock
exchanges outside India and all other companies
having net worth of Rs 1,000 crore will prepare
and present financial statements using Indian
Accounting Standards converged with IFRS.
According to the press note issued by t
government, those companies will conve

first balance sheet as at April 1, 2011, applyin
accounting standards convergent with IERS &
the accounting year ends on Mlarth 31. This
implies that the transition dafe, will{ bE§April 1,
2011. According to the earlier% e-transition
date was fixed at April 1 0.

The [nstitute of Ch

d Accpuntants of India

t%t International

for financial statements

ginning on or after 1 April

his.will be done by revising existing
ounting standards to make them compatible

wit .Reserve Bank of India has stated that

financial statements of banks need to be IFRS-
compliant for periods beginning on or after 1
April 2011.The ICAI has also stated that IFRS will
be applied to companies above Rs.1000 crore
from April 2011.
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7. Reserve Bank of India’s Directive on the
issue of Infrastructure Financing: As per the RBI,
a credit facility is treated as 'infrastructure
lending' to a borrower company which is
engaged in developing, operating and
maintaining, or developing, operating and
maintaining any infrastructure facility that is a
project in any of the following sectors, or an
infrastructure facility of a similar nature;

i) A road, including toll road, a bridge

system;

ii) A highway project including %
being an integral part of the highway prOJect

iii) A port, airport, inIan%rway orinland
port;

iv) A water suppl rrigation project,

water treatment sYigtem, sanitation and

sewerage or'solid waste management
sy .%

unication services whether basic or
ellular,¥hcluding radio paging, domestic
satellite service (i.e. a satellite owned and
operated by an Indian company for providing
telecommunication service), network of
trunking, broadband network and internet
services;
vi) An industrial park or special economic zone;
vii) Generation or generation and distribution of
power;
viii) Transmission or distribution of power by
laying a network of new transmission or
distribution lines;
ix) Construction relating to projects involving
agro-processing and supply of inputs to
agriculture;
x) Construction for preservation and storage of
processed agro-products, perishable goods such
as fruits, vegetables and flowers including
testing facilities for quality;
xi) Construction of educational institutions and
hospitals;
xii) Any other infrastructure facility of similar
nature.

Further, for raising external commercial
borrowings funds, the RBI has defined
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infrastructure to include (i) power, (ii) ¢ Grant a long term lease of or sell the site
telecommunication, (iii) railways, (iv) road to the sponsor, and

including bridges, (v) sea port and airport, (vi)

industrial parks and (vii) urban infrastructure * Often acquire most or all of the service

(water supply, sanitation and sewage projects) provided by the facility.

vide their circular dated 2nd July, 2007.
The government's co-operation is critical in large
projects. It may be required to assist in obtaining
the necessary approvals, authorizations gand
consents for the construction and operatiog ofithe
project. It may also be required tg

8. Mode of Operation of Build, Operate and
Transfer (BOT) Projects

Due to funds constraints, the government is comfort that the agency acquiring se
assigning several projects on a Build-Operate- the facility will be in a positio %\0 our its
Transfer (BOT) basis. BOT is one of the types of financial obligations.
project financing used worldwide. BOT is a ]

. . The government agency ormally the primary
relatively new approach to infrastructure S .

i ) ) party. It will initiat ject, conduct the
development, which enables direct private tendering process luation of tenderers,
sector investment in large-scale infrastructure and will grant t sor the concession, and
projects. The theory of BOT is as follows: where neces th ff-take agreement.

Build — A private company (or consortium) tion of Sponsor

agrees with a government to invest in a public

infrastructure project. The company then secures he spoftsor is the party, usually a consortium of
their own financing to construct the project. integested  groups (typically including a
Operate — The private developer then own coffstruction group, an operator, a financing
maintains, and manages the facility for an agre institution, and other various groups) which, in
concession period and recoups their invesiine response to the invitation by the Government
through charges or tolls. Department, prepares the proposal to construct,
Transfer — After the concessionary period th operate, and finance, the particular project. The
company transfers ownership and,operati®n sponsor may take the form of a company, a
the facility to the government vant state partnership, a limited partnership, a unit trust or
authority. an unincorporated joint venture.

8.1 Parties to BOT Projec 8.1.3.  Involvement of  Construction

Contractor

er of maj@¥ parties to any BOT

project and all o m haVe particular reasons to The construction company may also be one of

be invol project. The contractual the sponsors. It will take construction and
arrangeffients between those parties, and the completion risks, that is, the risk of completing
allo. 0 kS, can bf_’ complex.. The major the project on time, within budget and to
parties project will usually include: specifications.
8.1. e of Government Agency 8.1.4. Role of Operation and Maintenance
Contractor
A government department or statutory authority
is a pivotal party. It will: The operator will be expected to sign a long-term
contract with the sponsor for the operation and
e Grant the sponsor the "concession", that maintenance of the facility. Again the operator
is the right to build, own and operate may also inject equity into the project.
the facility,

8.1.5 Part of Financiers

19




ISSN 2348 -3652 Pravish Rajnam Journal of studies

In a large project there is likely to be a syndicate In Asia, India has the biggest managed rail

of banks providing the debt funds to the sponsor. network and on a global scale it occupies the
The banks will require a first security over the
infrastructure created. The same or different
banks will often provide a stand-by loan facility
for any cost overruns not covered by the than 100,000 kilometers. The minimum freight
construction contract. carried every day is 1.25 million tons and at

least 13 million passengers travel everyday in

second position. 11 thousand trains operate on
a daily basis in India and the track length is more

8.1.6 Other Parties India by train.

Other parties such as insurers, equipment

. . . . The railways sector offers a lot of scope for
suppliers and engineering and design

. . ublic-private partnerships and includes the
consultants will also be involved. Most of the P P P P

. A . following:
parties too will involve their lawyers and ‘ —

financial and tax advisers. ) . . ]
e Commercial usage of rail space like

9. Prospects of India’s Infrastructure Sector stations for example
e Private investments in railway rolling

There are several reasons as to why the stocks

infrastructure sector of India can be regarded as e Private investments in  railway
. . . infrastructure

a lucrative proposition for investments. The few ‘ \\/

reasons are mentioned below as below:

The Golden Quadrilateral is expected to be
9.1 Ports

improved so that it can be used to operate

India’s coastline stretches for 7517 kilometers freight and passenger trains at greater speeds.

and 76 percent of the traffic is controlled by the The connectivity between rail and ports is

12 major ports. These ports need to upgrade supposed to be bettered as well. Multimodal

themselves to be in tune with the global corridors are also supposed to be developed in

standards and also deal well with the increasing the remote corners of the country, connecting it

amount of traffic. Several ports are making to the nearest railheads, bus stand ports and

plans to increase their capacity and this is airports.

inclusive of container terminals. The
9.4Power

At present the electric power stations in India

government has started the National Maritime

Development Programme that will deal with 276

port projects and this includes infrastructural are supposed to have a capacity of 220,000

improvement as well. mega watts as per the latest 5 year plan. The

average yearly power shortage on a yearly basis

9.2 Airports is 8 percent.
"It had been expected that by end of 2013 the The Union Government is expected to build
passenger traffic would increase by almost 25 UMPPs (ultra mega power projects) for capacity
percent and in the same period passenger traffic addition. The nuclear power capacity is also
was expected to go up by more than 100 supposed to be increased to 10,000 MW in the
million, the cargo traffic in the same period was same period.
supposed to exceed 3.3 million tons. The

airports at Kolkata and Chennai are supposed to 9.5Telecom

be upgraded through joint ventures. In the last couple of years India has seen a
9.3 Railways commendable growth when it comes to telecom
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penetration but the usage in the rural areas is
still limited to 5 percent at the most. In the Asia-
Pacific area, India is numerouno with regards to
minutes of wusage (MOU) per month.
The subscriber base of Indian telecom industry
has an approximate CAGR of 50% and it has also
high rates of mobile phones sales on a weekly
basis. The mobile devices available in this South
Asian country are also among the most
economical in the world.
9.6Roads

India’s total road length is nearly 3.3 million
kilometers and this includes approximately
128,000 kms of state highways and 65,569 kms
of national highways. This also makes it one of
the leading countries globally in this regard.
However, only 47 percent of the total road
network is paved. This is an important statistic
as the roads are responsible for almost 85% of
passenger and 65% of freight traffic.
In the past decade the authorities have planned

many important projects to develop the
highways and several of these are in their initial
phase. The private sector can play an important
role in this as is evident from the fact that
projects with such participation have progressed
quickly. These roads have also improved in
terms of better signs, toll collection, and other
relevant facilities.
9.7Construction

The construction sector is responsible for almost
7% of India’s GDP and is preceded by only
‘agriculture in this regard. This sector can be

broken up as such:
7

e Infrastructure development: 54%
e Residential activities: 5%

e Industrial activities: 36%

e Commercial activities: 5%

Following are the main entities of the sector:

Pravi
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e  Construction contractors
e  Material suppliers

e  Equipment suppliers

e  Solution providers

The yearly growth rate of this sector is almost
30%, which is pretty commendable and this is
one sector that has seen a lot of private and

governmental  investment. The  sector’s
investment potential has been calculated at 860
billion us dollars.

9.8Hydrocarbon

It is assumed that by the end of 2012 the petrol
usage in India will go up by almost 300 MMT
thanks to greater industrial requirement and
more cars. The estimated investment in this
sector for the next 5 to 10 years is going to be
USS 100 billion. An extra refining capacity of
around 110 million tons will also be needed by
the 2012.
Natural gas is a major area for investment. The

end of

private sector can also invest in the following

D infrastructural activities:

e Jetties

e QOil movement
e Storage tanks
e  Petro-products

The Union Government has allowed 100 percent
private investment in the sector as oil imports
take up the biggest slice in India’s imports and
the step allows the national authorities to
address the situation. Other important steps like
delicensing, rationalization of prices and
deregulation.

Joint ventures in this sector are allowed in the

following activities:

e Infrastructure development
e Refining activities
e  Marketing

10. Top Infrastructure Companies in India
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With the Indian economy growing in scope and
size significantly, the past few years have seen
the role of infrastructure magnified as an
enabler of inclusive growth. The government
has been investing heavily in various
infrastructure segments to bridge the demand
supply gap for effective and faster delivery of
the projects. The total investment in the
infrastructure sector during the Twelfth Five
Year Plan (2012-2017) is likely to be over USS 1

trillion.
Following are the leading infrastructure
companies of India:

e larsen & Toubro

e  Gayatri Projects Ltd

e Jaiprakash Associates

e Ramky Infrastructure

e lancolnfratech

o |L&FS

e Reliance Infrastructure Limited

e Consolidated Construction Consortium
Ltd

e  GMR Infrastructure

e  Madhucon Projects

e PunjLloyd
e  Pratibha Industries
e |VRCL

e MARG Group

e Hindustan Construction Company
e Vascon Engineers

e NCC

e  ARSS Infrastructure Projects

e Gammon India

e JMC Projects (India)

e  Simplex Infrastructures Limited

e AshokaBuildcon

GVK Power & Infrastructure Limited
Unity Infraprojects

e IRB Infrastructure

e SPMLInfra

e  Afcons Infrastructure Ltd

e Ahluwalia Contracts (India)

e Patel Engineering

e  Shriram EPC

/-
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11. Conclusion: Provision of quality and efficient
infrastructure services is essential to realize the
full potential of the emerging Indian economy.
Indian government’s first priority is therefore
rising to the challenge of maintaining and
managing high growth through investment in
infrastructure sector, among others. To sustain
9 percent growth growth, the Government of
India had estimated that an investment of dver
USS 492.5 billion during the 11" Fiv r Plan
(2007-2012) will be required. In& year
plan India's infrastructure sgc_tor‘w‘ill require
investment of about USD 1 trillign, double the
amount envisaged in the ongoing plan
me\ is  substantial

rastructure sector in

erwords, also offers large

period, Therefore,
infrastructure n
India, which, in
Public-Private-

investmen rtunities.

) is emerging as the preferred

instriig where the private sector gets its

ormal f#hancial rates of return while the public
sectbr partner provides concessional funding
based on the long-term direct and indirect
benefits to the economy.
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Abstract - In ancient India, in tradjtional ﬁst of learning students were sent to the Ashram of Guru

with the sole aim of learning. Th e used to stay in Ashram until their studies are not over. That was

the ‘Gurukul System’. The e i stem has gone through the process of transformation over a
period of time. We shift 0 itional system of learning to modern system of learning.

In recent yéars \massie changes in policy, governance, structure and status of higher education

have been tdken pla all over the world. The process of Liberalization, Privatization, and
Globalizati
internatfonaliz
thr (o

ig on institutes are supposed to create a strong education brand of their own.

ught about many changes, such as modernization, diversification, decentralization,
ion and increase in competition. As a result our education system is also undergoing
ges. This necessitates marketing of education as a service in a systematic manner. The

Key words — Brand, Branding, Higher Education, Higher Education Institutions.

Introduction - Branding in education is not a new Universities. They were the center of quality
phenomenon; we still remember the names of education and excellence. As the Indian economy
‘Nalanda’ and ‘Takshila’” - the ancient Indian opening up, it is likely that education in India will
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have the challenge to cater to futuristic needs
coupled with inclusive growth. Now, universities and
institutions will need to attract more and more
students and increase its pool of potential entrants
and also ensure greater diversity from within the
population. The corporate business are reaching out
to new markets beyond the metros and cities, thus
creating a greater need for manpower in these
areas. The higher education institutions must have
to fulfill their need. At the same time they must have
to keep themselves update and competitive enough
in order to grow and survive in this competitive
world. And when there is a competition there is
marketing.

The concept of branding as applied to

higher education is somewhat different from
branding in the commercial sector. Branding in
higher education is all about who we are and is not
what a particular product offers to the market place.
Someone rightly said about Branding that if one
didn’t build a Brand as quickly as possible, someone
else may take the position that one want. In th

recent years, massive changes in policy, governanc

structure and status of higher education hav
taken place all over the world. Higher Education i

as aére

also widely deemed and consider

national asset. Quality education ful iversified
needs can create skilled and emp npower
in the country. In these day ma g, branding

has become the latest f in terfiary education to

attract both natiopal as international

students. The technodlpgical €hanges and shrinking

global bound reased the significance of
marketing afd education. In today’s higher
educatigh landscapg, institute and university leaders
maydwe nstder principles of brand management
to assure, tI€ir positions vis-a-vis their competitors.
Higher education leaders may derive guidance to
manage effectively what may be the most important
intangible asset an institute or university owns—its
long-term image and bundle of core meaning. In
highly

marketplace, universities and institutes have turned

today’s complex and competitive
to branding as a solution in dealing with the global

challenges. The Indian higher education sector is
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heterogeneous. Different types of higher education
institutions co-exist, and these operate with very
different motives and working contexts. Almost all
types of higher education institutions face serious
problems of faculty shortage and maintaining the
quality of education. There is a growing importance
of branding for the institutes and universities, and it
is expected to become even more important and
vital for their growth and survival. But at the same

time it should be noted that quality of gducatign and

its utility in terms of employabilit mp@rtant

pillars of successful brand. Als iversities

can differentiate themselvesy thripugh serving the
needs of different segm@it different offerings,
they must understan@ ifferences are perceived
by different se However, they follow

different strategi@s, iW the different context. The

actions of @pe of institution can have important
ers. These impacts can be either

¢ negative. Hence, in order to develop
for addressing the problems mentioned
aboye institutes and universities must have to move
alead in a planned and systematic manner.
Moreover, they must have to take into account
certain factors contributing towards quality of

education like faculty development, course material,

industry interactions, employability, research,
infrastructure and technology.
This conceptual paper is based on

secondary data available from various reliable
sources. It will make clear the concepts of ‘Brand’
and ‘Branding’ to the readers. Further, it will
elaborate tools and techniques of branding, and put
forth the principles and guidelines helpful to the
higher education institutes while establishing
themselves as a strong education brand. The
Indian  universities and

initiatives of some

institutions are also taken into account.

Brand and Branding Defined — In order to ensure
better understanding of the subject matter, the

terms ‘Brand’ and ‘Branding ‘ should be made very
clear.
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‘Brand’ is an accumulation of emotional and
functional associations. Brand is a mental expression
or sign of quality. It is an intangible thing which is
much concern with an experience and satisfaction.
Brand is a promise that the product or service will
perform as per customer’s expectations. It shapes
customer’s expectations about the product. Brands
usually have a trademark which protects them from
use by others. A brand gives particular information
about the organization, good or service,
differentiating it from others in marketplace. Brand
carries an assurance about the characteristics that
make the product or service unique. A strong brand
is a means of making people aware of what the
organization represents and what its offerings are.

To a consumer, brand means and signifies -

= Source of product or service

= Delegation of responsibility to the
manufacturer or service provider

= Lower risk and uncertainties

= Less search cost

= Quality symbol

=  Deal or pact with the product manufactur
or service provider

= Symbolic device

To a marketer, brand means and signifies - ,

= Basis of competitive adva ta%

=  Way of bestowing produc es with
unique associations

= Way of identificatign to easy handling

=  Way of legal protection nique
traits/featufes of praddict or service

= Sign of it satisfied customer
= Meaps, 0f goo ancial returns

ing’ on the other hand is assembling
of vari eting mix medium into a whole so as
to give identity. It is nothing but capturing
customers’ mind with a brand name. It gives an
image of an experienced, huge and reliable business.
It is all about capturing the market for a product or a
service and about creating a confidence in the
current and prospective customers’ minds that a
product or service is the unique solution to their
problem. Branding is a phenomenon that has
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become increasingly common worldwide in higher
education over the last few years. It entails defining
the essence of what a university ‘is”’, what it ‘stands
for’, and what it is ‘going to be known for’. This
requires precision and consistency in the
formulations and internal commitment to the brand.
Without a strong commitment and active
involvement no strong brand can be created.
Branding is thus a process that allows ap i

or a group of individuals the ability, p

brand image and lettering to an id

Need for Branding of Higher mc Institutions -

Gone are the days whe duMn was considered
as destination, to@ cation is seen as

opportunities thatg up for people. These days

branding is reac er frontier and the latest in

this ever ingrggsing tribe of marketable categories is
edugs all categories- primary, secondary

ana levels. In the higher education domain,

s to be over powering rush in brand

ilding. Everyone is trying to establish as a reputed
bt#nd. As the economic status of the people in the
country has improved, people are not hesitant to
spend larger share of their income on quality
education. Also there are many people for whom
education becomes a priority. The entry of
international players in India increases the number
of career options for the people in India. There is an
increase in competition in the field of education in
India. The fast globalizing world which is moving
towards a knowledge economy has opened immense
opportunities for building education brands. On
account of global trends towards privatization of
education, there is an increased competition be it
haloed IITs, IIMs or ISB, MICA or IMT or international
institutions like Harvard, Stanford, Princeton Yale
etc. In a dynamic environment such as this, where
the opportunity offered by the education sector is
only opening up some educational institutions may
confuse branding in education with creating noise
that gets people to enroll. The approach of branding
and the role of education are both changing side by
side. As education can make life transforming
impact, it is inevitable to understand the synergy
and the changing environment. Education being an
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experiential product is built on lot of trust and Institutional Vision - To impart globalized
relationship. In this field, there are multiple education with a view to producing world-class

stakeholders like students, faculty, prospective

employees, employers, parents, and the society. An professionals, scholars, business leaders and

appropriate balancing of multiple stakeholders’ academics in various disciplines. Marketing and

interest will be a key requirement of the leadership Brand
of each education brand. It should be remember -
) i o Building —
that education being a complete experiential
business, earns its customers from word of mouth of a) Seminars and talks by JGU faculty in
satisfied and well placed individuals. undergraduate institutions on the nee® lity
higher education, focus on researc phasis

Some Cases from India — Initiatives taken by some
Indian universities/institutions for brand building are

of global orientation.

as follows. b) JGU strongly position%eputation of its

1) Shiv Nadar University (SNU) - faculty. Q

Profile in brief - Form of presence: State Private Future Plans — %Ians to cor.msohdate and
University Year of establishment: 2011, Size of further exhe our schools with a focus on
campus: 286 acres Location: Greater Noida, Uttar furt \ yearch agenda.

Pradesh 3) Ma ducation Group -

establishment: 1953 Number of campuses: 9

Institutional Vision — To establish Shiv Nadar p einbrief- Form of presence: State Private
University (SNU) as a globally recognized, University with international campuses Year of
research-led, multi and interdisciplinary Instit

(Manipal, Mangalore, Bangalore, Goa, Sikkim,
Marketing and Brand , Malaysia, Nepal, UAE and Antigua)

Building — % Scale: Caters to over 1,20,000 students across its
% campus and distance education programmes; has an
novgti

a) SNU launched a marketing alumni base of 3,00,000 from more than 52
campaign primarily stre its inter and multi- countries

disciplinary aspects.
Courses: Over 300 courses offered across 14

b) It has also m ttract high quality faculty professional streams
from India a; road basis its strong research
commitmgn Institutional Vision - Excellence in education

to establish finest educational institutions

Future®lan SNU plans to develop the current worldwide and be the preferred choice for

campus as'a flagship institution with research students, industry and faculty.

centers in cities such a Delhi.
Marketing and Brand

2) 0.P. Jindal Global University (JGU) -

Building -
Profile in brief - Form of presence: State Private S . .

] ) ] ) a) Brand communication is considered critical.
University Year of establishment: 2009 Size of

campus: 75 acres Location: Sonepat, Haryana
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b) Extensively uses the online medium for marketing
to keep the costs

low.

Future Plans—  Manipal Group plans to

establish 5 new universities in India and

further expand its presence in countries such as
Malaysia, USA and Dubai.

4) BITS Pilani -

Profile in brief- Form of presence: Deemed
University with International campus Year of

establishment: 1929,

Number of campuses: 4 (Pilani, Hyderabad, Goa,
Dubai)

Scale: Enrollment has expanded threefold in the last
decade from about 3,500 students in 2000 to more
than 10,500 students at present

Courses: Undergraduate, Postgraduate and
Ph.D. programmes in disciplines such as
engineering, science, humanities and manage t

Institutional Vision - To transform into a,

research-focused academic instituti th strong

industry and foreign academia Iink&@%

Marketing and Brand
Building -

a) Branding for largely based on

meaningful (industrizrelationships, the quality of its
researc ications and the success of its alumni.
b) Quality ing and research are considered
essential $or the sustenance of the brand.

c) Advertising is largely limited to faculty and student
recruitment.

Future Plans—  BITS plans to aggressively
expand its post graduate and PhD programmes
in the years to come in line with its research-

orientation.

ke
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5) Narsee Monijee Institute of Management Studies

(NMIMS) -

Profile in brief - Form of presence: Granted

Deemed University status in 2003

Year of establishment: 1981, Number of campuses: 3
(Mumbai, Bengaluru, Shirpur)

Scale: About 10,000 students, primarily in\ the
management and engineering disci

Courses: 8 schools in profession eral
disciplines such as managem@ gineering,

architecture, pharmacy,@e, ommerce,
economics, and dista ing

Institutional Visiég- To define 21*" century
technologina ement and organizational

d etlucate with aview to impact global

eting and Brand
Building -

a) Brand is believed to be built on the strength of
word-of-mouth; the institute considers its
students and faculty as its biggest brand
ambassadors.

Future Plans— NMIMS is establishing two

new campuses in Hyderabad and

Chandigarh. It also plans to expand its continuing
education portfolio, set up a school for law and
public policy, and establish a skill development
center in six identified industries.

6) Symbiosis International University (SIU) -

Profile in brief - Form of presence: Granted

Deemed University status in 2002
Year of establishment: 1971

Number of campuses: 4 currently (Pune, Nasik,
Bangalore, Noida)
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Scale: Has about 30,000 students enrolled
across its campuses including 3,000 foreign
students

Courses: 25 institutions across 7 faculties
(Management, Law, Engineering, Computer
Science, Health Science, Media, and
Humanities)

Institutional Vision - To make Symbiosis
International University the preferred destination

for all who aspire to excel.
Marketing and Brand
Building —

a) SIU considers its students to be its brand
ambassadors.

b) It does not spend significant amount on
traditional marketing.

Future Plans—  SIU plans to start 2 campuses in
Hyderabad and Ahmedabad; it
develop an integrated medical school and

also has plans

commence executive development programmes

corporate overseas. ,
Principles of Branding — Over ghe higher
education sector has witnessed raeigm shift

with respect to the growing appligation of marketing
and branding principle d now institutes and
universities have began to e ce the fundamental

principles of bra ollowing are some of the

important ffective branding.

1) An ifistitution's Jbrand should not only drive
markegti rategies but it should also give the
instituti@g s&Mmething to live up to.

2) The brand promise should base on academic
and emotional engagement that derives partly
from the institution's leadership.

3) For effective delivery of brand promise an
institution's leaders should have a clear
understanding of the marketplace's perceptions of
its brand.
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4) For the successful branding the institution’s
administration, staff and faculty should cohesively
execute the brand strategy and should also
actively pursues student and employee engagement.
5) Abundant online tools, publications, and other
resources should be use to make today's students
better informed and more aware of available options
than ever before.

6) Education brand should supportby a
institution's strategic business decisi i erto
be effective.

7) Every institution should ha w u nted
positioning statement and brgnd strategy. 8)

Branding initiatives in hﬁ education should be
on from enrolment,

centered on revenu

fund raising and @sources.

9) It should be notegd tHat the ultimately value of an

education is determined by those institute

seryé @

10)
ontiergand become renowned in that as in any

gtitution should strive to reach new

bragding effort, an educational institution must be
kmown for something.

11) Educational institutions should have to form very
deep, trust based relationship with their students
resulting in positive word of mouth about the
experience they had at their institution.

12) In order to strengthen their brand's position in
the marketplace, institutions must ensure that
curriculum and teaching pedagogy must be relevant
in today's global marketplace.

13) Being service provider educational institutions
must have to consider and use cleverly physical
evidence as an important element of marketing mix.
Tools and Technigues of Branding — Branding in
higher education should be done more

scientifically. Certain tools and techniques should be
used. Some major branding tools are —

1) Making the Brand Promise — To make a sound
brand promise, brand tactics, brand strategy must
be in line with institute's mission and value; and
institute must also clearly define how it wants to
be seen by others (desired brand identity), that
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can be defined with the assessment of the existing
brand image for various stakeholder valued by the
institution with the outcome to gain insight into
current

current reality. Thereafter reality is

matched against the institution's vision for its
brand identity in order to determine if thereis any
gap exists between the two. This gap helps
institution to strategically target and formulate
turn fosters effective
brand

competitors. The institution must then focus on

brand strategy which in

positioning  of  institution's among

5M's of branding and positioning i.e. mission,
media, message, money and measurement. Success
of the education branding depends on the degree to
which above mentioned practical aspects (5M's and
tactical moves) are strictly adhered. Even with
careful planning and execution, all the efforts in
making the brand promise may go in vein if
stakeholder's experience with the institution is not
in line with the brand message, so the golden
mantra for education branding is ‘promise less and
deliver more’.
2) Enabling the

brand promise is all about the internal marketi

Brand Promise - Enabling t

programme that is targeted to internal custo
(faculty members, administrative staff, support staf

roméd to

etc) to enable them to fulfill what

external customers. The internalpm g starts
with attracting and selecting th d most
suitable resources for the ofgahizafion.” Institutions

ted faculty and
staff so that they services to the
students. They

and mindset

next step,is jvate them through effective job
design and system. There should be better
coo tion d coordination among institute
people nsure  satisfaction and higher
productivity.  This can be achieved by

encouraging teamwork in the organization. The
next important step is proper education and training
i.e. enabling the employee understand the role he
has to play in the organization, the importance of his
another

role. Employee empowerment is

prerequisite; institutes should give their faculty and
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staff enough freedom to take important decisions as
and when required.

3) Delivering the Brand Promise - To deliver the
brand promise effectively, there must be an analogy
between what an institution claims to be and what
its stakeholders actually experience in all the service
encounters (moments of truth) with any individual

or unit associated with the institution in“prder to
effectively shape how stakehold i an
institution. Once the brand pro adly
understood, the brand promise b fectively

delivered by first defining -- y. Once the
definition of brand promise is ly understood, an
institution must liv n&and promise i.e. the
faculty, staff an e@vistrators must acts as
‘institutional tr agent’. In delivering the brand
promise, e jally M services, moments of truth i.e.
seryj Qr plays an important role. There are

ma ents of truth in a day whether it is

the classroom, administrative office, and

amination, in canteen, through a campus event,
offine, in person, or on the phone. Each experience
either makes or breaks institutional trust. The next
challenging task is to implement and execute what
was promised to the stakeholder that means the
brand promise must be executed and personified
through services, business transactions, human
interactions, teaching learning process, information
When an

educational institution effectively communicate the

delivery and learning experiences.
brand promise to its stakeholders, it helps in

correcting the negative impressions of the
stakeholders of the institution that might have
formed in information vacuum-usually based on
anecdotes, media coverage, and the negative
experiences of the few. Thus it can be proposed that,
effective delivery of brand promise requires

managing stakeholders' experiences and

expectations carefully, promotion of promise

delivery successes, as well as planned and
intentional efforts to build institutional loyalty over
time. Finally, it is to be suggested that branding in
higher education is very much a strategic process
in which fundamental questions such as Who are

we?, What are our values?, What do we want to
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become? etc. are needs to carefully addressed.
Guidelines for making a Strong Brand - To create a
strong brand an institute must do the following-

1) Understand brand meaning and market
appropriate product or service in a right manner.

2) Properly position the brand in the competitive
market.

3) Provide superior delivery of desired benefits to
the target.

4) Employ a full range of complementary brand
element and supporting marketing activities.

5) Embrace integrated marketing communications
and communicate with a consistent voice.

6) Measure consumer perception of value and
develop a pricing strategy accordingly.

7) Establish credibility and appropriate brand
personality and imagery.

8) Maintain innovation and relevance for the brand.

9) Strategically design and implement a brand
hierarchy and brand portfolio.

10) Implement a brand equity management system to
ensure that marketing actions properly reflect the
brand equity concept.

Conclusion- On account of increased competition i
the field of higher education - both at national a

international fronts, amongst the higher eddcation
institutions there is an emerging trend to sta
competitive. The image and bran f a «gher
education institution has becom inportant
than ever before and it also has a major
strategic issue. Moreover, briandj ust be focused
on bringing systemati stitutignal change by
applying three pronged apgrogch i.e. making the

brand promise, enabling th€ brand promise and

delivering th ise. In higher education,
be used as a catalyst for
titution is and also what it wants
ing in higher education can also be
a mea unifying the institution around a
common purpose and vision. Hence, education being
branded holds opportunities and threats, but with
the right attitude it could embrace a larger
community that will not only benefit but will want to
contribute and own a part of the premise that brand
represents. In the context of the changing meaning

of a brand and its application in higher education it
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can be said that, education being branded is natural
and holds promise.

One should always remember that,
educational brand strategy should not limited to
marketing and advertising campaigns. Most
importantly academic quality matters a great deal
when institutions try to build their public identity or

standards and be willing to . Thus, brand

and quality are directly %ﬂ
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Abstract:

As the third-largest economy in the world in PPP terms, India is a preferred destination
2011, FDI inflow into India stood at $36.5 billion, 51.1% higher than 2010 figureyof $24%
strengths in telecommunication, information technology and other significant a &
chemicals, apparels, pharmaceuticals, and jewellery. Despite a surge in forei
were a significant hindrance. However, due to positive economic reforms e

ring the year
billion. India has
as auto components,

rea
ments, rigid FDI policies

t deregulating the economy

Asia-Pacific region. India has a large pool of skilled managerial

and stimulating foreign investment, India has positioned itself as one of thg front-runners of the rapidly growing
| expertise. The size of the middle-

class population stands at 300 million and represents a growin

r market.

The research paper is descriptive in nature data has beef collected’from the various published reports of RBI ,

news papers, books and Magazines ,survey of outloo

S

Key Words : FDI, GDP

Introduction:

Foreign direct investment (EBI) roved to be
resilient during financial s. measures of it,
flows and stocks of dir nt, are the only

t ifvest
e indicators of FDI.
t (FDI) influences the host

virtually ubiquitou

Foreign direct i

country ec owth through the transfer of
new te and know-how, formation of
hum C integration in global markets,
incredsg of petition, and firms development and
reorganizagion. A variety of studies considers that

FDI generate economic growth in the host country.
However, there is also evidence that FDI is a source
of negative effects. Given this ambiguity of results,
the present paper makes a review of the existing
theoretical and empirical literature on the subject,
intending to shed light on the main explanations for
the divergence of results in different studies. The

main idea that stands out in this review is that the
effects of FDI on economic growth are dependent on
the existing or subsequently developed internal
conditions of the host country (economic, political,
social, cultural or other). Thus, the host countries
authorities have a key role in creating the conditions
that allow for the leverage of the positive effects or
for the reduction of the negative effects of FDI on
the host country’s economic growth.

Review of Literature

Aggarwal (2005) found that rigid labour markets in
Indian states discourage FDI. The effect of labour
market rigidities and labour cost, however, was
more pronounced for the export-oriented as
compared to the domestic market seeking FDI. The
study also pointed out that the presence of EPZ
worked as a relevant pull factor for export oriented
FDI. Econometric evidence found in the study

suggested that infrastructure, regional development
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and human development were also key factors in
attracting higher FDI both in the export and
domestic market sectors.

In a study on business environment, clustering and
industry location in the Indian Cities, using firm level
data collected in the 2003 round of the Investment
Climate Survey (ICS) for India.

Chidlow and Young (2008) found that Polish regions
differed substantially in attracting foreign capital and
the regional characteristics mattered in the selection
of location. using survey data from an online
guestionnaire and a multinomial logit model
incorporating investor specific characteristics, they
showed that knowledge-seeking factors alongside
market and agglomeration factors, acted as the main
drivers of FDI to Mazowieckie region (including
Warsaw), while efficiency (low input cost, availability
of labor and resources) and geographic factors
encouraged FDI to the other areas of Poland.

In the context of the United States, Coughlin, Terza
and Aromdee (1989) found that the number ¢f
potential sites, state per capita inggm
manufacturing density within a state, ‘be
transportation infrastructure, higher unemployme
rates and higher expenditures to a t FDI were
positively linked to FDI flows. Offyth r hand,
higher wages and higher tax ra ad” negative
impact on FDI flows.

Fisher and Peters,(1998) ifosnd that incentives
offered by various states had a positive impact on
investment fl S. Incentives considered in
their stud

abate sales/ tax exemptions, grants, loan

job credits, property tax

irm  specific job training and
subsidies. Within the European Union
member states, the long term trends point out the
existence of a negative relationship between

taxation and FDI inflows.

Ramachandran and Goebel (2002) pointed out that
Tamil Nadu had emerged as one of the most favored
investment destination in India on account of a
number of advantages viz.,, strong and stable
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government with pro-active government policies,
investor-friendly and transparent decision making
process, sound diversified industrial infrastructure,
comfortable power situation, abundant availability
of skilled manpower, harmonious industrial relations
and absence of labour unrest, high quality of work
culture and peaceful life, best incentives package in
the country, highly cosmopolitan composition and

high proportion of English speaking populatjon. FDI
in Tamil Nadu is dominated by invest ts iMthe IT

sector.
mg)und that FDI

member states

flows within the European
were more influence net total fiscal wedge

Santis, Mercuri and Vicarelli

on labor than c tax rates. Overall, the

theory and the | literature suggest that the

eterminants of the regional

most imp

the availability and quality of physical infrastructure,
lalgor market conditions and quality of labor, policy
environment and tax incentives, business climate
and the presence of agglomeration economies.

FDI Policy Framework in India

There has been a sea change in India’s approach to
foreign investment from the early 1990s when it
began structural economic reforms encompassing
almost all the sectors of the economy.

Pre-Liberalization Period

Historically, India had followed an extremely
cautious and selective approach while formulating
FDI policy in view of the dominance of ‘import-
substitution strategy’ of industrialization. With the
objective of becoming ‘self reliant’, there was a dual
nature of policy intention — FDI through foreign
collaboration was welcomed in the areas of high
technology and high priorities to build national
capability and discouraged in low technology areas
to protect and nurture domestic industries. The
regulatory framework was consolidated through the
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enactment of Foreign Exchange Regulation Act
(FERA), 1973 wherein foreign equity holding in a
joint venture was allowed only up to 40 per cent.
Subsequently, various exemptions were extended to
foreign companies engaged in export oriented
businesses and high technology and high priority
areas including allowing equity holdings of over 40
per cent. Moreover, drawing from successes of other
country experiences in Asia, Government not only
established special economic zones (SEZs) but also
designed liberal policy and provided incentives for
promoting FDI in these zones with a view to promote
exports. As India continued to be highly protective,
these measures did not add substantially to export
competitiveness. Recognizing these limitations,
partial liberalization in the trade and investment
policy was introduced in the 1980s with the
objective of enhancing export competitiveness,
modernization and marketing of exports through
Corporations (TNCs). The
announcements of Industrial Policy (1980 and 1982)

Trans-national

and Technology Policy (1983) provided for a liberal

attitude towards foreign investments in terms
changes in policy directions. The policy_ w

characterized by de-licensing of some of
industrial rules and promotion of India
manufacturing exports as well as hasiz#g on
modernization of industries t eralized
imports of capital goods and tec gy="This was

supported by trade liberalizati easures in the

form of tariff reduction hifting of large number
of items from import licensi

Licensing (OGL).

to Open General

Post-Liberallzadi od
A shift gccurred when India embarked upon
economi@liperalization and reforms program in 1991

aiming to raise its growth potential and integrating
with the world economy. Industrial policy reforms
gradually removed restrictions on investment
projects and business expansion on the one hand
and allowed increased access to foreign technology
and funding on the other. A series of measures that
were directed towards liberalizing foreign
investment included: (i) introduction of dual route of
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approval of FDI — RBI’'s automatic route and
Government’s approval (SIA/FIPB) route, (ii)
automatic permission for technology agreements in
high priority industries and removal of restriction of
FDI in low technology areas as well as liberalization
of technology imports, (iii) permission to Non-
resident Indians (NRIs) and Overseas Corporate
Bodies (OCBs) to invest up to 100 per cent in high
priorities sectors, (iv) hike in the foreigi, equity

participation limits to 51 per cen isting
companies and liberalization of the f f@reign
‘brands name’ and (v) signi h ention of

Multilateral Investment Guafantée Agency (MIGA)
for protection of foreig%stments. These efforts
were boosted by the nt of Foreign Exchange
1999 [that replaced the
Foreign Exchang ulation Act (FERA), 1973]

which wa@ stringent. This along with the
cial sector reforms paved way for

Management Act

Investment proposals falling under the automatic
route and matters related to FEMA are dealt with by
RBI, while the Government handles investment
through approval route and issues that relate to FDI
policy per se through its three institutions, viz., the
Foreign Investment Promotion Board (FIPB), the
Secretariat for Industrial Assistance (SIA) and the
Foreign Investment Implementation Authority (FIIA).

FDI under the automatic route does not require any
prior approval either by the Government or the
Reserve Bank. The investors are only required to
notify the concerned regional office of the RBI within
30 days of receipt of inward remittances and file the
required documents with that office within 30 days
of issuance of shares to foreign investors. Under the
approval route, the proposals are considered in a
time-bound and transparent manner by the FIPB.
Approvals of composite proposals involving foreign
investment/ foreign technical collaboration are also
granted on the recommendations of the FIPB.
Current FDI policy in terms of sector specific limits
has been summarized in Table 1 below :
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If we see the table 1 below it can be clearly
interpreted that since 2000-01 till 2005-06, it is not
the period of FDI in India as there was only minor
changes in the total amount of FDI but from 2006-07
where irect investment in India was Rs. 1026.52
billion and net direct investment was Rs. 349.10
billion which has increased to Rs. 1907 billion and Rs.
1000 billion respectively in 2008-09. In later years
there was a downfall but not very major one. In

2012-13 Direct investment was Rs. 1078.60 billion

Table-1: Total Foreign Investment

Pravish Rajnam Journal of studies

and total foreign investment inflow was Rs. 2544.19
billion. It is clearly seen that from 2006 to 2009 there
was high increase in FDI but in the later years the
inflow remains the same or shown a gradual decline.
This is due to the financial crisis and depression in
the international as well as Indian economy. On the
other hand the portfolio investment has shown a
better performance during these years as compared
to direct investment which has madeg the total
foreign investment figures high in the years.

L

(Rs. Billions)

Direct Net Foreign \
Gross Inflow/ Gross Investment in Direct N Qio

Year Investment India Investment @ent Total

2000-01 184.04 184.04 @ 118.20 267.44
2001-02 292.69 292.45 h 0 92.90 319.20
2002-03 246.81 243.9% V 155.94 45.04 200.98
2003-04 198.30 1 ¢ 109.44 518.98 628.42
2004-05 272.34 47 167.45 413.12 580.57
2005-06 397.30 394.57 134.25 553.57 687.82
2006-07 1030.3 = 1026.52 349.10 318.81 667.91
2007-08 q% 1394.21 637.76 1106.19 1743.95
2008-09 < 1%.00 1907.00 1000.00 -651.00 349.00
2009-10 C \ 1796.00 1578.00 858.00 1540.00 2398.00
2010- \/ 1643.00 1324.00 541.00 1394.00 1935.00
2011-1 ‘/ 2198.54 1548.16 1021.37 851.26 1872.63
2012-13 1864.98 1465.82 1078.60 1465.59 2544.19

Note : 1. Data for 2012-13 are provisional.

Source: RBI
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Table -2 : FOREIGN DIRECT INVESTMENT FLOWS TO INDIA:
COUNTRY-WISE AND INDUSTRY-WISE

(US S million)
2012-13
Source/Industry 2008-09 2009-10 2010-11 2011-12P P
1 2 3 4 5 6
Total FDI 22,697 22,461 14,939 23,473 18,286
Country-wise Inflows

Mauritius 10,165 9,801 5,616 8,142 8,059
Singapore 3,360 2,218 1,540 3,306 1,605
U.S.A 1,236 2,212 1,071 994 478
Cyprus 1,211 1,623 571 1568 415
Japan 266 971 1,256 2,089 1,340
Netherlands 682 804 1,417 1,289 1,700
United Kingdom 690 643 538 2760 1,022
Germany 611 602 163 368 467
UAE 234 373 188 346 173
France 437 283 486 589 547
Switzerland 135 96 133 211 268
Hong Kong SAR 155 137 209 262 66
Spain 363 125 183 251 348
South Korea 95 159 136 226 224
Luxembourg 23 40 248 89 34
Others 3,034 2,374 1,184 983 1,540

Sector-wise Inflows
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Manufacture 4,777 5,143 4,793 9,337 6528
Construction 2,237 3,516 1,599 2,634 1319
Financial Services 4,430 2,206 1,353 2,603 2760
Real Estate Activities 1,886 2,191 444 340 197
Electricity and other Energy

Generation, Distribution &

Transmission 669 1,877 1,338 1,395 1653
Communication Services 2,067 1,852 1,228 1,458 92
Business Services 643 1,554 569 1590 643
Miscellaneous Services 1,458 888 509 801 552
Computer Services 1,647 866 843 736 247
Restaurants & Hotels 343 671 218 870 3129
Retail & Wholesale Trade 294 536 391 567 551
Mining 105 268 592 204 69
Transport 401 220 344 410 213
Trading 400 198 156 6 140
Education, Research &

Development 243 91 56 103 150
Others 1,097 384 506 419 43
Source: RBI

P- Provisional

-

It can Be seepArom the table 2 that the maximum foreign investment India is receiving from Mauritius, the next

higher am@unt of Foreign investment is received from Netherland and third highest sources is from Japan. If we

look in to table 2 further we find that most of foreign investment is utilized in Manufacture Sector, Restaurant

and Hotels and Financial Services.
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Expected impact of FDI on various Items During 2014

Projections for key macro-economic variables*
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Annual | Q2 FY14 | Q3FY14
Growth Median | Min Max Median | Min Max Median | Min Max
GDP 5.0 4.0 5.6 4.5 3.7 53 5.0 3.9 5.4
Agriculture | 3.3 22 5.0 32 1.5 5.0 3.6 1.6 A4
& Allied -
Industry 1.7 -1.0 3.5 1.5 -2.0 3.1 1.7 -1.9 == | 3
Services 6.8 5.5 9.6 6.5 5.4 9.3 6.4 54"\ 196
P U I 4

Sources: Economic Outlook Survey, October 2013 “w )
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GDP growth of 5.0% for FY 14 which is less than
6.0% growth indicated in last survey. The estimate

for GDP growth ranged f‘)m.a minimum of 4.0% to
a maximum of 5.6%.

A N
While agrigulgural Browth is expected to remain

goog-asghagp decline in industry growth has been
indi‘ted 3s per the latest projections. The forecast

or indu;try growth is pegged at 1.7% (for FY 14) in

t ‘?resent survey down from 4.5% (for FY 14)

)

IIP to grow at a rate of 1.7% in FY 14, ranging from a
minimum of (-) 1.1% to a maximum of 3.2%. The
forecast for Q2 FY'14 is 1.0% (minimum of 0.2% and
maximum at 3.1%) and for Q3 FY14 is 1.4%
(minimum at (-) 0.1% and maximum at 3.8%).

NON PERFORMING ASSETS:

From the survey it has been found that NPAs is likely
to increase by end of FY14 and pressure on Rupee,
interest rate is likely to remain high. This will put
pressure on leveraged companies’ balance sheet and
this could drive the NPAs of the banking sector
higher.

It was also indicated that besides bad loans,
restructured advances also pose a threat to the
banking system as a major portion of these loans is
likely to turn bad in the absence of a significant
recovery in the economy. The RBI with effect from
June this year had increased the provision for new
restructured loans to 5% as against the earlier
requirement of 2.75%.

Further indication was that non-performing assets
would go up across a wide array of sectors, which
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included- Iron & steel, power generation,
automobiles and ancillaries, telecommunication,
aviation, construction & real estate and cement.

RUPEE:

It is felt that Rupee will remain weak in the
immediate future before recovering modestly. It is
expected to be in the range of 62-65 against US
dollar in near term. Various measures have been
announced by the Reserve Bank of India and
Government to arrest the fall in the Rupee value.
These have had some impact and the Rupee did gain
vis-a-vis the dollar in the past few weeks.
Nevertheless, downside risks remain in the form of
twin deficits and sluggish economic growth.

RBI has been very cautious in directly intervening in
the forex market, as the country’s foreign exchange
reserves are sufficient to cover imports for only about
six to seven months. Therefore, without a significant
improvement in trade deficit levels or capital inflow
acceleration, the Rupee may further depreciate in the
immediate future.

Further, the economists felt that steps announ lb
Dr. Raghuram Rajan, Governor, Reserve Ban

India after assuming office if taken up in the/’ig
earnest will prove to be beneficial.

Conclusion: &

In emerging economies \whére ufacturing firms

are constrained £ by ¢ ersome  business

environments, particularly relevant to

understand the performance of service sectors
can be i how that supports business
devel # thus, overall economic growth.

FDI’is otenglally powerful means to achieve such
improve ts as it might increase the quality and
variety of services available as well as lower their
cost.

Manufacturing firms may benefit from their
interaction with foreign services suppliers through
spillovers of management, organizational,
marketing, or technological knowledge.FDI has

proved to stimulate economic growth and
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development in many of the countries including
India. It not only promotes capital formation but also
improves the quality of capital stock. In order to
promote competitive markets developing nations
must reduce restrictions on FDI. We need to learn
from the experiences of successful countries. The
ultimate motive should be to minimize the “bads”
and maximise the “benefits”. The benefits from FDI

tend to be maximized when foreigne iQvestors
operate on an even a nd competitive ing'field. A
competitive and even playing fiel ncéhtives
to upgrade productivity thro he&economy;

countries also need domestic actors capable of
responding to these inc%s. is implies that the
domestic labour for be capable enough of
taking advantage lls upon which these firms

have an edge.
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ABSTRACT

In today's business world environmental issues plays an important role in marketing. All

@ al Bthe

governments around the world have concerned about green marketing activities that they SRatteipted to

Association of Attorneys-General have developed extensive documents examining green Rgarketing. There has

regulate them. For example, in the United States (US) the Federal Trade Commissi e National

been little attempt to academically examine environmental or green marketing. This
and concepts of green marketing, briefly discuss why going green is important
reason that organizations are adopting a green marketing philosophy. It also fo

green marketing.
INTRODUCTION

Many people believe that green marketing refers
solely to the promotion or advertising of products
with environmental characteristics. Generally terms
like Phosphate Free, Recyclable, Refillable, Ozon
Friendly, and Environmentally Friendly are so
of the things consumers most often associa i
green marketing. In general green marketing
much broader concept, one that can be applied t
consumer goods, industrial goods andéev
services. For example, around the Gotld there are
resorts that are beginning to prorfigte l@ elves as
"ecotourism" facilities, i.e., facilitic$ghat*Specialize
in experiencing nature or operatin®in a fashion that
minimizes their envir tal imjpact .Thus green
marketing incorporates‘a btoad#ange of activities,
odificaffon, changes to the
kaging changes, as well as
ising.” But to define green

modifying \%

marketing§i aysimple task. The terminology
used #N ‘this ared has varied, it includes: Green
Matk nvironmental ~ Marketing  and
Eco arketing. While green marketing

came Mg prominence in the late 1980s and early
1990s, 1t was first discussed much earlier. The
American Marketing Association (AMA) held the
first workshop on "Ecological Marketing" in 1975.
The proceedings of this workshop resulted in one
of the first books on green marketing entitled
"Ecological Marketing". Green marketing is
defined as "'Green or Environmental Marketing
consists of all activities designed to generate and
facilitate any exchanges intended to satisfy
human needs or wants, such that the satisfaction

icle introduces the terms
xamine some of the
e of the problems with

of these nnd wants occurs, with minimal
detd apact on the natural environment."*

c onents of the marketing definition, that is "All
aggiVities designed to generate and facilitate any
exchanges intended to satisfy human needs or
wants" Therefore it ensures that the interests of the
organization and all its consumers are protected, as
voluntary exchange will not take place unless both
the buyer and seller mutually benefit. The above
definition also includes the protection of the natural
environment, by attempting to minimize the
detrimental impact this exchange has on the
environment. This second point is important, for
human consumption by its very nature is
destructive to the natural environment. So green
marketing ~ should look at  minimizing
environmental harm, not necessarily eliminating it.

Evolution of Green Marketing

The green marketing has evolved over a period of
time. According to Peattie (2001), the evolution of
green marketing has three phases. First phase was
termed as "Ecological” green marketing, and
during this period all marketing activities were
concerned to help environment problems and
provide remedies for environmental problems.
Second phase was "Environmental" green
marketing and the focus shifted on clean
technology that involved designing of innovative
new products, which take care of pollution and
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waste issues. Third phase was "Sustainable" green
marketing. It came into prominence in the late
1990s and early 2000.

IMPORTANCE OF GREEN MARKETING

Man has limited resources on the earth, with which
she/he must attempt to provide for the worlds'
unlimited wants. There is extensive debate as to
whether the earth is a resource at man's disposal..
In market societies where there is "freedom of
choice", it has generally been accepted that
individuals and organizations have the right to
attempt to have their wants satisfied. As firms face
limited natural resources, they must develop new or
alternative ways of satisfying these unlimited
wants. Ultimately green marketing looks at how
marketing activities utilize these limited resources,
while satisfying consumers wants, both of
individuals and industry, as well as achieving the
selling organization's objectives.

When looking through the literature there are
several suggested reasons for firms increased use of
Green Marketing. Five possible reasons are as
follows:

1.Organizations perceive environmental marketing

to be an opportunity that can be used to achieve it
objectives.

2. Organizations believe they have a moral
obligation to be more socially responsible.
cgn

Governmental bodies are forcing firms to be

more responsible.

3. Competitors' environmental adgivi ssure
firms to change their environmen ing
activities.

4. Cost factors associat; ith’wakte disposal, or
reductions in material usagg fo firms to modify

their behavior.

OPPORT:; S

All @Pes of cgnsumers, both individual and
indasti becoming more concerned and aware
abotiyth ral environment. In a 1992 study of
16 coufigsies, more than 50% of consumers in each
country, other than Singapore, indicated they were
concerned about the environment. A 1994 study in
Australia found that 84.6% of the sample believed
all individuals had a responsibility to care for the
environment. A further 80% of this sample
indicated that they had modified their behavior,
including their purchasing behavior, due to
environmental reasons. As demands change, many
firms see these changes as an opportunity to be
exploited. It can be assumed that firms marketing
goods with environmental characteristics will have
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a competitive advantage over firms marketing non-
environmentally responsible alternatives. There are
numerous examples of firms who have strived to
become more environmentally responsible, in an
attempt to better satisfy their consumer need.
McDonald's replaced its clam shell packaging with
waxed paper because of increased consumer
concern relating to polystyrene production and
Ozone depletion. Xerox introduced a "high quality"
recycled photocopier paper in an attempt to satisfy
the demands of firms for less environmentally

harmful products.
This is not to imply that all firm ave
undertaken environmental marketi tivities

actually improve their behavior, e cases
firms have misled consumers j mp?to gain
market share. In other cases @mve jumped on
the green bandwagon Bgvithout™ considering the
accuracy of their b iofyJtheir claims, or the
effectiveness of %oducts. This lack of
consideration ofaghe "greenness" of activities

may result in fi aking false or misleading
green mar claims.

Thr 0 successful green marketing

Show potential customers that you follow green
buSiness practices and you could reap more green
on your bottom line. Green Marketing isn't just a
catchphrase; it's a marketing strategy that can
help you get more customers and make more
money. But only if you do it right.

For green marketing to be effective, you have to
do three things; be genuine, educate your
customers, and give them the opportunity to
participate.

1) Being genuine means that a) that you are
actually doing what you claim to be doing in your
green marketing campaign and b) that the rest of
your business policies are consistent with
whatever you are doing that's environmentally
friendly. Both these conditions have to be met for
your business to establish the kind of
environmental credentials that will allow a green
marketing campaign to succeed.

2) Educating your customers isn't just a matter of
letting people know you're doing whatever you're
doing to protect the environment, but also a
matter of letting them know why it matters.
Otherwise, for a significant portion of your target
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market, it's a case of "So what?" and your green perception of extra product value. This value may
marketing campaign goes nowhere. be improved performance, function, design, visual

appeal, or taste. Green marketing should take all
3) Giving your customers an opportunity to these facts into consideration while charging a
participate means personalizing the benefits of premium price.

your environmentally friendly actions, normally
through letting the customer take part in positive Promotion
environmental action.
There are three types of green advertising: -
Benefits of Green Marketing
Ads that address a relationship b,

Companies that develop new and improved product/service and the biophysical
products and services with environment inputs in
mind give themselves access to new markets, Those that promote a Qlfe le by
increase their profit sustainability, and enjoy a highlighting a product or servi
competitive advantage over the companies which \
are not concerned for the environment. Ads that pres orporate image of
environmental r ty
Adoption of Green Marketing
Place Q
There are basically five reasons for which a
marketer should go for the adoption of green The of where and when to make a product
marketing. They are - vailable” will have significant impact on the
c mers. Very few customers will go out of their
e Opportunities or competitive advantage y to buy green products.
e Corporate social responsibilities (CS
e Government pressure Strategies

o  Competitive pressure

*  Costor profit issues The marketing strategies for green marketing
. . include: -
Green Marketing Mix

» Marketing Audit (including internal and

Every company has its favorite marketing mix. external situation analysis)

Some have 4 P's and someha P's of marketing

mix. The 4 P's of ggeen rketing are that of a > Develop a marketing plan outlining
convention strategies with regard to 4 P's

but the challenge before

4 o . .
marketersiis s in an innovative manner. > Implement marketing strategies

> » Plan results evaluation

The ecological objectives in planning products are Challenges Ahead

to reduce resource consumption and pollution and )
» Green products require renewable and

to increase conservation of scarce resources . .
recyclable material, which is costly

(Keller man, 1978).
» Requires a technology, which requires

Price huge investmentin R & D
o . ) > Water treatment technology, which is
Price is a critical and important factor of green too costly

marketing mix. Most consumers will only be
prepared to pay additional value if there is a
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> Majority of the people are not aware of
green products and their uses

»  Majority of the consumers are not willing
to pay a premium for green products

Some Cases

» McDonald's restaurant's napkins, bags
are made of recycled paper.

»  Coca-Cola pumped syrup directly from
tank instead of plastic which saved 68
million pound/year.

» Badarpur Thermal Power station of
NTPC in Delhi is devising ways to utilize
coal-ash that has been a major source of
air and water pollution.

» Barauni refinery of 10C is taken steps for
restricting air and water pollutants.

SOCIAL RESPONSIBILITY & GREEN
MARKETING

Many firms are beginning to realize that they are
members of the wider community and therefore
must behave in an environmentally responsib,
fashion. This translates into firms that believe th
must achieve environmental objectives as a
profit related objectives. This results 1
environmental issues being integrated intg t
firm's corporate culture. Firms in t ituation can
take two perspectives; (1) they c fact that
they are environmentally r as a
marketing tool; or (2) they b responsible
without promoting this fact. T are examples of
firms adopting both sfrategies. Mrganizations like
the Body Shop hggavily pr e the fact that they
are environmenta responsible. While this
behavior is e advantage, the firm was

establishe ecifically to offer consumers
enviropme esponsible  alternatives  to
co i etic products. This philosophy is
difegtly tied Jo the overall corporate culture, rather
than being a competitive tool. An example

of a firm that does not promote its environmental
initiatives is Coca-Cola. They have invested large
sums of money in various recycling activities, as
well as having modified their packaging to
minimize its environmental impact. While being
concerned about the environment, Coke has not
used this concern as a marketing tool. Thus many
consumers may not realize that Coke is a very
environmentally committed organization. Another
firm who is very environmentally responsible but
does not promote this fact, at least outside the
organization, is Walt Disney World (WDW).
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WDW has an extensive waste management
program and infrastructure in place, yet these
facilities are not highlighted in their general tourist
promotional activities.

GOVERNMENTALPRESSURE

As with all marketing related activities,
governments want to "protect" consumers and
society; this protection has significant green
marketing implications. Governmental regulations
relating to environmental marketing are designed to
protect consumers in several ways, duce
production of harmful goods or by uctsy 2)
modify consumer and indust
consumption of harmful goods; o
types of consumers have the i

environmental composithof

gulations designed to
ardous wastes produced
oducts of production are

controlled ough’ the issuing of various
envige *‘ licenses, thus modifying
na behavior. In some cases
gover s try to "induce" final consumers to
ore responsible. For example, some
vgrnments have introduced voluntary curb-side
ragycling programs, making it easier for consumers
to act responsibly. In other cases governments tax
individuals who act in an irresponsible fashion. For
example in Australia there is a higher gas tax
associated with leaded petrol.

g

COMPETITIVE PRESSURE

Another major force in the environmental
marketing area has been firms' desire to maintain
their competitive position. In many cases firms
observe competitors promoting their environmental
behaviors and attempt to emulate this behavior. In
some instances this competitive pressure has
caused an entire industry to modify and thus reduce
its detrimental environmental behavior. For
example, it could be argued that Xerox's "Revive
100% Recycled paper" was introduced a few years
ago in an attempt to address the introduction of
recycled photocopier paper by other manufacturers.
In another example when one tuna manufacture
stopped using driftnets the others followed suit.

COST OR PROFIT ISSUES

Firms may also use green marketing in an attempt
to address cost or profit related issues. Disposing of
environmentally harmful by-products, such as
polychlorinated biphenyl (PCB) contaminated oil
are becoming increasingly costly and in some cases
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difficult. Therefore firms that can reduce harmful
wastes may incur substantial cost savings. When
attempting to minimize waste, firms are often
forced to re-examine their production processes. In
these cases they often develop more effective
production processes that not only reduce waste,
but reduce the need for some raw materials. This
serves as a double cost savings, since both waste
and raw material are reduced. In other cases firms
attempt to find end-of-pipe solutions, instead of
minimizing waste. In these situations firms try to
find markets or uses for their waste materials,
where one firm's waste becomes another firm's
input of production. One Australian example of this
is a firm who produces acidic waste water as a by-
product of production and sells it to a firm involved
in neutralizing base materials. The last way in
which cost or profit issues may affect firms'
environmental marketing activities is that new
industries may be developed. This can occur in two
ways: 1) a firm develops a technology for reducing
waste and sells it to other firms; or 2) a waste
recycling or removal industry develops. For
example, firms that clean the oil in large industrial
condensers increase the life of those condensers,
removing the need for replacing the oil, as well as
the need to dispose of the waste oil. This reduces
operating costs for those owning the condensers
and generates revenue for those firms cleaning the
oil.

SOME PROBLEMS WITH
MARKETING

v

There are a number of potential pro @1 s that must
overcome. One of the main proBigms w at firms
using green marketing st ¢ ™that their
activities are not misleagl cénsumers or
industry, and do not b any of the regulations
or laws dealing with' enyironffiental marketing.
Green marketingd claimsig/fmust clearly state

environmenta . A problem of the firms
face is thatthos dify their products due to
increased ncern must contend with the
fact t onsumejfs' perceptions are sometimes not
coge xample the McDonald's case where it

laced’ its clam shells with plastic coated
re is ongoing scientific debate which is
more ehvironmentally friendly. Some scientific
evidence suggests that when taking a cradle to
grave approach, polystyrene is less
environmentally harmful if this is the case
McDonald's bowed to consumer pressure, yet has
chosen the more environmentally harmful option.
When firms attempt to become socially
responsible, they may face the risk that the
environmentally responsible action of today will be
found to be harmful in the future. Take for example
the aerosol industry which has switched from CFCs
(chlorofluorocarbons) to HFCs (hydro
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fluorocarbons) only to be told HFCs are also a
greenhouse gas. Some firms now use DME (di-
methyl ether) as an aerosol propellant, which may
also harm the ozone layer. Given the limited
scientific knowledge at any point, it may be
impossible for a firm to have made the correct
environmental decision. This may explain why
some firms, like Coca-Cola and Walt Disney
World, are becoming socially responsible without
publicizing the point. They may be protecting
themselves from potential future negative backlash;
if it is determined they made the wrong decision in

the past. While governmental regulati is
designed to give consumers the op to
make better decisions or to motiva tg) be
more environmentally respon, ere is

difficulty in establishing poli ill’address
all environmental issues. For%\ple, guidelines
developed to control Jghvironifiental marketing
address only a very pamgWaget of issues, i.e., the
truthfulness of enyj tal marketing claims. If
governments w. nodify consumer behavior

they need to estal different set of regulations.
attempts to protect the

n cause all "followers" to make the same mistake
a e "leader." Mobil Corporation who has
foflowed the competition and introduced
"biodegradable" plastic garbage bags, as because
technically these bags were biodegradable, the
conditions under which they were disposed did not
allow biodegradation to occur. Mobil was sued by
several US states for using misleading advertising
claims. Thus blindly following the competition can
have costly ramifications.

The push to reduce costs or increase profits may
not force firms to address the important issue of
environmental degradation. End-of-pipe solutions
may not actually reduce the waste but rather shift it
around. While this may be beneficial, it does not
necessarily address the larger environmental
problem, though it may minimize its short term
affects. Ultimately most waste produced will enter
the waste stream, therefore to be environmentally
responsible organizations should attempt to
minimize their waste, rather than find "appropriate"
uses for it.

CONCLUSION

Green marketing covers more than a firm's
marketing claims. While firms must bear much of
the responsibility for environmental degradation,
ultimately it is consumers who demand goods, and
thus create environmental problems. One example
of this is where McDonald's is often blamed for
polluting the environment because much of their
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packaging finishes up as roadside waste. It must be
remembered that it is the uncaring consumer who
chooses to disposes of their waste in an
inappropriate fashion. While firms can have a great
impact on the natural environment, the
responsibility should not be theirs alone. It appears
that consumers are not overly committed to
improving their environment and may be looking to
lay too much responsibility on industry and
government. Ultimately green marketing requires
that consumers want a cleaner environment and are
willing to "pay" for it, possibly through higher
priced goods, modified individual lifestyles, or
even governmental intervention. Until this occurs it
will be difficult for firms alone to lead the green
marketing revolution. It must not be forgotten that
the industrial buyer also has the ability to pressure
suppliers to modify their activities. Thus an
environmental committed organization may not
only produce goods that have reduced their
detrimental impact on the environment, they may
also be able to pressure their suppliers to behave in
a more environmentally "responsible" fashion.
Final consumers and industrial buyers also have the
ability to pressure organizations to integrate the
environment into their corporate culture and thus
ensure all organizations minimize the detrimental
environmental impact of their activities.
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Abstract

The aim of this study to innovate some new concept {in the field of Green Marketing to satisfy unlimited
Human needs and wants. In India, the concept of &r: eting is new which not only provide global
platform but also provides lots of opportunity xplore}the world and to better serve the society. It also

e
examines the correct way to maximize o tion's resources by exploring customer needs and

awareness of what's customers like. Thus gre arketing incorporates a broad range of activities, including

product modification, changes to the produc?n ocess, packaging changes, as well as modifying advertising.

Key words: Green Innovation, ogggo s and Challenges in Green Marketing.
Introduction b g History of green marketing

The present paper discusse e emergence of Green marketing has come into prominence in the
environmentalis in Indig” and examines the last two decades, its usage dates back to the 1890s
response of nt agencies, consumers, (Kuhre, 1996).

non-busingéss orgawnizations and corporate houses
to th ingevels of pollution and environmental Polonsky (1994) defines green marketing as “all
deara iWthe country Along with a brief activities designed to generate and facilitate any

exchanges intended to satisfy human needs or
wants, such that the satisfaction of these needs
and wants occurs, with minimal detrimental

introdc to the concept of green marketing, a
review the factors responsible for motivating
business firms to go green have been included in
the first two sections, after which the paper moves impact on the natural environment”.

on to a discussion of India’s major environmental . . L
J Peattie (1995), green marketing is “the holistic

concerns and the efforts made at the . . s
management process responsible for identifying

overnmental level to combat the environmental e .
g and satisfying the requirements of customers and

problems of the country The paper concludes with

: . S society, in a profitable and sustainable way”.
a discussion of the future of green marketing in

India along with the strategy implications and Business concerns:-In the developed countries,
directions for research work. retailers have also emerged as ecological
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gatekeepers (Hansen, 1992) because of their legal
liability to take back bottles and other empty
containers from their customers.
distribution not only adds to their distribution
costs, but it also increases their workload. It has
been reported that large quantities of scrap
electronics are being exported from the United
States to China, Pakistan and India where such
and health

The reverse

waste is causing environmental

problems (Danielle Knight, 2002)

Literature Review
3.1 Evolution of Green Marketing

The term Green Marketing (popularly known as
Environmental Marketing) came into prominence
in the late 1980s and early 1990s. It began in
Europe when specific products were identified as
being harmful to the earth’s atmosphere. As a
consequence, new ‘“‘green” products were
introduced that were less damaging to the
environment. The American Marketing Association
(AMA) held the first workshop on "Ecological
Marketing" in 1975.The proceedings of this
workshop resulted in one of the first books on
green marketing entitled "Ecological Marketing".
According to Peattie (2001), the evolution of
green marketing has three phases: The first phase
was known as "Ecological” green marketing,
and during this period all marketing activiti
were concerned to help environment proble n
provide remedies for environmental problems.
second phase was "Environmental" re
marketing and the focus shi ety
technology that involved desigaing=efsi
new products, which take care
waste issues. The third p
green marketing. It e
the late1990s and early 2§00.
of the term susgginable

prominence in
is was the result
lopment which is

defined as "meetintg the heeds of the present
without cogrip the ability of future
generatio their own needs."

3.2 ix of Green Marketing
A on asj)a company comes up with new

innov like eco friendly products, it can
access new markets, enhance their market shares,
and increase profits. Just as we have 4Ps; product,
price, place and promotion in marketing, we have
4ps in green marketing too, but they are a bit
different. They are buttressed by three additional
Ps, namely people, planet and profits.

i Product
The products have to be developed

depending on the needs of the customers
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who  prefer environment friendly
products. Products can be made from
recycled materials or from used goods.
Efficient products not only save water,
reduce

energy and money, but also

harmful effects on the environment.
Green chemistry forms the growing focus
of product development. The marketer's

role in product management includes

providing product designers with market-
driven trends and customer re s for
green marketing attributes s energy
saving, organic, green , local

is the
pe j companies to

sourcing, etc., For exa
first among the
market itself as‘Sgeen.

Price Q
Green p@akes into consideration the
p planet and profit in a way that

il communities and ensures efficient

E@are of the health of employees

2\

groductivity. Value can be added to it by
changing its appearance, functionality
and through customization, etc. Wal-
Mart unveiled its first recyclable cloth
shopping bag. IKEA started charging
consumers when they opted for plastic
bags and encouraged people to shop

using its "Big Blue Bag".

Place
Green place is about managing logistics

to cut transportation
emissions, thereby in effect aiming at
reducing the footprint.
example, instead of marketing an
imported mango juice in India it can be
licensed for local production. This avoids
shipping of the product from far away,
thus reducing shipping cost and more
importantly, the consequent
emission by the ships and other modes of

down on

carbon For

carbon

transport.

Promotion
Green promotion involves configuring the

tools of promotion, such as advertising,
marketing materials,
web  sites,

signage, white

papers, videos  and
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presentations by keeping people, planet
and profits in mind. Green marketer can
attract customers on the basis of
performance, money savings, health and
convenience, or just plain environmental
friendliness, so as to target a wide range
of green consumers (Ottman, 1992). If
companies want to adopt green
marketing, and then their environmental
concepts and ideas should be integrated
into all aspects of marketing. Mainieri et
al., (1997) define eco-friendly products as
ecologically safe products that can
facilitate the long term goal of protecting
and preserving our natural habitat.

The Supreme Court of India has also, from
time to time, pronounced judgments to
protect the citizens’ right to a wholesome
environment as enshrined in Article 21 of
the Constitution.

Roe et al. (2001) suggest that consumer
driven purchases can support the future of
renewable generation. Green marketing is
a process which includes all marketing
activities that are developed to trigger and
to sustain consumers’ environment
attitudes and behaviors.(Jain and Ka
2004).

Global Scenario in Green Marketing
According to a 2007 Mckinsey y of 7,751
people in Brazil, Canada, h France,
Germany, India, the UK an , 87%
consumers worry about e ental and
social impact of prod th uy.
Green marketing is cofisidgred a¢’ one of the major
trends in mod es with lots of
possibilities 001; McDaniel &
Wright, 1996).

and  Barbaro-Forleo

ther consumers are not suggests
s been an increase in the number

environtnentally friendly products.

A global Synovate survey conducted in 2007 in
association with Aegis, and repeated in 2008 in
association with BBC World, also found that
consumers in most countries are becoming more
aware and willing to act on environmental
concerns. According to comprehensive global
report by Global Industry Analysts Inc. of 2011,
the global market of environment marketing is
projected to reach $3.5 trillion by the year
2017, driven by the rising awareness about
environmental issues among consumers,
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governments and businesses. KPMG (2002) have
done research in various countries over the last
few years, mainly as a marketing tool for their
environmental services. The 2002 report is
based on survey of 2000 companies, including
the top 250 companies of the global Fortune 500
and the top 100 companies in 19 countries. The
results show that reporting and verification of these
reports are becoming mainstream business. There is
a significant increase in the number of
companies issuing environmental, social or
sustain- ability reports in addition to, their
annual financial reports. The Europe Eco-

Management and Audit Scheme ( also
requires that environmental st hts J be
produced, although the Internatio, ard ISO

b& made

14001 does not specify t

publicly available. m
(Fuller 2010).Study WS at Interest in
environmental issue Iso triggered rapid
growth and enrolme environmental courses

offered in colle iversities which helps in
expansion of green eting.

ortunity & Challenges of Green Marketing in
India

O Know Your Customer
O Empower Consumers
O Reassure the buyer

O Consider Your Pricing

New concepts are not easy to reach very quickly to
the consumers. They need to take more time to
reach the consumers. When consumers
understand the new concept, then only they are
going to accept the new concept. Otherwise the
new concept will be facing a big challenge.

Challenges of Green Marketing
Need for standardization

There is no standardization to authenticate these
claims. There is no standardization currently in
place to certify a product as natural. Unless some
regulatory bodies are involved in providing the
certifications there will not be any verifiable

49




ISSN 2348 —3652

means. A standard quality control board needs to
be in place for such labelling and licensing.

Patience

The investors and corporate need view the
environment as a major long-term investment
opportunity, the marketers need to look at the
long-term benefits of this new green practices. It
will require a lot of patience and no immediate
results. Since it is a new concept and idea, it will
have its own acceptance period. After the
acceptance period automatically the concept
reaches to the consumers. So up to that period the
investors need to wait.

Avoiding Green Myopia

The first rule of green marketing is focusing on
customer benefits with safe. It is not going to help
if a product is developed which is absolutely green
in various aspects but does not pass the customer
satisfaction criteria. This will lead to green myopia.
Also if the green products are priced very high
when compared with other products, then again it

will lose its market acceptability.
Huge Investment for Technology

The new technology will be high cost we’t
ordinary machine technology. So t
not ready to invest more amou a t ready

estors are

to take risks.
Objective of the Stud

The proposed_research study will address the
following objectives:-

o 1dentify the factors that characterized
réen products.
lassified Indian consumers on the
asis of their attitudes towards Green
marketing.

c¢) To examine the influence of consumers
attitudes towards green marketing on
purchase intention.

d) Demographic profiling of consumers
based on their attitude towards Green
marketing.

e) To develop a model on relationship
between attitude towards Green marketing
and purchase intentions.
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Research Methodology
The research will adopt exploratory as well as

descriptive research design as per the need of
the subject matter.

i Sample Design
Sample is designed in such a way that

every respondent is willing to co-
operate and capable of giving the
complete and accurate information
efficiently.

ii. Population: Chhattisgarh st

taken (which will mprise students

iii. Sampling frame
iv. Sample size: 300 nt
ourses in a

pursuing profégsiona
university aQ ple from general

populatio

V. Sampli echnique: Non random
sampling nly Purposive is sampling
te e is to be used; Intercept survey

acthod/is proposed to be used to make the
w brmation more reliable and accurate.
Sources,of Data
tudy Researcher has used both the data
Pripdary data & Secondary data to make study more

rellable and authentic.
Method of Data collection

i Questionnaire
A Questionnaire will be deployed

containing well thought contents refined
through pilot survey. Care will be taken to
include simple & straight forward
guestions for the respondents.

ii. Survey
Survey method will be adopted for this
study. Closed ended questionnaire is
used for collecting the primary data
where in the respondents will be asked
to fill the questionnaire.

iii. Statistical analysis
The primary data generated from the
study will be analyzed by various relevant
tools/techniques of univariate statistics
and multivariate statistics in the light of
objectives of the study.

Contribution and significance of the study
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The proposed study is a venture to find
relationship between Marketing and its influence
on Indian consumers in India. Study will make a
contribution to our understanding of the process,
models through which, environmentally conscious
attitudes influence green purchase intention and
will extend the Theory of Planned Behavior to the
Indian context. The applied contribution of the
proposed study is that, it will contribute to the
better understanding of green purchase behavior
of consumers in the Indian context and will aid in
designing various marketing activities for green

products.
Conclusion

Green marketing should not be considered as just
one more approach to marketing, but has to be
pursued with much greater force, as it has an
environmental and social dimension in it.
Marketers also have the responsibility to make the
consumers understand the need for and benefits
of green products as compared to non-green ones.
In green marketing, consumers are willing to pay
to maintain a and green

Green marketing assumes ev

more cleaner
environment.

more importance and relevance in dev in

e Aaker, David A. a R%: Bagozzi.

1982. Attitudes {toWwar blic Policy
Alternatives Reducg Air Pollution.
Journal of Public Po)i¢y & Marketing, 1:

countries like India.
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Human Resource Practices through SAP HR Module

Dheeraj Singh (Research scholar) of Mewar University Chhitorgarh (Raj). Dr S.C Jain Dean (Guide) Krishna
Institute of Management & Technology Brijnor

Human resources development refers to overall development of employees in an organizatio

is based on human resources development in corporate sectors with the help of S odule

implementation in HR department because Employees are assets of an organization

ed’to be

retained and maintained effectively in the organization. SAP HR module is an cellmvstem, which

allows all relevant information for an employee to be retrieved in a matter
provides access to all HR data and transactions in one location. It provi
organization’s roles and responsibilities, defining definitions, person
related to attendance, payroll, travel management, and employee
company’s management structure, and positions within the orgagi

Advance SAP HR features are time management, payroll, tra
Its time management feature provides hourly recor
remuneration elements of an employee’s pay i.e.
and vacation allowances. It also gives statutory an

INTRODUCTION

is one of the
important functions o) Giman

Human resources dev
resource
development. Humahresouregs development as the

name suggests ed with the development

area is on overall development of
an e ¢ Main focus of HR is on overall
development of employees. Their needs, their
behavioural patterns, their career path, their skills
and competencies need to be addressed carefully. A
fully realized SAP HCM system aligns the HR function
with the business vision, enables flexible HR
processes, reduces regulatory costs and compliance
efforts, improves employee satisfaction through use
of portals, self-service and e-recruiting, identifies

2 || penefit contributions.

#le, Training & Development

onds. The module
ols for managing an
e yee information, tasks
iningy1t also helps in creating a
structure.

agement, training and development.

ry deductions i.e. taxes (federal, state, local,

and promotes talent and allows for better decision-
making. Human resources development is a function
which emphasizes on people in an organization
which ensures acquiring right people, developing
them in line with organizational objectives and
maintaining them, i.e gaining commitment from
them through management of their career and
growth.

OBJECTIVES

The main objective of Human resources
development is to gain commitment by employees
by developing them and through effective
management of their career. But we can also
identify some other important objectives. These
objectives are
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1. Analysis of HR Department problems

2. Analysis of the major responsibilities of HR
Department

3. Advanced HR Features in SAP HR Module
4. Implementation of ERP related to SAP HR
Module

SCOPE OF SAP HR MODULE

Human resource management is being renewed in
organisations and becoming one of the fundamental
function of the project management. HRM has
changed form an inactive and problem-solving role to
a strategic, focusing on the retention and
development of the best human resources (Clemmons
and Simon,2001). Traditional HR practices consisted
of activities such payroll, hiring activities, record
management , reporting and termination activities
and similar. Nowadays, HRM takes more of a full
services role providing employee support beyond
pension planning and career development. With the
arrival of ERP systems HR functions became fully
integrated with the operations side of business.
However, the research on HRM in the context of
ERP is relatively and not many studies done on this
topic.

HR DEPARTMENT PROBLEMS

> Paper job vacancy ws  for
inconsistent job details and descrip

¢ Qualifications incomple

* Requires skills not speélled

> Pa orta_can be lost, delaying hiring

process:
0% department left shorthanded.
1) =[o) candidates lost due to drawn-out

hiring protCess.

> Keeping track of resumes submitted from
different sources is problematic:

¢ Being able to retrieve resumes on file that fit
a job description is difficult, time-

consuming and fraught with error.
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> Interviewing Process Problems:

e Without group appointment software, HR
has difficulty scheduling interviews when

all interested parties are available

e Similarly, collecting feedback on the job
candidates is difficult

e Managing travel arrange and
reimbursing candidates for travel ex is

also a problem. Q

¢ Delays may result in |@ging a top candidate
e Gathering n cfgapjoyee information and
enrolling employe 'n@ct benefits

plan is dﬁ

e months to get employees proper

on and benefits

HR DEPARTMENT RESPONSIBILITIES

> Attracting, selecting, and hiring new
employees using information from resumes,
references, and the interview process

> Ensuring that employees have the proper
education, training and certification to
successfully complete their duties.

> Handling issues related to employee conduct
making sure employees understand the
responsibilities of their jobs.

> Communicating information regarding new
positions and hires throughout the
organization and beyond.

> Using an effective process to review
employee performance and determine salary
increases and bonuses.

> Managing the salary and benefits provided
to each employee and confirming that the

proper benefits are disbursed to new and
current employees.
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> Communicating  changes in  salaries,
benefits, or policies to employees.

> Supporting management plans for changes
in the organization (expansion, retirements

and so on) so that competent employees are
available to support business processes.

ADVANCED FEATURES IN SAP HR MODULE

> Time Management

o Cross Application Time Sheets (CATS) record
employee working times and provide data to:

¢ Controlling (CO), for cost management

¢ Payroll, for calculating payroll data, which is
transferred to Fl for payment

* Production Planning (PP), to manage labor
required for production

> Payroll Management

¢ Paying employees the correct amount at t
correct

time is critical for employee satisfaction

e Payroll calculations ar omplicated,

involving:
¢ Remuneration Elemén
* Base pay, bonuses, gratuiti€s, overtime and
sick pay, vacation alloWances
e Sta y ad Voluntary Deductions
D es: Federal, State, Local
Medicare and Social Security
3 efit contributions
» Company loans
> Travel Management

» Companies can spend a significant amount
of money on employee travel

e Managing travel planning and expenses
requires a number of tasks
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¢ Travel authorizations
* Travel reservations

e Must meet trip requirements while
controlling costs

e Recording expenses and providing
reimbursement

¢ Training and Development

e The Personnel Developmen ponent of
the SAP R/3 Human Resources m

supports planning a

employee developmenthtr ifg
activities

e Emplogee
Requirements and Qualifications
e ments: Skills or abilities associated

o/Qualifications: Skills or abilities associated

elopment is driven by

itl#a specific employee
* Two perspectives on the same concept
¢ Training and Development

e An employee’s qualifications can be
compared to the requirements of a position

to which the employee aspires

e The comparison identifies gaps and allows a
manager to plan development and

training efforts to close the gap

e The comparison can serve as a basis for
employee evaluation, and can motivate

the employee by providing a goal and a
means to achieve it.

e Succession Planning

e Companies should have plans for replacing
key employees when they leave the

company
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e Small companies can lose business if
customers are unclear about succession plans

for key people.

IMPLEMENTATION OF ERP RELATED TO
SAP HR MODULE

The functions of HRM have developed from simple
compensation calculating and personnel
management to the fields of human resource
planning, recruitment management, training
management, time management, performance
management, compensation management, and
business trip arrangement (Ahmad & Schroeder,
2003; Li, 2001; Stone, 2007). Data from all function
systems will be collected into a central database,
and the database can further supply data needed for
all function systems by integration.

Human Resource Planning

Based on the requirements of enterprises, managers
can use the HRM module of an SAP system
establish human resource planning convenientl
The SAP system assists the decision makin
managers by simulating the performance of human

resource planning and compari the ,data.
Additionally, the SAP system is algso analyse
or forecast the human resource hg/costs by

integrating relevant informatjfo
Recruitment Management

Recruitment shouldN\be taken as a significant
investment

an resources are the

foundation f an enterprise. To keep
advantages: in conipetition, the human resources
depafitm st have a reasonable recruitment
system ect talents for enterprise. The SAP

system can support recruitment management in
three ways. First, it optimizes the recruitment
process to reduce the workload. Second, it offers
scientific management to recruitment costs. Third, it
provides useful information for the decision making
on recruitment management.

Training Management
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Training in the use of multiple skills including process
improvement skills, which can provide long-term
work-life  security rather than job security
(Schonberger, 1994). The implementation of SAP can
help train employees to acquire technical,
interpersonal, and business skills required to
become fully participating team members in the
early stage of team development (Pasmore & Miot,

1994). In other team development stag giving
support to the human resource depar make
an appropriate training plan, the can

also help train team members,_ta 2ptew skills,
improved management regulations, and so on.
Time Management :\

Time managem support the planning,
controlling, and nagement processes of HRM. It
means to e the time table for the enterprises

m according to the local calendar. The
SAP can record the attendance rate and

glévant information by using a Telematics

nirol Unit (TCU). For example, data related to the
cdmpensation will be further processed in the
compensation management system.

Performance Management

Performance evaluation might consider the
following issues: How are the facilitative and
operational activities allocated to individuals in an
organization, and how does the facilitative content
of a task vary in an organization (Nilakant, 1994). The
human resource department can establish an
evaluation index system according to these issues.
By integrating the performance management system
with the time management system, the SAP system
will record data in a central database and keep
relevant data timely for each evaluation index. These
data will be useful to the decision making of
managers on corporate strategy, too.

Compensation Management

A reasonable compensation system should be able
to apply proper calculation methods in terms of
different regions, departments, positions, and so
forth. The implementation of SAP will achieve this
objective by integrating the compensation
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management system with other systems (e.g., timing
management system, performance management
system) so that it can update relevant data in a
timely fashion so as to establish a dynamic
compensation calculation system. The human
resource department can simulate the performance
of the calculation system to forecast compensation
information needed and to adjust the structure of
the compensation management system. This is an
excellent improvement because it decreases
management costs as well as problems caused by
the intervention of manpower. Compensation
management also includes other functions such as
salary payments, loans for staff, and so forth.

Business Trip Arrangement

A business trip arrangement system can control the
whole flow of a business trip from application to
ratification and reimbursement. These data will be
further processed in other function modules of SAP
(e.g., finance module) through systems integration.

COMPLETE ANALYSIS OF HRM RELETED
PROBLEMS OF SAP IMPLEMENTATION IN

ENTERPRISES

SAP has been broadly applied in rprises for
nearly 10 years because of the efgrm otential
economic benefits. The fi m -related

problems that may block' t uccess of SAP

implementation in enterpris

Shortage of pr iohals: First is the shortage of
¥

professional lly the inter-disciplinary talents

who are IT and management. SAP is
not j nced technique, it is also an
advaneed agement concept. Therefore, the

interdisciglinary professionals are crucial to the
success of SAP implementation. This problem is
especially serious in the small and medium-sized
enterprises because of the weakness of strength and
management level.

Deficient talent introduction mechanism: Second is
the deficient talent introduction mechanism
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Employees who take charge of the SAP project of an
enterprise are under high pressure because they
take great responsibilities for the success of the
implementation. If an enterprise does not have an
effective talent introduction mechanism to attract
talented people who are needed, it will be hard to
start the SAP project at all, not to mention the
successful application.

Insufficient education and training fi mployees:
The cultivation of talents is a pg@ at@eeds
much time investment as well 8y, While some

enterprises do not want to pay much investment to

the education and trainﬁ:mployees due to lack

of an in-depth unders@ f SAP.

Poor incentive hahism for employees: Above
all, the cmsatlon mechanisms of enterprises
ma b ttractive enough. A competitive

compensation mechanism cannot only attract

employees. Still, the SAP projects have not been
supported enough by superior administration
departments. For example, the application of SAP
needs the support of all involved departments, while
managers hesitate to place departmental backbones
on the SAP implementation. It may also influence
the working enthusiasm of employees and kill more
innovations if superiors interfere too much with the
implementation.

Lack of exterior consultation or a supervision
system: An enterprise must pass the scientific
verification of experts if it wants to adopt SAP. The
implementation must be carried out under the
direction of exterior professional organizations and
the supervision of a special system. Enterprises may
neglect the necessity and importance of these
functions.

CONCLUSION

SPR offer organisations a huge opportunity for
integrating their entire IT platform. As IT continues
to development, there will be more and more
enterprises adopting SAP. SAP can extend the
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traditional functions of HRM greatly and also
heighten the importance of HRM in enterprises.
Enterprises that implement SAP must perfect the
functions of HRM to raise the success rate, so to
enhance the whole management level of
enterprises. A poignant hope is that this research
paper will be helpful to both students and
practitioners who wish to improve the current
situation of SAP HR module implementation
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Impact of HR Practices in Indian Sugar industry
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Abstract

A lot of research has been done on the relationship of HR Practices and employee job satisfa@
industry, but the main focus and theme behind those research studies has been the compar
public, private & co-operative sector sugar industries. The purpose of this study is to obm relationship
between mainly two HR Practices i.e. (Training and Development, & performance\apprai ystem) and the
impact of these systems in Indian sugar industry, employees job satisfaction&ubliq private & co-

operative sector sugar mills. Data has been collected from the employees s public, private & co-
operative sector sugar industry and the statistical tests were applied upon t atathrough statistical software
SPSS. To check the relationship between the dependent and independeanidgyariables. Training and development
& performance appraisal system are a key source of emplo sfaction in all three sugar sector

industries.
Key Words: Training and development; Perfor ar&a}”ﬂsal system; Job satisfaction; employee
motivation.
INTRODUCTION are presently and potentially available to an

/ organization for the achievement of its goal. In
Uttar Pradesh is one of the Iargemost .

the other words human resources consists of
populous & popular states for sugar) It is the value of the productive capacity of the

the major sugarcane prod n untry in firms human organization. Of all the prime

which sugarcane cultivatign a ugar industry
is the single largest contribitor 6 the economy
and industrial devetgpmenti#t the state. Uttar
area of 2.43 lakh sq.

resources of an organization, man, materials,
money and machine the human resources is

recognized as the most vital and the most
valuable. For it is the quality of man power that

km. and pulation aggregating 20 ultimately determines the success of an
crore, of India’s total sugarcane area of organization. The importance of human factor
4944 ctares, Uttar Pradesh covers for

also stems from the fact that where is all other
more®th 21.25 lakh hectares (about 43

%).There” are large numbers of employees are

resources depreciate in value with the passage

of time and use, the human resources

working in the sugar industries and Human appreciate in value through the acquisition of

resources development play a pivotal role in greater knowledge through experience and
this manner. efficiency and thus reflects an inherent

The Success of any organization in the long run dynamism and development potential.

depends very much on the quality of its human
resources. Human resources comprise the
aggregate of employees attributes including
knowledge skill, experience and health which

Human Resources Development

Human Resources Development is said to be
the core of a larger system Known as Human
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Resources System, where in HRD is mainly
concerned with providing learning experience
for the people associated with an organization
through a behavioral approach adopting
various processes.

HRD has a wide- ranging scope as its
objectives include-

» Providing a comprehensive framework for
the development of human resources in the
organization.

» Developing a climate for employees to
discover, develop and wuse their full
capabilities for the organization.

» Increasing the capability of an organization
to attract, retain and motivate talented
employees

» Facilitating  systematic  generation  of
information on human resources for man
power planning, development placement,
career planning and succession planning.

Functions of HRD

(i) Man power planning. Career planning &
development systems.

(i) Training concern with the present and
future needs of employees.

(iii) Performance appraisal and assessment of
potentials of employees for determining
their development requirements aided
feedback and counseling system to hel
every employee in discover his/
capabilities and areas of improgefpent.

(iv) Reinforcement or rewar
creating a climate of
performance and coll tiogs.

(v) Organization dev improve the
climate of the ofiganizatiq@’ and make it

for
in

Meaning af Traini

Traini elopment of people is one of
the n ental operative functions of
person management. According to a

Chinese scholar “If you wish to plan for a year
sow seeds, if you wish to plan for ten years
plant trees, if you wish to plan for life time
development man” This statement highlights
the importance of training man. Employees’
training is the process where people learn
skills, knowledge, attitude and behavior
needed in order to perform their job
effectively. To be more precise, effective and
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systematic training may be defined as planning
to give people chance to learn to achieve the
result that job demands. In the words of
Decanzo and Robbins, training is a learning
experience in that it seeks a relatively
permanent change in an individual that will
improve his/her ability to perform on the job.
Basically training can involve the changing of
skills  knowledge and attitude or social
behavior. It may mean changing, what
employees know, how they work theijg attitude
towards their work or their int ions Wwith
their co-workers or their supen

From the above menti nleinitions of
training. It is clear What théfe are five main

n operate these are
Knowledge, Ski chnique. Attitude, and

areas in which tr

Experience.

'r@evelopment

ment is a long- term educational
proc consisting of a systematic and

ganised procedure by which managerial
personnel acquire conceptual and theoretical
knowledge for general purposes. In an
industrial situation, development employees
more general education (of managers) to
handle managerial problems. As one moves
upward in organisational hierarchy, the
elements of training decrease and educational
expects tend to increase Employees training
which is concerned with increasing the skill and
abilities of non-managerial personally s
basically job centered and not careers focused.
On the other hand, management development
is growth oriented; it is the process by which
managerial personnel acquire not only skill and
competency in their present job but also
capacities for future managerial task of

SS

increase difficulty and scope.

Distinction between Training and
Development

The distinction between training and
development is like the distinction between
pure and applied sciences. To make this
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distinction clear, a few examples are given
below;

(1) A mechanic who repairs a generator better
than an engineer is only trained and not
educated for he does not have and
conceptual or theoretical knowledge of
engineering and principles of engineering.
A basketball coach who knows the theory
of game but who is utterly useless as a
player is educated but trained. Training
and development programme are generally
designed in accordance with the nature of
the job, personnel concerned (operatives,
supervisors, managers) and the purpose in
view.

2

Performance Appraisal

The effectiveness of staffing function needs to
be ascertained by evaluation the performance
of employees in terms of the job requirements.
Performance appraisal or employee appraisal
in the systematic process of measuring and
evaluating employees with respect to their
performance on the jobs and there potential
development. Although performance
appraisal is of often described as merit rating,
strictly speaking, rating is only one form of
personnel evaluation. Merit rating refers! to

S

various formal systems of appraisal in whic

the individual employee is co d with
others and ranked or rated. Accerdi Dale
Yoder) Performance appraisal more
comprehensive process which ines formal
ratings with supplemehtary Jobservations,

records and evalugtion.

Performanc is expected to serve
various p n organisation structure.
Broa peaking performance appraisal is
neéess

(i) Toymonitor the efforts of individuals;

(i) To integrate and co-ordinate Endeavour;
(i) To provide protection and feed back to
individual;

(iv) To provide a means of correcting
commending the efforts of individuals;

(v) To provide an equitable and consistent
basis of distribution rewards and penalties;

or

According to barret- Performance appraisal is
concerned mainly with three things;
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(i) Administrative decisions i.e. promotions,

transfer and allocation of financial rewards ;

(ii) Employee development i.e. identification

of training and development need and
Performance feed back;

(iii) Personnel research i.e generation of man

power information besides salary and wages
distribution.

The process of Performance appraisal of

employees administered through a varjety of
approaches adopted by organisations. & S
(i) Intuitive approach: @is proach,
the boss judges the employege on the base of

his perception onithe employee behavior.

These approaches are:

(i) Self -a approach: in this

approach, th ce himself evaluates his
performan

G approach: under this approach

dmplgyees is evaluated by a group of

S0ns.

@ hieved results approach: This

approach considered the targets which are pre-
determined jointly by the rater and rate in a

restricted sense.

HYPOTHESIS

(i

The Proposed study of HR Practice in Indian
Sugar Industry in the selected sugar mills will
be oriented to test the following hypothesis
and derive relevant conclusions:-

I.  There is strong association between

employees training and the Productivity of
the
Employees..

Il There is no significance difference in the
technique of performance appraisal used by

Public, private & co-operative sector sugar
mills.

Research Methodology

This research article has been developed from
both primary and secondary data ,primary data
was collected from the selected sugar mills and
secondary data
articles,

collected from research

research  reports of various
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organizations and books of Human Resource on
that topics. For this present study, the sample
size was 652 employees working in the selected
six leading sugar mills in uttarpradesh for
selecting the sample stratified
sampling techniques used. Using
proportional allocation method, the sample
size of different selected sugar mills is shown
Table 1 below.

random
were

Table 1: Mill Wise distribution of sample
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Total 652 | 100.0

Data Analysis

A five point Likert scale was used to analyze the
sugar mill employees about the effect of
training & development and performance

appraisal system regarding their age, sex,
designation, experiences in the selected six
different types of sugar mills. To a the

data for the present study, t centage
statistical tools were used. F rison of
responses, sample (empl ere’divided

into groups according to@nation (officer,
supervisor, staff em ees), experience (up to

5 years, 5-10, 1 ars and more than 15
years) and a 5 years, 26-35 years ,36-
45 and above 45yéars).

--Results of the present study
ummarized in table- 2

Demographic Profile of Respondents sample
employees (N=652)

employees
S.N Name of Selected FmployeePercentage
Sugar Mills
(sample
size)
u.p State Sugar
Corporation Ltd Sakoti 60 9.2
Tanda Distt Meerut
U.p State Sugar 9.2
Corporation Ltd Unit
Rohana Kalan Distt 60
Muzaffarnagar.
Private Sugar Mi P 4
3 v
Mawana Sugar Works
Mawana Disgric 191 29.3
Meerut
4
The Dhamp Mills
N 200 30.7
Ltd Rh Bijnor
A
ﬁ “Co-operative Sugar Mills
5 The Ganga Kisan Co-
operative Sugar Mills
. 64 9.8
Ltd Morna Distt-
6 Muzaffarnagar
Baghpat Co-operative
Sugar Mills Ltd Baghpat 77 11.8
Meerut

Sr | Indicator Categories Freque | Percen
No S ncy tage
(652) | 100%
Age: a) Below 25
1 47 7.2
b)  26-35
212 32.5
c) 36-45
211 324
d)45 and
181 27.8
above
Sex : a) Male 616 94.5
2 b) Femal
€ 36 5.5
Marital a) Single 55 8.4
3 Status d) Married
597 91.6
a) Hindu 478 73.3
4 | Religion:
b) Muslim 128 19.6
c) Christian 27 4.1
d)other’s specify 19 2.9
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tion: If b) CA/ICWA/ACS 22 34
any
please c) Others 462 70.9
S.N Parameters rongpisagre(Neutra| Agree ptrongl i
sagre Agree specify: d) No
% % Salary a) < Rs.15, 000 224 34.4
% % % 8
b) Rs.15, 001- 252 38.7
1 | Management 30,000
plays an effective 128 19.6
role for making | 00 | 11.0 24.4 1 51.2 1133 c) Rs.30, 001-
training 45000 7.4
successful.
d) >Rs.45, 001
2 | Training 115 | 23.6 | 45.9 | 19.0 fa.d
enhances 00 Present | a)Junior Levew 48 7.4
emblovees 9 | Position x
ploye b) Mi | 402 | 617
motivation
e Level 154 23.6
3 | Training 115 | 23.6 | 31.3 | 33.6
improves 00 Qﬁ) Top Level 48 7.4
individuals
performance a)<5Yr 48 7.4
Expéerien
4 | Training 9.2 | 259 30.1 | 34.8 c o\ | ke b) 5-10 Yr 212 32,5
improves the
00 c) 10-15 Yr 211 32.4
overall
productivity d) >15 Yr 181 | 27.8
5 | Assessment 00 20. Promoti | a) One 101 | 155
purpose is 1 | on
fulfilled 1 | Receive | b)Two 227 34.8
a) General 69.3 d c) Three or More 271 41.6
5 | Caste:
b) Oth&r Back 89 13.7 d) No 53 8.1
C
P 84 12.9
27 4.1 Study of Training & Development
ckward Class .
N A Study on Performance Appraisal
Educat a) High School 3 .5
6 | nal
Qualifica b) Intermediate 59 9.0
tion ¢) Graduation 379 | 581
d) Post Graduation 211 324
Professi | a) Management/ 124 19
7 | onal Eng Tech
Qualifica 44 6.7
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S.Nd

Parameters

rong
sagrq

%

sagr¢

%

Neutra

%

Agree btrongly

%

Agree

%

Performance
appraisal system is
considered

in the
organization

necessary

63.2

36.0

The performance
appraisal is
supportive in
reducing grievance
& unrest among
the employees

11

69.8

29.1

The performance
appraisal is helpful
for improving
personnel skill of
the employees

1.4

70.4

28.2

The performance
ratings were

done frequently

53.5

The performance
appraisal
helps to make out
the strength ar&
weakness of the

employee

system

N

52.9

46.2

tion 1S

Pro

appraisal

88.0

115

Performance
appraisal increases
employee
enthusiasm

1.4

81.3

17.3

Discussion on Findings-

On the basis of entire study, major findings and
observations be relating to
employees’ training and performance appraisal
system & its impact on the employees. It is
found that the employers of the organization
selected for the study have in an interest in
training towards the efforts made by the

can made

management for organizing training programs.

As per the responses of employeés, the
management of employees is e r to
participate in these training pro t isgalso
observed that training impro e @mployee

morale their performancg, and also improve
the productivity of Yghe ind@stry and overall
assessment purp &Ifilled. Observations
can be made r, m Performance appraisal
the

. Employees feel that performance

sigtered

system s

necessary in

nd performance ratings were done frequently.
he performance appraisal system helps to
make out the strength and weakness of the

employee. Promotion is simply based on

performance appraisal system. Performance

appraisal increases employee enthusiasm

There is strong association between employees
training and the Productivity of the employees
There is no significance difference in the
technique of performance appraisal used by
Public, private & co-operative sector sugar
mills.

Conclusion

Training and Development helps in inculcating
the sense of team work, team spirit, and inter
team collaborations. It helps in inculcating the
zeal to learn within the employees. Training and
Development helps building the positive
perception and feeling about the organization.
The employees get these feelings from leaders,
subordinates, and peers. It also helps in
optimizing the utilization of human resource
that further helps the employee to achieve the
organizational goals as well as their individual
goals. Therefore a training & development
activity is very pivotal for the sugar industry.
Employee’s performance: It provides a
yardstick by which both accomplishment and
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needs for further improvement in respect of an
individual can be measured. The use of system
of performance appraisal contributes towards
more effective and improved performance on
the part of many individuals. It is used to
highlight needs and opportunities for growth
and development of employee by focusing
attention on that deficiencies and potentials, it is
particularly useful in discovering needs of
training to employees.
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ABSTRACT Q

Companies commercialised new idea and technologies through th siness models. Every company wants to
innovate business model to achieve revenue growth and to ifipr@ve pro#it margin. Business model innovation involves
designing a modified or new activity system, relies on gfcombining the existing resources of the firm. Innovation is
complex and risky. Innovation is not invention. Innovatio e ¢dmmercialisation of inventions. In terms of business,
innovation is the generation of fresh ideas, the ongojag deyelopment of products, services and process and their
commercial application.

This research paper will focus on the importance Jof innovation, process of innovation, managing innovation,
opportunity and risk of innovation. We wall focus#on SWOT analysis of innovation in business. This research paper will
also focus on innovation model devel (aclL i P&G company and Indian railway. How innovation helped these two
groups to develop their Organizationfagd @ maximisation of their company in context of opportunity and barrier of
innovation.

Keywords: managing in tion, process, opportunity and risk of innovation, SWOT analysis of innovation,
innovation model in companyjli &G and Indian railway.

INTRODUC

What do ryY& Gamble (P&G), Indian
Railwdly, Google jand other successful organization
h n? All these companies nurture
tale um utilization of the necessary
resour to invest in recruiting, selecting and
growing the people who will become their future
leaders. These companies always have good wealth
maximization and brand position in market. These
clearly shows that great leadership is a strong
competitive advantage.

Beyond strong financial performance, these
companies have something else in common. In an
era of intense globalization, rapid demographic
change and accelerating technological progress, the
best companies for leadership recognize the value

of innovation, putting it at the heart of their
corporate culture and using this targeted, focused
innovation to drive shareholder value and improve
efficiency. The concept of innovation is sometimes
confused with the term invention.Invention is the
creation of a new idea and specifically refers to
making new discoveries and designs or coming up
with new ways of doing things. Invention is the
technical part of innovation, involving the
development of an idea or discovery to the point
where it works theoretically. Innovation is the
commercialisation of inventions. Innovation is,
furthermore, often mistaken for research and
development. R&D is an element of innovation but
it is only that, one element.
In terms of business, innovation is the generation of
fresh ideas, the ongoing development of products,
services and processes and their commercial.
Innovation is really about economically valuable
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novelty.Innovation is complex and risky. Huge
amounts of money are invested in innovations, with
companies like P&G, HUL, Indian Railways
sometimes betting the company in their belief in
new products. Investments like this are risky
because innovations fail more often than not.
Worldwide, only one in ten new products succeed
in the market. Of the roughly 6000 new chemical
substances currently on trial for their potential as
new pharmaceuticals, perhaps only one will
become a successful new drug.

Innovation is also risky because it is so
unpredictable. Lord Kelvin, who is President of the
prestigious Royal Society once said that heavier-
than-air flying machines were impossible, and the
Chairman of the major computer company, DEC,
said that no-one would want a computer in their
home. Very knowledgeable people can get their
predictions in this field hopelessly wrong.
Innovations often succeed in unpredictable ways.
The computer and the Internet were developed as
tools for scientific research with no idea of their
mass market appeal. When the laser was developed
it really had no commercial applications, and now
it has a wide range of uses from surgery to CD
players.

Innovation is also concerned with the commercial
and practical application of ideas and inventions. In
business, innovation is essentially the commercigl
exploitation of viable ideas. It involves th
management of idea generation, teghfii
development, manufacturing and marketing o
new product, process or service. &

Innovations can fall into one dtegories;
incremental,  complementary *disruptive.
Incremental  innovations { 4 changes,
additions and improy at are added to
existing products Incremental

innovations are
length of their i

Complem ovations are new products or
serviceg,t! ¢ didded to existing product lines.
They{add_wv. to your product lines without

h egative impact on your existing products

In contrast, disruptive (or radical) innovations
replace existing products by being significantly
better than anything currently offered in the market.
They make existing products redundant and are
adopted by the majority or even the entirety of the
market. This is most evident in the electronics
technology industry. For example, the LCD screen
completely replaced the CRT screen as the
preferred computer monitor.

IMPORTANCE OF INNOVATION
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Innovation is necessary for business organization to
remain in market as successful player or leader.
Innovation has great importance as follows:

1. TO IMPROVE PRODUCTIVITY

There is an increased push to improve efficiency
and effectiveness of organisations because of
intensive  globalization and outsourcing in
organization. Organisations need more than good
products to survive; they require innovative
processes and management that can drive down

costs and improve productivity.
2. TO FULFILS Cu ER
EXPECTATION
Consumer expectations also drive=theNamount of
innovation in the market. Cu, arcYused to
products that continually im%a d make their
life easier. Modern conSwmers more informed

and have more optio rms of what they buy
and who they buy it. ssentially, customers
won't accept m because they know they
can always go so e else.

Inno s important as it is one of the primary
differentiate your product from the
competition. Successful businesses not only
ragpond to their current customer or organisational
needs, but often anticipate future trends and
develop an idea, product or service that allows
them to meet this future demand rapidly and
effectively. Being first to market with a new
product can provide you with a significant
advantage in terms of building a customer base. It
is difficult to compete if your products are seen as
obsolete or out of date. Innovation will help you
stay ahead of your competition as markets,
technologies or trends shift.

4. TO IMPROVE THE  LIVING
STANDARDS

In a broader sense, innovation is important to the
advancement of society around the world. New and
innovative products can increase the standard of
living and provide people with opportunities to
improve their lives. Breakthroughs in medicine and
technology have significantly improved living
standards around the world. Innovation has also
lead to significant improvements in the way
businesses operate and has closed the gaps between
different markets. Innovation has changed the
lifestyle of people. We are continuously adopting
new technology and product in our daily life and
replacing the old one.

5. TO UTILISE THE EXISTING
RESOURCE
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Innovation is not only about designing a new
product or service to sell, but can also focus on
existing business processes and practices to
improve efficiency, find new customers, cut down
on waste and increase profits.Constantly innovating
and improving business practices is also likely to
help you attract better staff members and retain
more of your existing staff - something which is
crucial to the long-term health and performance of
your business.

6. CREATING UNIQUE SELLING POINT

Consumers often see innovation as something that
adds value to a company or to its products. Used
properly, innovation can give you a commercial
advantage - especially in saturated or rapidly
shifting markets.Your customers may even be
willing to pay more for your well-designed, novel
and innovative product or service, rather than
choosing a cheaper, but less exciting rival.

BARRIERS TO INNOVATION

There are a number of factors that prevent
innovation from occurring. Being able to recognise
and work through these factors will helpto create an
innovative culture in organisation and help to make
business successful.

1. MINDSET FOR INNOVATION ..

The most common barrier to innovation i
organisations is a leader or man that ds not
open to new ideas. For impleme business
model innovation often requires Chang at affect
multiple aspects of the orgaamizati

dozens of new innovation §dgaS with managers in
the company b bgérd, though initially

enthusiastic, the time and energy to
engage wi ojects, directing their attention
on dayst erational issues instead. As a

resultfthe"inngvation projects died on the vine. For
e ad the ideas and engineering
compete o build the first iPod equivalent, but it
couldn™fpcommercialize those ideas because of its
own internal battles.

2. TIME AND RESOURCE

Time and resources are also significant barriers to
innovation. Employees are often so busy with just
doing their regular work that there is insufficient
time and incentive to generate new ideas. When
ideas are generated, they are not taken any further
due to the potential risks associated with
developing the idea.Generally, innovation is also
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seen to be too expensive for small businesses to get
involved in. However, there are cost effective ways
to generate new ideas and managers need to look at
the potential benefits that come as a result of
investing in innovation.The challenge is not that an
organization has insufficient resources to invest in
innovation; the challenge, instead, lies in where to
most effectively funnel those resources, and how to
do it.

3. PLANNING
Organisations with the inability to impl and
commercialise new ideas are the big arrier to

innovation. After spending the time ces®and
effort to develop an idea, they fae al step
and the product is never succe§s e market. It
takes careful management,an ning, as well as

commitment from an ‘Otganisation, to generate
ovative ideas.

thing” rather than “experiment and
set reflects technology/product

ifingyation because it requires a strong marketing
sage across all channels. But business models

_gare different: they often can be prototyped on the
" cheap by creating a “minimal viable business

model” and experimenting with it.
BUSINESS MODEL INNOVATION

Business model innovation is a powerful driver of
value and a surer way to succeed than technology,
product, or service innovation. Large companies
have the resources and capabilities to create and
exploit business model innovation ideas on an
extraordinary scale. But their failure rate is
nonetheless unacceptably high because so far too
many have not shown enough commitment and
flexibility in the way they develop and roll them
out.

P&G MODEL

By 2000,Proctor & Gamble (P&G), one of the
world’s largest consumer product companies,was
under unmense pressure. for decades the company
was known for its innovation.the consistent growth
of the company was largely driven by innovation
from within the organization, relying heavily on
in-house R&D for a long time,this centralized
innovation model worked well for
P&G.However,by 2000,it realized that an internally
focused model of innovation was not sustainable as

68




ISSN 2348 -3652

the success rate of new products was around 35% .
Besides,the R&D expenses were escalating
faster,increasing by $500 million between1996 and
2000 to reach $ 1,899 million.Bt mid 2000,the
company’d share price fees by more than
50%.Warned by the situation,the company’d newly
appointed CEO, Alan G Lafley,decided to reinvent
P&G’d innovation model.He felt that outside
connections could discover new ideas from around
the world which could quickly be turned into
innovative products by using the company’d own
R&D,manufacturing and marketing skills.Thus,he
began to focus on internal collaborations to bring in
innovations ideas and then applied internal
capabilities to develop new products.This model
was termed as ‘ connect & develop ¢ (C&D)
innovation model. The basic principle of the model
was that promising ideas were available throughout
the global and by using then the company could
create superior and cheaper
products,faster.Company clearly differentiate its
C&D from outsourcing,emphasising that it was
about identifying innovation ideas from outside and
bringing them into the organization to capitalize on
its own R&D capabilities.In order for C&D to
work,the company first identified what it was
looking for and then decided to look for ideas that
were already in use somewhere.After the ideas was
identified the company then focused on those ideas
and products that could be turned into successfi
product using its own R&D capabilities.F
searching ideas the identify top the consum e
adjacencies and technology game branches. Cl
proprietary networks comprise of technglo

entrepreneurs, suppliers etc. while n networks
included individuals, organization, ional and

research institutions, governmen te labs,
competitors , trade part e G develop
various closed proprietor net s for undertaking

C&D activities. The mfost\important of them were
technology entrepgeneur ang shippliers. Technology
entrepreneur were sepior P&G manager who were
responsible f technology brief defining
lved. They established external
smmunicated those connection to
puSiness unit heads. The technology
combine scientific literature and
base with physical hunt for ideas since

¢ ideas electronically alone was not
sufficient. The company had network of 70
technology entrepreneur who worked out of 6 C&
D hubs in the US, Latin America, Western Europe,
Japan, China and India. All the hubs focused on
finding products, concepts or technology that were
the specialities of their respective region. By early
2006 technology entrepreneur has identified around
10,000 products, ideas and technology. The
suppliers base of the company form another
network for C& D activities. The top 15 suppliers
to the company had a combined R&D staff of
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approximately 50000 when the company began to
embrace C&D model it relies that the huge
researcher base of its suppliers could be potential
source of innovation. Subsequently P&G develop a
highly secure IT platform that enable it to share its
problems with its suppliers. The company even
when to the extend of sending its researcher to
suppliers laps to work with theirs and inviting
suppliers researcher to work with its own.

After an idea was identified by any external
connection, it when through an internal screening.
The screening process was employed to  assess
which idea, product or technology the company
was seeking. If the decision was pogiti the
product, idea acquired from outsi en nto

development process just like a% product

develop in the companies on
BENEFIT OF C&D MODEL
C&D model has many be ompany like

g¢xternal world , the
internal  intellectual

1. Acquiring ideas¢
company
property to

2% from 4.75% in 2000.
ctivity has increased by almost

By#applying the new model, the company
considerably reduced its product development
time.

BARRIERS TO THIS MODEL

1. It confronted the commonly held notion that
everything must be invented within P&G

2. There was a resistance from the employees to
adopt the C&D model since they were anxious
that the new model would eliminate jobs. They
also fear that by adopting this model the
company R&D would lose its competency.

INDIAN RAILWAY MODEL

Despite the important socio-economic role of the
IR, the organization witnessed certain structural
and operational challenges that served not only as
impediments to growth but also had a negative
effect on the organization finances. Being a
medium of mass transport the railways found it
increasingly difficult to maintain stable fares to
buffer the increasing expenses. There was an urgent
need to look for ways to cut down expenses
increase efficiency and search for additional
sources of revenues. The continual increase in
population coupled with the liberalisation policies
of the government significantly effected the
operations of the railways. The growing passenger
traffic and the competitive threats from alternative
modes of transports like roadways put mounting
pressure on IR to revamp its operations and build
up its capacity. In order to meet its social
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requirements , IR compromised on its profit ability.
Besides it also faced other problems like its
efficiency in service delivery, over crowing in
train, subsidised fare to certain categories of
passenger, ticket -less travels, improper
management of coaches etc. these problems were
not only functional in nature but also had strong
social and political underpinning.

In order to remain profitable the railways started
investing in cost-cutting technology that helped the
organization to economised on resources and also
facilated streamlining of its varied functional
operations.

Centre for railway information systems(CRIS) was
established in 1986. As an umbrella for all IT
activities and IR with its on in house R&D efforts,
CRIS was highly instrumental in the
implementation and expansion of various IT project
undertaken by the organization. One noticeable
achievement of CRIS was the development and
implementation of concert was first implemented at
the sikandrabad PRS in September 1994. The
networking of the five PRS centers was complete
by April 1999 , when the PRS centre at chennai
also came under the concert platform. All the five
sites were initially network with the modest
internet speed of 64 Kbps on leased communication
lines from the department of telecommunication.
By July 2004, IR head over 2500 terminal at nearly
1100 locations throughout the country. Thij
covered more then 94% of the total reservati
esquire meant of IR. CRIS actively work to n
its computerised reservation facilities so as to ¢
more stations, satellite location, city booking offi
and other known rail had statg™eapital. The
implementation of the concert ie%bstantial
benefits. The reservation proced me less
labour intensive and morestéghnelggy. based there
was significant incregse e number of
r day. Thesnew applications
could prepare chagts that gavg well defined layout
of passenger and their seatiffg arrangements. These
ide the railway coaches and

e passenger.
LOGY IN IR

railway Ycatering and tourism corporation), the
organisation marketing arm that handle the catering
and tourism related functions. The online
reservation system was an extension of the PRS
system and served as an interface between the users
and PRS. With its web - based interface, passenger
could enquiry information about trains, find out
their reservation status also book tickets online.
The service was initially offered at chennai, Delhi,
Hyderabad, Kolkata and Mumbai and in the vary
first month department sold 3343 tickets. By the
end of December 2003 IRCTC sold more than
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70000 ticket and extended its service to more than
120 cities all over the India

Difficulties in implementations

The workload on the PRS enormous. It handled
more than 1.3 million queries on roughly 14300
trains. To overcome these snags, their to payment
gateways, ICICI bank and city bank upgraded their
services to higher bandwidth. The department also
reduced the response by implementing Xeon and
pentium procedure that power the different
application and database management modules
through four separate four way servers. As a_sequel
to these improvement, the IR website bec
for a perpetually increasing no of onl
from varied categories of passengers
OTHER INNOVATION IN IR

the IT stratifies of IR did not r fin&d to the
implementation of passenger %@aﬁon system or
the online internet systém). The“Organization kept
on investing in sever f the art technology
that apart from b 'n% friendly also emerged
and as avenues i profits. Integrated voice
response system rved ticketing system

National tr. quiry system Tel booking service
Wi E- ticketing system

OCESS OF INNOVATION
1.SOURCES OF INNOVATION

In business, innovation can be originate from a
various sources. Sometimes innovation can be the
result of specifically focusing on creating new
ideas or spontaneous reaction to a particular
need.whereas other times it can be unexpected. The
sources of innovation are employees, customer and
competitors.

Employees

The main source of business innovation is directly
from employees. The employees know the specific
part of the business that they are involved with very
well. Therefore, innovations come naturally to
them. As they go about day to day operations,
employees identify areas that are in need of
improvement or could be done differently. Often,
they will have their own ideas about solutions to
problems or ways to address certain needs.
Encouraging employees to bring these ideas
forward and then supporting their development can
significantly increase the amount of successful
innovation inbusiness.Employees can also be asked
to specifically focus on innovation. Many
businesses set aside time and conduct group
‘brainstorming' sessions to encourage the creativity
and the generation of new ideas that the business
can investigate and pursue further.
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Customer

Another important source of innovation are
customers. The customers know what they want
and often have innovative ideas about how their
needs could be better met through new products
and services. Taking the time to listen to what
customers are saying can greatly increase the
amount of innovative ideas that flow into business.

Competitors

The business competitors can also be a source of
innovation. The important thing to remember is not
to simply copy the products your competitors are
successful with, but to analyse them and work out
what you could do better. Consider what makes
their product a success and try to innovate on that
so that you have some form of market advantage
over the competition.

The Organisations invest large amounts of
resources into research and development in order to
come up with a new idea that they can make
commercially successful. Understanding how to
identify and utilise the potential of these sources of
innovation is important to the success of any
business in a competitive market.

2. SCREENING OF IDEA

The first step is to screen all of the ideas.
screening will help to eliminate non r
concepts and ideas with limited pofi
to focus on ideas with the
success. This process can be
stages

business, proof
the feasibility,

show that nc w idea has the potential to
be utilise adgical and successful way.Some
back: d analysis of the intended market will

al this stage. As the idea is still only
in the,ea ase, this research just needs to cover
factorsWguch as market needs, potential customer
base, possible product lifecycle and foreseeable
risks.

B) Research and forecasting:- As the idea gains
support and momentum, a business should aim to
conduct some research and forecasting into the
specifics of the project. This is particularly
important if resources are limited or if it would be
expensive to move onto the prototyping stage
without sufficient back up and support for the
concept.
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C) Prototyping stage :- If an idea can be proven as
a viable concept, it moves to the prototyping stage.
This part of the innovation process involves
developing and building an actual working model
or representation of an idea. A prototype can be a
complete, full scale, functional model or may
simply demonstrate a small component of an
overall idea. Prototypes may or may not be
designed to look like the final product, depending
on the scope of the design.The modern trend in
proving concepts and developing prototypes is to
use computer modelling and simulations.

3. DEVELOPMENT STAGE OF PQ 5 _
The development stage is crucial a Because it
is the stage where many g ideas lose
momentum and fail to e a Sigadficant impact on
the success of a busir%lis can be due to a
range of contributing % sy¥but is often caused by
a lack of support gadNesgurces. It is important to
carefully managg¢ evelopment stage to ensure
that innovatiye iddds are able to reach their
potenti T%elopment stage generally requires

1 tment of resources. This is because
ignificant amount of effort to turn an
idea an@ya basic prototype into something that is
attually commercially viable. Many great ideas fail
sitgply because of their poor execution and delivery
in the market.Product development involves taking
the original concept and any available prototypes
and improving and adjusting them until they are
ready to be released into the market. As each
version of the product is developed, it needs to be
tested and evaluated for reliability, consistency,
quality, effectiveness and other advantages and
disadvantages such as simplicity of design and cost
of manufacture.lt is important to avoid cutting costs
at this stage as any mistakes or oversights during
development can cause major problems later on.
The development stage also require market
research to know the consumer behaviour and
viability of product. This research can be done by
interview of potential consumers or by surveying
targeted consumers on what they would be looking
for in a potential product.

Once a final design is decided upon, development
should focus on making the final version of the
product ready for commercialisation.

4. EXECUTION AND
COMMERCIALISATION

The difficult stages of generating an idea and
making it work are over, however many
organisations fail to perform when it comes to the
commercialisation of new products and services.At
this stage, the operations and salespeople have
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great role in the process. You should be consulting
with your marketing and sales team all through the
innovation process as they are the people who
know what the market needs and are often the most
honest about an ideas true marketability.
Encouraging them to take ownership of the project
at this stage is important as organization will need
their support if the innovation is to be successful.

Advertising and promotions can make the
difference between success and failure in the
market. Depending on the type of product and the
reputation of the business, some new products will
require a greater investment in marketing than
others. The market positioning of a new product in
the market is also important to its success. While
executing this stage, marketer should consider the
price level, accessibility to customer, online
marketing and supply chain of product.

5. EVALUATION AND IMPROVEMENT

This stage is critical in getting a return
oninvestment in innovation. Firstly, Organization
has to work out whether or not a product is
working in the market. Organization can evaluate
the success or failure by interaction or interview

with customer. The continuous improvement of

products is vital if organization wants to remain i
market as a leader. For this purpose organizatio
need to be identify area for improvemey
continuously coming up with new ideas for éxis
products, orgnization can help them to stay ahead
of the competition and remain marketdeader.d® %

PRACTICES OF INNOVATI

The elements of innovagive cts and services
already exist in most @rganizatigns. The challenge
is to create an that permits those
pieces to quickly alipg into & coherent whole.

All organigati the challenge of combating

the i nt reluctance of people in different roles
to al critical opportunities to work
tog8ther.

1. “Create culture for innovation. Find and
communicate examples of people who
have successfully created innovative ways
of doing things.One of our top salespeople
told us, “Nothing motivates a salesperson
more than hearing about another
salesperson’s sale.” The same is true for
stimulating innovation throughout an
organization. For example BCLs invest in
creating an environment that allows
innovation to thrive while encouraging
employees to feel comfortable taking
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calculated risks. At Walmart, a group
called @WalmartLabs provides a
supportive environment for testing new
ideas. Similarly, Toyota encourages
innovation by removing some of the
pressure for short-term returns. Toyota’s
decade-long investment in its Prius sub-
brand ultimately succeeded in
strengthening the company’s reputation as
a respected product innovator while
allowing Toyota to capture first-mover
advantage in the fast-growing hybrid
category.

2. Enable organizational agility. At
organizations, job definitions te
and fluid. These companies re g
their employees play must adapttto the changing
needs of the marketpl% example, at FedEx,
the company actively/&8si xecutives in moving
between functionsd ’ to accumulate a diverse
range of experiégce at improve their overall
adaptability. P & GY¢ another firm that encourages
| ve functionally and geographically
Spectives on the business and build
for independent thinking and problem-
giving employees room to explore their

ntial and range of interests, P&G also gain
petitive edge in the talent market.

#3. Broaden perspectives. For instance, P&G

recently unveiled its C&D model that solicits new
ideas for designs and technologies to tackle a range
of challenges around health, hygiene and the
environment. The company’s Many product
weredeveloped using this open innovation model.

4. Promote and reward collaboration. The studies
have shown that the vast majority of important
innovations actually spring from collaborative,
team efforts. P&G not only have innovative
leaders like Alfred (CEO of P&G ), but more
importantly they have leaders who create
conditions  that facilitate  innovation by
encouraging, measuring and  incentivizing
collaboration.

5. Celebrate success and learn from setbacks.The
companies to celebrate innovation and to see any
performance problems as opportunities to learn and
improve. Recognizing innovators sends other
employees a powerful signal that innovation is
something that the company greatly values. But
employees will be reluctant to take the risks
inherent in innovation unless they know that their
leadership team is willing to accept a certain
amount of failure as an inescapable component of
the innovation process.

72




ISSN 2348 -3652

6. Align and Integrate the Solution Process and the
Implementation Process

Innovation is often stymied when the people who
develop solutions work separately from those who
implement them. For example One of the
organization developed a 32-step process for
creating new products that after two years failed to
succeed because they separated the two aspects of
innovation. Those that created the process were
separate  from those responsible for its
implementation. =~ The  implementers  never
understood the how and why of the process.A
combined team was able to reduce the 32 steps to 6
and reduce the time for new product introduction to
six months.

7. Be ready for failure - give the chance even to be
failure

Perhaps this is the greatest challenge to leaders that
are trying to stimulate innovation. Namely,
granting employees who try to innovate permission
to fail. When Alfred implemented the new model
of innovation then he has given chance and
responsibility to employee that they will be equally
responsible for failure and success.
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performance and create economic growth through
increased productivity, increased trade and
investment, and expanded economic activity that
enhances consumer welfare.IPRs Create Incentives
for Invention and Creation. A principal source of
market failure is the inability of individuals and
firms to prevent others from making use of the new
knowledge they generate. In economic terms,
innovation will be suboptimal.Strong and effective
IPR protection is a particularly powerful incentive
that will permit firms to invest in generating new

technology in sectors where the returns to
technological or product investment are longdg term
and involve significant risks, and the

invention may be easy to copy or . Such
protection, in turn, is a highly €ifégtivue” way to
promote the diffusion of kn % in the long
term. ]

Research is only itical component of
innovation.  Studi onfirm  that research
constitutes only%, 25% of the cost of
commercializing a“pew technology or technique
and subst B, up-front additional resources are

most products or processes to the
exclusive rights granted a patent

couraging all the up-front investments needed to
op an idea and to generate a marketable

d
THE ROLE OF INTELLECTUAL PROPERT pibduct or technology.
RIGHTS( IPR) IN CREATING INNOVATIO

The actual role of IPRs for industrial R
innovation and diffusion has been debat?
e

centuries, with little consensus
emerging.Intellectual  propert % make
possible  the  conditions ovation,
entrepreneurship and m: -0 economic

growth that shaped th th tury. In the 21st
11 define these

pace and direction

fidards of living. To promote the
_governments must create appropriate
G for continued growth in innovation and
technoldgy development. A critical enabling tool
increasingly is intellectual property protection.

The role of IPR include:
1. Stimulating Innovation

Intellectual property rights play crucial role in
developing innovation and expanding information.
By stimulating innovation, information and
creativity, IPRs directly affect economic

2. IPRs promote the disclosure of inventions and
pioneering information

Intellectual property rights are not a mechanism for
hiding knowledge. They are a powerful market-
based mechanism for disseminating knowledge.
The diffusion of IPRs, and the bundle of rights that
often go with them, can serve as a central policy
tool in shaping the knowledge economy. The public
disclosure of information is one of the most
important functions of IPRs but, often, one of the
most neglected by policymakers.

3.IPRs promote uncertain  and

investments

risky, costly

Forward-looking IPR protection provides the
incentives for firms and individuals to invest in
generating new technology and new products,
including incremental improvements. This is
especially important where the returns from
investment are longer-term, where the investment
involves significant costs or risks, and where the
invention or creation may be easy to copy or
imitate.

-IPRs enable technology transfer IPRs
increasingly facilitate the operation of markets.
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Strong and effective intellectual property rights are
an essential tool for technology transfer. They
encourage private and public enterprises to transfer
technology not only through voluntary licensing
and other contractual arrangements but also
through the development of innovative approaches
for promoting technological development, direct
investment, technology sales and dissemination,
and cooperative ventures.

- IPRs help stimulate and focus the process of
knowledge creation and innovation through the
necessity of finding legal means to “invent around”
or “reverse engineer” patented inventions:

By providing exclusive rights to an invention, the
patent system frequently spurs others to innovate
by developing alternative solutions to technical
problems or new and improved inventions.
Innovators are stimulated to “invent around” or
“design around” the original invention in order to
avoid infringing the applicable patent(s). While this
may, in some circumstances, lead to “me-too”
innovation, it most often leads to the emergence of
different technologies and competing pathways that
promote competition and spur innovation. The
circumvention of existing patents means that new
technological solutions put market pressure on the
exploitation of existing technologies.History also

influenced the development of the carburetor,
various e- commerce innovations have come fro
the banking industry rather than the copsbu
industry. Such technological con nce among

_of trademarked / branded products

orporate copyrighted content and
“mrfovations. As a result, recognition of
ands exists around the world. Moreover,
international efforts to harmonize patent and
trademark acquisition procedures have made it
possible for companies to seek IPRs in more
countries, in turn promoting the introduction of
new products into markets around the world.

The new global economy increasingly depends on
the international recognition and dissemination of
IPRs related to branded products. Trademarked
brand names, copyrighted systems and patented
inventions define the multinational marketplace as

Pravish Rajnam Journal of studies

products and services are negotiated, shared and
transferred with little regard to jurisdictional
barriers or related to the country from where they
originated. With increased trade and investment,
and the concomitant growth of branded products,
IPRs increasingly serve as trade facilitators.

Nevertheless, counterfeiting and digital piracy are
booming. Innumerable fake products, ranging from
pirated software and copied CDs to counterfeit
medicines and aircraft parts, plague global trade
and harm consumers. Counterfeiting increasi
poses a direct and serious threat to public |
and safety. The market in fake pharm
healthcare products is thriving in velgped
and developing countries, too i
health and even the lives of
Counterfeiting also threatens * mate trade and
economic growth. The B@st estimates suggest that
companies are losi e¢ than § 200 billion
annually to counte “gnd piracy. In addition to
lost sales, count amages the reputations of
legitimate manufacturers because the quality of
sually is inferior and can taint
>ption of the genuine product.
ounterfeiters pay no taxes or duties,

uses global job losses of more than 200,000 jobs
ear. In this way, counterfeiting, which counts

p
provides a number of examples about inter-indust >f approximately 5 —7 % of world trade, threatens
technology “leaps.” Perfume sprayer mechaanis economic growth as a whole.
e

5. Supporting and enhancing competition

Both intellectual property and competition policy
are vital to maintaining competition in a market-
driven society because each, in its own way,
encourages innovation and enhances consumer
welfare. In protecting the rights of inventors and
allowing innovators and creators to profit from
their ideas and inventions, IPRs also depend on a
legal and policy framework that ensures
competitive markets.

6. Securing the benefits of IP for the digital
economy

Computers, telecommunications, semiconductors,
entertainment and educational content, and other
information-based sectors depend on IPRs as the
legal and economic backbone of these industries.
Intellectual property protection for these sectors --
especially digital-related copyrights, software
patents and  other  computer-implemented
inventions -- are the essential tools that create new
businesses, new jobs and new markets that drive
the digital economy.
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7. Creating New Technology Markets because IPRs
are Tradeable and Transferable

At the center of the innovation process and
technological change today is information and it’s
application, knowledge. Estimates suggest that
more than one-half the store of human knowledge
was produced in the second half of the 20th
Century, more than one-half of all patents have
been issued in the last 30 years, and the number of
marketable new products, services and innovations
has tripled in the last 20 years. An important
component of this explosive growth is the role
played by IPRs in creating new markets for
technology and accelerating the pace of future
innovation. The principal reasons for this are the
market-oriented characteristics of IPRs; they are
tradeable, transferable and transparent.

CONCLUSION

The innovation is the generation of fresh ideas, the
ongoing development of products, services and
processes and their commercial. A innovation has
great importance in improving productivity, fulfil
customer expectation, responding to trend and
competition, improve the living standards, utilise
the existing resource and crating unique selling
points. Although innovation has great role i
success of business organisation but it has to f '3
some barriers like mindset of organisatio b
and resource , planning, reluctance to expetin
Innovation is really about economically Valuabl
novelty.Innovation is complex and ris]
Indian Railway has achieved gre
respective business sphere thr
their business model. Huge j oney are
invested in innovations, wit iés like P&G,
HUL, Indian Railw: ines betting the
company in thejr beli " new products.
Investments like thig are risk¥y because innovations
fail more oft t. Worldwide, only one in

ten new cts, succeed in the market. Of the
roughly, 6 ch¢mical substances currently on
trial for “their pgtential as new pharmaceuticals,
pegha e will become a successful new
drug? ion can originate anywhere. Increased

educati§wrand economic growth have improved the
capacity of developing countries to offer new
products and services. Modern communications
and transportation technologies allow these
countries to share advances with consumer across
the globe.As a result ,great ideas-regardless of
where they originate-are less likely to be lost in our
increasingly interconnected world. Finally IPR has
great role in flourishing the innovation in business
world.
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INNOVATION IN BUSINESS: INTRODUCTION OF CORPORATE SOCIAL RESPONSIBILITY
- A CASE STUDY OF CSR
AT
GAS AUTHORITY OF INDIALTD.

DR.PRIYA SRIVASTAVA

ABSTRACT

citizens while still being profitable. Acting social and ethical responsible has become an exped er than a

Organizations today are experiencing increased pressure from their surrounding environments to a odgsocial
OB
differentiation strategy to obtain organizational legitimacy. ‘
I

ease in focus on

Over the past several decades, the corporate world has experienced a pronoumnted
is,eVident in the shift in focus

organizations’ ethical behaviors and responsibilities towards their environments. Thi
from shareholder value (i.e. maximizing profit) to stakeholder value, where% are striving at balancing

people, planet and profit.

KEY WORDS

%

Social & Ethical Responsibility, Ethical Behaviour, Envir archolder Value, Stakeholder Value.

t o< to stakeholders such as employees,
Cpnsumers, suppliers, local communities,
poligymakers, and society-at-large.

PURPOSE

Importance and significance of CSR is describ « The Importance of CSR
the light of case study of GAIL. K “It’s all about the bottom line”. There are few people,

whether in the private or public sector, who haven’t

RESEARCH METODOLOGY V A d heard this phrase. Because the bottom line refers to
Content analysis technique has been to assess the last line of a financial statement — profit or loss —
CSR practices by GAIL. it has traditionally been the ultimate measure of short

and long-term organizational decisions, referring to
LIMITATIONS the economics of costs and revenue.

While preparing this r, legal aspects like

While economics is still important, the increased

corporate governang employee welfare, complexity of global markets and sophistication of
and related laws have'not beerfCovered . .
consumers, as well as the increased importance of
MEANING environmental and social impact, have changed the
way successful organizations look at what positively
The terff “corporafe social responsibility”" is often impacts their bottom line.
usedgn o .ly Wlf[h corporate respo.ns1b¥l}ty, Today, organizations that want to achieve long-term
COTPOTRE © ship, social enterprise, sustalnabll.lty, success must consider what is known as the Triple
sustaina development, triple-bottom line, Bottom Line: Economic, Environmental and Social.

corporate” ethics, and in some cases corporate
governance. Though these terms are different, they
all point in the same direction: throughout the

This Triple Bottom Line is also known as the 3Ps:
Profit, Planet and People.

industrialized world and in many developing Corporate Social Responsibility (“CSR”), as a
countries there has been a sharp escalation in the strategic practice, is the key to organizational
social roles corporations are expected to play. success because it is one of the few practices that
Companies are facing new demands to engage in can positively impact all three elements of the Triple
public-private partnerships and are under growing Bottom Line, contributing to a healthy bottom line
pressure to be accountable not only to shareholders, and long-term sustainability.
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Objectives & Principles of CSR at GAIL CSR programmes are carefully identified through a
diligent process of Need ldentification at the grass
root level and cover a wide spectrum of welfare and
developmental activities, which fall under these
seven broad ‘Thrust areas’

In alignment with vision of the company, GAIL,
through its CSR initiatives, will continue to enhance
value creation in the society and in the community in
which it operates, through its services, conduct &

initiatives, so as to promote sustained growth for the Thrust area wise allocation
society and community, in fulfilment its role as a ;':-",',;r;‘;.::::f::'."\d

Socially Responsible Corporate, with environmental o "c;j

concern. "5.\'

The objective of the GAIL CSR Policy is to:
Ensure an increased commitment at all levels in the
organisation, to operate its business in an

Drinking
Water/Sanitatson
%

Education/ Lileracy
Emhancement
Emironment HiE

economically, socially & environmentally sustainable

manner, while recognising the interests of all its

stakeholders. Heathcare/baclco Frtton
To directly or indirectly take up programmes that Commmevelopment

benefit the communities in & around its work ’

centres and results, over a period of time, in For ar :2010-11 under the thrust area
enhancing the quality of life & economic well-being C Development, programmes worth Rs.

of the local populace. e endorsed and the implementation of

. ) these projects is in progression.
Funding & Allocation for CSR at GAIL
GAIL (India) Ltd. extended its support for
For achieving its CSR objectives through

. ) ] NN bl reconstruction & renovation of numerous public
implementation of meaningful & sustainable utilities/building which provided a better condition
programmes, GAIL will allocate 2% of its previous

: bt ot | I , of living for not only a person or family but whole of
year's Profit after Tax (PAT), as its An CSR the villages where this project was implemented. For
budget. the sustainable development of the whole

Education Trust livelihood programmes in villages especially for small
and Marginal farmers. This would be considered as a
drop in the vast ocean but GAIL along with other Oil
PSU’s is contributing towards provision of LPG
connections to BPL families under Rajiv Gandhi
Gramin LPG Vitrak Yojana. This collaborative
combined effort of the Oil PSUs would be able to
generate a huge wave in the ocean in UP region.
GAIL believes that for providing better tomorrow for
the community where it has its working the focus
should be on the future of the community i.e.
CHILDREN & STUDENTS. So in view of this belief GAIL
Contribution towards Relief for Natural Calamities is providing vehicles for distribution of Mid-Day Meal

ContributiontowardsCorpusﬁ%%a able and community GAIL is also supporting integrated
ill

An amount of Rs. 5 Crores earmarked each
wardsifhe corpus of the GAIL
n Trust, till the corpus
Rs. 50 Crores. (The GAIL

ucation Trust have been

year, as contribution
Charitable an

Ward of scholarships to meritorious

“steidents and for grant of awards to the
top ranking performers in select National
competitive examinations as specified in the
documents of the Trust.)

or Disaster for underprivileged children of Government schools
About seven thrust areas so as to encourage the young girls and boys to
educate themselves for their better & secured life.

GAIL in the miniscule of its efforts have tried to
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touch every aspect of life by providing Night shelters
and blankets to villagers, adoption of destitute tribal
children of the orphanage in the tribal area,
generating Aids awareness & Behaviour Change
Communication programme for truckers of national
highways and providing school bus for physically
challenged students.

Drinking Water & Sanitation

Recognizing that the availability of potable drinking
water is a clearly identified need in many villages of
rural India, GAIL has been taking up a number of
programmes in this area. Providing bore-wells, tube-
wells, hand-pumps, overhead tanks as well as
storage facilities, are some of the efforts taken in
this direction. GAIL has taken up head-on projects
for improving local hygiene & sanitation practices by
construction of nalas and improvement in drainage
system at different rural areas where GAIL has its
presence. GAIL is also extending its resources for the
development of sanitation system including

sanitary line etc.

Literacy Enhancement & Empowerm,
GAIL has attempted to address&th

installation tube well, pipeline, submersible pump, ‘ >

Y4

taken for the creati
and facilitating“f8

infrastructtral support. GAIL with the help of its
implementing partners gives Training (Sewing &
tailoring training) & Special education (procurement
of computer based visual speech training equipment
& Audio Visual Projector) for the Neglected Disabled
children and backward people. GAIL with the aim of
providing self-sufficiency in the lives of the
differently-abled people distributes specialised
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motorized vehicle for making them self-reliant. With
its project Padho-Badho GAIL envisages to
mainstream at least 3000 rag picker children
government schools through its Non formal
Education Centres for out-of-school children
.Emphasising on women empowerment GAIL has
started projects for learning for women
empowerment against poverty and imparting
training on stitching and carpet weaving.

Environment Protection
GAIL's commitment towards vironment forms
an implicit part of its %tatement and through
its CSR initiatives it hmoted this cause through
specific environme dly programmes. GAIL is
putting its tiny st in the field of Environment
i plantation of saplings and trees in
Where it has its installation. Projects
relatee ain water harvesting, water Recharging

d Ground water reuse system have been
s rted aptly by GAIL. Out spreading its support
for green energy GAIL is in the process of building a
Gas based Crematorium at New Delhi and provision
of solar lights in the rural areas where electricity is
not yet reached. Congregating environment and
hygiene factors together GAIL is also installing
Sulabh  Sauchayala & Bio Gas Plants and

development of Environment Parks for thousands of
poor labourers’ livings in slums where GAIL supplies

protection

gas.

Health Care / Medicine

GAIL is up gradating of existing Telemedicine Centre,
physiotherapy units as well as setting up a
community hospital in the villages of U.P. Other
small programmes that are carried out for the
general awareness about health are the family
planning camps, Eye-camps, health awareness, T.B.
thalassemia, cancer detection camps, and camps for
physically handicapped persons (distribution of
artificial aids and appliances) in the numerous rural
areas where the organisation has its existence. In the
field of mobile connectivity, GAIL has supported
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various projects by providing ambulances, mobile
health outreach programmes and distribution of
medicines Nishulk Chikitsa Kendra, GAIL

As part of its routine healthcare programmes in
communities around its townships and projects,
GAIL has undertaken several healthcare projects like
Reconstructive surgery for leprosy patients, Eye care
cataract surgeries with [OL implants, Cancer
screening camps, family planning camps, T.B.
eradication programmes, malaria camps with
treatment and free medicines and, health check up
camps. GAIL's own hospitals & dispensaries in its
townships extend medical care & treatment to the
local villagers.

Infrastructure

In the area of Infrastructure, construction of village
roads, culverts, community toilets, & other facilities
in identified villages have helped to bring a facelift to
these villages and improve the quality of life of its
people. For the past many years GAIL has been
constructing Community Centres and approach
roads with an aim to provide long lasting a
permanent development for the villages surroy
GAIL installation. GAIL is also in the pro ‘es

setting up of a specialized training centre at

and Guna. Majority of the infrastr
carried out in the field of Educatid

works are
S3lth with
the sole objective of creatingg impact.

nt

ibutions towards education, either by

oviding infrastructure support for
playgrounds, lab equipments to the
under-equipped schools, or through direct
scholarships, etc., it has taken this thrust forward by
way of setting up a Trust to carry out the
programmes in this area in a focused manner. The
GAIL

Sponsoring students belonging to the lower societal
strata for specialized coaching for IIT & Engineering
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entrances under its project “Utkarsh Superb-30” &
setting up of 50 non formal education centres for
slum children of Delhi & Noida under project
“Padho Aur Badho” , “E-Shiksha” programme for
computer literacy, participation in “Mid-day Meal”
programme of Govt. of Delhi and Corporate
sponsorship of orphan children of SOS homes at
Ahmedabad, Chandigarh and Delhi are some of the
very successful and satisfying programmes
undertaken over this year for orting &

promoting education among th d @urban
poor @

One of GAIl's most \s tis@ interventions in
education has been &E-Siksha programme;
wherein computer |
sustained, pow

ve been set up in a self

ipped mobile Vehicle along
tructor and teaching aids. This

has in ented in Vijaipur and Pata as a pilot
eaching  computer education to
t schools and facilitating these students

accomplish their regular computer school
cugficulum through this mobile computer aided labs.
GAIL has undertaken several other projects in this
area, for example, creation of infrastructure,
providing equipment, furnishings, stationery, mid-
day meals among other things. These support
activities have not only helped to enhance creativity
and independence among the students and
improved the attendance of children in schools. Our
support to special children through hearing aids and
by providing computer with special software for
visually challenged school children has also helped
such special children to join the main stream of
education.

Conclusion

There is a need to develop a more coherent and
ethically-driven discourse on corporate social
responsibility. CSR is still sometimes seen as "green
wash" to clean the sins of pollution, or "white wash"
to provide a facelift to the company's public image. It
is often seen as old wine in a new bottle -- just
another trendy name for good old philanthropic
initiatives by companies. There is need to move
beyond such transitory illusions about corporate
social responsibility.
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Corporate social responsibility offers a two-way
street to companies, on the one hand stimulating
innovative business and technological initiatives
which would open up new avenues for company
operations and focus on the prospect of touching new
market zones.

On the other hand, it would give a cleaner societal
reputation and socially responsible identity to
companies, involving the companies and their
employees in the long-term process of positive social
transition.
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Abstract:

Innovative marketing is the only key to un-tap the vast ocean of market which belongs to the bottom yramid,

those 6 million customers, who earn about $2 per day, India specific answers are needed to solve thigsg
the marketing in small quantities, this alone can ensure inclusive growth, which aims to tak
privileged consumers, who have till now been ignored by the marketing process, as their pu

, like
5 the less
pwer was

considered too low to tap. The developed nations and the prosperous parts of developing @;s account for less

than 15% of the world’s population, organizations need new strategies to tap 85% o
the less privileged, LIG or the low income group, and to realize that, the real potentjaf?
top, but the billions of aspiring poor, who are joining the market economy for the

Terms: Annapurna, Amul, Aravind hospital, e-chaupal, Casas Bahia, Gra

Introduction

The less privileged markets present a prodigio

opportunity for the world’s wealthiest companiesf-
to seek their fortunes and bring prosperity (to\t

aspiring poor. This is a time for organizations to loo
at globalization strategies through ew Iﬂs f
inclusive capitalism. For compa ith the
resources and persistence to com bottom
i prospective

re an ideal testing ground
vironmentally  sustainable

averting the social decay, political
chaos, teorism, and environmental meltdown that
is certain to continue if the gap between rich and
poor countries continues to widen. Doing business
with the world’s less privileged, 4 billion poorest
people - two-thirds of the world’s population - will
require radical innovations in technology and
business models. It will require organizations to
reevaluate price—performance relationships for

market not yet tapped,
the wealthy few at the

ank i’handi, SHG.

roduct§and services. It will demand a new level of

capital efficiency and new ways of measuring
fifrancial success. Companies will be forced to
transform their understanding of scale, from a
“bigger is better” ideal to an ideal of highly
distributed small-scale operations married to world-
scale capabilities. Size of the market: Around 4
billion people two-thirds of world population form
the less privileged market, who earn about Rs. 100-
150 per day, and needs radical innovations in
technology and business models, to reevaluate
price-performance relations for products and
services and change the mindset of bigger being
better highly distributed to small scale operations.

Strategies for the less privileged: Creating the
Buying Power

Commercial credit historically has been unavailable
to the very poor. Even if those living in poverty had
access to a bank, without collateral it is hard to get
credit from the traditional banking system. The vast
majority of the poor in developing countries operate
in the “informal” or extralegal economy, Local
moneylenders in Mumbai, India, charge interest
rates of up to 20 percent per day. This means that a
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vegetable vendor who borrows Rs. 100 in the
morning must return Rs.120 in the evening.
Extending credit to the poor so they can elevate
themselves economically is not a new idea. Consider
how I.M. Singer & Company, founded in 1851,
provided credit as a way for millions of women to
purchase sewing machines. Very few of those
women could have afforded the steep $100 price
tag, but most could afford a payment of $5 per
month. The same logic applies on a much larger
scale in this market. Consider the experience of the
Grameen Bank Ltd. in Bangladesh, one of the first in
the world to apply a micro lending model in
commercial banking. Started just over 20 years ago
by Muhammad Yunus, then a professor in the
Economics Department at Chittagong University,
Bangladesh, Grameen Bank pioneered a lending
service for the poor that has inspired thousands of
micro lenders, serving 25 million clients worldwide,
in developing countries and wealthy nations,
including the United States and Great Britain. The e-
Choupal model has been specifically designed to
tackle the challenges posed by the unique featur
of Indian agriculture, characterised by fragment
farms, weak infrastructure and the involvemen
numerous intermediaries, among others. ‘e-Choupal
also unshackles the potential of Indjgfyfarmér who

rich & abundan
business m
i trigger a virtuous cycle of
higher incomes, and enlarged
sfarmer risk management, larger
“and higher quality and productivity.
Further, a growth in rural incomes will also unleash
the latent demand for industrial goods so necessary
for the continued growth of the Indian economy.
This will create another virtuous cycle propelling the
economy into a higher growth trajectory.

The Model in Action: Empowering the poor
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Appreciating the imperative of intermediaries in the
Indian context, ‘e-Choupal’ leverages Information
Technology to virtually cluster all the value chain
participants, delivering the same benefits as vertical
integration does in mature agricultural economies
like the USA.‘e-Choupal’ makes use of the physical
transmission capabilities of current intermediaries —
aggregation, logistics, counter-party risk and bridge
financing —while dis-intermediating them ftom the

chain of information flow and
With a judicious blend of click & m
village internet kiosks manage
‘the agricultural
community access rea%rmation in their local
language on the & market prices,

disseminate kno

sanchalaks — themselves, ehabl

scientific farm practices
& risk management, facilitate the sale of farm inputs
(now with @dded knowledge) and purchase farm

the farmers’ doorsteps (decision

now information-based). Real-time

formajton and customized knowledge provided by
‘é-Choupal’ enhance the ability of farmers to take
décisions and align their farm output with market
demand and secure quality & productivity. The
aggregation of the demand for farm inputs from
individual farmers gives them access to high quality
inputs from established and reputed manufacturers
at fair prices. As a direct marketing channel, virtually
linked to the ‘mandi’ system for price discovery, ‘e-
Choupal’ eliminates wasteful intermediation and
multiple handling. Thereby it significantly reduces
transaction costs.

Upwardly mobile less privileged

Sustainable product innovations initiated in LIG, and
promoted through consumer education, will not only
positively influence the choices of people at the
bottom of the pyramid, but may ultimately reshape
the way Americans and other rich people live.
Indeed, in 20 years, we may look back to see that
this segment, provided the early market pull for
disruptive technologies that replaced unsustainable
technologies in developed countries and advanced
the fortunes of MNCs with foresight.
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Raising the BOP level

To convert the less privileged into a consumer
market, we have to create the capacity to consume.
Cash-poor and with a low level of income, this
consumer has to be accessed differently. The
traditional approach to creating the capacity to
consume among the poor has been to provide the
product or service free of charge. This has the feel of
philanthropy. As mentioned previously, charity
might feel good, but it rarely solves the problem in a
scalable and sustainable fashion.

New Distribution format

The number of products sold in the single-serve
format is rapidly increasing. The format is so popular
that even firms producing high-end merchandise
have to adopt it to remain viable long-term players
in the growing markets. For example, the shampoo
business, in India, CavinKare was one of the few
companies that forced Unilever and P&G to get into
the sachet business. But Ranganathan is glad they
didn’t enter the business earlier. Ranganatha
admits that the growth has been gradu
focused. His story of shampoo sachets capturng
market and attention of FMCG giants Unilever, a _:__--:
Procter & Gamble is a case study in many B—séfools.
By selling shampoo in sachets prige 0 paise,
Ranganathan had hit the jac| “bottom of
the pyramid—a theory m Opular later by
management guru C K PraRalad | ecause the poor
are just as brand-cofiscious a e rich, it is possible
to buy Pantene igh*end shampoo from P&G, in a
single-serve het in India. The entrepreneurial
private sect edted a large market for the less
privileged; etration of shampoo in India is

about®90 perfent.A similar approach to creating
capacity onsume is through innovative purchase
schemes. More poor consumers in Brazil are able to
buy appliances through Casas Bahia because the firm
provides credit even for consumers with low and
unpredictable income streams. Through a very
sophisticated credit rating system coupled with
counseling, Casas Bahia is able to provide access to
high-quality appliances to consumers who could not
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otherwise afford them. At the same time, the firm
ensures that its consumers are not overstretched.
The default rate is very low at 8.5 percent, compared
to over 15 percent for competitor firms. Casas Bahia
has also created a new pool of repeat customers.
Cemex, one of the worlds largest cement companies
in Mexico, follows a similar approach in its "do-it-
yourself" business focused on this segment of
market. The idea is to help the consumsearn to

save and invest. By creating a pool o
who save as a group and discipli p ssure
each other to stay with e Cemex
facilitates the process of consumption by bundling

savings and access to crw/it he ability to add a
bathroom or a kitche ir homes.

Creating the cap@ consume is based on three
simple prineiples best described as the "Three As™:

hether it is a single-serve package or
asing schemes, the key is affordability

ithout’sacrificing quality or efficacy.

AcCcess. Distribution patterns for products and
services must take into account where the poor live
as well as their work patterns. Most of them must
work the full day before they can have enough cash
to purchase the necessities for that day. Stores that
close at 5:00 PM have no relevance to them, as their
shopping begins after 7:00 PM. Further, these
consumers cannot travel great distances. Stores
must be easy to reach, often within a short walk.
This calls for geographical intensity of distribution.

Availability. Often, the decision to buy for these
consumers is based on the cash they have on hand
at a given point in time. They cannot defer buying
decisions. Availability (and therefore, distribution
efficiency) is a critical factor in serving them.

Of course, the ideal is to create the capacity to earn
more so that the poor consumers can afford to
consume more. The ITC e-Choupal story illustrates
how farmers with access to the Internet and thereby
access to the prices of commodities around the
world can increase their incomes by 5 to 10 percent.
These farmers can decide when and how much to
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sell based on their understanding of the likely price
movements for their products. Modern technology
not only allows them to realize better prices, but
also to improve their logistics. The aggregation of
food grains allows for efficiencies for both the
farmer and the buyer. By focusing on these
consumers' capacity to consume, private-sector
businesses can create a new market. The critical
requirement is the ability to invent ways that take
into account the variability in the cash flows of the
consumers that makes it difficult for them to access
the traditional market for goods and services
oriented toward the top of the pyramid.

The Need for New Goods and Services

The involvement of the private sector for this target
market, provides opportunities for the development
of new products and services. Amul, a dairy
cooperative in India, has introduced good quality ice
cream at less than $0.05 per serving, affordable by
all. This product is not only a source of enjoyment;
the milk in it is also a source of nutrition for the
poor. Now, Amul is planning to introduce a natural
laxative-laced ice cream called "isabgol-enrichy
is too early to tell whether the product can b
success. Casas Bahia not only sells a
has also introduced a line of good t furniture
oriented toward the LIG mark F

become one of the fastest Wi sinesses for
the company as well a s

satisfaction to its consumers.

e of pride and

Respect & free 0 Bhoose

When th verted into consumers, they
get moge than access to products and services. They
acq the dighity of attention and choices from the
private Sector that were previously reserved for the
middle-class and rich. The farmers we interviewed at

an ITC e-Choupal were very clear. The traditional
auctioning system at the government-mandated
markets (mandis) did not offer them any choices.
Once they went to a mandi, they had to sell their
produce at the prices offered on that day. They
could not wait for better prices or haul their produce
back to their villages. More important, the local

pliancey
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merchants who controlled the mandi were not very
respectful of the farmers. One farmer remarked,
"They make rude comments about my produce.
They also raise the prices in the auction by 1-2 rupee
per ton. It is as if they have already determined the
price you will get and they go through the motions
of an auction. It used to be very demeaning." Not
any longer. Now, the same farmers can access
information on the Web across all the gnandis and
can decide where, when, and at whi ri they
want to sell. Similarly, women ip p groups
(SHGs) working with ICICI Bank j % al ave had
their dignity restored. As a grQup, they decide which

borrowers and projecwl receive loans. This
adership development

involvement of wo
and in learning ab®ut ces and bank operations

has given them a sense of personal worth. The

olution has created a revolutionary

for consumers at this level. For
"switching costs" for the consumer are

gligiblé because she can buy a sachet of shampoo
. ergent or pickles; if she is not satisfied with her

% p#rchase she can switch brands the next day. Firms
¥ must continuously innovate and upgrade their

products to keep customers interested in their
brands, thereby improving quality and reducing
costs.

Technology not only for rich, but for poor

Annapurna iodized salt - the simplest solutions can
make the biggest impact. Annapurna is refined
iodised salt sold in small, affordable sachets that
would not last long enough to degrade in the sun.

lodine Deficiency Disorder is a global health issue
lodine Deficiency Disorder (IDD) is a global health
issue. According to UNICEF, 740 million people are
iodine deficient. The United Nations has identified
that 30% of children under the age of five in Africa
suffer from IDD. Goitre, an enlargement of the
thyroid gland, is a visual consequence of IDD.
Children with IDD will never reach their full mental
or physical potential.
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Low-cost, hi-tech solution: Annapurna iodised salt
although the prevalence of iodine deficiency is high
and the potential solution, iodisation of salt, may
seem simple, public awareness campaigns on using
iodised salt had not been successful in countries
such as Ghana. In this country, where 30% of the
population lives on less than a dollar a day, it was
difficult to persuade people to switch to iodised salt
that was twice as expensive as non-iodised salt. In
1999, Unilever launched Annapurna iodised salt in
India, followed with a launch in Ghana in 2001. It is
the first product ever endorsed by the International
Council for Control of IDD. To be able to offer
Annapurna at a price that was affordable for even
the lowest-income families, Unilever Africa
scrutinized all the costs. This resulted in the
development of a cost-efficient system whereby the
production was outsourced, creating 200 local jobs,
new retail distribution channels were created and
100 gram sachets were offered at an affordable
price. Road shows with information supplied by the
Ghana Health Service raised awareness on the
benefits of iodised salt and built consumefr
confidence in the Annapurna brand.

Over 50% of consumers switched to iodised sal}
ver 50%

alt. The
stitute and the

Three years after the launch of Anga
of consumers had switched to
Unilever Food & Health Resea

Unilever Nutrition Net frica_are now working
ana Health Service

distribution of iodised salt — a key
requirement in the fight against iodine deficiency —
by 50%

Jaipur foot
For decades the Jaipur Foot — not only in India

where it is made but also in many other countries —
has helped people living a normal life despite losing
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their limbs. It is now being further improved by
using new technology and material.

For over 30 years, it has been changing people’s
lives, helping them stand on their feet. Bhagwan
Mahaveer Viklang Sahayata Samiti (BMVSS), a non-
governmental organisation (NGO) that makes the
famous life-like foot, is collaborating with the Indian
Space Research Organisation (ISRO) to improve the

prosthesis by using new technology aterial. A
polyurethene foot will soon replace,t bbér foot
the BMVSS has been manufactyr c 75. The

new foot made of the nthetically produced

polymer will be cheaper%gh er.

A social innovati

W th foot as merely a technological
a mistake. “The foot became famous
a social innovation,” says D.R. Mehta,
A Administrative Officer who had started
B! S, making it possible to reach the foot to the
poor. While the foot has remained unchanged, its
footprint has grown over the years. Since 1975, the
organization has provided artificial limbs to 310,220
people. The foot has been a great success in war-
torn areas where landmines cause loss of limbs. The
Jaipur Foot is available in 21 countries other than
India, including Afghanistan, Bangladesh and Nigeria.
Mehta is trying to find ways of taking the foot to
people in the rest of the world. In September,
BMVSS, provided training in fitting the foot in
Islamabad and Karachi. Soon it will start supplying.
Similar efforts are on to increase access to the foot
across India so that people do not have to travel to
Jaipur. The fact that the Jaipur Foot technology is in
public domain — it was not patented — means it is
still available to the poor. It costs around Rs 1,500
compared to the Rs 8 lakh a similar foot costs in the
United States. People from all over the country come
to Jaipur to get the foot. All the more because along
with the foot, help in setting up a business and other
assistance is provided free of cost. The BMVSS even
employs some of those who come seeking aid.

Trust Is a Prerequisite
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Both sides the large firms and these consumers have
traditionally not trusted each other. The mistrust
runs deep. However, private-sector firms
approaching this market must focus on building trust
between themselves and the consumers. MNCs
often assume that the default rate among the poor
is likely to be higher than that of their rich
customers. The opposite is often true. The poor pay
on time and default rates are very low. In the case of
ICICI Bank, out of a customer base of 200,000, the
default rate is less than 1 percent. The default rate
at Grameen Bank, a microfinance pioneer in
Bangladesh, is less than 1.5 percent among
2,500,000 customers. The lessons are clear. Through
persistent effort and the provision of world-class
quality, private-sector businesses can create mutual
trust and responsibility between their companies
and the less privileged. Trust is difficult to build after
50 years of suspicion and prejudice based on little
evidence and strong stereotyping.

Place: The critical factor

Because the less privileged communities are oft
physically and economically isolated, t
distribution systems and communication links
essential to development of the bottom ?t
pyramid. Few of the Ilarge eing-market

than half of the population
dependence of the po <
products and services :-:‘:i geylenders.) As a
consequence, fewv NCs ifave designed their
: cater to the needs of poor

mers on local

the world’s top 200 MNCs equal nearly 30 percent of
total world gross domestic product. Yet these same
corporations employ less than 1 percent of the
world’s labor force. Of the world’s 100 largest
economies, 51 are economies internal to
corporations. Yet scores of Third World countries
have suffered absolute economic stagnation or
decline. If MNCs are to thrive in the 21st century,
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they must broaden their economic base and share it
more widely. They must play a more active role in
narrowing the gap between rich and poor. This
cannot be achieved if these companies produce only
so-called global products for consumption primarily
by rich consumers. They must nurture local markets
and cultures, leverage local solutions, and generate
wealth at the lowest levels on the pyramid.
Producing in, rather than extracting w: -'s-_ from,

these countries will be the guiding pri
Aravind Eye Hospital — Eye on Hoj

The idea for telemedici am@&r the hospital did
a utilization study in o, look at the efficacy of
its rural eye camps ese had been organized
periodically over30 s in several rural locations.

They discovered t these camps addressed only

7% o needed eye care as a camp was
u nly once or twice a year. Before the
vision ers were set up, only 7% of those who

eded”eye care actually got it. The broadband
coghectivity enabled the hospital to put in place a
sustainable, sophisticated, interactive model where
health care delivery was broken down into two
process — examination and dispensation of
medicines at the vision centre while diagnosis is
carried out by hooking up to a specialist online. With
broadband becoming freely available acoss the
state, Vision centres are coming up in many more
locations. The momentum of the network-based
model has accelerated ten-fold the pace at which
the hospital can offer eye-care. In Alaganallur there
were usually two camps a year, each catering to
around 300 patients. Aravind’s Eye Hospital’s model
offers a unique resolution to a conflicting scenario in
a country which daily attracts medical tourists from
around the world but where rural poor have no
access to address very treatable health problems.
Even more uniquely, technology and affordable
connectivity options have made this model
economically justifiable, and hence sustainable
Technology and affordable connectivity options have
made Aravind’s model economically justifiable, and
hence sustainable. To do this, MNCs must combine
their advanced technology with deep local insights.
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Consider packaging. Rich consumers have the
disposable income and the space to buy in bulk and
shop less frequently. They use their spending money
to “inventory convenience.” The less privileged
consumers, strapped for cash and with limited living
space, shop every day, but not for much. They can’t
afford to stock up on household items or be highly
selective about what they buy; they look for single-
serve packaging. But consumers with small means
also have the benefit of experimentation.
Unburdened by large quantities of product, they can
switch brands every time they buy. Already in India,
30 percent of personal care products and other
consumables, such as shampoo, tea, and cold
medicines, are sold in single-serve packages. Most
are priced at Rs. 1 to 5. Without innovation in
packaging, however, this trend could result in a
mountain of solid waste. Dow Chemical Company
and Cargill Inc. are experimenting with an organic
plastic that would be totally biodegradable. Such
packaging clearly has advantages in this market, but
it could also revolutionize the total market. For
MNCs, the best approach is to marry locg
capabilities and market knowledge with global bes
practices. But whether an initiative involves ah v

entering this market or an entrepreneur,, the

development principles remain t ame:® New
business models must not disrupt.th res and
lifestyles of local people. An effecti b ation of
local and global knowlede . not a
replication of the Weste he development
of India’s milk industry has “lessons for MNCs.

Khira Distric tive, located in the state
of Gujara n processing plant under the
leadershi se Kurien and created the brand

Amdlifytoday dne of the most recognized in the
country.

Conclusion: The less privileged forms a major chunk
of the society and its interest has to be taken care of
to lead a peaceful co-existence, and a profitable win-
win engagement.
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ABSTRACT

accomplishment of organisational targets and ob
conditions is necessary. An optimum reconcilfatit

competitive forces. To comply with the

snduction of the HR managers regarding the market
R and Marketing strategies shall take the organisation to

new heights, thereby adding a competitive advantage. By projecting a model, this paper exemplifies the link
between HRM and IM which finally d% (/gansations synergistic performance.

Introduction

In today’s ungér ompetitive environment,
organizatio their best to apply all their
resour fectively. It has been said that the most

s
impefta sséts of any business walk out the door
at the each day (Boxall et al., 2007, p. 88).
Indeed, people and the management of people are
increasingly seen as key elements of competitive
advantage (Boxall 2003; Pfeffer 1998;
Gratton et al. 2000). Spurred on by increasing
fastpaced

Purcell

competition, technological change,
globalization, and other factors, businesses are
seeking to understand how one of the last truly

competitive resources, their human resources, can

be managed for competitive advantage (Boxall et al.,
2007, p. 88) and for achieving organizational
superior performance.

Past studies have revealed a strong linkage between

employees’ job satisfaction and organizational
superior performance. Moreover, researchers found

a significant  positive  relationship  between

employees’ job  satisfaction and customer
perceptions of service quality performance (Hartline
& Keith, 1996; Yoon et al., 2001). It is expected that
satisfied employees deliver better services (Schmit &
Allscheid, 1995) which affects customer confidence
positively and contributes to achieving customer

loyalty. Consequently, having a loyal base of satisfied
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customers within such a competitive environment,
increases revenues, decreases costs and builds
market share (Halil & Cem, 2010). Thus, to have
satisfied customers, the satisfaction of employees is
necessary.

The idea of satisfied employees for the benefit of
satisfied customers is developed through the
concepts of internal marketing (IM). According to
Berry (1981), the concept of internal marketing was
based around viewing jobs as if they were “internal
products” offered to employees. Moreover, the logic
of IM states that employees are the internal

Internal Marketing

The crux point of internal marketing is prioritizing its
employees; based on the notion that employees are
its first customers. The Internal Marketing was first
introduced by Berry et al. (1976). The IM refers to
the use of marketing perspective for managing an
organization's human resources (George and
Gronroos, 1991). Sasser and Arbeit state that
personnel are the first market of a servi
organization (Sasser & Arbeit, 1976).

Four Categ
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costumers of their organizations who had needs to
be satisfied; and those needs were closely connected
to their jobs.

Although people play a critical role in organizations,
research has paid little attention to the link between
IM and HRM. Thus, by reviewing the relevant
literature, this paper attempts to

Demonstrate the important linkage bet and
HRM; which provides further insight

Managers of organizations co sOperior

performance of organizations:

rketing is not limited to
. service staff alone (De
e employees who do not
th “customers may impact upon
e ‘quality because they directly
rvice providers (George, 1990 in De

The concept of internal
the ‘front-line’ custd
Bussy et al., 200
interact dirctly

1., 2003). If all employees perform their
bs well they are a value-added component of the
senyice and product offering.

ies of IM definitions

Definition

Authors

The same as HRM

MacStravic (1985, cited in Dunne & Barnes, 2000);
Gronroos (1990, cited in varey, 2001); Varey (2001);
Kotler (2003).

Reardon & Enis (1990); Gilmore & Carson (1995, cited
in Varey, 2001); Ozreti¢ (2004).

Ballantyne (2000); Varey (2001); Kotler (2003).

As a source of competitive advantages

Hales (1994, cited in Varey and Lewis, 1999);
Ballantyne et al. (1995, cited in Ballantyne, 2000).

IM: Objectives
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According to Tansuhaj et al. (1988) and Ahmed et al. 3.

(2002), there is a set of objectives that

IM should seek to develop. Which are as follows:-

1. Increase the effort that the employee is willing to

do for the organizations.

2. Increasing employee commitment with the

organizations.
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Increasing employee involvement with the

organizations.
4. Increase employee motivation.

5. Increased job satisfaction.

IM: Elements

Authors

Elements

Gronroos (1985)

» Motivation
» Development

Tansuhaj et al. (1988)

» Recruitment

» Training

» Motivation

» Communication

Gummesson (1991)

» Retention
» Internal Commu
» Training

» Educatjo

Berry and Parasuraman (1991)

> Te
» ¢ Figedom to work

»  Measurement and recognition
» Meet internal customers

work

Rafig and Ahmed (1993)

Employee motivation and satisfaction

Customer orientation and customer

satisfaction

Inter-functional coordination and

integration

Marketing-like approach

Implementation of specific corporate or functional strategies

Attraction
Recruitment
Retention

Strategic rewards

Internal communications
Training and development
Organizational structure

Senior leadership

Physical environment

Staffing, selection and succession
Inter-functional coordination
Incentive systems

Empowerment
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Human Resource Management

Human resource management as a specialized
function in organizations began to grow around
1900s (Mathis & Jackson, 1988). HRM is commonly
defined as a “process of acquiring, training,
appraising, and compensation employees, and
attending to their labor relations, health and safety,
and fairness concerns” (Dessler, 2005), and as a
“strategic and coherent approach to the
management of an organization’s most valued assets
— the people working there who individually and
collectively contribute to the achievement of its
goals” (Armstrong, 1999). Hall and Goodale (1986)
add that HRM is a “process of bringing people and
organizations together so that the goals of each are
with the aim of the “optimal degree of fit

»

met,
among the four components — the environment,
organization, job, and individual”.

The overall goal of HRM is to enable organizations to
be successful through their people. More
extensively, HR aims are to (Armstrong, 1999):

(1) provide a range of services j
support the achievement of co !
objectives as part of the proc?
running the organization; ‘

motivated wo ce it né

(3) enhante and |develop the inherent
cap ople — their contributions,
pétential employability — by providing

arning Jand continuous development
rtunities;

) create a climate in which productive
and harmonious relationships can be
maintained between management and
employees and in which feelings of
mutual trust can be developed;
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(5) develop an environment in which
teamwork and flexibility can flourish;

(6) help the organization to balance and
adapt to the needs of its stakeholders
(owners, government bodies or trustees,
management, employees,

suppliers and the public at largé

customers,

(7) ensure that peoplg

rewarded forwhatg nd 3chieve;

(8) manage % workforce, taking
ividual and group

style aspiration;

@sure that equal opportunities are
ailable to all;

(10) adopt an ethical approach to

into acc
differ:@( mployment needs, work

managing employees which is based on
concern for people, fairness and
transparency; and

(11) maintain and improve the physical
and mental wellbeing of employees.

According to Armstrong (2010), the practice of
Human Resource Management (HRM) is concerned
with all aspects of how people are employed and
managed in organizations. It covers activities such
as:

a) Strategic HRM, Human Capital
Management,

b) Knowledge Management,

¢) Organization Development,

d) Resourcing (Human Resource Planning,
Recruitment and Selection, and Talent
Management),

e) Performance Management,

f) Learning and Development,

g) Reward Management,

h) Employee Relations and Employee Well-
Being.
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Further, the overall aim of HRM is to enable
organizations to be successful through their
personnel.

Relationship between IM & HRM

According to Glassman and McAfee (1992), Dunne
and Barnes (2000), and Varey (2001), considering
human resources as internal customers would best
be served through the contributions of both the
marketing and human resources functions as it
reflects the common roots of each discipline within
psychological theory. The important role of internal
marketing is to breed effective human resources,
which imply IM and HRM are closely related to each
other. Bansal et al. (2001), stated that some relevant
aspects of HRM practices in achieving employees
commitment, job satisfaction, and trust are related
to the success of IM.

Some researchers are of the view that the important
role of internal marketing is to foster effective
human resource management (Ewing & Caruana,
1999), which implies the subordinate position
internal marketing in relation to HRM. Op,
contrary, there are researchers that considei
not proficient to ensure employees’ feeling,th
management cares about them and t @ needs.

For figuring out the important lin een IM
and HRM, the relationship HetWee functions
and IM rudiments shoul ealized as:

1. Job analysis is a ailed systematic study of

jobs to kno e and characteristics of

people to bd emplo for each job. It is a process of

discovept and ) identifying the pertinent
infoumha ng to the nature of a specific job.
The proges job analysis is essentially one of data

collection’and then analysing the data. It provides
the analyst with basic data pertaining to specific jobs
in terms of duties, responsibilities, skills, knowledge,
degree of risk etc. Without a systematic process of
job analysis, organizations will not be able to
implement IM process properly; because, it provides
necessary information about all factors related to
successful implementation of IM in organizations.
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2. Recruitment is the process of attracting and
obtaining as many applications as possible from
eligible job seekers. It is understood as the process
of searching for and obtaining applicants for jobs;
from among whom the right people can be selected.
Thus, recruitment, as one of the HRM functions,
contributes to better implementation of IM in
organizations by selecting appropriate employees
according to requirement as per organigational
objectives.

3. Pynes (2009) stated that “a e “evaluations

provide information and feédba o employees.

Employees must be in ed ut the goals and
objectives of the age he role they play in the

agency’s success. ’Q‘St know what standards

will be used to jadge their effectiveness. Supervisors
must comm ate to employees their strengths as
deficiencies, thus providing the
for employees to correct their
eakn s before serious problems emerge.”

he efo?e accurate performance management
sftributes to better implementation of IM in firms.

4. Salary, perks and benefits play a crucial role in

attraction, retention and motivation of employees.
Employee’s desire and demand fair remuneration in
turn and appreciate intrinsic as well as extrinsic
rewards are part of the job situation that is provided
by others. Employees may induce motivation by the
fair remuneration and benefits that he or she
receives through being employed. Thus, fair
compensation system contributes to better
implementation of IM in organizations.

Research Proposed Model

Taking into account the above mentioned literature,
figure below shows the research proposed model.
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Fig:- Research Proposed Model

In the first step, HRM and HRM functions are
illustrated. As can be seen they cover IM and its
elements. Some researchers think that the
important role of internal marketing is to foster
effective human resource management (Ewing &
Caruana, 1999), which implies the subordinate
position of internal marketing in relation to HRM. As
can be seen, the primary aim of IM and HRM is to
meet employees’ needs which lead to employees’
job  satisfaction, organizational commitment,
organizational citizenship behavior and etc.,
contribute to individual superior performance.
superior performance affects firms’ service ﬁal'

positively which leads to clients s tion. And
having loyal base of satisfied cust@fgers in such
a competitive environmeni{inc revenues,
decreases costs, builds et shake and have many

more positive influences on organfZations.

Conclusion

e current paper is to clarify
IM and HRM in today’s

costumer to reach their goals which are efficiency,
effectiveness, productivity, and market share. It is
important to note that, the managers who are
concerned with monitoring and improving external
customer satisfaction need to meet employee’s
need as their internal customers. The key for
reaching employee’s satisfaction is Internal
Marketing (IM).
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The notion underlying the internal marketing is that
managers have to concentrate on the internal
market (employees) as much as on the external
market (clients), if they want their strategies to be
successfully and effectively carried out within their
organization. Therefore, it is important to provide
the appropriate internal environment to reinforce
customer-consciousness. In doing so, Marketing and
Human Resource management departments, should

managers in order to make an j
of a company. HR managers should apply the same
strategies that marketin
products and servigé
Therefore, the

anagers use to promote
ide the organization.
¢ are widely used in the
] (e.g., market research,
d ‘targeting) could be employed

external enviro
segmentati

intef’ ivate the employees.

o sun¥zup, the proposed model developed in this
per ciearly shows the link between IM and HRM
ch helps organizations achieve competitive
advantages. Although providing a foundation, future
research is needed to build, augment, and refine this
model. But, more researches are needed to identify
the link between IM and HRM literature both
theoretically and empirically. The model proposed
here is an initial attempt to lay the groundwork for
this needed alignment from a theoretical
perspective.
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Abstract

The prime objective of the study was to understand the mobile shopping behaviour in Indian custé
research paper aims to assess the factors which may affect the mobile shopping behaviour of In

The data was collected from the secondary sources and some observations were done by the’*tr%\g&tlgator The
results found that there were several factors like price, brand name, durability, services am%n@a‘\ hﬁre which
affect the mobile shopping behaviour of Indian customers. A different trend was observed,_%@ong different age

groups for mobile shopping and gender also made difference in the behaviour for sh pgng mobiles. A younger

generation was fascinated by the new apps, models, and also the peer pressure.
price tag, which may fit in their budget. The boys seem to change mobiles freqif

in mobile than girls.

‘Elderly were stick to the
Fitl 4a=ﬁd prefer different qualities

Introduction

India is the world’s 12th largest consﬁ-r market It
is projected that by 2025, it W ba:mghead of
Germany and will become thé&ifth|atgest economy
of the world. There is an@a@los‘% growth in almost
all the areas of consumer oods and services.

Communication th’% accoun for 2 percent of
consumer’s speﬁ‘ﬁ;ﬁmﬁy will be one of the fastest
expanding tateg.q\&es with growth of about 13
percent«-‘*ﬁ% 'ﬁ nsey, 2007). Mobile
A industry has shown a
owth over the last few years and at
present thére are about twenty crore (1 crore = 10

million) subscribers of the mobile telecom services in
the country. The market for the mobile handset is
also growing with the growing demand for mobile
telecom services. This demand will continue to grow
in future also. India at present is the second largest
market for mobile handsets (Indian Brand Equity
Foundation, 2005). The growth in this sector has

been improved due to liberalization of
telecommunication laws and policies. The
consumers of both rural and urban areas, from
college - going students to mature elders, of almost
all income groups have started using mobile telecom
services. The growth is fastest in mobile services as
compared to fixed lines where it is modest (The
World Factbook, 2008).Some of the consumers
particularly college - going students have to rely on
their parents for the buying of products like mobile
handset and automobile. This is so because large
majority of such people are not economically
independent till the age of 22-24 years. Therefore,
they have to satisfy themselves with what their
parents buy for them. But now-a-days, these people
have become more able to influence their parents in
buying the products of their choice. This is probably
due to small family size of one or two children these
days, where parents comply more with the requests
of their children as compared to the past.
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Mobile phones are now inexpensive, easy to use
comfortable and are equipped with almost every
feature we desire. Mobile phones are a necessity, a
style, a job compulsion and a lifestyle durable, all at
the same time. They have become an indispensable
commodity, reaching across age, sex, demographic
and regional boundaries. There are some key trends
driving the growth in this sector are:

1) Growth of disposable income
2) Products becoming increasingly affordable
3) Increasing share of organized retail.

A study was conducted namely “My next Mobile

Phone” which analyzed buying behaviour in two
phases: the first one was at individual level and
second one at group level. The purpose of this study
was to analyze market segment behaviour of the
mobile phones. The study processes the personnel
selection and analyzed the buying pattern and
analyzes the thought process behind the mobile
phone selection. Thus it proves that for a company it
is very important to assess the trends and the
demands of their customers. The increasing
competition between the telecom service prowders
has increased demand for both mobile tel co‘

market, which was worth about $ 2
ago, had shown a growth of 60
GSM (Global System for M
handsets had 84% share and C@/{A (Code Division
Multiple Access) handséﬁhas 16% market share.
There are various plﬁyers in thﬁ'GSM market. Nokia
was leading thg, market with 59% market share
(Prashant, 2@@5) \Am ng the other players, the
promme&&kamﬁﬁ y #Ericsson, Samsung, Motorola
and LG resoffering wide range of models for
the"ﬁ”ti sers__}of different  preferences. The
manufa::\t;%rél;s are introducing newer and newer
models in quick succession of time. They are
motivated to do so because Indian mobile

subscribers are prepared to pay for upgrades, value-
based services, and advanced models. The cut throat
competition between manufacturers has forced
manufacturers to reduce their costs and therefore,
they are thinking of manufacturing handsets in India.
The low wage rates will help manufacturers to

reduce their costs (Indian Brand Equity Foundation,
2005). Besides this, the service providers and
manufacturers are offering value added services to
make up losses in revenues, which have resulted due
to decrease in tariff rates. Thus mobile value added
services has become an important element in the
growth of mobile telephony in India.

Possibly the most challenging concept in the marketing is to
deal with understanding the buyer behaviour. The attitude of
Indian consumers has undergone a major transformation over
the last few years. The Indian consumer today wants to lead a
life full of luxury and comfort. He wants to live in present and
does not believe in savings for the future. An important and
recent development in India’s consumerism is the
emergence of the rural market for several basic
consumer goods.

The Indian middle class has provided a big boost to the
consumer culture during the recent past and it is hoped that
their buying behaviour will continue to change in the coming

]
future. Due to fast growth of the services sector per capita

income of people of India is also increasing. The number of

@; middle class is increasing due to another fact that people

are fast shifting from agriculture to the services and
industry sector where growth prospects are reasonably high
as compared to the agriculture sector which is showing slow
growth. The consumption pattern of a country depends on
liberalization of economic policies, buying habits of the younger
generation, financial independence at a young age, increase in
number of nuclear families and increase in media exposure of
the people. The tastes and preferences of the current
generation are changing rapidly. The current generation does
not mind paying extra for better facilities and
ambience. Another major factor that has led
to increased consumerism is the growth of credit culture in
India. The Indian consumer does not feel shy to purchase
products on credit and pay tomorrow for what they use or buy
today. This tendency has led to a tremendous increase in
purchase of homes, cars, two-wheelers and consumer goods.
The market for luxury products in India is also climbing at an
astonishing rate as compared to a decade ago when it was
almost negligible. The reason behind this is that the purchasing
power of people of India is rising very steeply. The Indian
consumer today is highly aware about the product, price,
quality and the options available with him. The purchasing is
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done by keeping all these factors in mind. Today, price is not the
only consideration as it was a few years back when prices
played a major role in purchasing. Marketers are trying hard to
capture this ever increasing Indian middle class as they form the
bulk of Indian consumers.

Literature review

the
consumer’s decisions with respect to the acquisition,

Consumer behaviour  reflects totality of
consumption and disposition of goods, services, activities and
ideas by human decision making units. (Hoyer, Macinnis and
Pinaki Das Gupta, 2008). Consumer behaviour means more
than just how a person buys tangible products such as bath
soap, digital music players and automobiles. It
also includes consumer’s use of services, activities
and ideas such as going to the doctor, visiting a
theme park, etc.(Source- Hoyer, Macinnis and Pinaki Das
Gupta, 2008)David M Potter (1954) presented the
situation of consumers with diverse nature and
ambitions. Cyndee Miller (1995) has described the 80 different
natures of women as a purchaser in different capacities.
Fitzerald (1994) has described the role of life style in deciding

the consumer behaviour factor. The advertising age (1995) has

given the reasons for developing different consumer:;__

e

images. Maxine Wilkie (1995) has advocated that

Demographic plays a vital role for deciding the culture of
consumer. Adweek's Marketingweek (1994) has given the
scene of vanishing culture of housewives and replacement by
working wives. Howard and Sheth (1969) explained
how consumer’s buying behaviour influenced by internal
and extemal factors. They explained that human mind is
“BLACK BOX” which receives stimuli. This stimulus creates
perception in the mind of consumer which implied the kind of
learning favorable or unfavorable. This will give the
output in the form of acceptance or rejection. Basically this
model is based on Stimulus -Response theory.

o

:52) identified three different consumer

Sabnavis
types of three generations in India. Traditional
consumers of pre-liberalization phase (1960-70s)
were, stable, inward looking and had limited choices.
They kept their family needs on the top and their
own personal needs were subordinate to their family
needs. They avoided risk.
(1980-90s), the consumers were more risk taking
than their predecessors.

In the transient phase

They had experienced

multi-choices and had a tendency to be better off
than their parents. Economically, they had no fears
or concerns. The new millennium consumer tends to
enjoy life. He has greater self-control, and looks for
personal style and pleasure. Exposures to variety of
products and enhancement of economic status have
changed the attitudes of the upper middle — class
consumers towards brands. Indian society being

. L . A .
hierarchical in nature is therefore, status c‘bbnsaous

(Sahay and Walsham, 1997).Indians %Ne
value to brands. In India, a brand" K

because the quality of the gr@ra e E-i,yproducts
varies widely (Johansson, 1997) Accordlng to study
conducted by Maxweélf’ (ZOO‘% on testing of

homogeneity

versus“sheterogeneity of global

consumption in ltural price/brand effect

model; Indian “g §=umers in comparison to

Americans a’re‘mugher for the marketers to sell their

pro.glﬁbé‘ts@wgger he found Indian consumers more

prlcegagn?}ewer brands conscious.

@bjectlve

% The purpose of this research paper is

e To understand the buying behaviour of
mobile users in India
e To identify the factors affecting the buying
behaviour of mobile users
e To identify the future trends in buying
behaviour of mobile users.
Methodology

The research design selected for this study id
descriptive. The research paper explains the changes
occurred in buying behaviour of mobile users in
India. The synthesis of this research paper is based
on secondary data sources and some purely
observations by researcher. In this research we put
an effort to find out what are factors affecting

shopping behaviours of Indian customers.

Results

There are various factors affecting shopping
behaviour like personal motivations, needs,
attitudes, and values, personality characteristics,

socio-economic and cultural background, age, sex,
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professional status. We found these factors affect
the shopping behaviour of mobile like price, social
factors, durability, brand name, product features,
after sales.

Price of the mobile is assumed to be the main
concern for the population of India as maximum
users of mobile come under the category of middle
class status. So the price is the main factor which
affects shopping behaviour of mobile users in India.
The social factors which matters for mobile shopping
among Indian users are they prefer mobile according
to their social status and among the youngsters the
peer group choice matters a lot. They prefer to have
the same mobile as their close friends are having.
The social factors include the current trend also. The
durability of the mobile was also a factor which
affects the shopping behaviour of mobile users in
India and Nokia was mostly rated as the durable (in
terms of battery backup etc). The brand name also
matter for shopping behaviour as people prefer the
famous brand. The mobile features were also

lifestyles of consumers. The future studies may
further investigate reasons for differences between
different consumer groups.

Implications of the study

India has become the second largest mobile handset
market in the world. It is now worth about US$ 2
billion, but will rush forward by over 6Q; percent

,'%%
important for the marketers to L
preferences of the users belonging#o d'fferent age
and gender groups. The maﬂ@e%ﬁﬁnu‘s{ be very
clear about their customer baggﬁwhlle offering the

(Indian Brand Equity Foundation, 200

products. Different customers value a product or a
firm differently. 'I_'h efl e:,&::all products are not
istoriiéfs (Ganesh et al, 2000).
Therefore, _ the “jcompanies must  translate
prefe ence%of

models or different segments.

meant for all ;

eir target segments into the diverse

%Referené’;

important factor for the Indian population to select ‘g, Mt’%nsey (2007). India Consumer (Full Report),

the mobile. The features like Bluetooth, net faC|I|t|e§ _%
games application and much more were preféfre
P

Based on observation of investigator a tren ]
shopping mobile was different for young and’ old;
he basis of

male and female. The difference wa
choice, price, trend, peer pF':"' ure, lifestyle,

competition etc. Moreover, there was o scientific
research done but it wa@ﬁ@mluated on the basis of

observation. /& f
Limitations of the:stugys,
P
The St%mb%sed on observations only; the
research dqu_h‘ave done on the prescribed

pop%tl\(\)n wg}u survey method. The results cannot
be gen%@lized The research further can
incorporate  variables like gender, age, socio-

economic status etc.
Future researches

The study can be extended to more number of
variables such as different income groups, different
occupations, and different personality traits and
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Music and Film Industry in India: concerns for IP
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Abstract

Intellectual property rights provide the foundation upon which innovation is shared, creativit
consumer trust reinforced. But the digital world poses a new challenge — how to manage tgékga' nc ﬁwhen the
consumer is the creator, when the marginal cost of copying is zero, when enforcement of exlstmglaw is extremely
difficult, and when “free” access to information and content is considered by m V% to‘% a right. Lack of

understanding of Intellectual Property (IP) is a very well known ailment for Indian;Filin, Tidustry. On the Internet,
le degradation in quality.

%,oﬁ'mlnutes | recommend some

one can make an unlimited number of copies, virtually instantaneously, withou: per
And these copies can be transmitted to locations around the world in a matté;

robust measures to resolve these problems in this paper.

%
AW
E{ollywood produces. The industry is worth about

Ssﬁé‘Bllhon (FICCI-PWC Report).

l. Introduction

The rapid growth of digital economy, enabled by

ﬁgI Il IP Law in India: The protection of copyright and

in computing power and storage, createS'gI% %*:' related rights covers a wide array of human
markets for content and rights holders. But it alsc

creates a threat that — without adgete controls
— piracy will damage the creative i

broadband penetration, and coupled with mcreasé

creativity. Much of the creative content that fuels
electronic commerce is subject to such protection.

IiFi?ia Main IP Laws in India are given in Annexure-1.

sy

Intellectual property rights pr&wd
upon which |nnovat|@m is
encouraged and consumer tr'u I'Emforced But the

e foundation LIl Real Issue: India needs strict rules to safeguard

the Film Industry. But it is India very hard to accept
this could happen quickly. The system is totally
corrupted. Old Hindi Songs and films are available
free on internet, ok fine, but if a new movie released

tared, creativity

digital world poses new #challenge — how to
manage the ﬁaﬁ@%&men the consumer is the

creator, when the marglnal cost of copying is zero,
e
when e?%rcemen% of existing law is extremely

d |ff|‘a%|t,

contentig coriSidered by many to be a right.

Lack of understanding of Intellectual Property (IP) is

en “free” access to information and

a very well known ailment for Indian Film Industry.

I.I India music and film industry: India is the largest
producer of feature film in the world. Every year
the Indian film industry produces in excess of 2000
films between the nine different regional film
industries, twice as many movies a year as

in a couple of days, one would find the movie on
internet. The is the open face that is making loss for
film industries in India

The Internet has been described as "the world's
biggest copy machine”. On the Internet, one can
make an unlimited number of copies, virtually
instantaneously, without perceptible degradation in
quality. And these copies can be transmitted to
locations around the world in a matter of minutes. In
the music industry, for example, the emergence of
Internet-based file swapping services such as
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Napster and others have enabled a large-scale
exploitation of music and recordings without the
authorization of the  rights-holders. That
exploitation was further aggravated by the
simultaneous broad commercialization of CD
burners and portable MP3 players, adapted to the
most commonly used file format.

The music industry has been at the vanguard of the
intellectual property system in confronting the
issues raised in the copyright field as a result of
emerging digital technologies. This is largely
because music is ideally suited to distribution over
the Internet. Revenues from digital music are
forecast to reach USS$2.1 billion by 2007,
representing 17% of the music trade. The
development of compression software, such as
MP3 has enabled music files to be digitized and
uploaded and downloaded freely from Web or file
transfer protocol (FTP) sites. Estimates by KPMG for
FICCI suggest that digital piracy accounted for about
USD 7.5 billion in 2008, and project that it will reach
USD 21.5 billion by 2015 in India. Music piracy is at
the forefront of this activity, but peer-to- pe@r
networks, coupled with higher broadband speed
are increasingly being used to share teIeV|S|o ]
programmes and films.

While there is a need to protect t'?'ie rights of artists

ol js s

is a need to

as a reward for their work, there

encourage creation %%: Wﬁavatlon through
&

affordable access to works. Man\f con5|der that the

approach to stemnﬁpg unau orized downloading

could be nuam@%@g&ssmg content cheaply or
freely is veryo %ten“‘t.he‘ only way for poor audiences

to accemufﬁﬁ%

oods and information of which

to a r‘eg\nt orld Bank report, apprOX|mater 30
percent (3* the Indian population lives below the
poverty line — which is 28.65 rupees per capita daily
consumption in cities and 22.42 rupees in rural
areas. In comparison, the average ticket price of a
movie in India is 27 rupees (0.5 USD). By this
measure, it is virtually impossible for a third of the
Indian population to see the movies in theater.

1. Data Analysis and Real Impact:

Indian Music Industry (‘IMI’) has gone all out against
more than a hundred websites alleged to have been
indulging in piracy of Bollywood music tracks. These
data are presented in Annexure-2.

The launch of weeklong Indian film festival at the
World Intellectual Property Organization (WJIPO) last
year brought together different spea

s who
stressed the importance of copyright i -
the safeguarding and developmentfdf e Jndidn film
industry and who charact@'%dv} unguthorized
downloading as a danger fc)rﬁgje industry. They

Qf factors that allow

unauthorized down% ? % of movies and the
negative conseq) “this has on the Indian film
industry- both m@gtarlly and with regard to

creative Q) &rship. Many opined that illegal
doy nIoa Q% ms the revenues of the film industry
$6, affects the quality of cinema that is produced

y |ilms This is the forum for protecting IP, for creating
%__ JIP laws, and the film industry in India is the most

creative industry in the country which provides
entertainment around the world.

The film industry is very much dependent upon the
copyright system as a means of financing and
enabling returns to be given to investors in films. It is
a large generator of employment. Films and
creativity go together and without promoting the
rights of the creators, the art of film making is not
being promoted. Films are often copied and illegally
showed on cable television channels the same day
the film is released in theaters.

Mr. Schlesinger, an American based historian and
writer, provided an overview of IP concerns in
addition to patent rights. Alarming data was given,
such as that 63% rate of software piracy in India and
a loss of over $430M suffered by the music industry
due to piracy. Similarly, the film industry faces a
major problem in India. Pirated movies are made
and sold as quickly as three days after the movie
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release, with over 50% of the world’s pirated movies
now coming from India.

The four members of so-called BRIC group of
emerging economies - Brazil, Russia, India and China
- have one more thing in common: they received the
worst scores for protecting copyrights, patents and
other intellectual property in a new index released
by the U.S. Chamber of Commerce. The index
prepared for the group's Global Intellectual Property
Center scored 11 countries on a point scale from
zero to 25, with the United States receiving the
highest overall tally of 23.73 and Britain coming in
second at 22.40. India was last with 6.24 points,
reflecting its low scores in each of the five categories
examined by Pugatch Consilium, an international
research and analysis firm that specializes in the
knowledge economy.

The following are the primary areas of violating
concern for IP in Indian Music and Film Industry in
India:

Social networking sites and user-generated

ey

Social networking sites are widely used fo
publishing and sharing user-generat gonteﬁf':f:'T e
opportunity for users to post copyright m_gterial —
inadvertently or in :ﬁ%ﬁwp — s
significant. For example, thér how 50 million
Facebook users, 1 miIIio:meets at
via Twitter, and more ;fha \

whether

sent per week
| 4:Hours of video are

uploaded every miri‘u e.on YotiTube in India.

iIIegaIEeﬂﬂ__y’r-' t material. MySpace has introduced a
“take down stay down” service that not only
removes improperly posted video or audio content,
but also marks it with a digital “fingerprint”. This
prevents the user from simply reposting the content
under a different user name. YouTube operates a
similar content identification system, which not only
filters content, but also offers rights holders the
opportunity to monetize their content.

ggﬁqﬁe ring:

4 N
" @ﬁ

Music

Commercial music piracy (generating income from
unlicensed sales) and private copying of music are
responsible for much of the copyright infringement.
FICCI estimated the number of files illegally shared
at more than 40 million in 2008, a piracy rate of
about 95 per cent. Drawing on industry figures for
retail pricing and the volume of illegal downloads; it
fue: of all
n Usb 17 and

N

40 million in 2008, representing %or?" W
the industry of between USBS%Eu nd”8 million

'::ii;»,ﬂﬁé:

has also estimated the commercial,
recorded music digital piracy at betw
.

annually.

Film

.

G ess of legal online film services
reflects the téehnological viability of delivering film

ovﬁe%%mgc It also tempts pirates. In July 2010,

the Tadian? government shut down nine websites
free access to films. The sites, some
p\“ro&ding access to films just hours after their official

4

ema release, had nearly 7 lakh subscribers each

The commercial

content: : Y @;month and — like many illegal music sites — made

money from advertising revenue and donations
Television and broadcast industries

Study by Screen Digest for the World Intellectual
Property Organization highlighted four forms of
“unauthorized access to broadcast signals”: physical
piracy;
unauthorized re-broadcasting; and extra-territorial
television India,
rebroadcasting is a big problem. Commercial
streaming of “live” sports events by pirated sites is
an area of increasing concern for the industry, as it
technically becomes more feasible for the pirates.
They can now effectively transmit in real time, using
unicast (one-to-one) or peer-to-peer transmission —
they have the ability to compete directly with the
rights holder. For consumers, it can be difficult to

hardware-based unauthorized access;

access. In unauthorized

differentiate between legitimate and illegal services.

Unsatisfied with the court order, the Indian Music
Industry (‘IMI’) recently obtained from the Calcutta
High Court, granting an ex-parte injunction against
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the website www.songs.pk, it has gone all out
against more than a hundred websites alleged to
have been indulging in piracy of Bollywood music
tracks (Annexure-2).

RECOMMENDATIONS:

After a thorough research on the topic, following
points are recommended in such a way that it can be
implemented in the real life:

A. Blocking of websites is the most suitable
method to curtail piracy. Method of
blocking websites are suggested below :

1. Blocking by DNS name: This would
involve blocking access based on the
domain name itself. For example —
“www.songs.pk” could be blocked.
However, this can easily be bypassed
by typing the IP address itself (a series
of numbers, as opposed to letters) in
browser’s address bar.

2. Blocking by IP address: A domain nan@e&% ﬂg
represents an IP address. For exgmpl
the domain name www.songs. pk ‘ A
have the IP Address “85.103.2.1 4“
Thus ISP’s can block a?s to ‘the IP
address itself, but IP: 2 f’es‘%‘e.s can be
changed, masked or an ised.

A

3. URL blocklngg-@&\‘/ De% Packet Inspection
(DPI): This is a% :morg¢invasive form of
bIocklng%' that a@%ally examines the

dadt&g)tb%agé i;?nsferred

B. Thé¢ Q&"mu?‘b industry  should develop
&@p)@bf"‘gcémpact disc (CD) technology
“that: are‘veﬁts CDs being played on computer
dlSC ives. Copy-proofing employs various
chnologles either by including errors in the
cigta encoded on the CD, which allows the
disc to be played on a standard CD player,
but not on a CD-ROM, or by masking audio
files as data files so that the CD-ROM drive
cannot recognize the music. This step has
already been taken in the US.

C. Telecommunication regulators are
increasingly being looked to as the authority
to implement rules that protect copyright,

while at the same time protecting consumer
interests and encouraging investment and
service innovation within the digital
economy.

There should be appreciation for making
efforts towards attempting to create an
ecosystem that facilitates legal purchases of
Bollywood tracks. Take for example the
launch of Flipkart’s online music store
called ‘Flyte’, which offers gingle-song
downloads at a price rangings '*Rs 6-15
based on their freshness ‘i, thie market.
Indian music labels s% ax;plore this
option (borrowing the%t Stofe idea of
allowing smgle song, %&chases) and it is
nice to see themy, warming up to the era of
digital cons ﬁipt}()ﬁ,of media and backing
such m;tlg\&@s'} Industry people want
‘piracy ,s;ﬁte %0 go legit by paying a license
fee All” Q:f this s encouraging, but the
rit. state of affairs is still worrying.

g % ere should be more and more provision of
X mputerlzed tickets in pan India level so
. that there is a transparency and

accountability in the industry.

The Industry should become united and
develop some technology to protect them
from piracy.

Enacting laws such as the 2012 Indian
Copyright Act — which makes authors and
other artists the owners of their work in film
and requires television channels to pay
royalties to owners any time a work is
broadcast — is not enough. In India, the
general public does not perceive illegal
downloading as a crime. The need of the
hour is making awareness-raising and the
necessity for stakeholders to develop
business strategies to tackle piracy.

Releasing the official DVDs earlier, like a
week after the films enter theaters, could
bring a cheap and legal alternative solution
for the viewers, and so diminish the
incentive for the cable TV channels to
illegally program the films on TV. However,
it is unclear how this would address the
underlying problem that many people lack
the financial resources to buy the DVDs and
own a DVD player. For the majority of the
Indian population, watching the movies on
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cable TV remains the only option to access
them.

CONCLUSION

The film industry in India is the most creative
industry in the country which provides
entertainment around the world. Lack of
understanding of Intellectual Property (IP) is a very
well known ailment for Indian Film Industry. The
corrupt Indian film industry needs strict rules to
safeguard it. The importance should be given of
copyright protection for the safeguarding and
development of the Indian film industry. While there
is a need to protect the rights of artists as a reward
for their work, there also is a need to encourage
creation and innovation through affordable access to
works. lllegal downloading harms the revenues of
the film industry and so, affects the quality of
cinema that is produced by Indian directors. The
primary areas like social media, Music, film and
broadcasting industries should be taken under full
attention for not violating the prescribed rules i
Indian IP Law. There are many ways by whiqﬁ‘

risks can be mitigated. The pointed
recommendations can be implied in @er to c@dufﬁg
the cases of IP rule violation. 2
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Annexure-2

Blocked sites via order of Calcutta High Court-
Mar’2012:

. 22beats.com

. absongs.com

. apniisp.com

. apunkabollywood.com
. bollyextreme.com

. bollymaza.com

. bollywood-hits.com

. bollywoodmp4.com

. bollywoodstop.com

O 00 N O U1 A W N -

=
o

. coolgoose.com

[EnY
[N

. dacoolsite.com

[EEY
N

. desibajao.net/desihits.net

[EEY
w

. desifunda.net

=
D

. desisong.com

. dhakdhakradio.com
. downloadming.com
. freeindisongs.com

. funmaza.com

=
© 0N O Un

.gogrumogru.com/so-_gs. nd.in_ ;

. karachimag.co i

. koolfree.com....

. lovepaki,| e@nr%h ’;;‘% e

. mas;orﬁa\\gmﬁ B 7

. moh%laﬁomm-»*
fundo .com

N N NN N NN
o U~ W N - O

. mp3p§§ad|ce com
. musicduniya.com
. musigbuzz.com

. muskurahat.com

w N NN
o W 00

. netmasty.com

. pakfellows.com

. paktimes.com

. playlist.pk

. punjabcentral.com

w w w w
H W N -

35.
36.
37.
38.
39.
40.
41.
42.
43.
. songzila. COMssg,

radioreloaded.com
radiorhythmz.fm
radiorocking.com
rkmania.com
songbox.pk
songsinn.com
songsnonstop.com
songsrack.com
songsrip.com

mu cmdlaonlme com

48
%ﬂ& aﬂ une.com

% %S_Q}bharatlover com

1. cckerala.com

. centralmusiq.com
. chimatamusic.com
. desimusic.com

. desishock.net

. dhool.com

. dishant.com

. filmicafe.com

. filmimusic.com

. fun1001.com

. hindimirchi.com

. sunomusic.com

. telugufm.com

. yolike.com

. andhravilas.com

. smashits.com

. songdad.com

. songslover.net

. ragalahari.com

. rameshmusic.com
. freeplaymp3songdownload.com
. freefundoo.com
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73. desijammers.com 90. 123music.mobi

74. thenisai.com 91. desiden.mobi
75. mp3feelings.com 92. longmp3.mobi
76. mazafm.com/hindimirchi.com 93. krazywap.com
77. kjyesudas.com 94. mobile-zon.com
78. jaanfm.com 95. mymp3.mobi
79. gr8click.com 96. samwep.com
80. funscrape.com 97. spicyfm.com
81. chirkutonorkut.com 98. wapindia.net
82. tamilmaalai.com 99. wapmaza.mobi
83. tamilkey.info 100. waprocks.in
84. vmusig.com 101. mobidreamz.com
85. sevanthi.com 102. waptamil.net
86. tamilwire.com 103. zinkwap.com

87. a2ztamilsongs.com 104. songs.p
88. mymaza.com

89. germantamilan.com
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Abstract

r M 7
iar%%rafket. This
study represents an approach of factor analysis to determine the effect of bran?@% oping of lubricant on

fi:nd ‘put the perceptions of
_' of structured

This research paper focuses on the need of brand positioning for PSUs lubricant in?

consumer perception. An empirical study has been conducted in Delhi reglon 0

consumers towards the PSUs lubricants. Survey has been conducted with thg&h

questionnaire to determine the different attributes responsible for br posﬂsfohing lubricant oil. Factor
analysis has been done to reduce the number of factors and |deﬁﬁs§y:nﬁy the important factors for

brand positioning of automotive lubricant of PSUs for four w%ler s\é ments. Further, reliability test has
been conducted to test the reliability of the important é@gﬁors

Key words: PSUs, Perception, Reliability, Brand Posrt'.o ng.: b
{ _ v
X -'c===”¢government encouraged so many foreign
lubricant manufacturers expand their business in
India. Entry of multinational companies imposed

too much competition between PSUs and Private

Introduction:

The demand of lubricant in India is third Iarge’s}tl
in the world after USA and Ch|na._',1:;\:g:c,__he deﬁde

of 1990s the Indian lubricant "%“ ?@é players which benefitted the end consumers.
dominated by PSUs (IOCL, BPCL ad, HRCL). India

produce around 8 to 10 n@&e t%@‘?fhe total Types of Lubricant

global lubricant prodgiétion. The:demand of

lubricant in Ind|a is aroun%i:l 6@7‘50f the total Lubricants are mainly classified into two parts:

global lubricant de and. W}e Indian lubricant Automotive lubricants and Industrial lubricants.

market chaﬁ%%%%ﬁ #1992 when liberalization Industrial lubricants are further classified into
took pIa e%\' tﬁg{ iberalization too many private two parts first is Industrial specialties and second
Iubr ant manufacturers enter into the Indian
%r on Indian government dismantled
the‘%%mﬁ"stered pricing mechanism and free

one is industrial oils.

The world wide consumption of lubricants are

following:
pricing policy allowed in the Indian lubricant

market. The deregulation policy of Indian
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8% M Asia

H North
America

Europe

Source: Lubricant and Their Market (Theo Mang)

Lubricant Demand World wide (2013)

8% 8%
14%_K‘ M Asia

M North

America

0,
22% 48%

Source: Kline Blog

Expected Lubricant Demand World Wide (2020);

1.and Expected Consumption of
1t 2004-2020 in Kb)

Lubri
Year Consumption (in
KB)
2004 265
2005 267

8%

< M Asia

H North
America

Source: Kline Blog

There are total 1380 lubricant manufact
world wide. Earlier the percentage s
lubricant was very less for oil comy
now a day’s lubricant business‘playia.crucial role
for oil companies to incregse mrofits. Out of
1380 around 180 oil ¢

manufacturing lubri
lubricant compa

ies are

There are 1200

core business are is

only manufacturingtubricants. These

i %{icants manufacturer generally
e raw materials from the open

lubricant manufacturer spent a very

# There are some important facts of the future of

lubricants market.

2007 281
2008 264
2009 250
2010 270
2011 273
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2015 282

2020 284

Literature Review:

A comprehensive literature review has been
conducted to determine the different variables
for brand positioning of automotive lubricant.

According to Philip Kotler brand positioning is
defined as the act of designing the company’s
offer so that it occupies a distinct and valued
place in the mind of the target customers.

According to David Aaker brand positioning is
defined as the part of brand identity and
proposition of value that is communicated to the
target customers.Bovee et al defined brand
positioning as the ‘Process of creating a mental
impressed in the mind of the consumers in
comparison to the competitors.

to answer the following four questions: f%% «%% }
'-“'5:5:;3‘-&:_ R

The brand positioning can be mainly determine

1- Why (What extra benefits consumerj
will get in the new brand)e=, &

2- When  (Determine Mf% correct
opportunity time for tl%&p,ne and).

3- For whom ent% ¢ target
customers). ¢ ] ‘

4- Against  Wh (Identifying  the

competitors in the matket).
Positioning of a"{ﬁa.rticular"%prbduct is a very
important suw:;i@;;chieve an advantages of

differentj ﬁon"‘é‘w&r competitors.

The Q_Sl%g%pﬁé particular product represent
a plice which product occupies in the market or
g, thé O% consumers.

Dﬁg%f;@afed advantages over competitors and

benefits of consumers is a success of a

positioning.

Low Quality High Quality

Low Price Economy Brands Bargain Brands

Cowboy Brands Premium Brands

High Price

Source: Brand Management
(Ajey Kumr)

A literature review has been di

that whether brand positi ni:%ébnsumer
perspective or a marigtegﬁgspective (Kalafatis
and Blankson ZOOf} 'tgg‘;the company

of view brand positioning is

perspective poinf: )
the process; 'deni‘F’ﬁ}ing the target consumers
and ef€ate a.positive perception of the brand in
th’é%_ﬁi_nd &th% consumers. The company desire
to c?%%téfan association in the mind of the
consumers. From consumers perspective point

% aﬁ%o@vew brand positioning is a process that how

# consumers perceive to a particular brand. The
brand positioning is a complex combination of
feelings, thoughts, Impressions and beliefs that
consumers map in their mind (Harley, Kerin and
Ellson 2004). According to Aaker, Myers and
Batra (1992) perceived positioning is a set of
associations that a consumer feels about the
brand. The associations may be represents by

physical attributes of the product, occasional use

of the product, user image etc. A brand
positioning a concept of relativity in consumers
mind that target consumers assess that how a
particular brand is similar or different from the

other competitors. Imagine that every consumer

have a mental map of the different category of
the products. The location of a particular brand
in the mental map of the consumers relative to
the competitors represents the position of that
particular brand and the position of all the other
brands in the mental map of the consumers
represents the associations of the brand to the
consumers. The perceived positioning is
dependent on the perception of each and
individual target consumers because consumers
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interpret same information in a different way.
The association of consumers to a brand can also
be effected by some external factors are media,
promotional activity, competitors, word of
mouth etc. Brand positioning is based on the
perceptions of the consumers.

Relationship between Intended Brand
Positioning, Actual Brand Positioning and
Perceived Brand Positioning

Perceived Brand
Positioning

Actual Brand
Positioning

Intended Brand
Positioning

Establishment of Brand Positioning is a very long term process (Reddy and Bhat 1998)

o

Research Methodology:

From the synthesis of literature following
attributes have been identified for the braw %
positioning of automotive lu bricai'%?

market: %
Price ﬁ%w

Packaging P

Advertising

N

Purchasifig :
m@’f&y
€ ),?o-\"

Super?g}ity

Promotion

Factor Extraction

oy

Credibility
Innovativeness
Reliability
Reputation
Commitment
Quality
Experience
Extra Benefits

Longitivity

Factor Analysis:

A, Ty
Factor analysis ha::?\%bggén used to determine the
= 7

important factds:

eyer Olkin’s measuring of sampling

"‘=ag,dequé'§ﬂ"3nd Bertlett’s Test of Spherity.

oA

KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of 202

Sampling Adequacy. '
Approx. Chi- 2090.7
Square 89

Bartlett's Test of

Sphericity df 120
Sig. .000

The value of Kaiser Meyer Olkin is greater than
0.5i.e.0.702 so it is acceptable.

The significance level of Barlett’s Test is .000. It
means that R- matrix is not an identical matrix
and there are some relationships between
different variables.
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Total Variance Explained

Component Initial Eigenvalues Extraction Sums of Squared Rotation Sums of Squared
Loadings Loadings
Total % of | Cumulative | Total % of | Cumulative | Total % of | Cumulative
Variance % Variance % Variance %
1 3.015| 18.845 18.845(3.015| 18.845 18.845( 2.971| 18.571 18.571
2 2.618| 16.363 35.2082.618 | 16.363 35.208 ( 2.408| 15.048 33.619
3 1.956 | 12.226 47.43411.956| 12.226 47.434| 2.110| 13.186 46.804
4 1.604| 10.024 57.4581.604| 10.024 57.458 | 1.655| 10.346 57.151
5 1.177 7.358 64.8161.177 7.358 64.816 | 1.226 7.665 64.816
6 .947 5.920 70.736
7 .885 5.530 76.266
8 .730 4.561 80.828
9 .611 3.817 84.645
10 .504 3.152 87.797
11 472 2.949 90.745
12 436 2.722 93.467
13 .346 2.163 95.630
14 .259 1.620 97.250
15 234 1.460 98.710
16 .206 1.290 100.000

Extraction Method: Principal Component Analysis.

m‘-ve table gives the list of Eigen values associated ~ small amount of variance. SPSS then extracts all factors
wnﬁ%acﬁyllnear component (factor) before extraction,  with Eigen value greater than 1, which leaves us with 5
after éxtraction and after rotation. SPSS has identified 16 factors. The Eigen values associated with these factors

linear components within the data set The Eigen values are again displayed in the columns labeled extraction sum
associated with each factor represent the variance squared loadings. The values in this part of the table are
explained by that particular linear component and SPSS  the same as the value before extraction, except that the
also displays the Eigen values in terms of the percentage values for the discarded factors are ignored. In the final
of variance explained so as to factor explained (so, factor part of the table, the Eigen values of the factors after

1 explains 18.845 % of total variance). It should be clear rotation are displayed. Rotation has the effect of

that the first few factors explain relatively large amount optimizing the factor structure and one consequence for
of variance whereas subsequent factors explain only
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these data is that the relative importance of the five
factors is equalized.

Component Matrix

Component Matrix®

Component
1 2 3 4 5
Price .154 .062 .164 .762 115
Packaging 157 .504 .616 -.289 -.010 }
Advertising -.022 472 .599 -.175 .025 "':"'
Purchasing .088 -.122 442 .531 .073
Availability .035 .209 .297 .650 .081
Superiority .278 .687 -.478 .060 -.108
Promotion .078 .506 574 -.258 -.023
Credibility .798 -.186 .035 -.076 .182
Innovativeness .814 -.362 .040 -.115 -.018
Reliability .225 718 -.430 178 -.108
Reputation 797 -.149 -.033 .063 -.185
Commitment .880 -.114 .045 -.044 .081
Quality 324 .690 -.202 -.042 -.113
Experience -.065 .383 -.195 127 .537
Extra Benefits .073 -.054 .093 -.216 .623
Longitivity .006 .094 -.266 -.115 .603

Extraction Method: Principal Component Analysis.

a. 5 components extracted.

This matrix contains the loadings of each variable output. At this stage SPSS has extracted seven
onto each factor. By default SPSS displays all factors. Factor analysis is an exploratory tool and
loadings; however we requested that all the so it should be used to guide the researcher to
loadings less than 0.5 be suppressed in the make various decisions.
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Scree Plot

Scree Plot

The scree plot shows the point of inflexion on

the curve. The curve begins to tail off after five

follows:

on; v
The different factors after factor analysis are as Fact™:Price 0.762 | Accessibi
_J’4 X l lity
_#f, .4’ Availabil | 0.650
Fac | Variable | Correl | Factor # . | ity
tors s ation | Name L4
Coeffi Purchasi | 0.531
cient ng
Location
Fact | Credibili | 0.798 & .
orl |ty g, @v Fact | Experie | 0.537 | Miscella
] or5 | nce neous
Reputati | 0.797 “
on Extra 0.623
Benefits
Innovati
veness Longitivi | 0.603
% ty
| Bl
“PTnt 3;
“Pact | Quélity | 0.690 | Product Conclusion
) Superior | 0.687 Quality In this research researcher have identified four
¥ ity factors. First factor is product trustworthiness which
is a combination of variables credibility, reputation,
Reliabili | 0.718 innovativeness and commitment. Second factor is
ty product quality which is a combination of variables
quality, superiority and reliability. Third factor is
Fact | Advertis | 0.599 | Marketin marketing strategy which is a combination of
or3 | ing g variables advertising, packaging and promotion.
- Strategy Fourth factor is accessibility which is a combination
Packagi 0.616 . . o . .
of variables price, availability and purchasing. Fifth
ne factor is miscellaneous which is a combination of
Promoti | 0574 variables experience, extra benefits and longitivity.

factors. Therefore it is justify retainin§gﬁ'

factors. P “‘&é &

A

115




References

e Ahuja, P. (2010). Indian consumers
response towards online branding. LBSIM ,
35-37.

®  Arthur Fishman, a. S. (2010). The Economic
of collective brands. Journal of IlAn
Univeristy ,25.

® Carman Lages, L. F. (2006). The relationship
between e-marketing strategy and
performance: A conceptual framework in a
web context. FEUNL , 446.

® Chernatory, F. D. (2003). The service brand
as relationship builder . British Journal of
Mgt. , 137-150.

® Dierre R Berthan, M. T. (2007). Brand Mgt.
in small to meium sized enterprises. Journal
of small business mgt. , 27-45.

® Luis M B Cabrol, L. N. (2008). Optimal Brand
Umbrella Size. 1-6.

® |Lhotakova M., Klosova A.. (2009),
Identification of a Target consumer in
process of positioning. ACTA OECONOMICA
PRAGESSIA, 22-24

e  Sudhir, J. S. (2007). Managing customer
relationship under competition punish or
reward current customers.

® Tim Coltman, T. M. (2009).

relationship mgt. and firm perforfihal'%&,._ e

INSEAD .

® Tushneet, R. (2011). Towar
the law of branding Ford
property. Lawjournal Geefg
Law Centre , 11-26. §%%

® Alexandre, A. ID_,@%ZOO@‘ Petrol Price and
government nond rlsk presiums.

* Ajay Kumapﬁ(‘gOOS) Br dManagementtext

pp- 9& \ s,
° Anan%%M §,2009) Castrol India Limited:
£m naglng challenging times.
&k B, (April 2004). Advertising ad
Bran ng in social virtual. Journal of
“arketing, , 32-45.
C.R., P. (2007). Oil and Gas. J.P., 76.
Colber, J. (2009). The Indian lubricant
market: Survival of the slickest.
® Dellaert, N. B. (2002). An analysis of
terminology use in place branding,
European Journal of Marketing vol(3) 17-22.
® Dr, G. S. (n.d.). The impact of customer
relationship management. USJP Occassional
paper , 6-13.

Dresel, T. m. (2004). Lubricants and Thier
Market. Lubricants and Lubrication . Journal
of Retail & Distribution Management, 3-5.
Higgins, M. T. (2004). Marketing and brand
strategies to countries regions and cities.
Kogan, a review. J. Prod. Brand Manage. 8
(2):106-118.

Huang, A. G.-W. (2008). Personalised pricing
and quality customization, review of
economic studies.49, 11-13. ) '
John, T. (2006). Strategic analysi
automotive engine lubrica ;
.45, 21-26.
Kitchen, P. J. (2008). Tm%yojtlm of Brand.
Journal of vacation marketlng .14-17.
Kumar, S. R. ( 08). %ce branding and
representatiofgf ‘people at work. Branding
nocracy , 75-81.

I.  (2006). Customer
relat'onsh]&fmanagement programme nad
‘fmpact on the financial performance

. their
%%u esses. Journal of Massey University .
g/l}tra D. S. (2006). A mission for
“dev

elopment of Indian automotive industry.

“A journal of ministry of heavy industries and

public enterprises .

Randy Chaugh, M. C. (2011). The cost of fuel
economy in the Indian passenger vehicle
market. RFF, 11-12.

Rubera, A. B. (2005). Drivers of the Brand
Committment: A cross national
investigation,  Journal of  Consumer
Research,45

Srinivasan, B. S. (n.d.). Brani tng Territory:
inside the wonderful world of PR and IR
theory. 249-269.

Thomas J. Maddan, F. F. (2007). An
empirical demosntration of the creation of
shareholder value through brands.

Verma, P. (April 2011). Fastest growth in
luricants market through 2015. Free Press
Release .13, 34-38.

Wengo Dou, N. Z. (2010). Brand Positioning
strategy using search engine marketing. MIS
Quarterly Vol. 34 No. 2, pp. 261-279.

Wills, J. N. (2006). Price cycles in Perth
Petrol markets. A Spectrum analysis .

Xavier Dreze, J. D. (n.d.). One to one
marketing to  work:  Pesonalization,
customization and choice. Journal of Brand
Management (2009) 16, 375

116




RETAIL MANAGEMENT
POTENTIAL OPPORTUNITIES IN INDIAN
RETAIL SECTOR

Mr. Sachin Sharma (09808270962) ,

sachin_sharms03@yahoo.co.in in

Mr. Amit arora{"’&\ %ﬁﬁw}

(Assistant Professor, Kalka grq%of m%t@ﬁ&ons Meerut)

ABSTRACT:

Retail is a people- Céhatric ind:‘i”l}féry, and is one industry which simultaneously can expose you to many skills and
disciplines To d’i’f*%md every nation is trying to liberalize its economic policies in order to attract FDI to
enhance a subs’cjcgn%‘:Tt-xjw level of economic and social development. Indian retail sector is in a boom period and
attractmﬁloﬁt}' %ll)glants due to its market opportunities.Retail continues to grow at a rapid rate offering face-

e% REG 'ented and service based careers.Online retail or e-tailing is a part of the retail industry that is
quickly %g__ow. g. Like other branches of management, retail management is also developing in a promising and
bright carder option. in 2014. Today in urban areas KIRANA SHOPS concept is developing in to malls and retailing
chains. Considering the huge potential of retail industry in India, it is necessary to research and comment on the
career options in Indian retail sector. Against this background, the present paper discusses various aspects of retail
management. The changing scenarios of Indian consumers give a proof to the potential opportunity in the retailing
arena.

Key words: -FDI, EMPLOYMENT, INDUSTRY,RETAILING,CONSUMERS.
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INTRODUCTION: The retail sector is

one of the fastest growing in India over the last few
years. The Indian retail industry, which comprises
organised and unorganised retail, is currently
estimated at US$ 490 billion. It has experienced high
growth over the last decade with a noticeable shift
towards organised retailing formats. The industry is
moving towards a modern concept of retailing.
“Demand from international and domestic brands as
well as retailers continued to strengthen throughout
2013; with the second half of the year witnessing an
increase in demand for quality retail space in Delhi
NCR, Pune and Chennai,” according to the findings
of CBRE’s latest report, India Retail Market View
H2 2013.
. India has been a nation of ‘dukandars’ — around 12
million retailers — consisting of more retail shops
than those in the rest of world put together. Retailing
has been in our blood - as shopkeepers or as
shoppers. But things are changing in the country in
the way shopping is done, the way retailing is getting
modernized and organized, and the way people are
viewing this industry — as students, as shoppers and
as academicians

REVIEW OF THE STUDY: 'Bharat' is still shining
for retailers . The next phase of growth is expected to
come from rural markets with rural India accounting
for almost half of the domestic retail market, valuéd
over $300 billion. Development of #Basi
infrastructure, generation of employment guara

schemes, better information services and access 10

funding are also bringing prospéiity to” rural
households. "Overall there is a huge I;k%‘;t_-:.which is
waiting to be served, ready to sp eiwilling to
explore new products and sef¥ices,: afiduretailers can
tap on their wallets," sai ém%ie;Srinivas, national
industry director (consunier Ifgarkq';sﬁ, KPMG India

In 1991 Indian economy of%%&d FDI up to 51%
allowed under the autematic Foute in select priority
sectors. Then,in :199%s%, FDI up to 100 per cent
allowed undgé'?%a_s_}?“apcj Carry (wholesale). Next step
was FD}&QW allowed with prior Government
approval,, i, 'Sirigle  Brand Retail” in  2006.
Goverament r{_ﬁlled over the idea of allowing 100 per
cent Ffi;’-;_i\ﬁ:ﬁ‘single-brand retail and 50% in multi-
brand res?éil in 2008 and recently in 2011,
Government considering allowing FDI in multi-brand
retailing. (India-Economy and Trends August 2011)
WHAT IS RETAILING? The word "Retail"
originates from a French-Italian word. Retailer-
someone who cuts off or sheds a small piece from
something. Retailing is the set of activities that
markets products or services to final consumers for
their own personal or household use. It does this by
organizing their availability on a relatively large scale

o
§

ﬁ%&:&:%:

-

and supplying them to customers on a relatively
small scale. For a retailer it is essential to see in
which segment it is catering in the above division of
villages. For example Shakti caters to villages with a
population of 500 or above. Where in Eveready
considers even the remotest of village as its target
customer. It operates through more than thousand
company-owned vans and has over 4,000 distributors
to directly providing service to 6,00,000 retail outlets.

THE EVOLUTION OF RETAIL IN INDIA: Wt;jle)%h’arter is
considered to be the oldest form cf%gtall';:%%rade,
since independence, retail in Ind.ta% é\/olﬁéd to
support the unique needs oﬁ,.@u%gé?nf%given its

size and complexity. Hagts, I\ﬁgnd}s"énd Melpe—tass
always been a part of th"é%_diar?gndscape. Tl 116

continue to be presefit i;most parts of the country
and form an essepitfal past of life and trade in various

areas.

g ¢
Publi "E%E@ion System (PDS) has its origin
dufthg WWII, when British introduced rationing of
grains#Jhe system was started in 1939 in Mumbai

previously named Bombay) and subsequently
extended to other major towns and cities. By 1946, as
méany as 771 cities/ towns were covered. The system
was abolished post war, however, on attaining
Independence, India was forced to reintroduce it in
1950 in face of renewed inflationary pressures in the
economy. Today, PDS would emerge as single

largest retail chain in the country.
Evolution of retail companies in India
45% - 3%
40%
34%
g 35%
5 30%
g 25% 23%
'g 20% =
S 15%
LT
5%
0% T T 1
Before 1990 1830 ta 2000 Post 2000

https://www.dnb.co.in/IndianRetail Industry/images/
Retaillnsightl.qif

JOB PROSPECT :The job options in the retail field are
quite interesting for a college graduate. You may
start working as a sales executive or be directly
employed as a sales manager or a marketing
manager and even start a retail business of your own
by becoming a franchisee of another big player in
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the retail business! Jobs in the retail sector can bring
handsome remuneration and good opportunity to
move up the career ladder fast. With the
tremendous growth of economy, retail management
has emerged as one of the fastest growing career in
the country. The enormous expansion in the retail
sector during the past few years has thrown up a big
demand for trained professionals in the field. It is an
industry looking for people at all levels, from the
school pass out with basic skills, to the well qualified
supply chain and retail management professionals.
One can take up a job depending on their interest
and aptitude, since retail industry is an array of
activities starting from marketing to branding. This
makes retail profession one of the most demanding
career of the era. The working time and atmosphere
all depends up on the company one works for. One
could start his career as a management trainee, and
with hard work and right attitude, could reach the
manager posts of different departments. Advertising
agencies, Airlines, insurance companies, banks etc
are some other areas where one can find jobs, apart
from retail shops. One can even start their own

business and be an entrepreneur.

PAY PACKET :The pay packet for a sales execdflve or
a floor manager averages anywhere between Rs.
15,000 and Rs. 25,000 depending on the magnitude
of business you handle. Your responsibilities would
primarily include managing people on the floor and
assisting them with purchases.

At a corporate level, you may work as business
development officer as well.

PROFILES IN RETAILING: Management trainees.
Department managers:. Regional managers Sales
Personnel Store Manager,. Retail Manager, Retail
Buyers and Merchandisers, Visual Merchandisers:
Supply Chain Distributors Logistics and Warehouse
Managers Marketing Executives etc.

DEMAND AND SUPPLY:The demand for floor
personnel and retail managers is always high. This is
primarily  because the supermarkets and
hypermarkets  business is ever expanding.
Sometimes, start up retail chains select freshers

from colleges or hire students for part-time jobs in
order to handle customers who visit the market.

The educational requirement sometime is limited to
just a twelfth standard with pass marks! However,
for students who have completed MBA in Retail
management, the demand is more on the side of
business research, market research, and pricing and
strategising perspective. The supply is optimal in
India but there is always a huge demand for retail
professionals.

MARKET WATCH: Companies such as Reliance, Big
Bazaar, Vishal Mega Mart, and the newly started
Star Bazaar make millions of rupees per day owing to
the sheer volume of products and commodities they
sell. Besides these companies, apparel leaders such
as Westside and Pantaloons, shoemakers such as
Regal, Metro and Bata use different strategies to
market their products and come up with creative
methods to sell their brands.

In this context, the summer, spring, winter sales and
discounts hold much importance. The rise and fall of

; -“ﬁ% @;stocks and shares of these brands entirely depends

on the monthly and annual sales.
ONLINE RETAIL:

India’s online retail industry has grown at a swift
pace in the last five years from around Rs 15 billion
(USS 249.64 million) revenues in 2007-08 to Rs 139
billion (USS$ 2.31 billion) in 2012-13, translating into
a CAGR of over 56 per cent.

The nine-fold growth came on the back of increasing
internet penetration and changing lifestyles, and was
primarily driven by books, electronics, apparel,
beauty and personal care.

According to Crisil Research, the online retail
business in India is expected to grow at a whopping
50-55 per cent annually to become a Rs 50,000 crore
(USS$ 8.32 billion) business in the next three years.
During the same period, ecommerce companies could
capture around 18 per cent of the country's organised
retail market, up from their current share of about 8
per cent.

India’s urban population has contributed immensely
to the growth of the online market in the country.
Mumbai have left behind all other cities in India in
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shopping online; Delhi ranks second and Kolkata
ranks third in the preference for online shopping in
2013. In the next 7-10 years, around 30—40 per cent
of the total retail in India’s top 75 cities is expected to
be carried out online, as per Mr Arvind Singhal,
Chairman and Founder, Technopak Advisors.

In India, Flipkart and Snapdeal dominate the online
marketplaces. Snapdeal brands itself as the biggest
online marketplace in India and allows more than
20,000 businesses to sell on its platform. The
growing online retail market has become a very
lucrative business for international majors as well.
INTERNATIONAL FOCUS :The concept of

supermarkets and hypermarkets has been borrowed
by India from abroad from brand names such as Wal
Mart. A company like Wal Mart uses advanced
supply chain strategies to market and sell its
products.

Much to the satisfaction of Indians, brands such as
Ray-Ban, Bose, Gucci and Mango that sell fashion
products have also entered the Indian market long
time ago to provide a high end Indian customer
with quality products. In this context, the job
opportunities for students of retail management are
quite encouraging.

OBJECTIVES OF STUDY: The main objective of;, -

this paper is ,,to examine the opportunities in the
Indian retail market" F
METHODOLOGY AND TECHNIQUES'

study based on secondary data.

THE CONCEPT OF ORGA%ED WAIL Accordlng to
the National Accounts StatIStLﬂS of India the
‘unorganized sector‘“‘q@cludes @%Its whose activity is
not regulated «b}‘% Q&ature or legal provision,
and/or thq;_s‘é&" wf’ﬁch do not maintain regular
account@&lh':::Wc e’of manufacturing, this covers
all h%;;fﬁgtﬂ;'ﬁ"g:"umts using power and employing
Iess%%ﬁq@ +10<"'workers or not using power and
employlngk- Iess than 20 workers (PWC, ClI
Publication).

In the context of the retail sector, it could therefore
be said to cover those forms of trade which sell an
assortment of products and services ranging from
fruits and vegetables to shoe repair. These product
and services may be sold or offered out of fixed or
mobile location and the number of people employed

could range between 10-20 people. Thus, the
neighborhood kiryana store, the paanwala, the
cobbler, the vegitable, fruit vendor, etc would be
termed as the unorganized sector. The primary
purpose in defining the scope of the unorganized
sector is to understand the formats or the forms of
the trade that would be understood as unorganized
and therefore, to further the understanding of the
term organized.

Modern trade can be defined as any d:

of retail or wholesale activity ( o&d and non-
food, under multiple formats 9§ is typlcaIIy a
multi-outlet chain of stgres oﬁi%ﬁstrlbutlon centers
“%@\gagement (PWC, Cll

run

Publication). Organiz rgﬁ@ail in India is a new reality.

The retailﬂsectd %fz%mprises of establishments
prlﬁfg\tly e@g ?d in retailing merchandise, generally
Wi rmation, and rendering services
mud&tal fo the sale of merchandise. The retailing

Q;ocess is the final step in the distribution of
n%@%handise- retailers are therefore organized to
“sell merchandise in small quantities to the general
public. The growth of organized retailing is thus
expected to lead to value migration wholesale trade
to retail trade.

URBAN POPULATION AND RETAIL OPPORTUNITY IN
INDIA:-The urban market undoubtedly continues to
grow but with most of the retail initiatives
concentrated in the metropolitan and Tier-l and Tier-
Il cities, these markets are fast getting saturated.
Realising this, most of the big retail companies have
started targeting the Tier-lll cities and the rural
towns to spur their growth. The ,bottom of the
pyramid® market is for sure now looking attractive
for companies wanting to explore new turf. Hariyali
Kisan Bazaars (DCM) and Aadhars (Pantaloon-Godre;j
JV) have already set up rural retail hubs, Choupal
Sagars (ITC) has done the same and so have Kisan
Sansars (Tata ), Reliance Fresh, and others like the
Naya Yug Bazaar. More and more Indian business
houses are planning to make a foray into rural
markets while some of them are going to implement
the organized retailing model.
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RURAL POPULATION AND RETAIL OPPORTUNITY IN
INDIA:-Retail outlets have sprung up practically in all
the villages. In interior villages retailing is a part time
chore unlike the case of the retailer in town. In a
part of their house, the villagers make retail counter.
The maintenance costs for retail outlets in interior
villages are also low with most of the cost spent on
traveling and transportation. One of the principal
reasons behind the explosion of retail outlets and its
fragmented nature is that retailing is probably the
primary form of disguised unemployment/
underemployment. The overcrowded agricultural
sector, stagnating manufacturing sector, the hard
nature of jobs and low wages in both virtually force
many Indians to the service sector. So, it is almost a
natural decision to open a small shop or store
depending on the available means and capitals due
to the lack of opportunities. This phenomenon
explains the million of kirana shops and small stores.

CHANGE IN CONSUMER HABITS: Through the 1990s,
India introduced widespread free market reforms,
including some related to retail. Between 2000 to

2010consumers in select Indian cities have gradualg{% @;}

begun to experience the quality, ¢l icej

ém' %
convenience and benefits of organized réta i;

ws that thé
:_qg_es in the

industry. The following table clearly
rural area is witnessing widespread
shopper market. Rural market h s
urban market in demand

durable goods. gﬁ%

Table-1 RURAL DEMAND @R CONSUMER
DURABLES s,
(PERCENTAGE © %h INDIA)

Consumer 9% %96 | 2001-02 2009-10
Durables ™

ScootersuaEy, 3371 39.4 39.9
Moti%%cles 473 39.8 48.3
Mopeds %~ | 52.7 58.2 57.7
Cars/ Jeeps 2.1 8.0 10.9
Fans 50.0 56.9 56.7
Low Cost 58.1 60.1 61.3
items

NDIAN RETAIL SCENARIO AT PRESENT: The Indian
retail industry at present is marked by the co-
existence of both organized and unorganized

retailers. Though even till today the industry is
strongly dominated by unorganized retailers with
more than 90% market share, the sector has started
facing stiff competition from the organized sector.
The organized sector includes various retail formats
like supermarkets, hyper-stores, chain stores,
departmental stores which may be selling a single
brand or multiple brands. The organized players
follow well-defined selling and supply chal models
and employ not only the meag%;d%% ycated
workforce but the highly skilled a}@%ll%ralﬁed as
well. The overall retail |ndustry is uﬁnﬁ'@mlued at
USS 450 billion (The Times @f India, 2012) and its
contribution to GDP aﬂ%\emp yment cannot be

ignored.
m%%, k

MARKET SIZE: Indla s retail market is expected to
touch a whopping Rs 47 trillion (US$ 782.23 billion)
by 2016-17, expanding at a compounded annual
growth rate (CAGR) of 15 per cent, according to a
study by a leading industrial body.

@@The total organised retail supply in 2013 stood at

approximately 4.7 million square feet (sq ft),
witnessing a strong year-on-year (y-o-y) growth of
vabout 78 per cent over the total mall supply of 2.5
million sq ft in 2012.

The foreign direct investment (FDI) inflows in
single-brand retail trading during the period April
2000—January 2014 stood at US$ 98.66 million, as
per data released by Department of Industrial Policy
and Promotion (DIPP).

Market Size

By 2012, the total market size reached US$ 518
billion, thereby registering a compound annual
growth rate (CAGR) of 7 per cent since 1998.

3518 Bn
$424 Bn
5$358 Bn
I 327 Bn
I 5278 B

I 5238 Bn

I 5204 B

I 5207 Bn

Market Breakup
In 2012, Food and Grocery accounted for nearly
60 per cent of total revenues in the retail sector.
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THE FUTURE OF RETAIL SECTOR:-Organized retail is
a new phenomenon in India and despite the
downturns, the market is growing exponentially, as
economic growth brings more of India’s people into
the consuming classes and organized retail lures
more and more existing shoppers into its open
doors. By 2015, more than 300 million shoppers are
likely to patronize organized retail chains. The
growing middle class is an important factor
contributing to the growth of retail in India. By 2030,
it is estimated that 91 million households will be
‘middle class’, up from 21 million today. Also by
2030, 570 million people are expected to live in
cities, nearly twice the population of the Unlted

2000-January 2014 stood at US$ 98.66 million, as
per data released by Department of Industrial Policy
and Promotion (DIPP). We have also covered issues
like the Foreign Direct Investment in the retail sector,
the untapped opportunities that exist in the retail
industry in India.
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Abstract

The rise of rural market has been the most important marketing no en"" of 1990s, providing volume growth
to all leading companies. Many corporate have been trying to g% he rural markets, but the challenges
are many: how to make the product affordable, how to penetra ::::\Ql%ges with small population, connectivity,

§

communication, language barrier, spurious brands etc.

The present paper has been covered to know the rdral 1’*?15? etistatus in India, the identification of different Rural
Marketing Strategies, to highlight the Opportu{nltlésfﬁgﬁﬁ_ allenges of rural marketing in India, to analyze Rural
Marketing Strategies Adopted by stated busmessm&ls&sﬂ'

developed economies. And the rural sector forms a
very strong component of the primary sector. Rural
Indian economy is gl: agrana&.ﬁeconomy India is a
country  of V|IIa§es “and farmers. Most of its economy structure but very much a part of our lives.
population I|V.ﬁ§ in |ii3‘g@§ and rural areas and relies Thus
primarily on,m;_ }ﬂdustry, including livestock or

sector is not only an important aspect of the

we should give more focus on rural

management. Rural management is the study of
crops. §As " a -ryral population is economically

bacl&g: d. it isithe duty of government to assist in
their p%cess of development so that the whole

planning, organizing, directing and controlling of co-

operatives, agribusiness and allied fields. It merges

the knowledge of management studies and applying

nation could achieve progress and prosperity. Rural it in the rural context.

development has always been the prime focus of our
government since independence. All five years plans RURAL MARKET:

were focused towards the special benefit of the rural

community. Some of the objectives have been Any market that exists in an area with less than

achieved and others have failed but the effort for 10,000 populations, low density of population and

further development has not ceased.Rural sector without significant infrastructure facilities is refers as

accounts for a large share of GDP in the most rural market.
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According to Census of India 2011- “A place where
the population is more than 5000, the density is not
more than 400 per square kilometre and at least
75% of male working population is engaged in
agriculture, such place refers as a rural market. Most
companies in the FMCG would define rural as any
place with a population upto 20,000. Consumer
Durable companies would consider any town with a
population below 50,000 as rural.

RURAL MARKET SIZE: The total size of the rural
market is estimated at Rs 123,000 crore, which
includes FMCGs,
Telecommunication, Automobiles and Durables.

Pharmaceuticals,

Rural India is not just witnessing an increase in its
income but also in consumption and production.
According to a McKinsey survey conducted in 2007,
the rural India market would grow almost four times
from its existing size in 2007, which was estimated at
USS$ 577 billion.

e RETAIL: - The rural retail market is
currently estimated at US$112 billion, or
around 40 percent of the US$280 bllhcm

retail market. Major domestic retailers llkﬁ&% ﬁﬁ

AV BIRLA, ITC, GODREJ, RELLR'“NC
and many others have already set up
linkages. & o

e FMCG: - Rural consumers spead around 13
percent of their income, the éi':(‘}‘i’fd highest
after food on FMCG as p l’%RMAI study.
The FMCG 1ndustry 4n & was worth
around US$16 ion %‘August 2008 and
the rural markeét adcount;ed for 57 percent
share of tb&total FI\QG market in India.
The FMCG séctor saw rural markets post 20
perce { sioWih;iahead of the 17-18 percent
grogvth froth. urban India.

D MW@EUTICALS - According to a

; ,pm:t by McKinsey, the rural and tier-1I

3 p market will account for almost half

\t)f the growth till 2015. This growth will be

irther augmented with the government
increasing the allocation under National

Rural Health Mission (NRHM) by US$424

million over interim budget 2009-10.

e TELECOMMUNICATION: - The Indian
cellular services revenue will grow at a rate
of 18.4 percent annually to touch US$35.6
billion by 2015, with most of the growth
coming from rural markets. Confederation
of Indian Industries (CII) report reveals that

of the next 250 million Indian wusers,
approximately 100 million (40 percent) are
likely to be from rural areas by 2012. Rural
users will account for over 60 percent of the
total telecom subscriber base in India.

e AUTOMOBILES:- For the auto industry,
semi-urban and rural markets contributes
close to 40 percent of sales, led by demand
for two-wheelers, entry level cars and
tractors. Mahindra and Mahindra is bullish
on the rural and semi- urban markets, with
its utility vehicle, Scorpio ck % 60-65
percent from the rural mark :

¢ CONSUMER DURA E report
carried out by RMA.I’% ealé?& that 59
percent of durable S&l icome from rural
markets. Out o %Z 4 crore units of durable
assests sold; i, [fidia till 1998-99, rural
markets _téi for 54 percent of total
durable i shlp Many leading consumer

durable companies are now increasing their
s PTE nﬁ in rural India. Recently LG has
\{9& A plans to invest around US$40
ihon towards development of entry-level
@f%)ducts targeted at rural markets.
I‘:’QURAL MARKETING:
,_._,gérdlng to the national commission on

agricultural: ‘Rural marketing is a process which
starts with a decision to produce a saleable farm
commodity and it involves all the aspects of the
market structure or system, both functional and
institutional, based on technical & economic

oF

consideration & includes pre & post harvest
operations, assembling, grading, storage,
transportation & distribution.

According to Thompson: ‘ The study of rural
marketing comprises all the operations & the
agencies conducting them, involved in the
movement of farm produced food, raw materials &
their derivatives, such as textiles, form the farm to
the final consumers & the effects of such operations
on producers, middlemen and consumers.’

It is often said that markets are made, not found.
This is especially true for the rural market of India. A
two way marketing process that includes the flow of
goods and services from rural to urban areas and the
flow of goods and services from urban to rural areas
as well as the flow of goods and services within the
rural areas.
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Rural marketing is defined as any marketing activity
in which the one dominant participant is from a rural
area. This implies that rural marketing consists of
marketing of inputs (products or services) to the
rural as well as marketing of outputs from the rural
markets to other geographical areas.

EVOLUTION OF RURAL MARKETING

e Phase | (Before 1960s):- In this phase, rural
marketing referred to marketing of rural
products in rural and urban areas and
agricultural inputs in rural markets, this was
considered synonymous with ‘agricultural
marketing’

e Phase Il (1960s-1990s):- During this phase,
due to the advent and spread of the GREEN
REVOLUTION, rural marketing represented
marketing of agricultural inputs in rural
markets and marketing of rural products in
urban areas. This period saw the emergence
of companies such as Mahindra and
Mahindra, Escorts, Eicher, Sriram Fertilizers
and IFFCO.

e Phase Ill (Post-Liberalisation Period of
the 20" Century):- In this phase, rural ‘g
marketing started after the Liberalisation éf @;
the Indian economy. In this perloqr,gural%
marketing represented the emerging, dlstmg -
activity of attracting and serving rural;
markets to fulfil the needs and.wants erural
households, people and thelr§

e Phase IV (21 Century):; jective of
rural marketing in the cuire pﬁ“yse is the
improvement of the % _;t’hty of life by
satisfying the ¢ideds and wants of the
customer, not through atténd-alone products
and serﬁ%es, b by  presenting
comprghg%“ and integrated solutions
whlebﬁ\rmght mvolve a set of interrelated

prod Q%T*s‘ervwes
OBJEQﬁ\/ES O_ ~*THE STUDY:
‘the Rural Market status in India

% \('::EZ:'
o Tw'state different Rural Marketing Strategies

e To highlight the Opportunities and
Challenges of Rural Marketing in India.

e To analyze Rural Marketing Strategies
Adopted by stated business houses
LITERATURE REVIEW:

Bhatta G. and Jaiswal M. (1986) study
conducted by the Authors to analyze
reaction of the consumers towards washing
powder advertising and purchase behavior
of consumers in Baroda city. In most of the
cases the study discovered that females are
decisions regarding the purchases of a
particular trade name considering some
important aspects like good quality, less
consumption, advertisement and low cost.
Founded a maximum number of;consumers
watch television advertise
unconsciously affected byrt_ '
Rajgopal, (1991) conlcuded
study that, in develepi

economy is estabfh,shqd through the
marketing syste pre\';é“ﬁmg in the region.
The efforts tk;e s“Government to promote
rural econor t}rough income-generating
schemes;j: fy depend on the production
and markw.ng efficiency. It is a complex
penon. In depth understanding of
¢ Marketing for planners and
p gramme implementers, therefore, is a

unﬁf 1es, rural

Hallenging task. This book advocates
“'partlclpatory approach to understanding

Rural Marketing. It presents management
games in Rural Marketing for understanding
trade channels, market infrastructure,
institutional  linkages, monitoring and
evaluation and marketing of village
industries products. This is a first attempt of
its kind envisaging a new approach to the
concept and issues pertaining to the subject.

Jonathan R., (1998) found in his study that,
rural areas of the developing world are
caused by the forces of economic and social
changes. Agriculture is being squeezed by
non agricultural aspirations, pursuits are
increasingly informed by a wish to avoid
farming and the household’s being
reorganized as the genders and generations
contest and renegotiate their individual
roles. Households shift between agricultural
and industrial pursuits, cross between rural
and urban areas are the diversification of the
household economy and the interpenetration
of rural and urban has created multiple
hybrid ties. Farm is in thrall to nonfarm, and
industry is often dependent on rural labor.
Drawing largely on work from Southeast
Asia, the article rural development
discussion about impacts on agriculture and
reflects on their implications which changes
to rural life and livelihood.
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Srinvasrao G., (2002) found in his study
that, the Indian Rural Market with its vast
size and demand potential offers great
opportunities to the marketers. The Rural
Market provides vast potential as many new
products have already made their entry into
the rural consumer basket. Growth of the
rural marketing in magnitude for both
traditional and modern consumer goods and
services. In spite of its large size and high
potential, many marketing firms are not able
to avail the opportunities in rural market
because of problems in selling the goods in
rural areas.

Lokhande D.M., (2004) found in his study
that, everyone needs a variety of goods and
services from the birth. Marketing is a
process through which both the buyer and
seller give something (e.g. goods, services,
money etc.) to each other for maximum
possible satisfaction. Nowadays, Rural
Marketing is gaining importance. Author put
details the potential of rural markets. Rural
consumption share in popular soaps is 48%,
tooth pastes 24%, talcum powder-17%, cold
medicines-42%, Batteries - 52% etc. The

Market for Packaged food items of Rs. @, -

20,000 crores is growing at 2.5% per year. ft

is interesting to understand the Varloﬁs&% @;

aspects of the rural markets:

consumption patterns.

Sakkthivel A. & Dr. Mlshra B(zoos)gs

found during study that , , rural” ‘youth
usually go out of thelr p ‘far higher
education, which proves tt;) erage to
face new life sty¥e§“ m —urban and

metros. Not o G s but many
consumer durable * companles found rural

markets ve potentl and made inroads
into this luerative “market. This vividly
show: %ﬁ’f ential of rural markets that

were long weglected which now came into
@hmefﬁf tH a force to reckon with. Hence
every company s marketing map and

%veryone wants to have a competitive edge
i this arena. This paper was mainly
developed on the basis of the primary survey
conducted among the rural consumers in
certain parts of Karnataka to analyze the role
of FM.C.G. products (in sachets) in
boosting rural consumer’s consumption
pattern and the modification of their buying
behavior.

R

10.

11.

Arun Kumar S. and Madhvi C., (2006)
found during his work that, changes from
domestic to global, economy is confirmed to
two major and far-reaching. Corporate
sector has already realized the wvast
opportunities. Existing in the rural sector
and are trying to harness these with their
strategies specially aimed at rural markets.
Marketing in rural areas needs altogether
different strategy as against the marketing in
urban area. : Q;
Sindhe R., (2007) concluded t, ae@ordlng
to the census of 2001; ncha s, total
population is 102crore %56&71 .89crore
was of rural India, c g 70% of the
total population. ite of this fact,
S conceritrated on the urban
scheduled  their strategy
s ﬂ?}e competition increased in
& nd taking into account the
mcreasm demand for F.M.C.G. ‘s in rural
the marketers expanded their business
areas. Perhaps it has become a
icy for their survival. Marketers found
ﬁferent strategies to penetrate in the rural

marketers earlict
markets  aj

accordmgly

“segment.

Biran A., et al (2009) concluded in their
study that, although the intervention
evaluated in this study was suitable for
implementation on a large scale, the current
content of the intervention was not effective
in bringing about changes in domestic hand
washing practices at key times in the short
term. However, the results provide some
evidence suggesting that the intervention
increased the use of soap, and do not
exclude that changes in knowledge and
social norms may have occurred laying the
foundations for behavior change in the
longer term.

Bardia G., (2010) suggested that in their
study, it can be said that rural marketing is
still in its initial stages and the rural
population has shown a trend of wanting to
move into a state of gradual urbanisation in
terms of exposure, habits, lifestyles and
consumption patterns of goods and services.
The success stories of 502 Pataka Chai,
Ghari Detergent and Britannia Tiger biscuits
do indicate that realisation of specific needs
of rural customers and differentiating their
marketing strategies from those of the urban

populace can work wonders for any
company.
Kulkarni and Dr. Hundal B.(2011)

concluded in his study that, the rural market
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in India is quite fascinating and challenging
in spite of all the difficulties existing. The
potential is enormous. Even though, these
markets have weaknesses, they also have
tremendous opportunities which should be
availed by the marketers. It is well known
that "Markets are created and not born". The
market so created should be tapped
effectively. The rural consumers are different
than the urban one. It is important for the
rural marketers to understand the rural
markets and consumers to be successful in
the rural markets. There are companies like
H.U.L., ITC and LG which are successful in
the rural markets. The rural tiger is awaking
the companies need to work on the
controllable factors to face the challenge
successfully.

12. Pirakatheeswari P. (2011) studied that
rural marketing is an evolving concept, and
as a part of any economy has untapped
potential; marketers have realized the
opportunity  recently. Improvement in
infrastructure and reach, promise a bright
future for those intending to go rural. Rural
consumers are keen on branded goods
nowadays, so the market size for products
and services seems to have burgeoned. The
rural population has shown a trend 6
wanting to move into a state of gridu
urbanization in terms of exposure, ha

lifestyles and lastly, consumptlon pattegns QF
dangers on

goods and services. There
concentrating more on thg
Reducing the product feat
lower prices is a dangémus
13. Singh V. and Bajaj A#(2012) studied that,
haats have gainéd a%lot ofdmportance in the
rural market of Ind],a his is a innovative
marketlng sttategy that has helped in the
develgpr fithe rural India. Each stall in
the# ‘%’hat%“‘ creates a brand image and
ﬂa%S?mong the villagers, due to which
% thy ¥putehase the products from Haats and
», many jof the villagers sell their produced
\}tems People who come to purchase items
aré able to have touch and feel experience of
the products. From the above data it is clear
that the rural people are inclined towards
Haats, as they can purchase all the day to
day items from haats and at a very
reasonable price.

DATE COLLECTION

Secondary data- Data is collected from various
Published & unpublished Journals, Articles available
in various websites, popular Journals, Text Books etc.

RURAL MARKET STATUS
The market scenario in the rural areas today is

changing very rapidly. The boundaries of nation are
disappearing, technological changes are taking place
at the flash of an eye, standards are ungdergoing

changes in no time and so are the Ao

various organizations. Rural families a(?é h
intentions of cutting down theif & endltures on
weddings, pilgrimages, constru&& con{umptlon
They have their own et oﬁ,@@lratlons and are
willing to pay right price for right product. CEO of a
@s Thé rural India has cash in
d,’b$y EMIs or loans. With the
majority of/Qur p ﬁcﬁgtlon based in tier-lll, tier-IV
citie llages, it is the right time to penetrate
|n ;. n% a’??ets". The consumer in the village

kno&?&}ﬁ math and doesn't merely want the

rural marketing fir
hand and is not:

cheapest product. The way they define value is
si‘:..; ar to the urban consumers." They have

ﬁgsufﬁuent disposable income and are appreciating

brands, customer service, aesthetics and products.
There is a growing demand for television sets, two
wheelers, cars etc. There are three fastest selling
categories in rural market. - Rural-rural, i.e. products
mainly used in rural markets eg. Tractors, seeds,
fertilizers etc., Rural-urban , i.e. products like bicycle,
transistors, soap, shampoo, battery, washing powder
etc. and Urban- urban and the best penetration in
this segment is mobile phones. Nokia have found
that farmers are now getting more familiar with the
handsets and it has become a tool of prosperity for
them. Nokia has therefore, lined up various
applications exclusively for non-urban population
which will be providing entertainment, education
and agricultural information to subscribers. The
village folks previously have no televisions, but now
they are skipping cables and going straight to DTH.

RURAL MARKETING STRATEGIES:
Dynamics of rural markets differ from other market

types, and similarly rural marketing strategies are
also significantly different from the marketing
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strategies aimed at an urban or industrial consumer.
This, along with several other related issues, have
been subject matter of intense discussions and debate
in countries like India and China and focus of even
international symposia organized in these countries.
Rural markets and rural marketing involve a number
of strategies which includes following,

e  Bundling of inputs

e  Management of demand

e Developmental marketing

e Unique selling proposition

e  Extension services

e  Business ethics

e Partnership for sustainability.

e  C(lient &location specific promotion.

e Joint or co-operative promotion.
CHALLENGES IN RURAL MARKETING

The rural market offers a vast untapped potential,
but it should also be recognised that it is not that
easy to operate in rural market because of several
problems. Rural marketing is thus a time consuming
affair and requires considerable investment in terms
of evolving appropriate strategies with a view to
tackle the problems. The problems are:

e Underdeveloped people and market§'% @5;
People of rural market are still ungkitled 3
Farmers are not familiar with eW‘:
technology. The market of rural India js-alse
underdeveloped. All basi cilities are
missing in rural markets. ¢, 3

e Lack of proper phy3|ca1 fenication
facilities: Nearly 5¢° pe rcet;f of the villages
in the country dgm@t hav all weather roads.
Physical communicdtion 46 these villages is
hlghly expsﬁ‘ssrlve EVQﬁtoday, most villages

/ﬁ%nrn “part 6f the country are
macc st fffhg monsoon season.

. D|\/er5|Q1 wlanguages and dialects: The

g}ﬁ*ﬂguages"}nd dialects vary from state to

“statezrégion to region and probably from

B, dlstrl to district. Thus messages have to be
llvered in the local language become
ifficult for marketers to design promotional

strategies for rural areas.

o Inadequate media coverage: A large
number of rural families do not have
television set, majority own radios only. The
medium of communication is rare in rural
areas  which create difficulties to
communicate.

Dispersed markets: Rural populations are
scattered over a large land area. And it is
almost impossible to ensure the availability
of brand all over the places. Advertising in
such a highly heterogeneous market is also
very expensive.
Low levels of literacy: The levels of
literacy are lower compared to urban areas.
This again leads to a problem of
communication in these rural areas,
Economic and social bacjgx@{dness
Average per capita income afidk, uréhas1ng
power in rural India is loyy:.._‘ e" llage life
is still governed by custoi :§ tmdltlon We
have also to face dﬁ/e rﬁatmg to
language, customs and,églture
Different way ‘egthlnklng The choice of
brands that nt%:it customer enjoys is not
¢ srural customer, who has

é@hmces As such the rural
cuspm;per 3s a fairly simple thinking and his

e% hﬁs are still governed by customs and
_{j& s. It is difficult to make them adopt

practices.
ASONAL MARKETING The main

'problem of rural marketing is seasonal

demand in rural areas, because 75 percent of
rural income is also seasonal. For example,
the demand for consumer goods will be high
during the peak crop harvesting period,
because this is the time at which the rural
people have substantial high cash flow.
Rural marketing depends upon the demand
of rural people and demand depends upon
income and consumer behaviour.

OPPORTUNITIES IN RURAL MARKETS

There are lots of opportunities in rural market:

Rising rural prosperity: The rural
consuming class is increasing by about 3-4%
per annum, which roughly translates into 1.2
million new consumers yearly.

Lesser dependence on agriculture and
monsoon: There was a time when market
predictions were made on the basis of the
state of the monsoon but this trend has
changed over the years, there is a large non
farming sector investing in rural markets.
Larger population: The rural population is
very large and its growth rate is very high.
This huge population has become an
attractive market.

Increasing rural consumption: As per
RMALI report, rural consumption is more
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than urban, with sales of FMCGs from the
rural areas accounting for 53% and those of
durables for 59%.

e Increasing sale of branded products: As
per FICCI estimated, 1/3 of premium luxury
goods were sold in rural markets in 2008.
Sales of labelled goods have already been
overtaken by those of non-branded products
in villages.

IMPORTANCE OF THE STUDY

Villages are the heart of India. 75 per cent
population lives in 6,83,365 villages. 90 per cent is
concentrated in the village having population less
than 2,000. Rural segment comprises 13.5 crore
households which constitute 72 per cent of total
households in India. The Indian rural market
generates about 50 per cent of the country’s gross
domestic product (GDP). Rural India comprises
around 840 million people, and growing income
levels and greater ambitions are progressively
driving demand there. In the period 2009-2012,
rural consumption per person increased annually at
19 per cent, according to data from National Sample
Survey Organisation (NSSO).The consumption habits

of India’s rural populace are gradually mlr[&rlr%

those of their urban counterparts. Due to }@&5 L

changing behaviour and the sheer size of the marketil

i
the hinterlands are a tremendog‘& |nvestment
opportunity for companies To

??’-“ remium
products are penetrating the (%arket d ands are
no longer a novelty. 7

The following figure reflect ru Ifndia’s significance
to the country’s ecoi‘bmy: B
A %%
o ¢ Rural%mdla housed 75 per cent of all
W ct%rles built in India in the last
............... decadC. Also, factories in rural regions
L0
. currently account for about 70 per cent
% "#3f all new manufacturing jobs.
o In incremental terms, spending in rural
India during the period 2009-2012 rose
by USS$ 69 billion to urban India’s US$
55 billion.
e HLL gets 50% of its sales turnover of
Rs 11,700 crore from rural India.
e LIC sells 50% of its policies in rural
India.
e FMCGs have a market worth Rs 64,800
crore in the rural India.

\‘ﬁ%mploy

It is clear from the above mentioned facts that the
rural market is not as poor as it is perceived to be.

INITIATIVES TAKEN BY SOME COMPANIES:

Nirma was the first FMCG Company which initiated
and produced goods according to the rural
consumers in 1970. Nirmas entry changed the whole
Indian FMCG scene. It became great success story
and laid the roadmap for others to follow. qééb:]_umber
of companies in FMCG have adapted,

base in rural market. Among thes&¥h ot
headway are Hindustan Ley@r%‘g% @Bla , LG
Electronics, Britannia, Cc%_[ ate E%@ohve.

“Gaon Chalo” By Tat? “Gaon Chalo is a
distinctive rural rsﬁ&rj%ﬁtﬁ inititative startd in the
year 2006 in the %%r Pradesh by Tata tea. For
penetrating “ the rural market, the company
pa@w GO with wide reach among the UP
rural‘@ ssés. The Gaon Chalo project has created
nt opportunities to the youth villages and
sﬁn towns. It has brought steady income to those
who are distributors of Tata Tea. Tata tea

s‘% ;consolldated market share from rural areas rose

from 18% to 26.6%.

Rural Market by Maruti: Maruti Suzuki has
introduced various innovative schmes. Through its
Wheels of India scheme, the company targeted
India's State government employees. This scheme
led to the sales of more than 5000 automobiles. One
more scheme called “Ghar Ghar Me Maruti: Mera
Sapna Meri Maruti” is targeted at the customer
segment consisting of village panchayat members
whoe are highly influential and respected in rural
areas and nearby towns. This scheme increased
Maruti sales by 16600 units. Other schemes Maruti
are steel wheels for steel industry employees, 1 class
officer for Indian Railways employees and Teacher
Plus schemes for teachers. All these schemes have
yielded good results.

Mahindra leading Brand in Rural India: After
launching its super turbo DI Tractor, Mahindra
wanted to created awareness about its new
technology and high efficiency to farmers and
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thereby sales the tractor.lt therefore, identified
opinion leaders and progressive farmers and
organized interactive discussions between the
company and its target audience. It gave free test
rides and therefore sold the tractors initially to
opinion leaders. This marketing activity was carried
out in Maharashtra, Haryana, and Punjab. After
using the tractor for reasonable time period, the
intital buyers were gldad to have the product and
expressed their positive word of mouth about the
tractor to their friends, relatives and neighbors.

SUGGESTIONS:

1. DEVELOP NEW PRODUCTS FOR THE
RURAL MARKET Product redesign from the
beginning can be done. Marginal changes to
existing product will not work effectively.
Product must work in hostile conditions in
noise, dust and electricity blackouts etc.

2. MORE EFFECTIVE COMMUNICATION
There is a need to find out the appropriate
media, which could reach the hearts of the rural
masses. This is required as none of the media
like television, print, radio etc has absolute
reach to the rural masses.

3. PRICING Products can be priced to build &p&%:

volume in the rural market, especially*

smaller pack size SKUs. 5. Marketing Researchs

should be undertaken involving_focus gmups
Marketers should also bu11d p 1

strategizing for marketing. e
4. DISTRIBUTION NETWOR

designed to reach highly’ d1 erséd::i"ural markets
as compared to hlghWense urban markets.
CONCLUSION % @ﬁé

Rural market ha,s_\,;:;_%tapped potential like rain but
it is d|fferent““ﬁ*o \the urban market, so it requires
the dlffg_t;.ggt 'ﬁ@ﬁ%lrf’g strategies and marketers has
to msei the
mark ,\Ihe rural market is very large in compare to
the urba@market as well as it is more challenging

market. The consumer wants those products which

chatfenges to be successful in rural

are long lasting, good, easy to use and cheaper. The
income level of rural consumers is not as high as the
income level of urban consumers that’s why they
want low price of goods. It is one of the reasons that
the sell of sachets is much larger in the rural area in
all segments.

The lure of rural India has been the subject of
discussion in corporate. And there is a good reason
too. With urban markets getting saturated for
several categories of consumer goods and with rising
rural incomes, marketing executives are fanning out
and discovering the strengths of the large rural
markets as they try to enlarge their markets. Today,
the idea has grown out of its infancy and dominates
discussions in any corporate.

The rural industry in India is the moﬁdy@an}lﬂc and
fast paced industries with several p y/iiits entering
the market. But all of them;':ﬁr%éﬁ t yet tasted
success because of the_,;heavymﬁltlal investments.

Thus Iooklng at the chal:le%ggs and the opportunities

er%o the marketers, it can be
¢ l._.\i*j?yery promising for those who
can unders};and the%'aynamlcs of the rural markets

and
Indian il industry is gradually inching its way
ﬁgowar coming the next boom industry.

h:,ké"eo RURAL BE RULER".
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Social media:
An Innovative Educational Tool

Group(Abreezkhan,Javedali,Mohdrizwan), M.B.A. 1st year(lind semester student)
Lloyd Institute of Management & Technology
Abstract

The topic “Social media: as an innovative education tool” was undertaken to,s;cudy the
relevance and importance of social media which is an in-thing among the educational sector and soual_l_'_r_\_edla is
also influencing human behavior in various domains including healthy living, environmental sustalnablllty,
collective action/activism, and other areas such as education/learning and consumer behavior.We are also seeing
that social media as a design mechanism to promote behavior change. In an era, where th@g%ﬂu_]}ls tW word to
define common platform for the people around the world to share and exchange thejr behe@ulture, traditions,

knowledge, views, etc. The study concludes that our education system needs chang social media should be

widely utilized for the educational purposes. It is mainly used for the purpose of m' |ng§presentat|ons followed by

s

assignment updates, better research and connectivity. . %

Keywords: Social media, Social learning, educator, innovative.

INTRODUCTION " fmihat reflects main goal of using social networking
functlonallty in the education setting. One simple
lway to define a social networking platform might be,
“a tool that lets students, parents, and educators
collaborate online”. The innovative use of social

Just as the Internet has changed the way Canadians
buy music, organize vacations, and research school'
projects, it has also affected how they mteract b

socially. Through the use of social media, people can" media doesn’t stop here; the students also use it for

exchange photos and videos, share news stories, making blogs, making professional links, announcing

post their thoughts on blogs, and participate in and making class announcements, sharing

online  discussions. ~ Social media ~ also  allow information with students, parents and educators,

individuals, companies, organizations, governments, etc.In conjunction with the increase in online
and parliamentarians to interact with large numbers activity, there are concerns about the ways in which

of peopleThe world is becoming ‘glocal’ from global the personal information that is shared by

and is squeezing its economic, social and political social media users may be collected and analyzed.

boundaries thus giving it a common platform for

development. The convergence of the media has What is Social Media?

expanded the _usage of internet that gave birth to

social media. Social media, a concept that has given The term “social media” refers to the wide range of
people a common platform for sharing their news, Internet-based and mobile services that allow users
views and opinions regarding the happenings around to participate in online exchanges, contribute user-
them. Not only this, social media is also being used created content, or join online communities. The
by the advertisers and companies for their kinds of Internet services commonly associated with
promotions, professionals for searching and social media.

recruiting, students for internships, amateurs for ) .
e Social network sites. These have

been defined as “web-based
services that allow individuals to

professional work, parents and educators as social
learning tools, etc. “Social Learning” tools is a phrase
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(1) construct a public or semi-
public profile within a bounded
system, (2) articulate a list of other
users with whom they share a
connection, and(3) view and
traverse their list of connections
and those made by others within
the system.”7Among the most
popular in Canada are Face book
and Linkedin.

e  Status-update services. Also known
as micro blogging services, status-
update services such as
Twitter allow people to share short
updates about people or events
and to see updates created by
others.

e Virtual world content. These sites
offer game-like virtual
environments in  which users
interact. One example is the
imaginary world constructed in
Second Life, in which users create
avatars (a virtual representation of
the user) that interact with others

e Media-sharing sites. These sﬁesma& o

allow users to post videos o

photographs. Popular examples?_
include YouTube, Pinterest and’

Instagram.

These categories overlap to som-e g;egreﬂe;. Twitter,
for example, is a social ne_twork‘ _s_!'teﬁ_a.s well as a
status-update service. Livkevr/isev,»" users of the
social network S|te Face book can share
photographs, and users of the media-sharing site

Pinterest can follow other people.
The Evolution of Social Media
In the Iatemi-9905 as broadband Internet became
more popular websntes that allowed users to create
and upload content began to appear. The first social
network site (SixDegrees.com) appeared in 1997.
From 2002 onward, a large number of social network
sites were launched. Some — such as Friendster —
enjoyed a surge of popularity, only to fade. Others
developed niche communities: MySpace, for

example, appealed to teenaged music aficionados.

By the late 2000s, social media had gained
widespread acceptance and some services gained
huge numbers of users. Forexample, in
November 2012, Face book announced it had
1 billion users worldwide, of whom 18 million were
in Canada.In July 2012, Twitter had an estimated
517 million users, of whom 10 million were

in Canada.
A
A number of factors have contributed to this rapid

growth in social media participation'.wThese include
technological factors such as increésed hroaoband
availability, the improvement of softyvare tools, and
the development of more powerful computers and
mobile devices; socia factors such as the rapid
uptake of social medla by younger age groups; and
economic factors such as the increasing affordability

of computers and software and growing commercial

A
Use of social media as an education tool:

Y

1.Social media for student:Social media is the latest
ihmthing that is being used in the innovative way for
ducation purpose. Students should be taught to use
this tool in a better way in the educational classes
that just Being used for messaging or texting rather
they should learn to use media for good.

2.When student are engaged they learn better:
Students just don’t learn while writing on a piece of
paper but it is also important to involve them into
more practical work like blogging where they just
not write for the teacher but for themselves to
enhance their skills. When they are engaged better,
they tend to learn more in practical classes by
implementing their theory rules.

3.Safe social media tools for security:Social media is
one of many free tools that allow teachers to control
an online environment while still benefits from social
media. The teachers or the mentors should educate
the students to how to use the social media for
better purposes

4.Student are connect with world through social
media:lt is generally seen that social media these
days is being used for making their individuality felt
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on the virtual world. Therefore, it is important for
and youth to understand that this
entertainment mode can also be used for creating

students

social awareness and connecting them to more
professional and knowledgeable world.

5.Cell phones are very important for student: The
latest stage of ICT has made us so technologically
dependant that the cell phones has become the
necessity these days. The cell phone is a parent-
sponsored, parent-funded communication channel
and schools need to wrap their mind around it to
reach and engage the kids. Rather the students
should be taught to make the best utilization of the
technology towards their education as it can provide
information available anywhere anytime.

6.Social media are also offered for the product:
Through social media the student are buy and sell
the products through
social media are give the environment to students in
one place of whole world advertisement information

social media because the

and facility to buy and purchase are available at aII
time in social media sites are available.

e,

Objectives of the Study:

A,

4.The need to include |nnovat|ve teaching methods

LRFN

ErEee

in the unlver5|t|es/ colleges.

SRS
5.The soual medla is also used in colleges and

un|ve£§|ty asa E)FOJeCt,

collegé- news update, exam syllabus update, class
room time table update because many youth are
engaged in the social media.

6. Today the world is global so some
colleges/university are gives study
and class room facility to the student in social media
those who are out of country because through far
distance many student are not go and reach to the

university like oxford, Cambridge, London business
school.

Idea of the study:
¢ Social media is the in-thing these days
.» Educators are not aware of its importance.
its

eThe youth nowadays is not aware of
p %

eStudents look out for more innovative ways of
B

educational use.

teaching.

Sl
eSocial media can be us d for various educational

purposes.
Review of [iteréitu re
h‘i-. gy

Jayme, Waadington (2011)

% It‘ concluded that Social networking among
& »adolescents is not just a fad; it is part of their

% qulture While social networking can expose teens to

danger, they are exposed to the same dangers in real
life as well. A parent or teacher cannot expect a teen
to abandon the internet and be able to thrive in
modern society as computers, technology, the
internet, and social networking is utilized in all
aspects of modern life, even in the workplace. This is
why social networking should not only be included
as a valuable tool to enhance the classroom but
should also be utilized as an opportunity to teach
students the skills that ensure safe and enriching use
of social media.

Hunde , Elizabeth (2012)

Before the seminar, participants were asked to
create a Twitter account, and bring a laptop or smart
phone if possible to the seminar. While giving the
presentation on using social media in the geography
classroom, the instructor is also demonstrating how
to use social media in the classroom. Therefore, the
presentation strategies are paramount to the

success of the presentation and are included in each
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section of the presentation. In this project the
students learnt to use the innovative way of using
social media like twitter, tumbler, Wikipedia, Poll
Everywhere, Discussion boards, Face book and
YouTube.

Research Methodology

The primary data was collected through survey
among the youth students (21 -26) year old and
professor etc. For this, questionnaire was used as a
tool and was filled by 100 respondents.

The secondary data was collected through magazine,
online journals, internet, etc.

Results

The data collected from the survey has been
graphically represented below. Results can be
summarized in terms of answers to the following
questions:

{

In this question “Social media is used mostly by the”

been collected which is shown graphically in Grap
No.1

asked to the representatives the following data has,_*
h §

&
Use of social media by various categories as per their preference 7
40%
30%
20%
10%
0% " y
Advertisers Students Professionals Amateurs
GRAPHNO. 1

A g
In this question “Are you aware of the innovative
ways of teaching” asked to the representatives the
following data has been collected which is shown
graphically in Graph No.2

9
80% Respondents response to their awareness about innovative ways of teaching

60%

40%

20%

0%

NO MAY BE
GRAPH NO. 2

e

In this question “Do you Hﬁnk that social media
should be used for thg eg_yci:cxional purposes?” asked
to the representatives the following data has been
collected which is ﬂsaﬁov?/?] éraphically in Graph No.3

Shouldsocial media be used for educational purposes

0%
YES NO

GRAPHNO.3

In this question “Why do students use social media?”
asked to the representatives, the following data has
been collected which is shown graphically in Graph
No.4

70% Use of social media by students for various purposes

60%)
50%]
40%)
30%]
20%)

10%]

0% Connectivity Assignment Making presentation

GRAPHNO.4

CONCLUSION
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It is concluded that:

For a growing number of youth, social media provide
a way of keeping in touch with friends, relatives and
communities. Social media also allow companies,
organizations, governments and parliamentarians to
reach large numbers of people. At the same time,
social media are changing the ways in which people
interact with others, although the full impact of
these changes is not yet clear.

e Educators are becoming aware so the
hypothesis‘Educators are not aware of its
importance’ is rejected.

*The youth is now aware about social media’s
educational use so the hypothesis'The youth
nowadays is not aware of its educational use’ is
rejected.

¢ Students opt and are interested in innovative way
of teaching so hypothesis‘Students look out for more
innovative ways of teaching’ is accepted.

¢ Social media has opened vast platform and can be
used for many educational purposes s
hypothesis‘Social media can be used for variou
educational purposes’ is accepted.

Discussion of the result
F:
*Majority of students belleve that social media is

used by advertlsers than the students and

companies for the promotion of their products,

followed by its usage by educators, professionals
. R,

and students.

* Most. of the respondents are aware about

|nnovat|ve way of teaching and expect the same.

*Most of the respondents believe that there should
be change in the existing education system and
more innovative methods like social media should be
used for education purposes.

* The use of social media for making connectivity be
the first priority among students and then getting

the presentation after making the assingment are
the third priority.
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¢ We also take help with some frlends who help me
= 3

in completing this reasarch \
¢ We also see some other resarch which will help me
in completing the resarch ‘g

r.4
free-social-

=

* Jayme, Waddington (2011); University of Colorado.
’Soaal Networklng The Unharnessed Educational

TooI’ Undergraduate Research Journal, Vol 4.1.
A

i’ﬁ%- In internet we find the Angela Hausman, a Ph.D

scholar and Associate Professor of Marketing at

Howard University on ‘How to use social media as an

.% Jeducatlonal tool’.
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ABSTRACT

“We are always saying to ourselves... we have to innovate. We've got to comﬁp@that breakthrough.” Bill
Gates, Chairman, Microsoft Corporation %‘%@{

It is commonly said, both within and outside the sector, A}Hﬁ%ﬁ‘m%%!gf services are especially poor at
innovation. How do financial services innovate? Traditionak, innovation literature would suggest that
organizations innovate by getting new and/or |mproved§m;duct;%market However, in a service sector, the
product is the process. Thus, innovation in financial yr\hce lies more in process and organizational changes
than in new product development in a tradlt}onaiﬁ’ens f‘l’he financial services sector in the India is
experiencing an era of rapid innovation. These eswére fuelled by the rapid improvements in the two

technologies — data processing and telecomghu?h catigns* that are at the heart of financial services.

This paper will provide an overview of éﬂhese’" interactions between financial innovation and financial

. . it
regulation. Regulation clearly ca

innovation. %

INTRODUCTION , ‘iy«sﬁ
f"\-- ;yy

Innovation 7@{%??@:@5 the development and
) of*‘:g,ew ideas by people who over
nsactions with others within an
tu‘t‘@?ﬁér. This definition focuses on four
%&ct (new ideas, people, transactions, and
|nst|tut| nal context). An understanding of how
these factors is related leads to four basic

problems confronting most general managers: (1)
a human problem of managing attention, (2) a
process problem in managing new ideas into good
currency, (3) a structural problem of managing
part-whole relationships, and (4) a strategic
problem of institutional leadership.

a hindrance to innovation; sometimes it may be a motivation for

i% ecﬁnological innovation, ATM, RBI Guidelines,NEFT.

First, there is the human problem of managing
attention because people and their organizations
are largely designed to focus on, harvest, and
protect existing practices rather than pay attention
to developing new ideas. The more successful an
organization is the more difficult it is to trigger
peoples' action thresholds to pay attention to new
ideas, needs, and opportunities.

Second, the process problem is managing ideas
into good currency so that innovative ideas are
implemented and institutionalized. While the
invention or conception of innovative ideas may
be an individual activity, innovation (inventing and
implementing new ideas) is a collective
achievement of pushing and riding those ideas into
good currency. The social and political dynamics of
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innovation become paramount as one addresses
the energy and commitment that are needed
among coalitions of interest groups to develop an
innovation. Third, there is the structural problem
of managing part-whole relationships, which
emerges from the proliferation of ideas, people
and transactions as an innovation develops over
time. A common characteristic of the innovation
process is that multiple functions, resources, and
disciplines are needed to transform an innovative
idea into a concrete reality-so much so that
individuals involved in individual transactions lose
sight of the whole innovation effort. How does one
put the whole into the parts?

Finally, the context of an innovation points to the
strategic problem of institutional leadership.
Innovations not only adapt to existing
organizational and industrial arrangements, but
they also transform the structure and practices of
these environments. The strategic problem is one
of creating an infrastructure that is conducive to
innovation.

Innovation consists of firms' developing new "‘,_
products (or services) and/or new producti%{

processes. Often, but not always, th?-'?*?{s_]e

products are based on new processes; sometiﬁ@ﬁ;

also new organizations  -- %ganizgt‘iorﬁl'

innovations -- are involved. In esse"‘:_ innovation

involves new ways of doing thin%.

The conditions tha}gﬁ\gpa»ﬁ!% of: encourage
innovation are ‘mult cete;,é Among the

important |nf|uenCe§ are f?y

. thﬁﬁ%r% “the technology underlying

stty and the rate of change of that

10108y,

Structure (e.g., firm size) and
( npetitiveness of the industry;

ithe economic environment of the

" industry; and

e the regulatory environment of the
industry.

APPLICATIONS OF INNOVATION TO THE
FINANCIAL SECTOR

Innovation -- product and process -- is not new to
the financial services sector. Firms in the various
subsectors of finance (e.g., banking, securities,

insurance, etc.) have a long history of developing
new instruments and services and of developing
improved "back office" processes to reduce the
costs of existing services and to support the
offering of new ones. Further, even the
electronics-based technological innovations that
have attracted much attention recently are not
new to financial services. This paper limited to
Innovation in . Banking Sectors.

CLASSIFICATION ~ OF  FINANCIAL gEﬂVICES
PROVIDERS.

The first categorise of 'ﬁ"«:& “&Financi
intermediaries are firms thatg‘ﬁ"&l%w inancial assets

(e.g., loans, mortgages,%l?ond“%;:;ga%uity securities)
and issue liabilities ( Q 3s. deposits, insurance
policies, pension %I%I t| s, mutual fund shares,
etc.) on themsa%%:%ﬁmiliar types of financial
intermediarjes include banks and other depository
: as savings banks, savings and
tigl;ﬁs, and credit unions); insurance

» pension funds; mutual funds;

rtgage conduits; finance companies; leasing
fipanies; and venture capital firms.

that facilitate the financial transactions between
the primary issuers of financial liabilities -- e.g.,
governments,  enterprises, and household
borrowers -- and the investors who purchase these
instruments (and in whose hands they are financial
assets). In this category are stock brokers,
securities underwriters, market makers, dealers,
investment bankers, mortgage bankers, mortgage
brokers, financial advisers, rating agencies, and
financial analysts.

REVIEW OF LITERATURE

Jabnoun and Al-Tamimi (2003) examined
perceived services quality in commercial banks in
the United Arab Emirates, emphasising the
importance of service quality to maintain market
share, concluding that customers value human
skills the most in service quality. Many studies
have been conducted on measuring the service
quality of Internet Banking also.

Liao and Cheung (2005) present a user-based core
framework for evaluating service quality of e-
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banking. Empirical results suggest that perceived
usefulness, ease of use, reliability, responsiveness,
security and privacy and continuous improvement
of e-banking influence

services significantly

customer attitudes towards Internet e-banking.

Ammayya (1996), along with Godse (1997), while

appreciating the introduction of information
technology in banks, stressed on training needs of
people who play crucial role in turning the
hardware and software and networking tools into
a powerful combination to aid the bank in

improving the service quality and performance.

Boon and Ming (2003) concluded that banks in
Malaysia should concentrate on enhancing their
operation and product management through a
mixture of branch banking and e-channels, like
ATMs, phone banking and PC banking.

White and Nteli (2004) conducted a study that
focused on why the increase in Internet users in
the UK had not been paralleled by increases in
Internet usage for banking purposes. Their results

?i:i:i\.,_

AN

years, Internet- based banking has progressed

hugely as a means to preserve customers and
increase market share.

OBJECTIVE

e To study the impact of financial and

technological innovations in banking
sectors.

e To study the role of RBI in Technological
innovation.

e To study the challenges of banks
changing banking scenario. s

METHODOLOGY
This is a theoretical study{@Th data used is
secondary. i.e. data @scolle i

d from various

sources such as_.mag research

zinés, journals,

papers; . different websites are

newspa pﬂm
also being studied’tg céllect the required data.

TECH%L CAL AND FINANCIAL INNOVATION
IN%ANKIN; SECTORS IN INDIA

2

[t is thé era of innovative banking. Information

showed that customers still have concerns Wlth \-.W tqg‘mology has given rise to new innovations in

the security and the safety aspects of the Interne%{_
%

Nancy et al.’s (2001) study found that cus m

complain about computer logon times which are

usually longer than making a tele‘p“l%one é%ll ;
addition, respondents felt that \
and recheck the forms filled in

worried about making mlstgkq%%

'}
Yakhlef (2001) pomted oq@t‘fthat banks are
responding to the\interne dlfferently, and that
those whlch~s‘%@ﬁarnet asa complement and

Competf(ve pressure that non- bank institutions
enforce on the financial markets by means of
providing financial services, has affected so many
banks to accept Internet- based banking, and, in

other words, remain competitive.

Lajevardi, 2012 pointed out that
Increasing use of Internet and financial innovation
in the e-banking has attracted the attention of
researchers to Internet- based banking. In recent

HajiAsgari,

rthe product and process designing and their
delivery in the banking. Customer services and
customer prime work.
Banking through internet has emerged as a
strategic resource for achieving higher efficiency,
control of operations and reduction of cost by
replacing paper
methods with automated processes thus leading
to higher productivity and profitability. Financial
innovation associated with technological change
and it is totally changed the banking philosophy
and that is further tuned by the competition in the
banking sector which became a challenge for
banking system itself. The various innovations in
banking and financial sector are ECS, RTGS, EFT,
NEFT, ATM, Retail Banking, Debit & Credit cards,
free advisory services, implementation of standing
instructions of customers, payments of utility bills,

satisfaction are their

based and labour intensive

fund transfers, internet banking, telephone
banking, mobile banking, selling insurance
products, issue of free cheque books, travel

cheques and many more value added services. The
introduction of Net Banking, Mobile Banking and
ATMs
providing

in banks has transformed banking by

banking services ANY TIME &
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ANYWHERE BANKING to the customer. The
customer is saved the risk or bother of carrying
hard cash or travellers’ cheque while travelling. It
has also given cost savings to banks.

AUTOMATED TELLER MACHINE (ATM)

The penetration of ATMs across the country
increased in 2012-13 with the total number of
ATMs crossing 1, 00,000, clocking a double digit
growth during the year. While ATMs are an
innovative means to provide basic banking services
to customers in a much faster and cost-efficient
manner, within these, off-site ATMs are
particularly more cost efficient since they operate
without the paraphernalia of a bank branch. Over
the years, the relative growth in off-site ATMs has
been much more than that of on-site ATMs. As a
result, by 2012-13, off-site ATMs accounted for
more than half the total ATMs in the country

Table I: ATMs of Scheduled Commercial Banks

(As at end-March 2013)

= Banlk group [ TR TP Totnl
Ao AT ATMis  mwmber af

AThis

L} -] i

1 Pulalic secior bauks dnzdl 2Seid G8,632 Rt
=i, ER 8 Ed. 7O 3, 5

L1 Nenopalissd banke®

£3 400 28,501

1.2 BT Oxonmn

97865 43,000
3 g TineG

2 N privare seewnr banlks T A A5 555

M Formign hanks FLEY arh 1.
w Al SR (B l=-100) 25,60 S, 2534 1,014,014
AR

Note: *: Excluding w%Bank; d.

&£ ‘§'
Source: Report on‘Trend alﬁ Progress of Banking

in India 20124%
£ m%
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P%c%s also a great innovations i.e. Debit
Card Credit Card. Debit card have been
witnessing a slow and steady growth. It has made
a delayed entry into India during 1998.The growth
is phenomenal today. the present Debit Card base
in India is estimated to be more than 331 million.
During 2012-13, the number of debit cards grew at
the rate of 19 per cent over the previous year. The
Credit card is a monetary instrument that enables
the card holder to obtain goods and services
without actual payment at the time of purchase.
This is also known as plastic money. So far, debit

cards have been a more popular mode of
electronic money than credit cards in India. The
public sector banks have been frontrunners in
issuing debit cards, new private sector banks
continue to lead in the number of credit cards
issued.

Table 1I: Credit and Debit Cards Issued by
Scheduled Commercial Banks

s Banlk group 5
Nl L LTRER L atTiEE -
o Delant

L

I Pablic sectar banks &1 A3 2144 2408

11 Namonalised banbes® [LF 3 877 LBS

1.0 =5l Group Q2 g 1130 138.4

i Privato sector banks a7 111 0.0 B7.3

21 ©Hd privats sector banhs 0,04 3,04 3.9 i5.4

New private seotor bomnks paB 1i.1 45,0 51,9

(11} Forsign banks 4.9 Sk . 8.3

g?'ﬁ IV All §CHs (T+I14+ 100 17.7 1685 2754 2331.2

Notes: 1. *: Excluding IDBI Bank Ltd.

2. Figures (in Million) may not add up to the
total due to rounding off.

Source: Report on Trend and Progress of Banking
in India 2012-13, RBI

ELECTRONIC FUNDS TRANSFER (EFT)

Electronic Funds Transfer is a system whereby
anyone who wants to make payment to another
person/company etc. can approach his bank and
make cash payment or give
instructions/authorization to transfer funds
directly from his own account to the bank account
of the receiver/beneficiary. Complete details such
as the receiver's name, bank account number,
account type (savings or current account), bank
name, city, branch name etc. should be furnished
to the bank at the time of requesting for such
transfers so that the amount reaches the
beneficiaries' account correctly and faster.
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ELECTRONIC CLEARING SERVICE (ECS)

Electronic Clearing Service is a retail payment
system that can be used to make bulk
payments/receipts of a similar nature especially
where each individual payment is of a repetitive
nature and of relatively smaller amount. This
facility is meant for companies and government
departments to make/receive large volumes of
payments rather than for funds transfers by
individuals. The ECS facility is available in 47
centres across India operated by RBI at places
where it manages the clearing houses and by SBI
and its associates in other centres. The ECS is
further divided into two types — ECS (Credit) to
make bulk payments to individuals/vendors and
ECS (Debit) to receive bulk utility payments from
individuals.

NATIONAL ELECTRONIC FUNDS TRANSFER (NEFT)

National Electronic Funds Transfer (NEFT) is a

nation-wide system that facilitates individuals; ﬁ'

firms and corporate to electronically transfer funds
v"% # Note: Percentage change could be slightly

"2::::;,,‘“».;sé

from any bank branch to any individual, firm

corporate having an account with any oth rb
branch in the country. In order to issue__}_.the
instruction, the transferor should:{i@? nﬁwoﬁly

&l the the
¥ of the

to the amount

the beneficiary’s bank account ng::b
IFSC (Indian Financial Syste%ﬁ
concerned bank. There'is %o' y
that can be transferreg’:ﬁﬁﬁger NEFT. However, for
transfers above . Rs1lak 5,2 RTGS  (discussion

%,
follows) is a syﬁ%j_pr':grm o’ﬁunds transfer.

REAL TIL\? = GR S:::S§«TTLEMENT SYSTEM (RTGS)
RTGS % “f6r Real Time Gross Settlement
sy/s%ﬁ;_i N:.__:"' a fund transfer mechanism where
transfé?%f money takes place from one bank to
another on a real time and on gross basis. This is
the fastest possible money transfer system
through the banking channel. It is different from
EFT and NEFT. It is primarily for large volume
transaction. There has been sustained growth in
both the volume and value of all types of
electronic transactions of SCBs in general and
debit transactions in particular in recent years, a

trend that continued in 2012-13. Both RTGS

(meant for large value payments system,
processing both customer and inter-bank
transactions of '2,00,000 and above) and NEFT (a
retail system) consistently posted double digit
growth in terms of the volume of transactions

routed through these systems.

Table III: Volume and Value of Electronic
Transactions by SCBs

4
(Volume in million, Value in " billion) 'ﬁ*e:::.::.:“?f._

different as absolute numbers have been rounded
off to million or " billion.

Source: Report on Trend and Progress of Banking
in India 2012-13, RBI

POINT OF SALE (POS)

The Point of Sale (PoS) is a new financial
innovation. To use smart cards/debit cards/credit
cards for the purchase of an item or for payment
of a service at a merchant's store, the card has to
be swiped in a terminal (known as Point of Sale or
POS terminal) kept at the merchant's store. As
soon as the card is put on the terminal, the details
of the card are transmitted through dial-up or
leased lines to a host computer. On verification of
the genuineness of the card, the transaction is
authorised and concluded. It is thus a means to
‘check out' whether the cardholder is authorized
to make a transaction using the card. POS terminal
is a relatively new concept. PoS terminals are
predominantly used for sale and purchase
transactions. The PoS terminals have proved to be
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Type of Volnmea % Valur %
ansarction change changs
2011- 2012- 20M2-13 2011-12 2012-13 2012-
12 13 13
BCS Credit 121.5 1222 0.6 1,838 1.771 3.5
ECS Thehit 185 177 T2 834 1.083 8.9
Credit cards 0 a7 2358 bl 1] 1,230 274
Debir cards 323 460 432 534 743 an.1
éf:i:iﬁi XEFT 26 254 T4 17,504 25,023 B21
*% rros 55 B9 945 539308 676841 155
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very effective in combating fraudulent transaction
by on-line verification of cards. Also, the RBI is
expected to permit cash withdrawal transactions
to cardholders from PoS terminals installed with
shopkeepers, mall stores, etc.

SOCIETY FOR WORLD-WIDE INTERBANK
FINANCIAL TELECOMMUNICATIONS (SWIFT)

In an era of information technology SWIFT
(Society for World-Wide Interbank Financial
Telecommunications) offers unique message
processing services and provides a very fast,
accurate and authenticated transfer of financial
messages on global basis. It is a cooperative
society of international banks and operates a
computerized telecommunication system, which
allows rapid, economical, secure and accurate
transmission system for essential financial data.
SWIFT services enable the retail as well as
corporate customers to transfer funds around the
world.

RBI GUIDELINES (REGULATORY) FOR
TECHNOLOGICAL INNOVATION

RBI guidelines for ATM

Precautions have to be taken to reduce robber

1

and vandalism to the machlnes .8. ths?ouﬁ
installation of CCTV etc. The ,:__map%a:gt_urers of
these devices and the ATM ,ﬁrowders
supply general public sec@gr'rf'ty gtﬁeﬁmes for the
use of ATMs. These gﬂiéﬁlmes ould be kept in
view while deadlng on thi Igégtlon of ATM and
use thereof. X

nt““unauthorized transactions,

N “guessing the PIN of a card

cing-used by an unauthorized person, it

as 1o be ensured to limit the number of
afttmpts for the entry of a PIN to three
f( attempts only.

e To prevent the unauthorized modification
of the information transmitted to and from
the ATMs, it has to be ensured to use a
Message Authentication Code (MAC) for
each such transmission.

e To prevent unauthorized access to
information during the maintenance and
the servicing of the ATMs, the following
steps have to be taken:

(a) ATMs as placed “out of service” to
customers, prior to any maintenance being
performed.
(b) Establish dual control procedures for
the servicing of the ATMs involving
opening of the vault

RBI guidelines for Cards

e To protect against the destruction,
disclosures or modifications of transaction
card information during the processing
stages, it has to be ensured to locate the
local facility in an area regularly at(olled
by the public law enforcem """ ces
and by fire protection services: ef’é
has also to be ensured that
facility should be proteeted:by
(detection) alarm sys%e;g with “auxiliary
power. A

e To prevent.| thgough the use of PINs
having bg,g‘}pa’%gge cepted by unauthorised

personsgit ias to be ensured to handle the

PINs ;’%ﬁpnal Identification Number

IN)*% Management and Security, as
yriate and required.

e, T? prevent fraudulent transactions being

tade through access to card information,

“the following steps have to be taken:

(a) Store all media containing valid

account information, including account

numbers, PIN numbers, credit limits and
account balances in an area limited to
selected personnel.

(b) Keep the production and issuing

function for cards physically separate from

the production and issuing function for

PINs.

RBI guidelines for Payment system

RBI has also been constantly ensuring that the
existing systems are upgraded/refined to increase
their efficiency and to meet the requirements of
customers. Taking advantage of advancements in
technology, the RBI has brought in additional
safety measures in these systems to make them
secure and also to maintain the integrity of such
transactions.

Besides operating the various components of
payments systems, RBI also participates in these
systems as a user. RBI acts as a service provider
and after the system stabilises, the responsibility is
handed over to other banks/institutions for further
development. RBI also has the role of regulating
and supervising the various payment systems.
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The Board for regulation and supervision of
Payment and Settlement Systems (BPSS) is a sub-
committee of the Central Board of the RBI and is
the highest policy making body on payment
system. The Board is assisted by a technical
committee called National Payments Council (NPC)
with eminent experts in the field as members. The
Board as well as the council are assisted by a newly
created department — the Department of Payment
and settlement Systems (DPSS).

Regulatory and supervisory issues of Net Banking
It is advised that:

1. Only such banks which are licensed and
supervised in India and have a physical presence in
India will be permitted to offer Internet banking
products to residents of India. Thus, both banks
and virtual banks incorporated outside the country
and having no physical presence in India will not,
for the present, be permitted to offer Internet
banking services to Indian residents.

2. The products should be restricted to account &
holders only and should not be offered in oth%{ g

jurisdictions.

oo
3. The services should only include local currency. %

5

products. .4

4. The ,in-out” scenario where

border jurisdictions aregoffere
by Indian banks (or bga%fes%forelgn banks in
India) and the ,,out int 'L:ga‘f‘lo where Indian
residents are oﬂ"er‘ed banking services by banks
operating m@%m@order jurisdictions  are
generally- ot ermltted and this approach will
applyqefb ntern t* banking also. The existing

pt;ﬂr’ﬂlmlted purposes under FEMA i.e.
x% resident Indians have been permitted to

contmuéwto maintain their accounts with overseas

banks etc. will, however, be permitted.

5. Overseas branches of Indian banks will be
permitted to offer Internet banking services to
their overseas customers subject to their
satisfying, in addition to the host supervisor, the
home supervisor.

Thus from above discussion we can say that RBI
and Banking regulatory not only prevent the

customer interest but also give chance for financial
innovation. The Regulatory body also making rules
and regulation to help the banking system to
provide more and more services to customer in
safe and good manner.

CHALLENGES TO BANKING SECTORS IN INDIA

Since use of technological in banking sector in
India is in its earliest stage of development. Most
of them are basic services. Indian bankingésector
adopting the new technology very slﬁw\l The
emergence of new banking technol is ﬁnaging

new competitors to enter the Slﬁ%ﬁ@g services
markets quickly and efficientﬁx:"H ver it needs
to be recognized that rceﬁﬁﬁ norms and an

improvement in func&,ggx\;t%9 of” banking sectors.

The main obstacleé@f g sectors are-

: ::;_5&\ very low and is barrier in fast
% = acéeptance of internet. Mindset of the
Wian customer needs to be changed by
giving awareness about technical and
banking terms.
Customer Retention:- Since a large
segment of customers believe that
Traditional banking is better than net
banking .Another segment believe in more
advance technology. Thus these customers
migrated quickly to new technology and
the new processes that were accompanied
by  supportive technology  worked
effectively.
e Update The Level Of Employee
Competencies: - The skills deficits raised
further issues . There are lack of training of
Bank employee. They take more time to
operate the any activities on computers or
on net banking. Even some employees are
unaware about the new technology. They
feel themselves friendly with traditional
banking operations. Training was critical
to the success of the implementation

e  Security:- There are various instances of
hacking and phishing attacks reported
throughout India. The cyber crimes prove
that Net -banking or Mobile Banking has
several loopholes that can be easily
exploited and users need to be extra
cautious while making online transactions.

e Restricted Business:-There is a few
services available on Net —banking which
are just basic facilities. Some deposits and
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some withdrawals require the use of
physical services of Bank. However some
private sector bank giving some more
services to remove the queue in the banks
but public sector bank is still lagging.

o Lack of Call Centres :-The telephone call
center raised a new set of challenges.
Branch redesign, therefore, also required
the construction of new call centers,
staffing them as the customers began to be
directed toward them, and developing an
organizational structure not simply to run
the call centers but to manage the
relationship between the call centers and
the branches.

e Slow implementation of technology:-
Many of the new features of the
technology needed to support the new
design, simply we are not ready or did not
work as promised. The implementation
team, finding it necessary to push forward
and being uncertain as to when these
features would be ready, moved ahead
with the new design anyway, once they
were assured that there would be not
critical gaps or stoppages in the provision
of services.

CONCLUSION ?”“"a

The prime goal of innovation remains high quality
revenue growth. The continuous in{f)?%t ofia global
economic challenging  envird r_n'te t “presents
growth challenges in particular:for K ature markets
such as Hong Kong, Siqggﬁﬁf&?ﬂ%re;&md Taiwan,
achieving quality ‘growth. is Jey in emerging
markets such as lneila Mosﬁk_}ﬁ%nks follow a tactical
innovation -0ach, which is needs-based,

reactive a_._rrtii‘:*\consj__derai'BIy smaller in scope than
strateggjg%‘i r

unigue. ‘axceptional, it is found mainly in
inf%ﬁtie‘g banks or in small niche players. Since

the co"s':%‘i@f.market entry is relatively high and retail

n. While strategic innovation is

financial services markets are tightly regulated by
RBI and Government, often favouring domestic
banks, domestic players do not see a threat from
innovative new players.
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case on land acquirements and individual civil liberties advances
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ABSTRACT

instrument for land acquisition. Ever since then various modifications have been made to the Lanc

1894 from time to time. Despite these amendments the governmental actions have remained t@gﬁn ;

Key words - Land acquisition, Cooperative societies, Human rights, Compensation.

INTRODUCTION to acquire immovablés, property at, what was
deemed to be,A_Eﬁ:' .and reasonable price for

The legislative entries in respect of acquirement and construction 0%§§’ canals or other public

take over of land had been distributed between purposes, !

three lists, in the original constitution. The Seventh i )

Amendment to the Constitution in 1956, omitted In’ g‘ﬁ\O dme of the provisions of regulation | of

items 33, 36 and 42 from list I, Il and Il respectively. %824 s extended to Calcutta through Act | of

':: I\B X W|th a view to confirm the land titles in
RATIONALE OF LAND ACQUSITION % .@m Cajéutta that were acquired for public purposes. At

The Land Acquisition Act 1894 was created wn;b tl@% @;that time a railway network was being developed

purpose of facilitating the government’s acq@m
of privately held land for public purposes. The word'
‘public purpose’ meaning will be @ benéflt of

general public at large of the Nathn

and it was felt that legislation was needed for

acquiring land for the purposes of the railways.
Building act XXVII of 1839 and act XX of 1852 were
introduced to obviate the difficulties pertaining to

3’ the construction of public buildings in the cities of
The word ‘government’ ﬁ;f rs. ¥0 “the central Bombay and Madras. Act VI of 1857 was the first full
government if the purp@%@r?ﬁ%ﬁ;isition is for the enactment, which had application to the whole of
union and for all other purposesit'refers to the state British India. It repealed all previous enactments
government. It is. ‘not net&sary that all the relating to acquisition and its object. Subsequently
acquisition hggk"g%’y%mated by the government act X of 1870 came in to effect which was further
alone. Loca%rm@s societies registered under replaced by land acquisition act 1894, a completely
the Socﬁﬁbs RQg'%ﬁ'atlon Act 1860 and cooperative self contained act, in order to purge some of the
soc[e@ “stablished under the Cooperative flaws of act X of 1870.

can also acquire the land for

o After independence in 1947, the Indian government
developmental activities through the government. P &

adopted Land Acquisition Act 1894 as a tool for land

HISTORY OF LAND ACQUSITION acquisition. Since then various amendments have

been made to the 1894 act from time to time.
Regulation | of the land acquisition act was first Despite these amendments the administrative
enacted by the British government in 1824. Its procedures have remained same.

application was throughout the whole of the Bengal
provinces immediately subject to the Presidency of THE PROCEDURE OF ACQUIRING THE LAND

Fort William. The rules empowered the government
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For the purposes of Land Acquisition, proceedings
are carried on by an officer appointed by the
government known as Land Acquisition Collector.
The proceeding carried out by the Land Acquisition
Collector is of an administrative nature and not of a
judicial or quasi judicial character.

When a government intends to occupy a land in any
locality, it has to issue a notification under Section 4
in the official gazette, newspaper and give a public
notice of at least even days which entitles anyone on
behalf of the government to enter the land for the
purposes of digging, taking level, set out boundaries,
etc. The notification puts forward the intention of
the government to acquire and entitles government
officials to investigate and ascertain whether the
land is suitable for the purpose.

All disputes to insufficiency of amount lie to the
collector. Under Section 5(a) of the Land Acquisition
Act of 1894. Any person interested in land which is

notified under section 4 (who is entitled to claim an
interest in compensation) can raise an objection
either in writing or in person. The collector aft@;jr
making inquiry to such objections has to forwgg:d;‘th
report to the government whose decision in m

respect would be final. &

After considering such report madg ;fr‘)k;t.h s:collector
under section 5(a) the govq(nmb _.‘:Sv’kissue a
declaration within one year of the,notification under
section 4 to acquire Iéﬁﬁ%{or psgbhc purposes or

company, this d%f:laratlo:yyls a mandatory
requirement of%acqulsmo

'\g“
After the.d iorsunder Section 6, collector has

'sﬁgtld 7. The next step in the process of
acqwsmo% is that collector has to cause land to be
marked out, measured and appropriate plan to be

under

made accurately, unless it is already done.

Requirement of this section deals only with
approximation and does not require exact
measurement. An important process that takes
place under this section is demarcation which

consists of marking out boundaries of land to be
acquired, either by cutting trenches or fixing marks
as posts. Object is to facilitate measurement and
preparation of acquisition plan, but also let the
private persons know what land is being taken. It is
to be done by requiring body that is the government
department or company whichever be the case.

Obstruction under Section 8 and Sectl@ta‘h4 are

t not

offence punishable with an impri
exceeding one year and with fine.no:

rupees.

Section 9 requires the.colleét%gto cause a public

notice at convenient plac pressing government’s

intention to take é’ssmn of the land and

requiring all pers fested in the land to appear

gﬁy and make claims for

before him “per

comp .,at%ge?efore him. In affect this section
reﬂ%l or to issue two notices one to the

person to deliver names or information regarding
any other person possessing interest in the land to
be acquired and the profits out of the land for the
last 3 years. The object of this step is to enable the
collector to ascertain the compensation by giving
him a vague idea.

The Final set of collector’s proceedings involve an
enquiry by the collector into the objections made by
the interested persons regarding the proceedings
under section 8 and 9 and making an award to
persons claiming compensation as to the value of
land on the date of notification under section 4. The
enquiry involves hearing parties who appear with
respect to the notices, investigate their claims,
consider the objections and take all the information
necessary for ascertain the value of the land, and
such an enquiry can be adjourned from time to time
as the collector thinks fit and award is to be made at
the end of the enquiry.
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Section 11 makes it obligatory on the part of the
collector to safeguard the interests of all persons
interested, even though they might not have
appeared before him. In awarding compensation the
Land Acquisition Collector should look into estimate
value of land, give due considerations to the other
specific factors. Value of the property in the
neighborhood can be used as criteria. The award
should be made within 2 years.

THE CONSTITUTIONAL PROVISION

The Indian Constitution does not recognize property
right as a fundamental right. In the year 1977, the
44th amendment eliminated the right to acquire,
hold and dispose of property as a fundamental right.
However, in another part of the Constitution, Article
300 (A) was inserted to affirm that no person shall
be deprived of his property save by authority of law.
The result is that the right to property as a
fundamental right is now substituted as a statutory
right. The amendment expanded the power of the

state to appropriate property for social welfare {

purposes.

S
Article 31, clauses (1) and (2) provided f%r

doctrine of eminent domain2 and under clausq_:;gz)agi'

person must be deemed to be ved "of -his
property if he was substantially dispd ssed or his
right to use and enjoy the R[_:ppéft A ::E‘Qi?j;eriously
impaired by the impugned ‘lawssACcording to this
interpretation, the two%ses o} Article 31 dealt
only with acqwsﬂ@g of p;gﬁerty in the sense
explained by th ourt»and t under Article 31(1)
the state couldmot’*{pa "eﬁé law depriving a person of
his prope ithi
of Article:

.
THE LﬁND- CQUSITION AND APPROACH FOR

HUMAN RIGHTS

o] t,tomplylng with the provisions

1. Right to get a just & reasonable compensation

Bidyadhar Mahalik Vs. Land Acquisition Officer, Land
can be acquired by the State Government for public
purpose, but at the same time it is also the duty of
the State Government to see that the land losers are
awarded with proper compensation, which is not

only a constitutional right guaranteed to the citizens
but also a human right.

Chakas Vs. State of Panjab and Ors, Supreme Court
held that appellant is entitled for proper, adequate,
just & reasonable compensation. Once the industry
is set up, it would be for the financial benefit and
gain of respondent year after year. Thus looking to
the matters from all angles respondent.corporation
would be a great beneficiary at the co: ’gﬁd 2priving

gk%ehhgod of

the appellant (land owner) of his,'s

@%‘

agriculture. .
Yy

2. Right to Property

Bishamber v. State:of Ut hifﬁ?adesh, Right not to be
deprived of propefty, by authority of law is no
longer a fund%%ﬁi right, though is still a
constltutlo:af “gight.” Indian Handicrafts Emporium
s Union of India and Others, Article

SOOAQ i the:Constitution of India are important. It is

?%.rovidél that people not to be deprived of property

) by authority of law. By this time, right to
:" perty is recognized and accepted to be human

&% @;rlght though it is not a fundamental right.

3. Right of being heard

Land rights are very important human rights that
need the state’s protection. The principle of land
rights cannot be taken by anyone without the
approval of the land holders. In the United States
this principle is regulated in the Fifth Amendment to
the United States Constitution, which states that
property cannot be taken for public purposes
without just compensation.

Thus, the United States Constitution justifies the
negation of people’s land rights without the land
owners’ approval provided that it complies with the
due process of law and provides just compensation.

The same principle is also found in Article 28 H (4) of
Indonesia’s 1945 Constitution, which states that
property rights must be respected and should not be
seized by anyone arbitrarily In order to overcome
this controversy, the internationally accepted
provision is that land rights can be taken without the
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approval of holders of the rights provided that they
meet specific requirements, namely, to go through
the process in accordance with the principle of the
law and as regulated in the law. This requirement is
also known by the term in accordance with the due
process of law.

Based on this stipulation, the
process should be transparent to provide sufficient
information to the parties affected. Communities

land acquisition

can ask questions and submit objections concerning
a project site and the amount of compensation.

4. Right to Livelihood

It must be remembered that the land is just like
mother of the people living in the rural areas of the
country. It is the only source of substance and
livelihood for the land owner and his family. If the
land is acquired, not only the present but the future
generations of the landowner are deprived of their
livelihood and the only social security. They are
made landless and are forced to live in slums in the
urban areas because there is no mechanismsfar

¢ ““greater

5

i:i:i@_-::::. h S b

modern shopping malls stand in Gurgaon, which is
located south of Delhi.

Noida, which is located on the eastern side of

Yamuna River, is also experiencing rapid

development as a commuter town of the capital, as
can be seen by many industrial complexes being

built one after another. The Noida is now
experiencing chaos. » Qﬁ%

A,
On July 6, the Supreme Courti ?%,‘s land

acquisition (156.3 hectares) catri :";Q ih 2609 at
Shahberi Village of Uttar_ Praeesk tatgf Greater
Noida, Gautam Budh ;Naga%%;;,ggtrict by the UP
and - Gr

government
N
Development Authotity
e

er== Noida  Industrial
NIDA), which is an UP
government body; Based’on this judgment, land was

returned to the origi
5

farmers), §
A D@ggﬁgnent Authority prepared a plan for
oida 2021 (for short “Development Plan”)

cft;:v ing a total area of 21570 hectares. This area

al owners (most of them are

B
ensuring alternative source of livelihood to R\Q)e@-% Land use specified in the Development Plan is as

Mindless acquisition of cultivable land may also lead -
to serious food crisis in the country. Eminent ch;:_r:_na‘_irji’
is a right inherent in every sovereigh®to take and
appropriate property belonging:to:citi : f?r public
use. Though, in exercise of the. po 6f eminent
domain, the Government can ire the private
property for public purpfgg%jlt mq_‘g,f be remembered
that compulsory taklﬂg of on.(:%?p.roperty is a serious
matter. If the:pr erty belongs to economically
disadvantaggdﬁseém}en?ﬁbf the society or people
suffering ol

e I-:'iié'ndicaps, then the Court is not

only“entitled; s duty bound to scrutinize the
y

actiofdecisio
["::m l"-;;.

care and ":tumspection keeping in view the fact

of the State with greater vigilance,

that the land owner is likely to become landless and
deprived of the only source of his livelihood and/or
shelter.

A STUDY CONDUCTED IN NOIDA

Over the past ten Years, New Delhi and its environs
have been rapidly developing and changing. Many

een described, as Phase | of Greater Noida. The
under:
Land use 2021 (ha) %age
Residential 5000 23.2
Industrial 4227.3 19.6
Commercial 1200 5.6
Institutional 3502.7 16.2
Green areas 5000 23.2
Transportation 2600 12.1
SEZ 40 0.2
Total 21570 100

The land use of village Shahberi has been shown in
the Development Plan as “Industrial”. These farmers,
who were unilaterally evicted from their land
without being given an opportunity to file objections

and waged a campaign against the acquisition, of
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course celebrated this judgment. However, about
6,500 people, who had booked flats to be built in the
district, were disappointed by the loss of their long-
awaited dreams. Further, residents of other villages
in Greater Noida (Noida Extension), where land
acquisitions were conducted concurrently with
Shahberi Village, are also filing similar suits. This
situation has raised developers’ and builders’ fears
of bankruptcy and of failure to reimburse deposits to
those who booked flats and houses in this area.
While reports heat up on how financial institutions,
who provide companies with funds for construction
and buyers with housing mortgages, will address this
issue, there are concerns over what judgment the
High Court and the Supreme Court will deliver next.

Why did such a situation occur? The land
acquisitions were originally carried out by the UP
State (ruled by Bahujan Samaj Party — BSP -
government) as a part of the Greater Noida’s
Industrial Development Plan, pursuant to the
emergency clause (Article 17) stipulated in the 1894
Land Acquisition Act, whereby procedures fo,r

given to the interests of those who have already
purchased flats, the Supreme Court dismissed them,
stating ‘You were behind the curtain when Greater
Noida transferred the land for residential purposes
without approval’. With regard to payments made
by those who purchased flats to be constructed in
Shahberi Village, the Supreme Court ordered
developers and builders to reimburse the amounts

plus interest. At the same time, the Sup e Court
stated that the buyers did not suff o
those who lost their land to acqui

through illegal procedures. ﬁ%%

was delivered, onl %out 3% of purchase

agreements (6,509‘:9\%0‘@00 units) or about 8% of

the land area (15@%&000 hectares) were affected.
Companles e ho d flats at first showed an

N :
er,+following this case, former landowners in
oth r V|Ilages including Patwari, Rauja-Yakubpur,
;F%kh Haibatpur, Changhola, Devla, and Iteda,

residents’ object|ons(Artlcle5A)ared|spensedW|t|”g&% there land acquisitions were carried out

The grounds for the judgment of the Supreme Cﬁ&

were: (1) such urgency was not likely to be presen;tr,’
and (2) GNIDA changed the purpose @nd use from
industrial use to residential use wﬁg&

y h{he prior
approval of the State. §‘ b

In the entire Greater:N dafarea Jpcludlng Shahberi
Village, land tota;l%ng 200 hectares (mostly
farmland) was:: qwred by the UP government in

acquisitio
square ﬁe . r

for the p? p.,ned construction of residential buildings
(2,50,000 flats) in the area.

The Supreme Court criticized GNIDA, stating: ‘In the
name of public interest, the Greater Noida Authority
was serving private interest’. In response to
developers who asserted that they did not know the
land had been resold without prior clearance of the
change of land use and that consideration must be

concurrently with Shahberi Village, filed a total of
220 writ petitions to the Allahabad High Court,
seeking to quash the land acquisitions. As a result,
the situation has become more serious.

Under such turbulent circumstances, the Allahabad
High Court set aside on July 19 the land acquisition
(589 hectares) at Patwari Village. This judgment
affected about 20,000 flat buyers and 4,250 people
who had bought plots of 120 to 240 square meters
(winners of lotteries held in 2009 and 2010 by the
Greater Noida authority). Considerable amounts of
construction work, such as for water supply, sewage
and roads, had already begun in the district.

With regard to Noida District, the issue of land
acquisition has been present for a long time since
1976. To legalize the status of former land owners
residing in a form of illegal occupation
(encroachment), it is reported that the UP
government reached an agreement with a
representative of the former land owners on July 30
to provide each with residential plots within three
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months and rehabilitation, in exchange for giving up
demands to increase compensation. However, the
negotiations are still underway because some
former residents oppose the agreement.

Regarding villages in the Greater Noida District,
other than the Shahberi area for which the Supreme
Court has already given its judgment, on July 26 the
Allahabad High Court issued an instruction to settle
the problem through discussions between GNIDA
and a representative of each village by August 12.
On August 6, GNIDA announced that it had reached
an agreement with the representative of farmers of
Patwari Village. However, reportedly, some residents
do not accept this agreement, leaving a chaotic
situation for future negotiations. Similarly, no
solution is close at hand in other villages.

Those who booked flats that were to be constructed
are facing an uncertain and stressful situation as to
whether or not they can purchase the flats as
planned; if not, whether or not they are entitled to
be reimbursed the money they paid; and, even if
they have the invested amounts reimbursed W|@1

interest, they will be obliged to change th?m,,llfﬁ"

plans significantly. *m’%

As land disputes are taking place n

but also throughout India, we often fin
‘land Wars’ in major newspa
Confrontations have occurre

A;::,:E ng:
nly in“Noida

many places
between governments g?ﬁﬁd res:’gents over land
acquisition for thegggevelop%
steel works, spQwer- generation plants and SEZs
(special econdmlc "Z0N 'i*as well as for residential

areas ar;gﬁlw Y

t" of mines, dams,

In particuldr, public concern has intensified since the
media reported on the Kalinganagar Firing, which
occurred in Orissa State in 2006, and the tragic
Nandigram Violence, which occurred in West Bengal
State in 2007, during which police shot a number of
residents who were protesting against the land
acquisition. More recently, police confronted
residents who lost their land and other protesters

a

demonstrating against construction, in Jaitapur this
April, where the world’s biggest nuclear power plant
is planned to be constructed, and one resident lost
his life. In May, the state government confronted
farmers over land acquisition for constructing
highways in Noida (Bhatta Parsaul Village) and four
farmers were reported dead.

In contrast, after economic liberalization, firstly,
there has been a growing sense of dist &*& ut the
idea that land acquisition is beln %kd ,lh the
interests of a few private co g%%Qnd in the
interests of corrupt central a{ﬁ governments
in lieu of sacrifices, made b;ﬁiﬁiﬁgny residents and
farmers. Secondly, fa&;%{‘s and residents who

surrendered their, Ja iave very little chance of

being employed%ig%‘;@ .F:)ublic sector. This is partly
because of{p@l\lcy chénges triggered by the economic
'%}991 as the role of the public sector

ince . Therefore, in general, people are
incr asmgly disinclined to lose their livelihoods to
9§acqmsmon Thirdly, although land acquisition

_% @;ISSUES were basically considered as a matter of

property rights (Article 300A of the Constitution),
they are also being understood as an issue of ‘right
to life’ (Article 21 of the Constitution), as broadly
interpreted and recognized by the Supreme Court
from the 1980s, on the grounds that residents would
lose their livelihoods and social ties in the case of
large-scale land acquisitions. In other words, there
has been a change in society’s awareness of rights.
Fourthly, as interstate competition to attract private
investment has been intensifying since economic
liberalization, state governments increasingly take
hasty and forcible procedures for land acquisition.
This may also contribute to the increase in the
number of confrontations over land.

In every case, Land acquisition must take place in a
manner that fully protects the interests of land
owners and also of those whose livelihoods depend
on the land being acquired.
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SUGGESTIONS

1. Land is not an item of property but is a productive
asset. The government should treat land as property
before deciding compensation. A man’s livelihood is
linked with his dignity. Snatching livelihood from a
man means snatching from him his right to
livelihood which is linked with his dignity. A farmer is
emotionally attached with his land. Not only a
farmer but in fact the entire village depending on his
employment unit. Whole village deserts with the
desertion of farmers. The Acquisition takes place at
the cost of their livelihood. Normally farmer knows
no profession other than agriculture, nor does he
know money management. So, after few years of
land acquisition, land owner (farmer) becomes
landless laborers. Therefore, farmer’s rehabilitation
should precede acquisition.

2. Alternative options:-

More options kept for compensation and
rehabilitation and project effected person be given
right to negotiation

a) Land be taken on lease, farmers ownershlf)
remain in fact on land he should be given monthly:

rent a equivalent to interest on land g;e anddt’ méy

increase on year to year basis under Jaws.

w?
b) The farmers should be:gi¥en é rable land at
other places in exchang fra%s cultivable land
and he should be given dgeﬁd out of future

projects.

g,
c) On acqu;rﬁi*g residential land of village for a

prOJectépg:c €
affegée TS
d) Econ%:mu: status should be studied along with
social status of farmer so that people may not suffer

] fices are to be provided to the

economic injustice they should be placed in better
economic position.
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ASSESSMENT CENTRES: - A STEP TOWARDS SUCCESSION PLANNING

Saumaya Srivastava- Scholar, Indraprastha College for Women, D.U

SUCCESSION PLANNING

Succession planning is a systematic approach to:
e Building a leadership pipeline/talent pool to
ensure leadership continuity
e Developing potential successors in ways that
best fit their strengths
e Identifying the best candidates for categories
of positions
e  Concentrating resources on the talent
development process yielding a greater
return on investment.
Succession planning recognizes that some jobs are
the lifeblood of the organization and too critical to be:
left vacant or filled by any but the best qualified
persons. Effectively done, succession planning i i85
critical to mission success and creates an effectiye
process for recognizing, developing, and retalmng
top leadership talent.

SUCCESSION PLANNING PRQE
S

Identification of Organizat onal goals and

structure; m %

STEP 1I : Identification of strate 1C°;11y essential
postsi __endlng,fg upon the
orgamization’s goals and structure.

STEP III : deﬁﬁung”&kllls to be possessed by

iployee holding those posts.

STEPR I¥ ssessln these skills in the employees.

STE.%‘%V' “aking'a pool of talented people and

swconducting training sessions in order to

- harness their talents.

STEP VI : depending upon the training results

deciding on not only the best but the
perfect fit.

STEP I

NEED FOR SUCCESSION PLANNING

¢ Retention of talented manpower
e Increase the pool of talented employees to
fill key positions

“:ﬁm

A
w.ﬁ

*  Add value to the organiz ion’
plan and contr1bute to, ongo
strategies

*  Fully accessl ellectual capital of
employees By, o

e Improve éﬁ'np morale and commitment
to the or; i%tlon
Reﬁhbﬁmg o1 gamzatlon uncertainty

%an ppropriate training and employee
{:W elopment programs

cession planning is achieved primarily
1th the help of assessment centers.
Assessment centre is a process through
which we judge various competencies and
skills of the employees in our organization.

business

Hence succession planning can be achieved
though assessment centers. We try to find
the best fit for the vacant position by
analyzing the potential and performance of
our employees.

ASSESSMENT CENTRES
What is it?

An Assessment Centre consists of a standardized
evaluation of behaviour based on multiple inputs.
Several trained observers and techniques are used.
Judgements about behaviour are made, in major part,
from specifically developed assessment simulations.
These judgements are pooled in a meeting among the
assessors or by statistical integration process. In an
integration discussion, comprehensive accounts of
behaviour, and often ratting of it, are pooled. The
discussion, results in evaluation of performance of
the assessees’ on the dimensions/competencies or
other variables that the assessment centre is designed
to measure. Statistical combination methods should
be validated in accordance with professionally
accepted standards. - ‘Guidelines and ethical
considerations for assessment centre operations.’ -
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28™ International Congress on Assessment Centre
Methods.

ASSESSMENT CENTRES USAGE
1. Selection — ACs help organizations in getting the
right people in.

2. Career development — The identification of the
competencies possessed by the individual helps
organization decide his career plans.

3. Potential appraisal — ACs help organizations
identify if the person can handle the challenges
offered in the next higher position.

4. lIdentification of high potential managers — This
creates a pool of managerial talents & multifunctional
managers that would be available across the business
group etc.

5. Succession planning — Identifying the right
individual for critical positions such as CEO, CFO
etc is very important for the success of the
organization. ACs reduces the risk of such wrong
identification.

6. Allocations of challenging assignments — ACs
provide the organization with the strengths and
weaknesses of every participant. This helps the
organization in deciding the candidates who would
have the necessary abilities to undertake the proposed
challenging assignments 7

el

meaningful and relevant categories such as
dimensions, attributes, characteristics,
aptitudes, qualities, skills, abilities,
competencies, and knowledge

4. Assessment techniques — These include a number
of exercises to test the assesses’ of their
potentials. Each competency is tested
through at least 2 exercises for gathering
adequate evidence for the presence of
particular competence. '

5. Simulations — The exercises should
job responsibilities as cl
eliminate potential err‘%s i

6. Observations — Accurate an&@blased
observation 15&?10& critical aspect of an

AC. 47 S &

7. Observers, Mi ple observers are used to
elimj,uate subjectivity and biases from the

e es$: They are given thorough training in
{& % cess prior to participating in the AC.

£, )j

7. Management development — ACs provide armplé. % @; 8. Recording Behaviour — A systematic procedure

opportunity to its participants to reflect on one %
capabilities and to improve by observing others
perform in the AC.

.-Zu

& tg::v
8. ldentification of training needs: @ccssmé'ﬁ’t

centres provide candidates and organi pr:vith
concrete data on the improvement &{ S h can
be utilized, for training. e,
9. Identification of a glog%pod%t talented
managers - o
Adjusting oneself in the globai?enarlo is a critical
requirement of somé%&;__smon the organization.
ACs help organiZifions;to,identify such managers.
i

ESSENTIAL ELEMENTS OF AN
“% TASSESSMENT CENTRE

1. Job Analysis — To understand job challenges and
the competencies required for successful
execution of the job.

2. Predefine competencies - Modelling the
competencies, which will be tested during
the process.

3. Behavioural classification - Behaviours displayed
by participants must be classified into

of recording must be used by the assessors
for future reference. The recording could be
in the form of hand written note, behavioural
checklist, audio-video recording etc.

9. Reports — Each observer must make a detailed
report of his observation before going for
the discussion of integration of scores.

10. Data Integration — The pooling of information
from different assessors is done through
statistical techniques.

Exercises in Assessment Centres

Following are the most widely used exercises in ACs.
Every exercise unveils presence/absence of certain
competency in the participant . some of these
exercises are:
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Tool: Group exercise

Whatis it:
problem solving within a
committee or team

Competencies:

1.Personal assertiveness,
2.Teamwork

3. Interpersonal effectiveness
4.Drive for result

Tool: In-tray Test

Whatis it:
1. Prioritizing documents
2.Drafting replies to letters

3. Delegating important tasks

Competency:
1. Time-management
2. Analytical skills

3. business acumen
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Tool: Fact-finding exercise

What isit:

Lresearch and retrieval of
information

2.interaction with the interviewer
toobtain further information
from them

Competencies:
L.Communication skills
2. Professional interaction

Disadvantages of Assessment centers

1. ACs are very costly and time consuming.

2. ACs requires highly skilled observers as the
observers may bring in their own perceptions and
biases while evaluating.

3. Those who receive poor assessment might b
demotivated and might lose confidence in their
abilities.

4. Experts are called from outside the
organization and may charge a lot of fee.
5. The process generally last fo

members of academia and

0 leadership assessment is unique
as a benchmark HR practice.
rship practices were ranked 6th in
conducted by Hewitt associates on the
top companies for leaders 2003 -- Asia pacific.
Companies from seven markets in Asia pacific
participated in the 2003 study.

As an organisation, they are sensitive to the
aspirations of their employees. To address these
needs, we have developed a unique leadership
module. The module offers two sets of leadership
role paths- one for the would-be managers
(MLPs), and another for technologists (TLPs)

Tool : Case Study
Interview

What is it:

1.Candidates read a large set of
information

2.answer questions

Competency:

LAnalytical skills
2.Assimilation of information
3.Prioritization of information
4.Time-management
5.Working under pressure

ANAGEMENT LEADERSHIP
PROGRAMME

Leadership
Module

Mansgemm?
Ik rhiy Leadarhip
Prigrumime Fiogrimme

[MLPE [TE]

Tiee sy Sepemvriory

leadeniip

Plogianitie

151

1.Assessment centre: In this process the
prospective MLPs undergo a variety of tests such
as the:

e Written tests

e Case study

e Intray tests

*  Psychometric tests
2. Business Leader Interview with a senior panel:
The assessment centres are followed by
‘Competency Based Interviews’ with a senior
panel. The interactions provide a basis to re-
confirm the results so generated through the
assessment process.
Various Qualities that are searched in prospective
MLPs
1. Communication
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Conveys information and ideas in a clear,
structured, interesting and credible manner, both
orally and in writing. Accurately interprets and
simplifies business information. Extracts meaning
and makes recommendations.

2. Customer Focus

Maintains frequent customer contact, understands
customer requirements and defends their

interests within L&T. Seeks to exceed customer
expectations.

3. Problem Solving

Overcomes problems and obstacles through
systematic analysis and balanced decision
making. Seeks all relevant information, draws
accurate conclusions and inferences and finds the
optimal solution.

4. Functional Knowledge

Has a good grasp of his subject and related
processes. Keeps abreast of changes and
developments and can evaluate information for its
practical application.

5. Interpersonal Skills

Involves others, interacts effectively and is a
committed team member. Understands other
people and is able to utilise them effectively.
Shares information and ideas and seeks to resolve
conflicts.

6. Creativity
Can think of innovative, multiple options, suggest:
new ideas for improvements

7. Networking:

Collects, interprets and shares information.
effectively. Interacts, liaises and builds
relationships with a diverse range of parti
internal and external to the orga

Teéhnology

eadership Programme

Tier2and 3 band Tier 1 band

1. Technology 1. Technology
assessmentcentre  |assessmentcentre

2. Techtalk 2. Techtalk

leader Interview ~~ {leader Interview

1. Technology Assessment Centre:

This assessment centre focuses on evaluating the
leadership competencies as applicable to the
Technology Leader. The TLP assessment centre
is similar to the MLP centre in terms of the tools
used. The tools include group exercise,
presentation, role-play and interview.

2. Tech Talk!

3Technology Business-{3Technology Business

As a part of the assessment process, they have a
technical presentation termed as ‘Tech Talk’, to
assess the candidate’s competencies related to
Technology. Each candidate is asked to make a
presentation on his/her role in the technology
development in his/her department. This panel
probes the candidate on specific competencies
and assesses the depth and breadth of technical
knowledge. It consists of senior persons from
different ODs and also eminent personalities from
academia and reputed institutes.

3. Technology Leadership Interviews:
The TLP assessment concludes with the <,
Technology Leadership Interview by at

Supervisory Leadership
Programme

Supervisory band
1.Written test
2. Psychometric test

CONCLUSION

e Succession planning is one of the most
essential elements of modern Human
Resource Management.

e It ensures continuity of business

* It helps in retaining talented employees
in the organization

e Improves the morale of the employees
and ensures their personal growth.

¢ Given the competitive business
environment it has become extremely
essential to assess the employees,
knowing their strengths and weaknesses
and working on their weaknesses in
order to turn them into a perfect fit for a
relevant role

. assessment centers play an important
role in judging the skills of employees
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and thereby selecting a perfect fit to
succeed .
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