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ABSTRACT: The today‘s highly competitive scenarios managers are being pressurized to improve quality, 
increase productivity ,cut down waste and eliminate inefficiency in this context and this is where HRM can 
play a crucial Human resource management means employing people, developing their resources, utilizing, 
maintaining and compensating their services in tune with job and organizational requirements. HR is the 
most significant factor of production every human being is born with tremendous potential. HR refers to the 
knowledge, skills, and beliefs of an organizations workplace. 
Motivation has been variously defined by scholars. Usually one or more of these words are included in the 
definition: desires, wants, aims, goals, drives, movies and incentives. Motivation is derived from the Latin word 
„Move on which means “to move”. Human motives are internalized goals within individuals. A motive is an 
inner state that energies activates, or moves and directs or channels behavior towards goals. Motivation is the 
various drives within or environmental forces surrounding individual that stimulate or attract them in a 
specific manner. The objective of motivation is to create condition in which people are willingly to work with 
zeal, initiative, interest and enthusiasm, with a high personal and group.  

 
Key Words: Human Resource Management-Motivation- organizations workplace- productivity 

 
INTRODUCTION 
Background of the study 
 The study focused on what motivated the employees the most. Hence the main subject to be focused 
on was Employee Motivation or Motivation in general. Motivation is the ability to change behavior. It is a 
drive that compels one to act because human behavior is directed toward some goal. Motivation is intrinsic 
(internal) when it comes from within based on personal interests, desires, and need for fulfillment. However, 
extrinsic (external) factors such as rewards, praise, and promotions also influence motivation. As defined by 
Daft (1997), motivation refers to "the forces either within or external to a person that arouse enthusiasm 
and persistence to pursue a certain course of action." 
 People who are committed to achieving organizational objectives generally outperform those who 
are not committed. Those who are intrinsically rewarded by accomplishments in the workplace are satisfied 
with their jobs and are individuals with high self-esteem. Therefore, an important part of management is to 
help make work more satisfying and rewarding for employees and to keep employee motivation consistent 
with organizational objectives. 
 From a manager's perspective, it is important to understand what prompts people, what influences 
them, and why they persist in particular actions. By getting to know what motivates employees, the 
management can design policies, procedures, functions and systems that can create a workforce of happy 
and motivated employees who in turn would be more than willing to move the organization forward. 
 

TYPES OF MOTIVATION: There are 2 types of motivation 
I. Positive motivation: Positive motivation is a process of attempting to influence others to do your 

will through the possibility of gain or reward. Incentive motivation is the pull mechanism. 
II. Negative motivation: Negative motivation or fear motivation is based force or fear. Fear causes 

person to act in a certain way because they are afraid of the consequences if they don’t Fear 
motivation is the push mechanism 

 

OBJECTIVES OF THE STUDY: 
1. To analyze and examine the effectiveness of Motivation programmers in Cognizant Technology 

Solutions Corp 



UGC Sr. No. 43602                                                                                                          e ISSN 2348 –1269, Print ISSN 2349-5138 

http://ijrar.com/ 

     2          IJRAR- International Journal of Research and Analytical Reviews                                                 Special Issue 

2. To assess how often training programmers are conducted and how much are the employees 
satisfied 
 

NEED OF THE STUDY: 
1. The study is intended to evaluate motivation of employees in the organization. 
2. A good motivational program procedure is essential to achieve goal of the organization 

 

RESEARCH METHODOLOGY:  
SAMPLING METHODS 
Population Size   :  Employee of Cognizant Technology Solutions Corp, Hyderabad. 
Sample Size :  50 Employees of Cognizant Technology Solutions Corp, Hyderabad. 
Sampling Method:  Sampling was done on the basis of Random sampling. 
Data Collection: The sources of data collection are: 
 

Primary Sources: The methods of collecting primary sources are  
a) Structured questionnaires 
b) Direct (or) indirect discussions 
c) Personal interviews  

 

Secondary Sources: The secondary data is collected mainly through published articles, research studies, 
various documents and the internet. 
Data Analysis: The data so collected will be tabulated, analyzed and interpreted with the help of pie charts 
and bar diagrams. Simple Percentage Analysis, Chi–Square Analysis and Weighted Average Score Analysis 
are the tools will be used for data analysis  
Questionnaire formulation:  – The questionnaire consisted of 22 statements based on the Likert scale and 
1 Multiple Choice Questions. 
 

LIMITATIONS OF THE STUDY 
 The sample size was limited and thereby could not take into account all the employees of the 

organization for the study. 
 With the presence of a neutral answer choice, it was difficult to gauge the attitude and profile of 

certain respondents. 
 Contradictions were found in a few responses  
 A few respondents had chosen multiple options where only one option was required according to 

the question.   
 

The Software Industry in India 
 It's the technological revolution that at times brings surprising opportunities for some nations. 
India, though not among the front runners in terms of economic growth, has successfully utilized such 
opportunities in the revolution to become an IT hotspot. For the past several years, India has been an 
increasingly favored destination for customized software development. As a result, a number of software 
companies in India have come up. Not only the number of players has increased in the Indian IT market, but 
at the same time, Indian software companies have done considerably well in the global market. Such huge 
success of software companies in India has given birth to a new speculation – whether other developing 
countries should imitate Indian example and whether the success of India would constitute a competitive 
challenge to the software industry of the developed world or not.  
 With the huge success of the software companies in India, the Indian software industry in turn has 
become successful in making a mark in the global arena. This industry has been instrumental in driving the 
economy of the nation on to a rapid growth curve. As per the study of NASSCOM-Deloitte, the contribution of 
IT/ITES industry to the GDP of the country has soared up to a share of 5% in 2017 from a mere 1.2% in 
2007. Besides, this industry has also recorded revenue of US$ 64 billion with a growth rate of 33% in the 
fiscal year ended in 2018.  
 The export of software has also grown up, which has been instrumental in the huge success of the 
Indian software companies as well as the industry. In fact, software export from India accounts for more 
than 65% of the total software revenue. The domestic software market largely depends upon sale of 
software packages and products, which constitute major part of revenues. Products account for almost 40% 
of the domestic market. On the other hand, more than 80% of revenue from software exports comes from 
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software services like custom software development and consultancy services etc. Between 2010 and 2018, 
the India IT-ITES industry is projected to expand at an average growth rate of 13.9 percent with the 
domestic market growing slightly higher at 15.8 percent, compared to exports growth of 18.6 percent.  
 

FINDINGS 
 Career development opportunities was the most motivating factor for a majority of the employees. 
  A second majority of employees were most motivated by the financial incentives provided by the 

company.  
 All the employees were motivated by being recognized and having a sense of achievement and 

competition.  
 Employees valued relationships at the workplace and were motivated working in teams implying 

that they had a high need for affiliation. 
 All employees regardless of age sought some guidance from colleagues and superiors. 
 Employees within the age group 21-25 tend to be more dependent at the workplace 
 Employees within the age group 26-30 tend to be more independent and self-autonomous at work 

 

RECOMMENDATIONS  
The following are some of the recommendations that can be used to motivate employees. 

 Recognizing teams or work groups for their joint effort rather than individual contributors. 
 Teams with similar tasks or projects can compete with each other for the faster completion of 

projects. 
 Teams can have an informal retreat or an off site meeting where members get to know each other 

and also set goals and develop plans.  
 A one day sporting event or picnic can be used as a simple breather from everyday work making the 

employees happier. 
 Encouraging employees to write a short testimonial of how they could enhance their skills and put 

their talent to creative use only because of the opportunities the company gave them.  
 Exposing the employees to international job or short term project opportunities for development 

and knowledge sharing. 
 Having employees set their career goals and expectations so that a career counselor can guide them 

in drafting a development plan or blueprint helping them focus on projects that will take them in the 
direction which will facilitate long-term success. 

 Implementing certain methods or techniques that would create of feeling of oneness with the 
company in the minds of the employees.    

 

CONCLUSION 
 In the light of the results and findings, it is noted that most of the employees are motivated by the 
career development opportunities provided by the company and a second majority of employees are 
motivated by financial incentives. Most of the employees who were motivated by career development 
opportunities were between the age group 21-25 implying that young employees with little or no work 
experience were driven more by the career development opportunities provided by the company whereas 
for the older employees with some amount of work experience career development opportunities were not 
the paramount motivator. Hence as an employee grows in age and experience within an organization, he is 
motivated more by certain other factors that can also include the demands of the job itself.  
 All the employees in the organization were motivated by being recognized by colleagues and 
superiors and also having a need for achievement and a sense of competition. At the same time they were 
dependent on other colleagues and superiors and always sought some guidance from them. The reason for 
them being dependent may be due to the fact that they all were team oriented and showed a high need for 
affiliation so depending on other fellow employees came naturally to them.   
 Employees must be allowed to work together in teams in order to collectively achieve their group 
targets which ultimately lead to the fulfillment of company goals. Absence of such teams may lead to 
unhealthy competition and power conflicts between individual employees ultimately causing employees to 
be demotivated. Since a majority of the employees in the organization are young, the management must 
focus on creating opportunities that would aid in the growth and development of an employee’s career 
thereby maintaining and nurturing a motivated employee workforce.   
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ABSTRACT: The Organizations day to day adopts numerous business improvements to better performance. In 
this research paper aim is to theorize and assess the logistics operations and performance. This study forced 
on Employees opinion of logistics operations and performance in Wheels Shipping’s India Pvt Ltd, Chennai. 
Collection of Data from 100 employees out of 452, are analyst using percentage analysis, Chi-square test and 
Correlation co-efficient. To complete this study focusing limited only logistics and shipping Industry. The 
result indicates that logistics performance of employees is positively impacted by supply chain management 
strategy and that both logistic performance and supply chain management also this study provides evidence 
that the logistics operations and performance of employees focus will enhance shipping organizations, which 
will ultimately result in improved organization performance the organization.   

 
Key Words: Logistics, shipping, warehousing, supply chains and quality management systems. 

 
INTRODUCTION 

Logistics management that deals with the tangible components of a supply chain, specifically this 
covers the acquisition of spare parts and replacements, quality control and efficient deployment of supplies 
and the standards involved in ordering, shipping, and warehousing the said supplies and its management. It 
is the planning, directing, controlling and coordinating those activities which are concerned with supply 
chains, from the point of their inception to their introduction into the manufacturing process. It begins with 
the determination of quality and quantity and ends with its issuance to production to meet the customer’s 
demand as per the schedule and at the lowest cost. Supply chains are the key operations in an industrial 
enterprise and also form a major constituent of the cost of the product. Therefore the functions of procurement 
(purchase), storage and issue (organizing), movement and consumption (logistics and inventory) are 
forming part of materials management and the efficient deployment of these activities helps the stakeholders to 
take the viable and timely business decisions. This study deals about the entire activities of logistics 
operations and to suggest the suitable technique to the company to have improved control over the 
inventory. It was found that least amount of misbehavior of the employees in the operations the 
performance process was affected and instilling slow failure process in the operations has to be eliminated 
and hence this study has mooted. It was suggested that the management of the company should direct 
strongly the present quality management systems has to be implemented without any compromise 
 

OBJECTIVES OF THE RESEARCH 
 To analyze the material management of WHEELS SHIPPING PTD.LTD, CHENNAI 
 To analyze the entire activities of Logistics Operations 
 To suggest the company for the suitable measures and control about the inventory 

 

RESEARCH METHODOLOGY 
Research is systematic activity to achieve the truth and scientific investigation or inquiry for search 

new facts in any branch of knowledge. 
 

Research Design 
A research design is framework or plan for a study is used as a guide in collecting and analysis of 

the data. The type of research design used in the project was descriptive research, because it helps to 
describe a particular situation prevailing within a company. Careful design of the descriptive study was 
undertaken by the researcher in order to ensure the complete interpretation of the situation and also 
ensured minimum bias in the collection of data. 
 
 



UGC Sr. No. 43602                                                                                                          e ISSN 2348 –1269, Print ISSN 2349-5138 

http://ijrar.com/ 

     6          IJRAR- International Journal of Research and Analytical Reviews                                                 Special Issue 

Sampling method- (random sampling method)  
That is simplest and most popular techniques of sampling. In it each unit of the population has 

equal chance of being included in the sample. This method implies randomly selected employees from the 
total employees of an organization. 
Population universe 

Total employees of WHEELS SHIPPING INDIA PRIVATE LIMITED are 452 employees and it is also 
called as population universe. 
Sample size; 100 samples have been chosen from 452 employees. 
Types of data; Primary data fresh and first hand information received from employees in the form of 
questionnaire. 
Statistical Tools; The statistical tools are used for analysis the data are; Percentage analysis, Chi-square 
test, Correlation coefficient. 
 

LIMITATIONS OF THE RESEARCH 
 This study was undertaken within 12 weeks (Oct, Nov, Dec 2018)  
 The study is related to the only Logistics and Shipping industry 
 The finding and suggestion can be generalized but, optimization with one company data may not be 

fruitful for the other industry 
 The study covered a wide concept hence collection and coverage of information was not sufficient 

 

SCOPE OF THE STUDY 
 This study is to find the facts and opinions of employees about performance of logistics and supply 

chains operations 
 In accordance with the present trends it aims mainly for finding out the supply chain control 

procedures in Wheels and may be come to generalized conclusions to strengthen the process. 
 This study gives the brief information about the logistics operations to the academic improvement. 
 The study was done by using primary data from employees. 

 

REVIEW OF LITERATURE 
Review of related literature gives a basis the knowledge about the understanding the development 

of logistics Management and performance provide some idea on the pattern of development on how the 
logistics and supply chain began and expanding.  

Gundlach et al, (2006), they concluded the logistics management as one of the supply chain 
management is plans, implements and controls the efficient, effective forward and reverse flow and storage 
of goods, services and related information between the point of origin and the point of consumption in order 
to meet customers. 

Christopher (1998), He mentioned that the process of strategically managing the procurement 
movement and storages of material parts and finished inventory and related information flow through the 
organization and marketing channels. 

 

DATA ANALYSIS AND INTERPRETATION 
DEMOGRAPHIC FACTORS 

TABLE: 1 - GENDER WISE CLASSIFICATION OF THE RESPONDENTS 
FACTORS RESPONDENT PERCENTAGE 

MALE 77 77 

FEMALE 23 23 

TOTAL 100 100 

     Source: primary data 
INTERPRETATION: This table shows that the 77% of respondents are male and 23% of respondents are 
under female category. 

TABLE: 2 AGE WISE CLASSIFICATION OF THE RESPONDENTS 
AGE GROUP RESPONDENT PERCENTAGE 

BELOW 25 38 38% 

26-30 26 26% 

31-35 17 17% 
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36-40 10 10% 

ABOVE 40 9 9% 

TOTAL 100 100% 

            Source: primary data 
INTERPRETATION: This table shows that it is the age group of 38% of the respondents is below 25year, 
26% of the respondents are 26-30year, 17% of the respondents are 31-35year and 10% of the respondents 
are 36-40year and 9% of the respondents are above 40year 

TABLE: 3 EDUCATIONAL QUALIFICATIONS 
QUALIFICATION RESPONDENT PERCENTAGE 

SSLC 10 10.0 

HSC 7 7.0 

U.G 47 47.0 

P.G 13 13.0 

OTHERS 23 23.0 

TOTAL 100 100 

  Source: primary data 
INTERPRETATION: This table shows that it is the 10% of the respondents are SSLC, 7% of the respondents 
are HSC, 47% of the respondents are U.G, and 13% of the respondents are P.G and 23% of the respondents 
are others. 

TABLE: 1.4 INCOME LEVEL 
INCOME LEVEL RESPONDENT PERCENTAGE 

Below 10000 35 35 

10000-15000 31 31 

15000-20000 34 34 

Total 100 100 

  Source: primary data 
INTERPRETATION: This table shows that it is the 35% of the respondents are getting the salary of RS. 
below10000, 31% of the respondents are getting a salary of RS. 10000 – 15000, 34% of the respondents are 
getting a salary of RS.15000 -20000. 

TABLE: 1.5 MARITAL STATUSES 
MARITAL STATUS RESPONDENT PERCENTAGE 

MARRIED 62 52 

UNMARRIED 48 48 

TOTAL 100 100 

  Source: primary data. 
INTERPRETATION: This table shows that it is the 52% of respondents are married and 48% of respondents 
are unmarried category. 

MANAGEMENT PLANS ON MATERIALS MANAGEMENT 
TABLE: 2.1 EMPLOYEES AWARENESS ABOUT LOGISTICS OPERATION PLANS 

OPINION Respondent Percentage 
Always 56 56% 

Frequently 32 32% 
Occasionally 6 6% 

Rarely 6 6% 

Never 0 0% 

Total 100 100% 

  Source: primary data. 
INTERPRETATION: From the above table shows that 56% of the respondents are fully aware, while 32 % of 
the respondents frequently and 6% of the respondents neither moderate nor rarely aware about the 
logistics operation plans. 
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TABLE: 2.2 COMPANY HAVING MATERIALS PLANS AND PROPER MATERIAL CONTROL SYSTEM 
Opinion No of respondent Percentage 

Highly satisfied 55 55% 

Satisfied 12 12% 

Moderate 20 20% 

Dissatisfied 13 13% 

Highly dissatisfied 0 0% 

Total 100 100% 

  Source: primary data. 
INTERPRETATION: From the above table that 55% of the respondents are highly satisfied, while 12 % of 
the respondents are satisfied and 20% of the respondents are moderate and 13% are dissatisfied about the 
material management plans and control systems prevailing in the organizations 

TABLE: 2.3 THE PURCHASING PATTERN OF THE CLIENT COMPANY 
Opinion No of respondent Percentage 

More efficient 65 65% 
Efficient 20 20% 

Moderate 15 15% 
Inefficient 0 0% 

More inefficient 0 0% 
Total 100 100% 

   Source: primary data. 
INTERPRETATION: From the above table that 65% of the respondents are more efficient, while 20 % of the 
respondents are efficient and 15% of the respondents are moderate about the purchasing pattern of the 
client company. 

TABLE: 2.4 EMPLOYEES OPINION ABOUT THE PURCHASE POLICY OF THE CLIENT ORGANIZATION 
Opinion No of respondent Percentage 

Very good 63 63% 
Good 30 30% 

Moderate 5 5% 
Bad 2 2% 

Very bad 0 0% 
Total 100 100% 

   Source: primary data. 
INTERPRETATION: From the above table that 63% of the respondents are very good, while 30 % of the 
respondents are good and 5% of the respondents are moderate and 2% are dissatisfied about the purchase 
policy of the client organizations 

TABLE: 2.5 THE AVAILABILITY OF MATERIALS IN YOUR WORK SPOT 
Opinion No of respondent Percentage 

Highly satisfied 55 55% 

Satisfied 20 20% 

Moderate 12 12% 

Dissatisfied 13 13% 

Highly dissatisfied 0 0% 

Total 100 100% 

  Source: primary data. 
INTERPRETATION: From the above table that 55% of the respondents are highly satisfied, while 20% of 
the respondents are satisfied and 12% of the respondents are moderate and 13% are dissatisfied about the 
availability of materials in the working sites. 
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TABLE: 2.6 THE INVENTORY MANAGEMENT PRACTICES 
Opinion No of respondent Percentage 

Very good 30 30% 
Good 63 63% 

Moderate 2 2% 
Bad 5 5% 

Very bad 0 0% 
Total 100 100% 

   Source: primary data. 
INTERPRETATION: From the above table that 30% of the respondents are very good, while 63 % of the 
respondents are good and 2% of the respondents are moderate and 5% are having bad experience about the 
inventory management practices in the organization. 

TABLE: 2.7 BENCHMARKING PRACTICES ABOUT LOGISTICS MANAGEMENT IN WORK SPOT 
Opinion Respondent Percentage 
Always 32 32% 

Frequently 56 56% 
Occasionally 6 6% 

Rarely 6 6% 
Never 0 0% 
Total 100 100% 

   Source: primary data. 
INTERPRETATION: From the above table that 32% of the respondents are always, while 56 % of the 
respondents frequently and 6% of the respondents neither moderate nor rarely those they are not aware 
practices happened in the competitive organizations. 

TABLE: 2.8 FUNCTIONING OF WAREHOUSE MANAGEMENT 
Opinion No of respondent Percentage 

Highly satisfied 45 45% 

Satisfied 10 10% 

Moderate 22 22% 

Dissatisfied 23 23% 

Highly dissatisfied 0 0% 

Total 100 100% 

  Source: primary data. 
INTERPRETATION: From the above table that 45% of the respondents are highly satisfied, while 10 % of 
the respondents are satisfied and 22% of the respondents are moderate and 23% are dissatisfied about the 
warehouse functions in the organization. 

TABLE: 2.9 ARRANGEMENTS AND PLACING OF SUPPLIES 
Opinion No of respondent Percentage 

Highly satisfied 65 65% 

Satisfied 30 30% 

Moderate 2 2% 

Dissatisfied 3 3% 

Highly dissatisfied 0 0% 

Total 100 100% 

  Source: primary data. 
INTERPRETATION: From the above table that 65% of the respondents are highly satisfied, while 30 % of 
the respondents are satisfied and 2% of the respondents are moderate and 3% are dissatisfied about the 
arrangement and placing of supplies in the organization. 
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TABLE: 2.10 LOGISTICS OPERATIONS AND USAGE OF EQUIPMENTS 
Opinion No of respondent Percentage 

More efficient 55 55% 
Efficient 10 10% 

Moderate 25 25% 
Inefficient 10 10% 

More inefficient 0 0% 
Total 100 100% 

  Source: primary data. 
INTERPRETATION: From the above table that 55% of the respondents are more efficient, while 10 % of the 
respondents are efficient and 25% of the respondents are moderate and 10% of the respondents are 
inefficient of the usage of equipments for logistics operations of the organization. 
 

CHI-SQUARE TEST 
Null hypothesis 
Ho: There is a significant relationship between the opportunities given by the organization and experience 
of the employees 
ALTERNATIVE hypothesis 
H1: There is no significant relationship between Experience and the opportunities. 

TABLE: 3.1 RELATIONSHIPS BETWEEN ORGANIZATION OPPORTUNITIES AND EMPLOYEES 
EXPERIENCE 

Age group 
(In Year) 

Highly satisfied Satisfied Moderate Dissatisfied Highly  
dissatisfied 

Total 

BELOW 25 19 4 7 4 0 34 
26-30 7 2 3 1 0 13 
31-35 13 3 5 2 0 23 
36-40 11 2 4 3 0 20 

ABOVE 40 6 1 2 1 0 10 
Total 56 12 21 11 0 100 

 

     Expected Frequency =
Row Total ∗ Column Total 

  Grand Total
 

∑ =
 𝑂i − 𝐸𝑖 2

𝐸𝑖
 

Calculated Value = 313.75; Degree of freedom = (r-1)*(c-1) =16 
Table value for 16 degree of freedom at 5% level = 1393.05 
The calculated value < table value 
INTERPRETATION: There is significant relationship between the opportunities is given by the organization 
and experience of the employees in organization .The Null hypothesis Ho is accepted 
 

CORRELATION CO-EFFICIENT 
Null hypothesis 
Ho: There is a no relationship between the material control systems and purchase policy of the 
organizations 
ALTERNATIVE hypothesis 
H1: There is a significant relationship between material control systems and purchase policy of the 
organization 

R=
∑𝒙𝒚−

∑𝒙∑𝒚

N

 ∑𝒙𝟐−
(∑𝒙)

N

𝟐
 ∑𝒚𝟐−

(∑𝒚)

N

𝟐
 

Table 4.1 Relationship between employees work pressures and relation with colleague employees 
Material control system RESPONDENTS Purchasing policy RESPONDENTS 

Highly satisfied 55 Very good 63 
satisfied 12 Good 30 

Moderate 20 moderate 5 
Dissatisfied 13 Bad 2 
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Highly dissatisfied 0 Very bad 0 
 

CALCULATION OF CORRELATION COEFFICIENT 
X Y X2 Y2 XY 

55 63 3025 3969 3465 
12 30 144 900 360 
20 5 400 25 100 
13 2 169 4 26 
0 0 0 0 0 

∑X= 100 ∑Y=100 ∑X2  =3738 ∑Y2=4898 ∑XY =3951 

𝐑 =
∑𝒙𝒚 −

∑𝒙∑𝒚
𝐍

 ∑𝒙𝟐 −
(∑𝒙)
𝐍

𝟐
 ∑𝒚𝟐 −

(∑𝒚)
𝐍

𝟐
 

 
                                              Rxy = 0.87 

 

INTERPREPATION: There is positive correlation between the material control systems prevailing in the 
organization and purchase policy of the organization’ 
 

FINDINGS 
 77% of respondents are male and 23% of respondents are under female category. 
 38% of the respondents are below 25year, 26% of the respondents are 26-30year, 17% of the 

respondents are 31-35year and 10% of the respondents are 36-40year and 9% of the respondents 
are above 40year 

 10% of the respondents are SSLC, 7% of the respondents are HSC, 47% of the respondents are U.G, 
and 13% of the respondents are P.G and 23% of the respondents are others. 

 35% of the respondents are getting the salary of RS. below10000, 31% of the respondents are 
getting a salary of RS. 10000 – 15000, 28% of the respondents are getting a salary of RS.15000 -
20000, 6% of the respondent are above Rs.20,000. 

 52% of respondents are married and 48% of respondents are unmarried category. 
 56% of the respondents are fully aware, while 32 % of the respondents frequently and 6% of the 

respondents neither moderate nor rarely aware about the logistics operation plans. 
 55% of the respondents are highly satisfied, while 12 % of the respondents are satisfied and 20% of 

the respondents are moderate and 13% are dissatisfied about the logistics management plans and 
control systems prevailing in the organizations 

 65% of the respondents are more efficient, while 20 % of the respondents are efficient and 15% of 
the respondents are moderate about the purchasing pattern of the client company. 

 63% of the respondents are very good, while 30 % of the respondents are good and 5% of the 
respondents are moderate and 2% are dissatisfied about the purchase policy of the client 
organizations 

 55% of the respondents are highly satisfied, while 20% of the respondents are satisfied and 12% of 
the respondents are moderate and 13% are dissatisfied about the availability of materials in the 
working sites. 

 30% of the respondents are very good, while 63 % of the respondents are good and 2% of the 
respondents are moderate and 5% are bad experience about the inventory management practices 
in the organization 

 32% of the respondents are always, while 56 % of the respondents frequently and 6% of the 
respondents neither moderate nor rarely those they are not aware practices happened in the 
competitive organizations. 

 45% of the respondents are highly satisfied, while 10 % of the respondents are satisfied and 22% of 
the respondents are moderate and 23% are dissatisfied about the warehouse functions in the 
organization 

 65% of the respondents are highly satisfied, while 30 % of the respondents are satisfied and 2% of 
the respondents are moderate and 3% are dissatisfied about the arrangement and placing of 
supplies in the organization. 
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 55% of the respondents are more efficient, while 10 % of the respondents are efficient and 25% of 
the respondents are moderate and 10% of the respondents are inefficient of the usage of 
equipments for logistics operations of the organization. 

 The calculated value < table value, hence there is significant relationship between the opportunities 
is given by the organization and experience of the employees in organization  

 Correlation coefficient 0.87 shows that there is positive relation between the supplies control 
systems prevailing in the organization and purchase policy of the organization’ 
 

SUGGESTION 
 Only 23% of female category and encourage females in the logistics companies employment. 
 19% of employees are forming part of age group 36 and above, needed include experienced 

employees in the field of logistics operations to optimize the efficient service. 
 Very few employees are involved in R & D applications, hence it is suggested to include research 

ambience in the industry in order to compete with global perspective. 
 Employees of 6% fully not aware and 32% are partly aware of the company logistics plan, hence it 

is advisable to conduct periodical awareness camp among the employees about the importance of 
complain plan and its execution. 

 33% of the employees are not fully satisfied about the logistics management plans and control 
systems prevailing in the organization, hence strengthen the role of HR during the probation period 
make viable to understand about the company plan and control systems properly. 

 15% of employees are not aware the client purchasing pattern, 13% are not satisfied the availability 
of materials in the worksite of client company, 7% are dissatisfied about the purchase policy of the 
client organization. Hence it is suggested to make all the employees should aware client company 
operations and in this regard necessary training has to be instituted. 

 23% of the employees are dissatisfied about the warehouse functions and 5% are dissatisfied 
placing of supplies in the organization. It is suggested that the organization has to conduct 
periodical counseling for all dissatisfied employees. 

 25% are moderate and 10% are totally not aware the usage of equipments resembles the 
operations. Hence it is suggested immediately to conduct “vestibule training” to clear this shortfall 
in the organization. 

 Excellent relationship are prevailing supplies control systems and purchase policy of the 
organizations and further improvement are needed in order to take the organization for global suit. 

 

CONCLUSIONS 
This research paper bringing some relevant information and interesting knowledge of logistic 

performance in Wheel Shipping India Pct Ltd. Efficient logistics operations deals with multiple perspectives 
such as the internal process, equipment usages, operational plans and schedules, organization and 
maintenance, supplies placing, Clients policies with respect to purchase,  order, payment, and delivery, etc, 
ends with inventory management and timely delivery. Studying Wheels Shipping India Pvt Ltd, Chennai 
helps the researcher to conclude that the need of female participation, experienced employees shortfall, 
very less research focus, the negligence of clientele information, need of employee counseling, and this 
industry also the need of vestibule training as well ad infrastructure for growing development.  
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ABSTRACT: The banking sector is one of the biggest service sectors in India and now-a-days is in a way to 
attract the biggest market of investment. The banking sector today is focusing on how to provide professional 
services to its customers. The Indian Banking System consisting of various public and private sector financial 
institutions whose aim is serving the people for their financial and economic needs. This paper entitled A study 
on promoting and performance of bank products of state bank of India (with special Vellore 
district)“emphasizes on the customer service provided by the banks. It highlights the banks’ marketing 
strategies. 

 
Key Words: Deposit Schemes, Personal Finance, Car Loan, Debit Card, Prepaid Card, Virtual Card, Internet 
Banking, Mobile Banking, State Bank Mobicash, DematServices, Internet Banking 

 
INDIAN BANKING SYSTEM 

The resources of the financial systems are held by financial institutions in trust and have to be 
deployed for the maximum benefit of their owners. viz. depositors and investors. The safety of their funds 
should be the primary concern of banks and regulatory authorities and hence ensuring solvency, health and 
efficiency of the institutions should therefore be central to effective financial reforms. More than three 
decades have passed since Mrs. Indira Gandhi nationalized the banks. The last decades witnessed the 
maturity of India’s Financial Market. Since 1991, Government of India has been taking various steps in 
reforming the financial sector of the country. Almost 80% of the business is still controlled by Public Sector 
Banks (PSB). PSBs are still dominating the commercial banking system. Shares of leading PSBs are listed on 
the stock exchange with private sector banks. 

The RBI has given licenses to new private sector banks as a part of the liberalization process. Many 
banks are successfully running in retail and consumer segment but are yet to deliver services to industrial 
finance, retail trade, small business and agricultural finance.  

Today the banking industry, which was tightly protected by regulations is now experiencing a rapid 
change. Now it is no more confined to nationalized and cooperative banks but has emerged with 
multinational banks that have spread their branches across the length and breadth of the country.  

The entry of private players in the industry has altogether altered the banking arena. Now the 
consumers have a choice of transacting either in traditional way or the new multi channel banking i.e. 
A.T.M., Net banking, Tele banks etc. Banks today are thus providing large number of quantitative services 
along with qualitative sizes. Thus due to tough competition in the banking sector and due to the entry of 
private players, the number of services of the banks are accumulative day by day but as far as quality is 
concerned, it is continuously declining. Today the customer is involved in how he / she can profit from the 
banks and their products. That is why it becomes required for a bank to separate its products from the 
others. 

 

STATE BANK OF INDIA 
State Bank of India (SBI) is a banking and financial services company based in India. It is a state-

owned corporation with its headquarters in Mumbai, Maharashtra. As of March 2012, it had assets of 
US$360 billion and 14,119 branches, including 157 foreign offices in 32 countries across the globe making it 
the largest banking and financial services company in India.[2]SBI provides a range of banking products 
through its network of branches in India and overseas, including products aimed at non-resident Indians 
(NRIs). SBI has 14 regional hubs and 57 Zonal Offices that are located at important cities throughout the 
country. 
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OBJECTIVES OF THE STUDY 
The objectives of the study are 
1. To know the various services and products offered by State Bank. 
2. To find out the latest technologies being implemented in the bank. 
3. To find the satisfaction level of the customers with regard to the products and services of the bank. 
4. To know the marketing strategies adopted by SBI. 
5. To know the reasons of preference of SBI over other banks.  
6. To know about the opinion with regard to product, promotion and service personnel components. 

 

STATEMENT OF THE PROBLEMS       
In banking, quality of customer service plays aessential role in the context of continued business 

growth. The relationship between a bank and its customers must be a stable and enduring one, which needs 
to be maintained with good quality of services. Now – a- days banks with their increase antagonism offers a 
wide variety of products and services. The satisfaction level of the customers can be measured only with the 
varieties of new services offered by the banks. With the stepping in of Information Technology in the 
banking sector, the working strategy of the banking sector has seen revolutionary changes. Today without 
the use of Information Technology, the banking sector may become paralyzed. The various customer service 
oriented products like internet banking, ATM services, tele -banking, electronic payment system, cheque 
processing system etc. have declined the workload of the customer 
 

SAMPLE SELECTION 
The researcher has adopted a Non-probability Sampling Technique in order to select the sample 

from a relatively large population framework in each organization. Samples were selected by using 
judgment sampling procedure – that is, using researcher’s judgment in administering the questionnaire and 
conducting personal interview with only those customers who can spare time for filling the survey. 
Therefore the researcher selected 300 as her sample size. 
 

TOOLS USED 
The Likert type scaling technique was adopted to know the services, products, deposit schemes, 

personal finance, and car loan, cards, provided by State Bank of India. Percentage method has been adopted. 
Chi square test was adopted to find the relationship age of the respondents and the reasons for maintaining 
a bank account with SBI. 
 

HYPOTHESIS FRAMED 
HO: There is no association with the age of the respondents and the reasons for maintaining a bank account 
with SBI. 
H1: There is association with the age of the respondents and the reasons for maintaining a bank account 
with SBI. 

TABLE 1 - KNOWLEDGE ABOUT VARIOUS DEPOSIT SCHEMES 
S.No Deposit  

Schemes 
Aware Partly  

aware 
Not 
 aware 

Score Rank 

1 Current account 77 149 74 603 2 
2 Basic banking – no frills account 61 149 90 571 8 
3 Premium savings account 77 122 101 576 5 
4 Recurring deposit account 62 149 89 573 7 
5 Saving Bank account 77 151 72 605 1 
6 Term deposits 76 135 89 587 3 
7 Special term deposit 93 101 106 587 3 
8 Multi option deposit scheme 60 133 107 553 9 
9 Premium savings account 46 121 133 513 10 
10 SBI tax savings scheme,2006 77 121 102 575 6 

 Source: Primary data 
 

 From the Table 1, one can find that respondents are more aware about the Saving Bank account 
with 1st Rank, followed by current account with 2nd Rank, term deposits and special term deposit with 3rd 
Rank respectively and premium savings accounts with 5th Rank and the like.  



BIZAD 2019 Eminent Management Practices - A Vision for Sustainable Business Growth 
Organized by Dept. of Business Administration, Faculty of Management, SRM Institute of Science and Technology 

Special Issue                                               IJRAR- International Journal of Research and Analytical Reviews 15  

TABLE 2 – AWARESS ABOUT PERSONAL FINANCE 
S. 
No 

  Personal Finance Aware Partly 
aware 

Not  
aware 

Score Rank 

1 Scheme of 1% interest subvention on  
housing loans 

46 151 103 543 13 

2 Home loans 89 147 64 625 5 
3 Car loans 88 153 59 629 4 
4 Education loans(SBI student loan scheme) 78 148 74 604 6 
5 Central scheme for interest subsidy  

on education loans 
58 150 92 566 11 

6 Scholar loans 91 103 106 585 7 
7 Loan for earnest money deposit 60 152 88 572 10 
8 Tribal – plus scheme 45 134 121 524 14 
9 Credit Khazana 56 135 109 547 12 
10 SBI career loan 72 134 94 578 8 
11 Loan scheme for vocational education  

and training 
68 138 94 574 9 

12 Loan against securities 115 137 48 667 1 
13 Personal loans 129 77 94 635 2 
14 Gold loans 107 119 74 633 3 

 Source: Primary data 
 

 From the Table 2, one can find that respondents awareness about personal finance are; loan against 
securities with 1st Rank , followed by personal loan with 2nd Rank, Gold loan with 3rd Rank and the like. 

TABLE 3 - AWARENESS ABOUT CAR LOAN 
S. 
No 

Car Loan Aware Partly 
 aware 

Not 
 aware 

Score Rank 

1 SBI new car loan scheme 61 120 119 542 2 
2 Certified pre-owned car loan 43 137 120 523 4 
3 Car loan scheme for used car 61 119 120 541 3 
4 2 – wheeler loan 73 104 123 550 1 
5 SBI Tata low margin car loans scheme 59 104 137 522 5 

 Source: Primary data 
 

 From the Table 3, one can find that respondents are more aware about the Two wheeler loan with 
1stRank, followed by SBI new car loan scheme with 2nd Rank, Car loan scheme for used car with 3rd Rank, 
certified pre-owned car loan with 4th Rank and SBI Tata low margin car loans scheme with 5th Rank. 

TABLE 4 - AWARENESS ABOUT CARDS 
S.No Cards Aware Partly aware Not aware Score Rank 
1 Debit card 115 137 48 667 1 
2 Business debit card 62 149 89 573 3 
3 Prepaid card 89 147 64 625 2 
4 Virtual card 59 135 106 553 4 

            Source: Primary data 
 

 From the Table 4, one can find that respondents are more aware about Debit card with 1st Rank, 
followed by prepaid card with 2nd Rank, Business debit card with 3rd Rank and Virtual card with 4th Rank. 

TABLE 5 - AWARENESS ABOUT SEVICES 
S. 
No 

Services Aware Partly 
 aware 

Not  
aware 

Score Rank 

1 Mobile banking 60 152 88 572 4 
2 Demat services 29 183 88 541 8 
3 Cards 68 138 94 574 3 
4 ATM services 78 148 74 604 2 
5 Internet banking 107 119 74 633 1 
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6 Foreign inward remittance 28 137 135 493 13 
7 Safe deposit locker 61 149 90 571 5 
8 Public provident fund 59 104 137 522 9 
9 Magnetic ink character  

recognition(MICR) 
16 122 162 454 14 

10 New pension system (NPS) 30 147 123 507 10 
11 Multi city cheques 58 135 107 551 7 
12 Applications Supported By 

 locked Amount 
41 123 136 505 11 

13 Western union money transfer 48 164 88 560 6 
14 Mobile wallet 46 107 147 499 12 

 Source: Primary data 
 

 From the Table 5, one can find that respondents are more aware about the internet banking with 1st 
Rank, followed by ATM services with 2nd Rank, Cards with 3rd Rank, Mobile banking with 4th Rank and Safe 
Deposit locker with 5th Rank and the like. 

TABLE 6 - AWARENESS ABOUT GENERAL SERVICES 
S.No Services Aware Partly aware Not aware Score Rank 
1 Internet banking 76 150 74 602 2 
2 Mobile banking 48 164 88 560 3 
3 State bank Mobicash 60 134 106 554 5 
4 ATM services 93 117 90 603 1 
5 Demat services 60 137 103 557 4 

 Source: Primary data 
 

 From the Table 6, one can find that respondents are more aware about the ATM services with 1st 
rank , followed by Internet banking with 2nd Rank, Mobile Banking with 3rd Rank, Demat services with 4th 
Rank and State bank Mobicash with 5th Rank. 
 

FINDINGS OF THE STUDY 
The following are findings of the study 

 The study reveals that, 30.3 % of the respondents are between the age group of above 45 yrs, 29.7% 
of the respondents are between the age group of between 35-45 yrs, 20.3% of them are between 
25-35 yrs and 19.7% of them are below 25 yrs. 

 Among the total respondents 55% are Male and 45% are Female. 
 Out of 300 respondents, 29.3% of them are at PG level, 25.7% are at professional level, 24.7% are at 

UG level and rest 20.3% are at school level. 
 With regard to the occupation of the respondents, 36% of them are business people, 24.3% of them 

are service oriented, 21% of them are home makers / retired persons and the rest 18.7% are 
professionals. 

 Income wise classification is revealed as, 30% of their income is between Rs.1,00,001-Rs.1,50,000, 
29.3% of their income level is between Rs. 50,001-Rs.1,00,000, 24.7% of their income is above 
Rs.1,50,001 and 16% of their income is below Rs. 50,000. 

 The reasons preferred for maintain accounts with State Bank are due to satisfactory services 
(30.3%), image of the bank (26.7), no other alternatives (23.3%) and due to compulsion (19.7%). 

 The satisfaction level of the SBI services are given as, Good (57%), excellent (30%), Average 
(9.67%) and poor (3.33%) 
 

CONCLUSION 
Indian banks have now realized that it no longer pays to have transaction based operating. This has 

shifted their focus from operational services to customer centric services. Today they are looking at fresher 
ways to make a customer’s banking experience more useful and effective. This can be done by using new 
technology, tools and techniques to identify customer needs and then offering products to match them. In 
the financial world, product authority does not last long as it is moderately easy to copy products. So the 
real strength comes from operational excellence and understanding the customer and developing rapport 
with them. 
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The emerging need of the time is that the banks both in the public as well as private sector should 
identify and cater the needs of the customers thereby practicing customer retention and providing them 
efficient services. Customer service is concerned with the creation, development and enhancement of 
individualized customer relationship with carefully targeted customers resulting in maximizing their total 
customer lifetime value by giving them satisfaction against their expectations. 
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ABSTRACT: Teaching profession is the noblest profession among all the professions, primary school teachers 
confront many troubles both in their own lives and in their proficient life; stress has turned out to be more 
typical in all fields, particularly primary school teachers confront parcel of worry because of their association 
weight change in working condition. Elementary teachers experience a great deal of worry in their workplace 
which influences their own life and stress cause a major effect on their physical and psychological wellness. In 
this paper, we will learn about the significant reason for worry in elementary teacher and its effect on their 
work life and individual life. 

 
Key Words: primary school teacher, stress & workplace 

 
Introduction  
Stress can basically be as a disagreeable feeling, which emerges when individuals stress that they are not 
ready to adapt to unreasonable weights or different kinds of interest set upon them. Stress is regular in the 
present situation relatively every working individual face stress in their routine. Individual may respond to 
stress contrastingly few people may get more influenced and fall wiped out, regardless of whether in other 
case individuals are in unwinding, these are two extremes of stress. The work-related pressure got a 
noteworthy effect on individual life, because of stress individuals feel debilitated, the absence of fixation, 
resting issues susceptibility& now and then pressure prompts heart assault. Primary school teachers face an 
enormous measure of worry because of a long hour of instructing, overwhelming workload. 
 

Review of Literature  
The term stress was obtained from the field of material science by one of the fathers of stress 

examine Hans Selye. In material science, push depicts the power that produces strain on a physical body 
(i.e., twisting a bit of metal until the point when it snaps happens on account of the power, or stress, applied 
on it) 

Hans Selye began using the term stress after completing his medical training at the University of 
Montreal in the 1920’s. He noticed that no matter what his hospitalized patients suffered from, they all had 
one thing in common. They all looked sick. In his view, they all were under physical stress. He proposed that 
stress be a non-specific strain on the body caused by irregularities in normal body functions. This stress 
resulted in the release of stress hormones. He called this the “General Adaptation Syndrome” (a closer look 
at general adaptation syndrome, our body's short-term and long-term reactions to stress) 
 Satija S. & Khan W. in their research work titled ―Emotional Intelligence as Predictor of 
Occupational Stress among Working Professionals‖ (2013). According to them, Occupational Stress is as 
same as Job Stress that needs to control in the workplace otherwise it will negatively affect employee work 
attitudes & behavior. This study investigates that, the relationship between Emotional Intelligence and 
Occupational Stress. This study revealed findings that Emotional Intelligence is a most significant predictor 
of Occupational Stress. 
Alan H.S. Chan, K. Chen, and Elaine Y.L. (Chong 2010) in their research article found that female teachers 
face the huge amount of stress compared to male teachers and in further they also stated that sleeping helps 
teachers to overcome stress and other stress-related issues. 
 

Objectives of the study 
 To study the sources of stress among the primary school teachers  
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 To find out the various option to cope up with stress 
 To find out behavioral changes due to stress 
 To study the impact of stress on primary teachers 

  
The Scope of the study  
Teaching is becoming more challenging as a profession and, it is one of the most significant and, visible 
professions in the world. Schools are as important as any other organization in the world. These are tough 
times to be a teacher. The nature and organization of the job make teaching inherently difficult. Teachers 
face new challenges and opportunities from increasingly diverse and needy student populations. Demands 
for teachers develop new knowledge and skills perform new tasks are rapid. So too are expectations for 
school and teacher performance and accountability. 
 

Limitations of the Study  
i. This  study is restricted to Chennai city  

ii. The teacher’s perception of stress might differ and, the mood towards filling up questionnaire may 
vary from teachers 

iii.  The duration of the study is limited  
 

Research Methodology  
The present study is an empirical study and explorative, in this study data has been collected from primary 
school teacher working government and private primary schools in Chennai region since the population for 
this survey is very huge 100 samples have been collected from various schools due to time constraints.  
Sample Technique: Convenience sampling technique was adopted for this study  
Research type: descriptive 
 

Results and Discussions  
Table 1 

Table Showing the Respondent Gender 
Description No. of Respondents Percentage 
Male 32 32% 
Female 68 68% 
Total 100 100% 

 

 
  Source: Primary Data 
 

Inference: from the above table it is understood that majority of the teachers are female and primary 
schools prefer female teachers for handling primary class i.e., 1std to 5th. 
Table 2 

Working Environment and Organization Climate Causing Stress 
Description Yes  No Sometimes 

Students are not accepting me as the teacher  24 68 18 
The working ambience gives me more stress 56 33 11 
The relationship with your peers is good enough  38 64 8 
There is no scope to perform my skills  29 48 33 

There is no health organization climate and culture   62   
  Source: Primary Data 
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Table 3 
Nature of Job and Job Related Work Causing Stress 

Description Always  Often Sometimes Rarely Never 
Is your work load is fair and reasonable 23 32 22 12 11 
Standing and interacting with students 
 creates stress 

15 16 23 36 10 

Did you feel that you are overloaded  
with additional work load 

40 23 14 14 9 

Is your work appreciated by the 
 management  

22 13 40 10 13 

 Source: Primary Data 
Table 4 

Steps were taken by the management of stress related issues 
Description Highly 

satisfied  
Satisfied  Neutral  Dissatisfied  Highly 

dissatisfied  
Staff outing/ weekend outing 23 32 22 12 11 
Yoga/ mediation   
programme conducted  
by the school 

15 16 23 36 10 

Grievance handling methods  40 23 14 14 9 
Sports and other cultural  
activities  conducted by  
the school 

22 13 40 10 13 

 Source: Primary Data 
 

Table 5 
Table showing changes in behavior due to work stress 

Description Yes No Sometimes 
Do you get angry when students are not obeying your orders  72 10 8 
Do you show your stress in with your friends and families  21 60 19 
Due to work stress do you feel there is a major change in your behaviour 49 33 18 
Do you get irritated by simple annoying things 26 39 35 

 Source: Primary Data 
 

Findings 
1. Teachers moderately accept that work environment and nature of job causing stress and create the 

physical response to stress. 
2. Work environment plays a predominant role in creating stress among teachers; the management 

compels them to contribute the dedication in such a way that there is no gap between personal 
goals and, professional goals. 

3. Teachers often get stress due to increase workload and long working hours and they moderately 
agree that often they get headaches. 

4. Teachers stress level increases considerably when there is a disproportionate workload among 
colleagues. 

5. Individual measures to eradicate stress and the management measures to eradicate stress create 
the significant impact on the increase in the confidence level of the teachers as well as the mental 
agility. 

 

Conclusion 
Lately, the issue of primary school teacher's stretch and related issues of the excess instructor, training 
changes, Language Capability Assessment for Teachers, and playing hooky, what's more, schools had 
effectively drawn the general population consideration and as often as possible be the features of daily 
papers .It is concluded that the management policies and the prevailing scenario of the performance 
appraisal system is the main cause in creating stress among the teachers. The work overload and 
interpersonal relationship and enrichment programs adapted by the management are highly conspicuous in 
creating stress among the teachers 
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It is concluded that organizational setup plays a major role in causing stress among the teachers. Stress is 
emerged out through physical, psychological and emotional responses to the teachers. 
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ABSTRACT: Worldwide scuffle in trendy market provides a business to overwhelm the competitors by looking 
out for a mixed case of tactic, So many organizations purposefully in instigating e- recruitment for their 
development and sustainability, to source right person for right time with right cost. The dominance of real-
time communication over the Internet is a reason why e-recruitment becomes the core podium for Recruiters 
to think and use e-recruitment. Many companies use e-Recruitment to post jobs and accept resumes on the 
Internet, and correspond with the applicants by e-mail. The foremost victory  of e-Recruitment are the value-
added services provided by the job sites, cost efficiency, speediness, providing modified solutions, serving to 
launch relationships with Recruiters and facilitate brand building of the companies. Management of human 
resource in an organization cannot work smoothly if it’s not electronically adopted properly. The purpose of 
this paper was to develop a scale to measure the perceived effectiveness of e-recruitment from the viewpoint 
of the recruiter 

 
Key Words: E-recruitment, Adoption, Perceived Effectiveness, Usefulness. 

 
INTRODUCTION  

People around the world run behind “Technology”. Technology is the one which brings the people 
closer and closer. It simplifies the work, reduces the time and effort considerably. The wonderful gift of 
technology is “Internet”. Internet made impossible things to possible in business world, one such kind of 
thing is “e-recruitment”. The term ‘e-recruitment’ refers to the recruitment process of the organization 
through electronic networks.  

According to TAM (Davis et al., 1989), the actual use of a system is influenced directly or indirectly 
by the user’s behavioral intentions, attitude, perceived usefulness of the system, and perceived ease of use. 
Therefore, the researcher formulated the conceptual framework of the research on the basis of customized 
version of Technology Acceptance Model in order to verify the impact of perceived effectiveness, and 
perceived barriers on adoption of e-recruitment by the Recruiters. 
 

REVIEW OF LITERATURE  
Mondy et al. (2002), recruitment is “the process of fascinating individuals on a appropriate basis, in 
adequate numbers, and with proper qualifications, and encouraging them to apply for jobs with an 
organization”. Surbhi J.Hotwani , Onkar V.Chandure, Now a day the traditional method of recruitment has 
been transformed by the effect of the Internet. Henceforth In the previous era, the use of Internet has 
drastically rehabilitated the appearance of HR recruitment and the ways organizations think about the 
Employing methods. In the next coming years, online recruitment and hiring new candidate is continued 
their detonation and Growth. Currently, e- recruitment has been adopted in numerous administrations like 
large organizations as well as in small Size companies, Even Utmost organizations are already using e-
recruitment to post jobs and accept Resumes on the Internet, and agree with the applicants by e - mail. It 
brings the assistances to the organizations. There will also be a argument on the several advantages and 
disadvantages of e - recruitment practice generally taken from various works. 
 

E-RECRUITMENT: Casper (1985) advises E-recruitment is measured a comparatively new concept for 
many organizations, articles on the topic first started looking in the mid-1980s. However it was not until 
almost a decade later in the mid – 1990s that more efficient and demanding literature and research on e-
recruitment began to appear in human resource related journals. 
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E-RECRUITMENT VS TRADITIONAL RECRUITMENT: Verbeke (2008) conducted a survey of Recruiters 
concerning the use of technologies in the recruiting, screening and selection process for job candidates in 
North America. The survey revealed that use of technology is becoming more established in organizations 
particularly for mid level employment and most organizations rely on mix of modern methods and 
technology solutions in their daily activities. Chapman and Webster (2003) led a survey of Recruiters 
concerning the use of technologies in the recruiting, screening and selection process for job candidates in 
North America. The survey discovered that use of technology is becoming more dominant in organizations 
particularly for mid level enrollment and most organizations rely on mix of old methods and technology 
solutions in their daily events. 
Dr. A Kumudha, Saranya Priyadarshini C (2015), For recruiters, the use of the Internet enables practices 
to enhance their growth in their ability to attract the right quality (in terms of appropriate levels of 
knowledge, attitude, skills and aptitudes) and quantity of human resources at any given time. The 
appearances that are characteristic to the Internet allow employers to contact candidates 24 hours a day, 7 
days a week, and 365 days a year. The use of Internet recruitment has enabled organizations to reach 
proper job seekers in wider physical locations at any time. 
 

PERCEIVED EFFECTIVENESS: The term ‘perceived effectiveness’ refers to Recruiters perception towards 
expected effectiveness of e-recruitment system in terms easy of use (i.e. user friendliness), quality of 
applicants, wider reach of applicants from different geographical locations and saving in time. A paper was 
recently presented at an international conference by Florea & Badea (2013), which emphasized the 
manner in which the organizations use technology increases or decreases its positive net effect. The findings 
suggest that through the Internet, HR can develop an effective recruitment program, which helps manage 
the highly competitive and time-consuming process of finding skilled personnel. 
Ghadeer Mohamed Badr ElDin Aboul-Ela(2014), Saves Time: e-recruitment is associated with time 
efficiency, this is emphasized in the reduction of time consumed when compared to the traditional 
recruitment methods, the time needed for the recruitment process becomes shorter, and the time consumed 
to analyze the collected data is reduced which in return will fasten the selection process. Geographical 
Outreach: e-recruitment helps the organization to reach more applicants, more geographical locations, 
makes the process simpler through the usage of technology, and facilitates the process of reaching a wider 
diversity of applicants through various recruitment sources. Saves Efforts: e-recruitment will allow the 
organization to save efforts through the utilization of technology thus allowing for the allocation of these 
human efforts in other areas which in return may improve the overall efficiency. Improved Quality of 
Applicants: e-recruitment gives the organization the chances to attract more qualified and competent 
applicants, reduces the costs associated with attracting unqualified applicants, and makes the process of 
filtering the applicants easier through the adoption of technology. Sound Organizational Image: e-
recruitment creates an improved and a sounder image for the organization thus, allowing the organization 
to reach more qualified applicants. 

Table 1. Constructs – Reliability Statistics 
S. No Name of the Construct and Factors Number of items Cronbach Alpha 
   I Perceived Effectiveness 25 0.777 

1 Perceived Ease of Use 5 0.724 
2 Quality of Applicants 5 0.804 
3 Wider Applicants Choice 5 0.792 
4 Time and Cost Savings 6 0.826 
5 Brand Image Development 4 0.739 

 

Test of Homogeneity of Variance 
The homogeneity of variance test examine that whether the variance within each of the sub group of the 
populations is equal or not. The basic assumption of Analysis of variance (ANOVA) is variances among the 
subgroups of independent variable are equal, however the slight deviation in the variances of subgroup of 
the variables will not have serious effect on the results of ANOVA, whereas great deviations has the major 
impact on the results of ANOVA.  

Table 2. Test of Homogeneity of Variance 
S. No Name of the Construct Levene Statistic df1 df2 Sig. 

1 Perceived Effectiveness 0.837 2 287 0.241 
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SUGGESTIONS  
The aim of this paper is to study the perceived effectiveness of e-recruitment from the viewpoint of the 
Recruiters. The purpose of this paper was to develop a scale to measure the perceived effectiveness of e-
recruitment from the viewpoint of the recruiter. E-Recruitment helps organizations to be equipped with 
competent staff and thus it is linked with many HR activities of organization. E-Recruitment has proved to 
be important part of the recruitment strategy. It can be used to keep track and maintain candidate 
applications, mostly among larger organizations. E-Recruitment has provided some remarkable benefits in 
terms of cost and efficiency. In addition to the above discussion, a continuous improvement in considering 
the technological issues related to E-Recruitment is highly recommended. 

It is suggested that the feedback from stakeholders of e-recruitment in regular intervals about its 
user friendliness, security, reliability, technology upgradation, usability, end-results, etc will help the IT 
companies to design, develop, modify, implement, improve, execute the robust e-recruitment system in the 
organization, which will create better perceived effectiveness, attitude, satisfaction, adoption and 
continuous use of e-recruitment to meet the talent acquisition needs of the organization. 

 

CONCLUSION: This digital era and witness tremendous changes happening in our life style while compared 
to earlier decades. Being a human intellect based knowledge industry, IT industries prefers to adopt an 
effective e-recruitment process in their talent acquisition process at the lesser time, cost and effort. The 
study exposed that perceived effectiveness of e-recruitment is having strong impact on Recruiter's attitude 
formation and also in adoption & practice of e-recruitment where Recruiter's attitude play a mediating role 
in adoption of e-recruitment. So from the current research, it is concluded that the enhancing perceived 
effectiveness and suppressing the barriers will lead to better Recruiter's attitude and end in successful 
implementation of adoption of e-recruitment in IT Companies. 
  
BIBLIOGRAPHY 

1. Davis, F.; Bagozzi, R.; and Warshaw, R. (1989). User Acceptance of Computer Technology: A Comparison of Two 
Theoretical Models. Management Science, Volume 35, 1989, pp. 982-1003. 

2. Mondy, R.W., R.M. Noe and S.R. Premeaux. 2002. Human Resource Management. Prentice Hall. Upper Saddle 
River. New Jersey 07458. 

3. Surbhi J.Hotwani 1, Onkar V.Chandure 2, International Journal of Research In Science & Engineering e-ISSN: 
2394-8299 Volume: 1 Special Issue: 1 

4. Casper R.Online Recruitment, Personnel Journal. 1985;64(5):4-5. 
5. Verhoeven, H., and Williams, S., (2008), “Advantages and Disadvantages of Internet Recruitment: A UK Study 

into Recruiters’ Perception”, International Review of Business Research Papers, Vol.4, No. 1 pp. 364-373. 
6. Chapman, D. and Webster, J. (2003), “The Use of Technologies in Recruiting, Screening, and Selection Processes 

for Candidates”, International Journal of Selection and Assessment, Vol. 11, No. 2/3, Pp. 113-20. 
7. Dr. A Kumudha, SaranyaPriyadarshini C(2015); A study on factors influencing perceptions of management 

students towards E- Recruitment International Journal of Applied Research 2015; 1(8): 606-610. 
8. Florea, V. N., Badea, M. (2013). Acceptance of new Technologies in HR: E-Recruitment in Organizations. 

Proceedings of the European Conference on Information Management & Evaluation, pp. 344-352. 
9. Ghadeer Mohamed Badr ElDin Aboul-Ela(2014), www.jbrmr.com A Journal of the Academy of Business and 

Retail Management (ABRM) 40 Development of a scale to measure the perceived benefits of erecruitment from 
the viewpoint of the recruiter, Journal of Business and Retail Management Research (JBRMR) Vol. 9 Issue 1 
October 2014,pp 40. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 



BIZAD 2019 Eminent Management Practices - A Vision for Sustainable Business Growth 
Organized by Dept. of Business Administration, Faculty of Management, SRM Institute of Science and Technology 

Special Issue                                               IJRAR- International Journal of Research and Analytical Reviews 25  

A STUDY ON RETAIL MARKETING – OVERVIEW IN INDIA 
 

J. JOTHI KRISHNAN & S. SIVARAJ 
ASST.PROFESSORS IN COMMERCE DEPARTMENT, PACHAIYAPPA’S COLLEGE FOR MEN, 

KANCHIPURAM DISTRICT. 
 

 
 

Received:  Feb. 05, 2019  Accepted: Feb 22, 2019 

ABSTRACT: The Indian retail industry is one of the fastest growing in the world.  Retail industry in India is 
expected to grow to US $ 1,200 billion by 2021 from US $ 795 billion in 2017.  India is the fifth larget preferred 
retail destination globally.  The country is among the highest in the world in terms of per capita retail store 
availability.  India’s retail sector is experiencing exponential growth, with retail development taking place not 
just in major cities and metros, but also in Tier – II and Tier- III cities.  Healthy economic growth, changing 
demographic profile, increasing disposable incomes, urbanisation, changing consumer tastes and preferences 
are the other factors driving growth in the organised retail market in India. 

 
Key Words: Functions of retailers, Importance of retailers, Benefits of retailers, Factors influencing growth of 
retail in India, Evolution, FDI  in retail sector in India. 

 
INTRODUCTION: 
     The Indian retail industry has emerged as one of the most dynamic and fast-paced industries due to the 
entry of several new players.  Total consumption expenditure is expected to reach nearly US $ 3600 billion 
2020 from US $ 1824 billion in 2017.  It accounts for over 10% of the country’s Gross Domestic Product 
(GDP) and around 8% of the employment.  India is the world’s fifth-largest global destination in the retail 
space.  India’s population is taking to online retail in a big way.  Online retail sale is forecasted to grow at the 
rate of 31% to reach US $ 32.70 billion in 2018.  Revenue generated from online retail is projected to grow 
to US $ 60 billion by 2020.  Organised retail penetration is expected to increase to 18% in 2021 from an 
estimated 9% in 2017.  The Government of India has introduced reforms to attract Foreign Direct 
Investment (FDI) in retail industry.  The government has approved 51% FDI in multi-brand retail and 100% 
in single brand retail under the automatic route which is expected to give a boost to ease of doing business 
and Make in India, and plans to allow 100% FDI in e-commerce.  India will become a favourable market for 
fashion retailers on the back of a large young adult consumer base, increasing disposable incomes and 
relaxed FDI norms. 
 

ROLE/FUNCTIONS OF RETAILERS 
Retailers provide important functions that increase the value of the products and services they sell to 
consumers.  They facilitate the distribution of products and services for those who produce them.  The value 
creating functions of retailing are as follows: 

(1) Providing an assortment of products and services: 
Supermarkets carry numerous types of products from many companies.  A retailer performs the 
important function of bringing products from different manufacturers under one roof.  Retailers 
also offer choice of brands for the same product. 

(2) Accessibility of location: 
Retailers locate themselves at accessible locations.  They also make products available to customers 
from far and near.  It is well understood that customers have no use for products that are not 
accessible to them. 

(3) Breaking bulk: 
To reduce transportation costs, manufacturers and wholesalers typically ship items in bulk usually 
in containers.  It is the retailers who offer customers small quantities tailored to individual 
consumption needs.  Manufacturers ship products in tons.  Wholesalers break these quantities into 
smaller lots and sell them to retailers.  Retailers offer different quantities of the same item to the 
customer in convenient packs and sizes. 

(4) Holding inventory: 
A major function of retailing is to keep stock available as and when customers want them.  This 
helps customers, as they do not need to stock in large numbers because the retailers do that for 
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them.  By maintaining inventory, retailers offer as important function of time and place utility-
allowing consumer to buy in small quantities when and where they need them. 

(5) Providing services: 
Retailers display products so that customers can see them before buying.  By doing this, retailers 
provide service that make it easier for customers to buy and use products and be satisfied with 
their purchase.  When customers are satisfied with their purchases, they will come back for more 
and hence become loyal customers.  Some retailers provide services such as product 
demonstration, product testing and product detailing. 

(6) Providing information: 
Retailers provide information about new arrivals, offers, feature etc. to consumers. 

(7) Shopping convenience: 
Some retailers providing attractive shopping comfort and ambience like air-conditioning, parking 
facility, display, packing, loading, trial rooms, repair services, and so on. 

(8) Credit facility: 
Retailers extend credit facility to deserving customers for costly purchases especially for products 
like consumer durables, furniture etc. 

(9) After Sales Service: 
Some retailers provide after sale service to their customers mostly for durable goods. They may 
provide service free repair for a stipulated period and undertake maintenance contract. 

(10) Demo Facility: 
For certain products, a product demonstration is a must.  For example a costly music system, or a 
washing machine.  Some other products are bought after testing (heater/grinder/electrical items 
etc.). 

 

IMPORTANCE OF RETAILING 
     Retailing has both a social and economic impact and importance.  In India, 90% of retailing is in the 
unorganised sector.  As such, retailing provides employment and livelihood to millions across the country.  
The importance of retailing are as follows: 

1. Retailing touches lives 
2. Provides employment on a large scale 
3. Economic impact 
4. Retailers understood customers 
5. Improves standard of living 
6. New product innovation 
7. Supporting community and social causes 
8. Retailization 

 
 

Let us look at each of these points in some detail are as follows: 
(1) Touching Lives: 
Retailing affects all aspects of everyday living and overall existence.  From the morning coffee or newspaper 
to planning groceries or decorating the living room, retailing and retailers make their presence.  It is 
estimated that 30% of what we spend is bought from retailers. 
(2) Generating employment: 
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Retailing in India employs 8% of the total work force of the country.  It is estimated that there exist 11 shops 
for every 1000 households in the country and an estimated 14 million outlets most of which are single-
owner entities thereby providing self-employment. 
(3) Economic impact: 
It is estimated that retailing contributed $ 600 billion in 2015 and is expected to grow by 12%. 
(4) Proximity to Customers: 
Retailers excel by understanding customer needs and delivering exactly as per their requirements.  As the 
last link in the distribution channel, they contribute to two-way communication between customers and 
manufacturers. 
(5) Improved standard of living: 
Many neighbourhoods and communities have developed with the growth of retail infrastructure.  Retailers 
sell products from far and near and provide an assortment of merchandise in tune with the tastes of their 
clientele.  Retailing anticipates and affects our standard of living. 
(6) New product innovation: 
Retailers listen to customers and are hence in a position to understood customer needs for products.  Many 
new product innovations have come about because of the retail interface.  Levy in his book on retailing talks 
of the tea bag, as a product innovation of the retailer Macy’s. 
(7) Supporting community/social causes: 
Most retailers support community welfare programmes.  Some retailers support social causes or events, 
sports and other cultural activities. 
(8) Retailization: 
For manufacturers and suppliers, retail shelf space is crucial for survival.  Certain types of products are 
entirely dependent on their visibility at the retail outlet. 
 

BENEFITS OF RETAILING 
     Retailing and retailers provide numerous benefits to customers, producers and society.  Some of the 
benefits are as follows: 
1. Benefit to Customers 
      The benefits to customers include providing a range of assortments, at convenient and accessible 
locations, stocking merchandise, displaying them, and making them available in small packs.  Some of the 
other benefits include providing customer service, product demonstration, credit and shopping 
convenience.  All points mentioned above under function/role of retailers are benefits that retailers provide 
to customers. 
2. Benefits to Producers 
      Retailers are the last link in the distribution chain.  Retailers buy, display and sell the products of 
the producers. 

(a) They provide the much needed visibility to the products of the manufacturers so that customers can 
see, touch, smell and feel the products before buying them. 

(b) They provide shelf space for the products of the producers.  As mentioned earlier, some products 
sell only because they are visible at the store.  All impulse products are bought on eye contact. 

(c) They provide customer feedback to producers on product quality, features, and benefits.  This 
enables producers to innovate and meet customer requirements. 

(d) Retailers act as the conduit for customer information to producers on product, price, customer 
trends, and so on. 

(e) Producers plan their sales and promotion strategy in sync with retailers during normal times or 
during seasons, festivals and special days. 

3. Benefits to Society 
      The biggest benefit to society is that retailers provide employment and the retailing industry 
creates entrepreneurs.  Retailers support community causes and are a permanent part of their communities 
in a mutually beneficial relationship.  Retailers touch lives and bring products and services that improve the 
standards of living of people in the neighbourhood.  The write up under importance of retail covers some of 
these points in more detail. 
 

OVERVIEW OF INDIA’S RETAIL SECTOR 
      The retail sector in India has been growing rapidly over the years.  The importance of retailing in 
India is on account of three important factors.  They are as follows: 
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1. Economic impact of Indian retailing: 
The BCG/RAI survey estimates the Indian retail industry turnover at $ 600 billion in 2015.  The survey 
expects the retail market to grow by 12% and achieve a turnover of $ 1 trillion by 2020.  Out of this, the 
survey expects modern trade to grow from $ 60 billion in 2015 to $ 180 billion in 2020. 
2. Indian retailing provides employment: 
An estimated 30 million people are employed in the retailing sector in India.  A vast majority of those 
employed in retailing are small entrepreneurs.  A populous country like India needs more entrepreneurs 
than those seeking employment.  As such, retailing provides opportunities for entrepreneurship in urban as 
well as rural settings.  The retailing sector is the second largest employment provider after the agricultural 
sector. 
3. Growth in organised retailing: 
It is pertinent to note that nearly 90% of Indian retail is in the unorganised sector.  In developed nations, 
nearly 70% of the retail market is in the organised sector.  With overall growth in India, the organised sector 
of retailing will slowly expand and lead to further growth of towns and villages.  Growth of organised 
retailing will lead to more jobs and income. 
 

FACTORS INFLUENCING GROWTH OF RETAIL IN INDIA 
The Indian retailing industry has grown along with the social and economic growth of the country.  Some of 
the important factors influencing growth of retail in India are as follows: 
(1) Large working Population: 
It is estimated that 50% of the total Indian population falls under this segment of working population.  With 
increasing salaries, this group has money to spend on essential and lifestyle products. 
(2) Young Population: 
India has the largest youth population in the world.  It is estimated that India has about 500 million 
youngsters under the age of 25 (2011 census).  The spending patterns of the youth wield considerable 
potential for organised retail to flourish in small towns and villages. 
(3) Income growth: 
BCG-RAI report states that there is a three time increase in average household income.  The average 
household income in 2010 was about $ 6300 or approximately Rs. 30000 per month.  This is expected to 
grow by 3 times in 5 years. 
(4) Rural Consumers: 
Nearly 70% of India is rural.  Most marketers have been giving lip service to the rural market.  But with 
overall growth, the rural pockets have huge potential.  For retailers, the rural markets provide additional 
business at lower operational costs. 
(5) Urban Consumers: 
The government of India has a mission to develop 100 smart cities providing them with infrastructure and 
funding.  It is estimated that by 2020, about 40% of the Indian population will be living in urban cities. 
(6) Nuclear families and double income households: 
Nuclear families and double income households have disposable income and are big consumer spenders. 
(7) Lifestyle changes: 
There are numerous lifestyle changes.  Some factors that have throw a spurt of new retail products and 
services include fast food eateries, crèches, fitness centres, organic food stores, and luxury saloons. 
(8) Women consumers: 
The rise of educated, working women with economic independence has led to a spurt in retail growth.  
Likewise educated and intelligent home makers have time at their disposal to make pertinent choices on 
products needed for their families. 
(9) Infrastructure: 
The availability of more retail space has led to increase in retail growth.  Reasonable real estate prices in 
general help the retail sector. 
(10) Availability of credit: 
About 20 years back, buying a two-wheeler was a luxury due to paucity of credit facilities available to 
consumers.  Today, electronic products, consumer durables, two-wheelers etc. are all available on credit to 
deserving customers. 
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EVOLUTION OF INDIAN RETAIL 
      Retailing world over has been influenced by economic, social, and cultural facets of a country or 
region.  Buying goods from far and near and selling it in places wherever they need the goods is old as 
civilisation.  India is a vast country with a large population mainly dependent on agriculture as a way of life.  
So Indian retailing can be traced to villages, growth of small stores, governmental influence and the modern 
formats. 

(a) Village orientation: 
      Historically, retail in villages revolved around harvest festivals, village meals, village fairs 
and weekly markets.  Daily needs were satisfied by hawkers, street traders, vendors, mongers and 
other travelling sales persons. 

(b) Kiosks and small stores: 
      The Kirana stores or the mom and pop stores dealing mainly in convenience products and 
food items along with agricultural implements and tools became part of the retail landscape. 

(c) Government retail stores: 
      In order to provide essential commodities at affordable prices, the government public 
distribution system, khadi and co-operative stores were established in most states in India.  It later 
became the election plank of every major political party and still continues to hold sway at the 
political hustings. 

(d) Modern retailing: 
      The modern retailing formats include brand outlets, corporate chains, departmental stores, 
hyper markets, and super centres at luxurious shopping places, malls and the like. 

 

MAJOR RETAILING SEGMENTS IN INDIA 
      The public distribution system is perhaps the biggest retailer in India.  In Tamilnadu, the TASMAC 
(wholesale and retail liquor business run by the government) earned revenues to the tune of approximately 
Rs. 26000 crores in 2015.  It employs 30000 workers.  An equally big retailer is the Canteen stores 
department run by the ministry of defence and earlier called Military Canteen.  These store sell consumer 
items throughout the country.  The third in this list is the Post Offices and the Khadi and Village Industries 
Organisation. 
    The other major segments in Indian retail are as follows: 

1. Food and Grocery 
2. Restaurants and eating joints 
3. Clothing and textiles 
4. Consumer durables 
5. Footwear 
6. Jewellery 
7. Petrol/Fuel/Gas/Kerosene 
8. Books/Music/Gifts 
9. Fashion/Cosmetics/Luxury goods retail 
10. Fitness/Health/Well Being Retail 
11. Organic/Ayurvedic/Green Products 
12. Lifestyle Products. 

 

MAJOR PLAYERS IN INDIAN RETAIL 
      Retailing is a dynamic segment and there are frequent mergers, collaborations, tie-ups, and changes 
in the industry.  A number of foreign retailers may set shop in India, if the legal and political hurdles are 
cleared.  The retailers mentioned below are not ranked in order or is not based on outlets, and revenue.  It is 
a random list.  Here is a list of some of the big names in Indian retail.  Most of them operate in most of the 
segments mentioned above. 

1. Reliance Retail 
2. Pantaloons (Future Group) 
3. Trent (Tata Group) 
4. Aditya Birla Retail 
5. Raheja Group 
6. Provogue 
7. ITC-Lifestyle retailing business division 
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8. Titan Industries 
9. Landmark Group (Lifestyle chain) 
10. Kewel Kiran Clothing Limited 
11. Shubh Jewellers (Rajesh Exports) 
12. Metro Group 
13. McDonald’s 
14. Next Retail 
15. RPG Group 
16. Heritage Group 
17. Saravana Stores 
18. Joy Allukas 
19. TBZ Group 
20. Bata India 

      The entry of big international companies in India has been the subject of much debate for the last 
many years.  Experts consider FDI in retail along with the new Goods and Services Tax (GST) as big 
milestones in the Indian retail environment. Let us look at FDI in retail. 
 

FOREIGN DIRECT INVESTMENT (FDI) IN RETAIL 
      FDI in retail is basically a policy decision of the central government of India on economic reforms.  
FDI in retail exists as follows in India. 

1. Single brand retail 
 100% foreign direct investment is allowed in India since 2012.  This paved the way for 
companies like Ikea, Nike, and Apple to open their retail stores in India.  However, single brand 
companies are required to source 30% of their requirements from small enterprises in India.  FDI 
companies are required to invest about $ 50 million in back end infrastructure from a total 
investment of $ 100 million that they are expected to bring in. 

2. Multi brand retail 
 51% FDI in retail for multi brand retail companies was allowed from end 2012.  Companies 
like Wal Mart, and Tesco entered into a partnership with Indian companies such Bharti, and Tata’s.  
Carrefour has a cash and carry venture in India.  In the 2016 budget, the government announced 
100% FDI in processed food retailing through Foreign Investment Promotion Board (FIPB).  This 
comes with a rider that multi brand food retailers source and manufacture their products in India. 

3. FDI companies can invest in cities or towns with a population of more than one million people. 
 

CONCLUSION 
 We have initially started with the evolution of the retail sector in India, then moved onto its size, 
distribution and the growth of the retail sector.  We have also covered Foreign Direct Investment (FDI) in 
the retail sector, the untapped opportunities that exist in the retail industry in India. Organised retailing in 
India has made its presence felt through many new formats like shopping malls, supermarkets, 
hypermarkets, departmental stores, discount stores etc.  Among all these formats shopping malls, 
supermarkets and department stores have been successful in sailing in the huge water of the Indian market, 
which basically comprises of unorganised retailers from Kirana stores to traditional mom-and pop stores 
keeping in mind the consumers of India, organised retailers have cautiously launched the new formats of 
retailing.  The success of these formats also goes to the consumers, as today’s market is more of a 
“consumer-driven-market.  The increasing number of middle-class customers, the rising incomes, changing 
life-styles, increasing number of working women and increase in nuclear families in urban cities are some of 
the reasons that have given an impetus to the new formats. 

 

Reference: 
1. www. Retail marketing in India.com 
2. P.K. Madhavan, “Introduction to Retailing”, Vijay Nicole Imprints Private Limited, 2016. 
3. www.Foreign Direct Investment.com 
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ABSTRACT: The intention of the paper is to examine the relationship of return the IPOs made on the listing 
day, 1-week from listing and 4-weeks from the day of listing with variables like demand for the IPO which is 
measured through Subscription interest of Qualified Institutional Buyers and Retail Investors, Company 
potentials like Age of the firm, Ownership type and Business type, Grey market premium which can be 
discovered by the initial day return and market return a week prior to day to day to day of listing and finally 
the Market returns in the time frame of 1-week and 4-week from the day of listing. For this IPOs listed from 
Jan 2017 to Dec 2018 were considered. Return made on the listing day ranged from -20% to 140% in the 
considered period. Nearly 40% of the IPOs were trading above the issue price. The major factor influencing 
the performance of the IPOs in all the intervals considered were the listing day return that the stock made and 
the market return. 

 
Key Words: IPO, QIB, Stock Return, Market Return, RII 

 
INTRODUCTION 
 Initial Public Offers is a mechanism through which new issues are sold to general public and get 
listed in stock exchanges. In India IPOs are majorly issues through book building mechanism since the real 
discovery of price and the interest is possible only through the book building mechanism. Like all other 
securities IPOs are also monitored by Securities Exchange Board of India to ensure the company follows the 
due diligence since public money is getting pooled through the security. Firms tap the IPOs route for the 
reasons like expansion, know the real valuation of the company, to settle the debts, exit route for early 
investors in the firm to add a few. In India investors classification is made as Qualified Institutional Buyers, 
Non-Institutional buyers like High net worth individuals and Retail Investors. Demand pattern of the 
investors shows the interest towards the said IPO issue. When the demand for the issue is more there is a 
possibility of grey market premium which can be evident from the opening gain the stock can make on the 
day of listing. Here the intention is to know the relationship of return the IPOs made on the listing day, 1-
week from listing and 4-weeks from the day of listing with variables like demand for the IPO which is 
measured through Subscription interest of Qualified Institutional Buyers and Retail Investors, Company 
potentials like Age of the firm, Ownership type and Business type, Grey market premium which can be 
discovered by the initial day return and market return a week prior to day to day to day of listing and finally 
the Market returns in the time frame of 1-week and 4-week from the day of listing. 
 

REVIEW OF LITERATURE 
Ghosh(2005) Older the firm more is the information related to the history of operations and so the 

investors can rely on the performance of firm based on age, which can be used as proxy for risk and also 
provides a signal on value of the issuer. Ritter(1991) identified relationship between listing return and the 
age, where he proved a negative relationship. When the firm is older they tend to leave lesser money on the 
table for investor in comparison with the firm which are younger. Loughran and Ritter(2004) studies the 
ipo issues based on a firm maturity and proved firms that are younger try to leave money for the investors 
when compared to a matured firm. Maturity of firm and the initial return takes a inverse relationship. Mauer 
and Senbet(1992) Initial returns through IPO is related negatively to the age of company. 
Market conditions: 

Su(2004) good market conditions doesnot need discounts since market itself is better to offer a 
better returns. Neeta and Padmavathi(2012) When the volatility of index is higher, initial returns are also 
high. Loughran and Ritter(2002) Market returns before IPO issue has a positive result in initial returns. 
Gupta(2011) During the period of economic slowdown, market slowdown and pessimism, IPOs provided 
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negative initial day returns. Lowry and Schwert(2002) Activity of an IPO issue is influenced by IPO demand 
and Initial return of past IPO. Loughran, Ritter and Rydqvist(1994) Overoptimistic is the period during 
which firms try to issue their IPOs. Aggarwal and Kung(1994), McGuiness(1992) Initial returns in a IPO is 
due to rising stock markets. Ritter(1984) and Hansen et al(1987) IPO activity depends on time and hot issue 
period features large first day returns and number of companies issuing offers is higher. 
Subscription pattern: 

Shelly and Singh(2008) IPOs with fixed pricing mechanism has significance with subscription. Jain 
and Singh(2012) Investors who are less informed follow investors who are relatively more informed. Higher 
the demand, Higher the returns for the issue purely based on interest to acquire by new investors into the 
issue and attempt by exiting holders to increase their stake in the issue. Neeta and Padmavathi(2012) 
Higher market adjusted initial returns is due to more demand of the issue. Khurshed et al(2008) 
Subscription pattern of qualified institution buyers influence the subscription level of retail investors and 
Non Institutional Investors. Cornelli, Goldreich and Ljunquist(2005) Individual of retail investors higher 
interest leads to more initial returns. Derrien(2005) IPOs with higher retail investors demand has provided 
higher initial returns. Chaturvedi, Pandey and Ghosh(2006) Issues that are oversubscribed provided more 
initial day returns. Indicators of higher subscription are market index, nature and type of business, 
promoter’s track record and foreign collaborations. Arif(2009) Retail investors follow the demand patterns 
of Qualified institutional buyers. Lakonishok et al(1992), Shleifer and Summers(1990) Less informed 
investors are likely to follow the investors who participate earlier. 
Return on opening: 

Kumar(2007) return on opening is more significant to the level of market adjusted initial return. 
Neeta and Padmavathi(2012) Higher market adjusted initial return is due to higher market adjusted return 
on opening. 
Initial Day return: 

Ghosh(2005), Kumar(2007), Shelly and Singh(2008) Initial return is the original value of the issue 
that is listed. Allen and Faulhaber(1989), Grinblatt and Hwang(1989) and Welch(1989) Issuer tries to leave 
some return to investors to come back into the market and sell again when the market is more favourable. 
Tinic(1988) Initial returns is a form of insurance against legal liabilities and the associated damage to 
reputation of both investment banker and issuers. Madhusoodanan and Thiripalraju(1997) In short run 
IPOs provide a better return and this is higher compared to the IPO experiences in other countries. 
 

RESEARCH METHODOLOGY 
Objectives of the study: 

 To identify the variables that influences the return of stock on listing day 
 To identify the variables that influences the return of stock after 1-week and 4-weeks from listing 

Sample of the study: 
IPOs listed during the period 2017 and 2018 were taken into consideration. Total number of IPOs 

listed during the period was 60. Due to data insufficiency 58 IPOs listed were considered for final analysis. 
Only the IPOs listed through major platform were considered. SME IPOs are not part of the analysis.  
Variables used in the study: 

Issue Price, Subscription pattern of Retail Investors, Qualified Institutional Buyers and Total 
Subscription, Age of the company, Ownership type of the company, Business type, Moving Average of 
Market Return from the 1-week prior to the listing, Market return on the listing day, Moving Average return 
of Market 1-week after listing and 4- weeks from listing, Stock Return on listing day, Moving Average return 
of stock 1-week after listing and 4-weeks after listing.  
 

ANALYSIS AND DISCUSSIONS 
Descriptive Statistics of IPOs listed in 2017-18 

Descriptive Statistics 

  N Minimum Maximum Mean Std. Deviation 
ISSUEPRICE 58 50.00 1766.00 543.9483 384.35060 

ISSUEDAYCLOSE 58 71.60 2892.00 612.5871 497.83080 

SRLISTINGDAY 58 -20.67 139.40 14.9517 31.02580 

QIB 58 1.04 192.00 40.6819 54.19811 
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RII 58 0.11 73.00 7.2290 11.39444 

TOT_SUB 58 0.78 248.00 37.6100 61.28763 

AGE 58 4.00 142.00 26.8621 24.67931 

MRPRIORIPO 58 -0.84 0.41 0.0045 0.26582 

MRLISTINGDAY 58 -1.15 1.54 0.0999 0.64266 

MR1WEEK 58 -1.08 0.56 0.0884 0.32740 

MR4WEEK 58 -0.34 0.30 0.0958 0.15868 

SR1WEEK 58 -4.87 32.28 2.8231 6.63796 

SR4WEEK 58 -1.55 7.74 0.7473 1.80046 

 

 Nearly 40% of the IPOs were trading well above the issue price which showed in medium run the 
performance of the stocks had declined. 
Performance of IPOs on listing day: 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 
1 .818a 0.670 0.664 17.99015 

2 .836b 0.700 0.689 17.31004 

3 .862c 0.743 0.729 16.14844 

4 .862d 0.742 0.733 16.02919 

a. Predictors: (Constant), TOT_SUB 

b. Predictors: (Constant), TOT_SUB, QIB 

c. Predictors: (Constant), TOT_SUB, QIB, RII 

d. Predictors: (Constant), QIB, RII 

 

 On the listing day performance of IPOs were strongly linked with the Subscription of QIBs and RIIs 
to the respective IPOs.  
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 On testing the relationship between the variables using correlation the following observations were 
made. 

 Stock return on the listing day is significantly influenced by QIB, RII Subscription and Total 
Subscription.  

 Also influenced by Market Return 1-week prior to the listing day 
 Subscription pattern of the investors of all classification are interlinked 

Performance of IPOs 1-week from listing day: 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 
1 .958a 0.918 0.916 1.92007 

a. Predictors: (Constant), SRLISTINGDAY 
 Stock return on the listing was the only factor which has a greater relationship to the performance 
1-week from the day of listing. 

Correlations 

    
SR1 
WEEK 

SRLISTING 
DAY 

MR1 
WEEK 

SERor 
MANU 

OWNER_ 
TYPE 

Pearson 
 Correlation 

SR1WEEK 
1.000 0.958 -0.048 0.059 -0.238 

  SRLISTING 
DAY 

0.958 1.000 -0.075 -0.008 -0.228 

  MR1WEEK -0.048 -0.075 1.000 0.129 -0.063 

  SERor 
MANU 

0.059 -0.008 0.129 1.000 0.209 

  OWNER_ 
TYPE 

-0.238 -0.228 -0.063 0.209 1.000 

Sig. (1-tailed) SR1WEEK   0.000 0.359 0.329 0.036 
  SRLISTING 

DAY 
0.000   0.287 0.475 0.043 

  MR1WEEK 0.359 0.287   0.167 0.319 

  SERor 
MANU 

0.329 0.475 0.167   0.058 

  OWNER_ 
TYPE 

0.036 0.043 0.319 0.058   

 
 Moving Average of Stock return 1-week from the day of listing was majorly influenced by Stock 
Return on the listing day and ownership type of the company. 
Performance of IPOs 4-week from listing day: 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 
1 .865a 0.748 0.744 0.91112 

2 .880b 0.774 0.766 0.87182 
a. Predictors: (Constant), SRLISTINGDAY 
b. Predictors: (Constant), SRLISTINGDAY, MR4WEEK 

 
 Stock return on the listing day and Moving Average of the Market return 4-weeks from the day of 
listing were the factors which has a greater relationship to the performance of IPO 4-week from the day of 
listing.  

Correlations 

    
SR4 
WEEK 

MR4 
WEEK SERorMANU 

OWNER_ 
TYPE 

SRLISTING 
DAY 

Pearson  
Correlation 

SR4WEEK 1.000 0.128 0.086 -0.167 0.865 

  MR4WEEK 0.128 1.000 0.175 -0.017 -0.036 
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  SERor 
MANU 

0.086 0.175 1.000 0.209 -0.008 

  OWNER_ 
TYPE 

-0.167 -0.017 0.209 1.000 -0.228 

  SRLISTING 
DAY 

0.865 -0.036 -0.008 -0.228 1.000 

Sig. (1-tailed) SR4WEEK   0.169 0.260 0.105 0.000 
  MR4WEEK 0.169   0.095 0.450 0.394 

  SERor 
MANU 

0.260 0.095   0.058 0.475 

  OWNER_ 
TYPE 

0.105 0.450 0.058   0.043 

  SRLISTING 
DAY 

0.000 0.394 0.475 0.043   

 

 The only factor which has a relationship with Moving average of stock return 4-weeks from the day 
of listing is the stocks return from the day of listing and nothing else. Moving average of the 4-week market 
return too has influence, but a weak one. 
 

CONCLUSION 
In short run performances of the IPOs are strongly linked to the interest of Institutional buyers and 

retail investors to the respective IPOs, the return provided by the market in the one week prior to the listing 
of IPOs and also it is identified that interest of various classification of investor are interlinked. Stock return 
on the listing was the only factor which has a greater relationship to the performance 1-week from the day 
of listing. In medium run Stock return on the listing day and Moving Average of the Market return 4-weeks 
from the day of listing were the factors which has a greater relationship to the performance of IPO 4-week 
from the day of listing. 
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ABSTRACT: The study deals with assessment of marketing mix of the MOHA soft drinks industry share 
company in Hawassa millennium Pepsi-Cola plant. Both primary and secondary data have been employed. 
Primary data obtained through interview and questionnaires, distributed to marketing managers and 
employees/staffs/ of the marketing department. The findings showed that the factory provides five types of 
products namely Pepsi Cola, Mirinda Orange, 7-Up, Mirinda Tonic, and Mirinda Apple. The plant has no any 
written pricing policy as a result the prices of the products are depends on different factors like; 
transportation charges, Competitors’ costs, Economic factors, Gross profit costs, Overhead costs, Net profit, 
direct costs. The findings also shows that Hawassa millennium Pepsi-cola plant promotes its products by 
means of erecting artistic notice board in towns, at main public squares, sight-catching places, major outlets 
and inlets, public service stations and on vehicles and contributing to popular events by means of sponsoring 
various exhibitions etc. The recommendation made was to alleviate the problems in the distribution of the 
products (to fill the gap between the imbalances of demand and supply requirements), the factory must 
choose distributors that reach its customers most effectively and other intermediaries that add value to the 
distributive process. The factory has to do more to expand its local market coverage and increase its market 
share by selling the products even in rural areas.  

 
Key Words: Marketing, Mix Strategy, HawasaMillenium, Pepsi-Coca Plant 

 
I. INTRODUCTION 
With the growing competition in the domestic and international markets, more demanding and assertive 
customers, rapid advancement in technology, and changing government policies and laws, the marketing 
environment has changed dramatically and is becoming more turbulent.  Marketing is a major stakeholder 
in new product development, customer management, and value/supply-chain management, and marketing 
mix strategy provides concepts and processes for gaining a competitive advantage by delivering superior 
value to the business’s customers (Kotler. 2007). 
To survive and continue to grow in competitive and dynamic environment, every business organization tries 
to develop a set of controllable forces (marketing mix) which it uses as an adopting strategy (Inyanga, 
1998). The marketing mix is hence a set of marketing tools that a firm uses to pursue its marketing 
objectives in its target market (Aigbiremolen, 2004). In a similar vein, marketing mix is viewed by Morden 
(1991) as a combination of detailed strategies, tactics, operational policies, programs, techniques and 
activities, to which resources may be allocated such that the firms marketing objectives are achieved. Hence, 
moving objectives and plans into reality of implementation and achievement is the primary function or role 
of the marketing mix.The organization in question, MOHA soft drinks industry Share Company is a domestic 
beverage industry. It was acquired from Ethiopian privatization agency and established on May 15,1996 
with a paid up capital of Ethiopian birr 108,654000.The operational units include Nifas Silk plant, 
TekleHaimanot plant, Summit plant, Gondor plant, Dessie plant, Bure plant and Hawassa plant. Hawassa and 
Bure plant started operation after acquisition. MOHA soft drinks industry Share Company is committed to 
producing safe, legal and quality beverage products and services that continue to satisfy the growing needs 
and requirements of customers and interested parties. Thus, the purpose of the study was to assess and 
evaluate the marketing mix strategy of the Hawassa Millennium Pepsi-cola Plant and to identify whether it 
was aligned with the target market to satisfy customer requirement. 
 

Statement of the Problem 
In fact when you run a business, everything might not be easily accomplished. Marketing mix strategies are 
the lifeblood of any company. Everyone knows that a marketing mix strategy influences the company’s 
ability to generate profits or to stay in business. Not all too often good product ideas are funded because of a 
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poor marketing mix strategy. Likewise Hawassa Millennium Pepsi-cola Plant might face with some problems 
while practicing (implementing) the marketing mix strategies. These are:transportation problem, shortage 
of trucks, economic problem, close competition in the market, remoteness of the area (the imbalances of 
demand to supply requirements), efficiency and effectiveness of the agents and Seasonality of consumption. 
In this regard, the research has undertaken the study to assess and evaluate the root causes of the 
marketing mix problems. Since marketing mix strategy study has not undertaken in the Hawassa 
millennium Pepsi-Cola plant for a long time, this study helps presently to fill the gap related to the 
company’s marketing mix strategies such as the company products, the price charged, the promotional and  
place utility  (distribution).  
 

Objectives of the Study 
The general objective of the study was to assess and evaluate the marketing mix strategies of the Hawassa 
Millennium Pepsi-cola Plant and to identify whether it is aligned with the target market to satisfy customer 
requirements. 
The specific objectives are: 

 To identify and evaluate the company’s product, pricing, promotional and distribution strategies 
to achieve its goals. 

 To identify problems the company encountering in the implementation of the marketing mix 
strategy and forward possible recommendations. 

 

Significance of the Study 
The ultimate goal of any business establishment is to remain in business profitably through production and 
sale of products or services. Without optimal profit, a business firm cannot survive. One of the core activities 
in a business company is having well-developed marketing mix strategies. The ultimate success or failure of 
a company depends on its marketing mix strategies. The initial investigation revealed that much has not 
been done on this core activity, or at least, it has been a neglected area. The study was therefore, intended to 
help the company management to redirect their attention to this highly essential function. It was focused on 
how marketing mix strategies used in order to enhance, maintain and attract customers and to identify how 
those tools should affect their marketing strategy and under taking such study is very crucial for any 
business entity so as to shape its marketing strategy. The study was worth doing because it was helped the 
company to look at its problems, to take in to the alternative consideration, and to give basic knowledge 
about marketing mix strategies and their significance in the MOHA Industry. It was also contributed towards 
the advancement of theoretical knowledge and served as a reference material for similar studies in future. 
 

II. MATERIALS AND METHODS  
In order to address the purpose of the study, both the primary and secondary data was collected. Schedule 
with close-ended questions and semi-structured personal interview used to collect primary data from 
marketing managers.Secondary data was obtainedfrom published and unpublished documents; journals, 
annual reports, articles, different books and internet.The target population was managers and employees of 
the marketing department in Hawassa Millennium Pepsi-colaPlant totally 38 who are working in corporate 
sales and marketing department. 
The selections of the respondents were carried out by using purposive (non- probability) sampling research 
method because no other departments were concerned about marketing strategies and the researchers took 
all the respondents of marketing staffs as a total population of the study. 
In order to gather the data from relevant sources, both primary and secondary data collection instruments 
were used. The primary data was conducted in the form of personal interviews with marketing managers 
and closed and open-ended questionnaires were distributed to marketing department staffs. On the part of 
secondary data, written documents on marketing strategies, different reference books, journal articles, 
Internet web sites, policies, procedures, and document reports from MOHA  was referred to make the study 
fruitful.The information that was obtained by using both instruments was integrated during data 
presentation and analysis section. 
The collected data was analyzed and interpreted by using both qualitative and quantitative techniques. The 
data was collected by open-ended and interview questionnaires were analyzed through interpretation and 
conceptual generalization qualitatively. Closed-ended questionnaires were analyzed by using descriptive 
statics such as; figures, tables, percentages, Bar and Pie charts and Likertscale to make data meaningful. 
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III. RESULTS AND DISCUSSION 
This chapter contains brief description of MOHA soft drinks industry share company particularly, Hawassa 
millennium plant and its marketing mix strategy namely: Product, price, promotion and place (distribution) 
strategy that constitutes for marketing mix strategy applications (practices).  
This data analysis and interpretation part is composed of different data and information that were gathered 
through secondary data (written documents) and primary data (personal interviews with marketing 
managers and the questionnaires distributed to the marketing department staffs. 38 questionnaires were 
distributed to these staffs and out of which 35 were returned. 

Table 1: Sample respondent's opinion towards target customers 
Target customers                              Respondents in 

           Number         Percentage  

Individual customers 19 54.3% 
Hotels, Restaurants and groceries 13 37.1  % 
Other intermediaries  3 8.6% 
Total  35 100% 

  Source: Own Survey, 2014 
 

As the above table 3, shows, 19(54.3%) of the respondents said that the target markets are individual 
customers.13 (37.1%) of the respondents replied hotels, restaurants and groceries whereas the rest of 
3(8.6%) of the respondents said the target customers are other intermediaries like retailers and whole 
sellers. 

Table 2: Sample respondent's response in relation to the company's product quality 
           Item  
 

                 Respondents in 

      Number    Percentage  
The company’s product quality   

   Very good             35         100% 
   Good              -            - 
   Medium              -            - 
   Poor              -            - 
  Very poor               -            - 
   Total              35           100% 

  Source: Own Survey, 2014 
 

Table 2 shows, that all respondents 35 (100%) have responded that the company’s product qualities are 
quite surely very good and product qualities must exceed from the offering itself. It can be concluded that 
the company provides quality products.Furthermore, the managers also witnessed about the company’s 
product quality. They said, firstly the company provides five(5) types of products (i.e. Pepsi-cola, Mirinda 
Orange, Mirinda Apple, Mirind Tonic and 7-up.) .These products are produced with excellent qualities 
because in almost all stages of production, the company gives a high emphasis for quality by objecting the 
lion share of the market. In each stage of the fermentations, there are laboratory technicians who controlled 
the quality of the company products. 
The company product qualities in the production process and marketing perspectives are summarized as 
follows: 

 Quality control from production processes point of view: quality in MOHA soft drinks industry 
Share Company, Hawassa millennium plant has checked at every phase of production process. That 
is quality control was made at the very early stage of receiving raw materials through inspection 
centers. Most of the quality control were  used to  very technical statistical control methods 
identified using visual machines that shows problem or defect case of production process while the 
activity was  on the  progress.   

 Quality from market perspective with respect to color, clarity and foam of Pepsi cola: Here, the 
important point is that quality perspectives should be based on customers’ preference, not on 
internal evaluation. So, the ultimate objectives of product quality should be to delight the customers 
in every way possible. Brand, price, promotion, distribution and quality are the main drivers that 
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influence the purchasing decision of the Pepsi-cola drinker.In addition to the products quality, the 
customers’ primary reason for buying and using the company products are: 

 Effective promotion  
 Lower price than others    
 Fits with the customers preference  

Table 3: Sample respondent's attitude towards the marketing mix activity of the company 
          Item                              Respondents in 

        Number           Percentage 
How do you compare your company’s promotional 
 activity with its competitors? 

  

   Much better                  6            17.1% 
   Better                  7              20% 
   About the same                  2             5.7% 
   Not good                  16              45.7% 
   Very poor                  4               11.4% 
   Total                   35               100% 

                   Source: own survey, 2014 
 

As one of marketing mix activity, promotion is the most influential among the other activities of marketing 
for company since it contacts its customers through it. 
As the above table5 shows, 16(45.7%) of the respondents agreed that it is not good as competitors, 
4(11.4%) of the respondents agreed that it is very poor, 13(37.1%) of the respondents agreed that it is 
better & much better than that of competitors do in promotional activities and the only 2(5.7%) of the 
respondents agreed that it is about the same with its competitors. From this we can conclude that the 
factory has to design its promotional programs in a way that it attracts large number of potential customers 
and to become potential competitor with its competitors. 

Table 4: Sample respondent's opinion concerning the prices of the company's products 
 
Prices of the company’s product 

            Respondents in 
          Number   Percentage  

   Very cheap                  -          - 
    Cheap                 12        34.3% 
   Affordable                 23         65.7% 
   Expensive                  -          - 
   Very expensive                  -          - 
    Total                 35        100% 

  Source: Own Survey, 2014 
 

As far as the theory is concerned, a large number of internal and external factors are examined before prices 
can be set.As one and mostly related with the sales since it is the only revenue generating marketing mix 
element, without selling a product no revenue can be generated, that’s why price and sales are inversely 
related  since price increases sales declines and vice-versa.As per the response, 23(65.7%) of the 
respondents revealed that the pricing strategies of the company’s products are affordable and 12(34.3%) 
said it is cheap. The response implies that the company pricing strategy is reasonable and affordable as a 
result most individual customers can handle this price. 
 However, the marketing managers were revealed that the company has not any written pricing policy. The 
prices of the products are depends on different factors like: 
 Transportation charges:- Costs are incurred by transporting inputs and distributing the final products 
 Competitors’ costs: - Costs incurred in order to stand out competitors resulting in different pricing by 

competitors’ pressure. 
 Economic factor:- Inflation and deflation affects the pricing strategy 
 Gross profit costs: - A margin that the company maintains in order to gain and survive after covering 

its direct costs. 
 Overhead costs:-  Costs that are incurred for different marketing activities, wages, salaries etc 
 Net profit: - The ability of paying the owners in the form of dividends 
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 Direct costs:- Costs that are incurred by raw materials, taxies, machineries etc         
Generally, the pricing strategy is not in a single way because there is a highly turbulent environment and the 
price also will change according to the conditions. The company like any other organization, prices its 
products to maximize its profits or the price must cover the whole costs and should gain some profits. It 
works hard to lower its production, overhead and administrative costs by cutting unnecessary operations, 
increase efficiency and productivity. 

Table 5: The Company's products availability and accessibility 
Product availability and accessibility Respondents in 

      Number        Percentage  
   Excellent              26        74.3% 
  Very good               5        14.3% 
  Good               4        11.4% 
   Poor               -         - 
  Very poor              -         - 
  Total              35        100% 

                 Source: Own Survey, 2014 
 

Distribution strategies are concerned with the channels of a firm that employ to make its goods available to 
customers. Placing the product of the company is producing in the place where it is convenient & 
comfortable for customers is the important decision part in case of deciding about placement. 
Table5 depicts, 26 (74.3%) of the respondents said, the availability and accessibility of the products are 
admirable.5 (14.3%) replied very- good and 4(11.4%) of the respondents responded as it is good. The 
response implies the distribution system of the company is brilliant and determines the product's marketing 
presence and the buyers' accessibility to the product. In case of the Hawassa millennium Pepsi-cola plant, as 
respondents agreed distribution is the strongest part & it is the thing that makes the company the first 
choice of the customer than every competitor that produce soft drinks, as marketing department staffs 
respond that the company serves its customers at their destination with its transport. Thus, products 
availability is so nice and buyers can get the product easily in almost everywhere. 

Table 6: Sample respondent's opinion towards the company's pricing methods 
 
        Item 

Respondents in 
    Number     Percentage  

What method does the company used to set the prices?   
  Competitor based method                  22            62.9% 
  Cost plus pricing method                   8            22.8% 
  Both                   5             14.3% 
 Other mechanism                    0               0% 
  Total                   35              100% 

 Source: Own Survey, 2014 
 

As table 6 depicts, 22(62.9%) of the respondents said, the company’s pricing methods is competitor based. 
8(22.8%) of respondents replied, the cost plus pricing method and 5 (14.3%) of the respondents responded 
as both. The response implies that the company pricing method is competitor based in order to stand out 
competitors resulting in different pricing by competitors’ pressure.Generally, the company’s pricing method 
is not a simple task because there is a close competition environment and the pricing method also will 
change according to the competitors. 

Table 7: The selling process of the company's products 
 
 Process of selling the company products 

            Respondents in 

Number  Percentage  

 Direct personal selling            8        22.9% 
  Direct online selling            -          - 
  Indirect through the channels            27        77.1% 
  Word of mouth             -          - 
   Telemarketing              -          - 
   Total             35         100% 

  Source: Own Survey, 2014 
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Table 7 shows, about 27(77.1%) of the respondents agreed with the selling mechanism of the company’s 
products are done by through indirect channels. The remaining 8(22.9%) answered that the selling process 
is through direct personal selling. The implication of selling for the company product is mainly through 
indirect channels. These indirect channels are intermediaries/agents who address the products from the 
producer to the consumers. The Hawassa millennium Pepsi-cola plant has its criteria to select the best 
intermediaries such as; they  must have financial capacity, skilled and experienced manpower, necessary 
logistics (or transportation), they must be legal or licensed, has storage capacity, well structured, and 
reputed. They should also be capable of maintaining closer contact with the company and different roots 
under its chain. 

Table 8: Sample respondent's opinion regarding marketing mix strategies 

      Items                    Responses 

Total 

1. I am confident that I  
2. can perform my  
3. job effectively. 

Strongly  
agree 

Agree Undecided   Disagree Strongly 
 disagree 

  Total     21     8      4     2     -   35 
  Weights      5     4      3     2    1   15 
  Percentage (%)   60%    22.9%    11.4%    5.7%    -  100% 
 Weighted Frequency    105    32     12     4    -   153 
 Calculated weighted mean        4.4 
 Table mean          2.33 

 Source: Own Survey, 2014 
 

It is clear that the table 8 shows, the weighted frequency which accounts 4.4 is greater than the table mean 
which is 2.33. The majority of the respondents 29(82.9%) who said Strongly Agree and Agree perform their 
duties effectively. 2 (5.7%) of the respondents responded that they disagree with the statement. The rest of 
4(11.4%) preferred to stay in undecided.  
This implies that the employees can perform the marketing mix strategies of the company effectively. Hence, 
the Marketing mix strategies are the means by which the marketing objectives will be achieved, the 
employees and managers of the marketing department are genuinely performing their duties to achieve the 
company’s objectives. They are also committed for their work. 
Method of calculation: 

 Weights:  (in a 5 scale point likert, the weights are given from 5 to 1/from strongly agree to Strongly 
Disagree). 

 Weighted frequency:  Calculated by multiplying the each response by the weights. 
 Weighted mean: weighted frequency divided by total respondents. 
 Table mean: the sum of each weights divided by five. 

Table 9: The Company's advertising strategy 
 
   Best strategy of advertising  

Respondents in 
   Number    Percentage  

Media (TV, Radio, Newspaper)              15      42.9% 
Word of mouth               8       22.9% 
Free sampling                4      11.4% 
Internet                2       5.7% 
 Billboard                6      17.1% 
  Total               35      100% 

  Source: Own Survey, 2014 
 

The table 9 clearly reveals that the best strategy of advertising is through media communication (TV, Radio, 
newspaper) as15( 42.9%) of the respondents replied and 8( 22.9%) responses filled that the finest 
advertising strategy is word of mouth. 10(28.5%) of the respondents said the best advertising strategy of 
the company is through free sampling and billboard. The remaining 5.7% responded as the preeminent way 
of advertising means is through internet websites. 
From this we can concluded that the best way of advertising means of the company’s Products are through 
media advertisement. This media advertisement includes TV-shows the facial expression, Radio-reaches at 
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least in all regions, and newspapers. Generally advertising can reach geographically dispersed buyers 
efficiently. 

Table 10: Appropriateness of the Company promotional tools 
Effectiveness of  
promotional tools 

  Least effective  (1)    Effective (2)   Most effective (3) 
Number  Percentage  Number  Percentage  Number  Percentage 

Advertising       -       -    13    37.1%    22   62.9% 

Personal selling     1     2.9%    31    88.6%     3   8.5% 
Sales promotion      -       -    15    42.9%    20   57.1% 

Public relation     2    5.7%    14     40%    19   54.3% 
 Source: Own Survey, 2014 
 

Table 10reveals, as a majority of the respondents replied advertising; sales promotion and public relations 
are the most effective mechanisms of the company’s promotional tools and the other majority of 
respondents indicate that personal selling is effective.  
These all indicate the company’s promotional mix strategies are vital for the marketing of products. It 
creates a good image for the MOHAand gained popularity as the company’s perspectives of quality products. 
Moreover, the managers underlined about the promotional tools as the company gives attention for it and 
go beyond using Medias or vehicles; it also gives emphasis for social marketing activities like: 

 Helping the unemployed by creating jobs (especially by building kiosks, manually operated delivery 
carts) 

 Helping senior citizens through Marry Joy(well-known local NGO) 
 Participate in community development, sponsorship(supporting outstanding students, graduation 

magazines) 
 Running Pepsi week in different high  schools to help them in upgrading their knowledge through 

question and answer programs 
 Participating in HIV/AIDS prevention 
 Contributing to popular events by means of sponsoring various exhibitions, music festivals, public 

gatherings, research forums etc. 
 

Interview Analysis 
To gather more information about marketing mix strategies of Hawassa Millennium Pepsi-cola plant, 
interview questions were forwarded to the marketing managers of the company. Accordingly the 
interviewee’s responses to the questions are depicted briefly as follows. However, most interview responses 
are presented and analyzed in the questionnaire analysis part as a supportive response. 
Regarding the competitors and the marketing mix strategy designed to win the competitors 
Currently, there are some of the competitors in the market, such as; Coca-Cola, Ambo mineral water and 
Abyssinia mineral water, among of them Coca-cola is the major competitor.  
This implies that there is a close competition in the market. The Hawassa Millennium Pepsi-cola plant is 
doing better than its competitors. For example, beyond delivering quality products and selecting best 
partners, The Company’s marketing mix strategy focuses on implementing an efficient distribution network 
along with creative and innovative marketing. It gives special attention in training and upgrading the skills 
and competence of employees and partners. Furthermore the Plant has contributed a lot in social activities 
such as HIV/AIDS, sponsor different sport teams with a view to developing healthier citizens, urban 
sanitation, participate in the development of arts, helping senior citizens through Marry Joy (well-known 
local NGO), helping to eradicate bilharzias and running Pepsi week in different high schools to help them in 
upgrading their knowledge through question and answer programs. 
Problems of marketing mix strategy implementation 
In fact when you run a business, everything might not be easily accomplished. Likewise the company faced 
with some problems while implementing the marketing mix strategies. The interviewee forwarded the 
following problems regarding the marketing mix strategy implementation.  
These are: 

 Economic problem: - as we know the income of individuals are not equal, some may have good 
income, in the contrarily some may not have enough money even to eat bread. Due to these 
financial problems, all people may not be drinking our products. 

 Close competition: - there are direct (substitute) local competitors in the market. These 
competitors may affect our marketing mix strategy. 
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 Seasonality: - there is some seasonality of consumption of MOHA products. When the declining of 
coffee and cash crops prices which is unsatisfactory for distributors and customers. So, during this 
time there will be less consumption. 

 Shortage of supplies, there is a high demand in the market 
 High cost of advertising program 
 Efficiency and effectiveness of agents  

These all implies that the company has faced a problem of implementing the marketing mix strategies and 
these problems may hinder the strategies to not to achieve the objectives of the company successfully. 
Themarketing mix strategy of the company to achieve its objectives 
As per the interviewee replied, the marketing mix strategy is a complex practice that involves the  quality 
and standard products, the establishment of various and efficient distribution networks, popularizing the 
product with fair prices and delivering continuous services after distribution. In this connection, the 
company has done a lot with regard to marketing mix strategies of its products. The marketing mix strategy 
of the company is effectively practiced and it is customer oriented. This indicates the MOHA’s marketing mix 
strategy is effectively implemented by its employees to achieve its objectives because the workers showed 
great commitment and dedication to keep the plant and its product popular.  These strategies will effectively 
accomplished by improving the type, quality and quantity of the products, by discarding all out dated 
machines and substituted them with modern and state of the art technologies, and by using the same bottles 
used by all products and these do not get broke, bored or eroded easily: the bottles are also distributing in 
strong and handy creates. 
The company also implementing the marketing mix strategies effectively by advertising the product by 
erecting artistic notice board in towns, at main public squares, sight-catching places, major outlets and 
inlets, public service stations and on vehicles, by using modern distribution networks to sufficiently supply 
and distribute to all parts of the country at an affordable prices, by contributing to popular events by means 
of sponsoring various exhibitions, music festivals, public gatherings, research forums, mass media programs 
etc and  by providing training in the country and abroad to marketing personnel’s /staffs and thus 
improving their capability and capacity. 
The managers also explained that there are marketing mix strategy check lists which facilitate the marketing 
mix strategies to be implemented in effectively. These are: by define what the company is, identify the 
products that the company provides, identifies the target buyers/end users, and describes the unique 
characteristics of the products that distinguish them from the competition, define whether the pricing will 
be above, below, or at parity with the competitors and establish whether the company will lead, follow, or 
ignore changes in competitors' pricing, identify the distribution channels through which the products will be 
made available to the target market/end users, describe how advertising and promotions will convey the 
unique characteristics of the products, describe any research and development activities or market research 
plans that are unique to the business, describe the image or personality of the company and its products. 
These shows the employees can accomplish their duties easily by referring the marketing mix strategy 
check lists as a result the marketing mix strategy of the company will be implemented successfully. 
Product strategy of the company 
Company should be eager enough to keep their customers satisfied through their product strategy because 
the most important asset for the organization is the buyers themselves. Good product strategy can build 
good brand image which keeps loyal customers happy. 
In an interview made with the marketing manager, AtoBizuneh, in addition to those products currently 
offered by the company, it has been found that detailed marketing research has been conducted to expand 
the size of the product lines by adding some additional products. 
Pricing strategy of the company 
The basic principle in pricing is that the relationship between the price of a product and the value it gives to 
customers has to be fair and proper. Also, the pricing decision of a factory must be coordinated with product 
design, distribution and promotion decisions to form a consistent and effective marketing program. 
According to the interview made with the marketing department head, the objective of the pricing strategy 
of the company is to sale the products with a price that could be affordable to the customers and to keep a 
healthily profit margin (after setting affordable price to the customers the factory achieves a profit in the 
long run). 
 

IV. CONCLUSION  
The following conclusions were made based on the result of findings.  
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The employees and managers of the marketing department are genuinely performing their duties to achieve 
the company’s objectives. Hawassa millennium Pepsi-cola plant exploits the 4P’s of marketing mix elements 
to achieve its objectives. These are vital to implement the marketing mix strategy effectively inseparable 
because each mix affects the other. Therefore, all the mixes are essential for the company to achieve its 
objectives. 

 The Hawassa millennium Pepsi-cola plant  provides 5 (five) types of products such as; Pepsi Cola, 
Mirinda Orange, 7-Up, Mirinda Tonic, and Mirinda Apple are produced by the plant . These products are 
produced with excellent qualities because in almost all stages of production, the company gives a 
high emphasis for quality by objecting the lion share of the market. In each stage of the 
fermentations, there are laboratory technicians who controlled the quality of the products. To sum 
up, quality product is the key to the company’s success. 

 In terms of the pricing strategy, the company sets the fair pricing strategy for its customers. The 
objective is to maximize its profits. It has not any written pricing policy as a result the prices of the 
products are depends on different factors like; transportation charges, Competitors’ costs, 
Economic factors, Gross profit costs, Overhead costs, Net profit, direct costs. Generally, the pricing 
strategy is not in a single way because there is a highly turbulent environment and the price also 
will change according to the conditions. The company like any other organization, prices its 
products to maximize its profits or the price must cover the whole costs and should gain some 
profits. But the company works hard to lower its production, overhead and administrative costs by 
cutting unnecessary operations, increase efficiency and productivity. 

  Promotion strategy is also an essential tool for the marketing mix strategy of the company. The 
company promotional tools are advertising, personal selling, sales promotion and public relation. 
The Hawassa millennium Pepsi-cola plant promotes its products by means of erecting artistic notice 
board in towns, at main public squares, sight-catching places, major outlets and inlets, public 
service stations and on vehicles etc and contributing to popular events by means of sponsoring 
various exhibitions etc. The company’s promotional mix strategies create a good image for the 
MOHA and gained popularity as the company’s perspectives of quality products. Moreover, the 
company gives emphasis for social marketing activities like; helping the unemployed by creating 
jobs (especially by building kiosks, manually operated delivery carts), helping senior citizens 
through Marry Joy(well-known local NGO), helping to eradicate bilharzias, sponsor different sport 
teams with a view to developing healthier citizens, running Pepsi week in different high  schools to 
help them in upgrading their knowledge through question and answer programs, help the citizens 
affected by natural disasters and coordinating its employees to help HIV/AIDS victims and 
participating  in prevention as major promotional tools. The best way of advertising means of the 
company is media advertisement. This media advertisement includes TV, Radio and newspapers. 

  Distribution strategies are concerned with the channels of a firm that employ to make its goods 
available to customers. The distribution system of the company is brilliant and determines the 
product's marketing presence and the buyers' accessibility to the product. Thus, products 
availability is so nice and buyers can get the product almost everywhere. The selling processes of 
the products are mainly through intermediaries. The industry has its own criteria to select the best 
agent such as; they must have financial capacity, skilled and experienced manpower, necessary 
logistics (or transportation), they must be legal or licensed, has storage capacity, well structured, 
and reputed. They should also be capable of maintaining closer contact with the company and 
different roots under its chain. 

Even though the marketing mix strategy of the company is effective, there are some problems that the 
company faced. These are: Transportation problem, shortage of trucks,Economic problem, close 
competition in the market, remoteness of the area (the imbalances of demand to supply requirements), 
Seasonality of consumptionand efficiency and effectiveness of agents. 
Implication for the study 
In order to alleviate the problems in the distribution of the products (to fill the gap between the imbalances 
of demand and supply requirements), the factory must choose distributors that reach its customers most 
effectively and other intermediaries that add value to the distributive process. The factory has to do more to 
expand its local market coverage and increase its market share by selling the products even in rural areas.  
The Factory should efficiently and effectively use these marketing mix elements for they strongly determine 
the long run survival in the soft drink industries.  Future researchers can also conduct the study on the same 
problem are by incorporating the other relevant variables to fill the research gap.  
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ABSTRACT: The paper deals with assessment of the determinants of default risks inmicrofinance institutions 
in Assosa zone. The problem identified was that microfinance programs performmeagerly because of delay in 
repayment and high default rates. Hence, it has been essential toestablish if these limitations prevailed in the 
selected 8 MFIs in the zone schemed bydetermining the default rate and the grounds of the observed series. 
Therefore, in orderto address those issues, the researchers collected primary data collected through 
structuredquestionnaire and secondary sources of data. The data analysis tools used were descriptive and 
inferential analysis. The logistic probit model was employed to estimate the determinants of credit default risk 
and the repayment performance.  The finding shows that credit diversion is positively related to number of 
dependents supported by the borrower, use of financial records, credit/loan size and number of times 
borrowed(sig 10%) from the same source. Income from other sources than credit/loan, loan supervision made 
to the borrower and suitability of credit repayment period (1%) were found to be negatively related to loan 
diversion. The results also pointed out that credit diversion fitted value of credit/loan diversion rate (FITCDR) 
is significant and negatively related to credit repayment performance. The negative sign probably implies the 
use of diverted funds for non-income generating purposes, and it is significant at 5%. In addition gender, 
credit/loan size and number of dependents are all negatively related to the probability of credit repayment. 
Only suitability of repayment period is significant at 1% level.  So, the MFIs are recommended to solve 
problems observed in its rationing mechanism. Moreover, the processes should be worked out toidentify 
borrower capacity and any obligations that may interfere with repayment.Finally, they should intensify 
recovery of outstanding balances fromdefaulters through increased borrower follow-up. 

 
Key Words: MFIs, Credit Default, Credit Diversion, Loan Rationing, Creditworthy. 

 
1.1 Introduction 
Microfinance has evolved as an approach to economic development intended to benefit low income women 
and men. It expanded enormously in 1990s (Ledgerwood, 1999). Policy makers, donors, practitioners and 
academics underline the role of microfinance as a powerful tool for poverty alleviation and economic 
development. The formal financial sector has failed to reach the majority of the rural as well as urban poor. 
This has forced the poor to turn to the informal and semi-formal financial sources. However, credit from 
such sources is not only inadequate, but also exploitative and costly. In Ethiopia, microfinance services were 
introduced after the demise of the Derg regime following the policy of economic liberalization.  According to 
Hunte (1996), default problems destroy lending capacity as the flow of repayment declines, transforming 
lenders into welfare agencies, instead of a viable financial institution. It incorrectly penalizes creditworthy 
borrowers whenever the screening mechanism is not efficient. Credit default may also deny new applicants 
access to credit as the bank's cash flow management problems augment in direct proportion to the 
increasing default problem.  
 

1.2. Statement of the Problem  
The major objective of MFIs is to provide banking and credit facilities to the poor and to micro-
entrepreneurs, who otherwise would lack access to financial services (Akintoye, 2007) cited 
inMojisolaOguntoyinbo (2011). However, lending to micro-entrepreneurs is based on a promise to pay 
without collateral. Such transactions entail risk to the financial institution: when borrowers fail to pay, the 
default constitutes loss to the institution concerned, which eventually impacts negatively on the capital of the 
institution. It is generally accepted that credit, which is put to productive use, results in good returns. But 
credit provision is such a risky business that, in addition to other reasons of varied nature, it may involve 
fraudulent and opportunistic behavior.  
Given the above mentioned problem, the performance of most microfinance programs, however, has not 
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been encouraging. Many have been plagued with such problems as high default rates, inability to reach 
sufficient numbers of borrowers, and a seemingly unending dependence on subsidies. Few of them have lived 
up to their original objective of "including the excluded" (Bhatt, 1997).For such MFIs to be successful, they 
should be sustainable both financially as well as institutionally. On top of sustainability, one has to include 
developmental effects like income on the target group as core measure of success. For agencies that are 
involved in the development or in assisting the development of a microcredit institution, it is recommended 
that profitability and sustainability should be the final goals, and therefore, the only indicators of success 
(Rudkius, 1994). Although the performance of the MFIs in the region has been impressive since their 
establishment, they are experiencing default problems. 
As pointed out earlier, it is obvious that many rural credit schemes have sustained heavy losses because of 
poor credit collection. And yet a lot more have been dependent on government subsidy to financially cover 
the losses they faced through credit default. But, such dependence will not prove helpful for sustainability. 
MFIs should rather depend on credit/loan recovery to have a sustainable financial position in this regard; so 
that they can meet their objective of alleviating poverty. This study endeavored to investigate credit default 
risk in microfinance institutions. Even though many researchers undertake a research on credit default risk 
in micro finance institution, the study did not conducted in Asossa zone microfinance institutions regarding 
the following problems indicated. The problem identified is that microfinance programs perform poorly 
because of slow repayment and high default rates. Hence, it is important to establish if these limitations 
prevail in the selected credit and saving institutions of Assosa Zone scheme by determining the average 
repayment delay and default rate and the causes of the observed trends. 
Set the above discussed problems in the credit and saving institution along with the gap in the literature with 
regard to credit default risk in microfinance, the study attempts to assess the gap in credit repayment with 
reference to the aforementioned microfinance institutions in Assosa Zone in order to forward suggestions for 
microfinance institutions as such problems raised. 
To solve the mentioned problems the following are research questions: 

 What are the causes influencing the credit default problem of borrowers financed by credit and 
saving institutions? 

 What are the determinants of credit default risk and the outcome of credit repayment on MFIs, 
families, and the community? 

 How much screening mechanism microfinance institutions influence default? 
 To what extent the default affect the MFIs, families, and the community? 

 

1.3. Objective of the Study 
The general aim of this study was to assess the Determinants of credit default risk of Microfinance Industry 
in Assosa Zone. 
The specific objectives were: 
 To identify the causes which are influencing the credit default problem of borrowers financed by credit 

and saving institutions;  
 To investigate determinants of credit default risk and the outcome of credit repayment on enterprises, 

families, and the community;  
 To evaluate the impact of selected microfinance institutions screening mechanism on default;  
 To assess the effect of default on enterprises, families, and the community.  

 

1.4. Significance of the Study 
The importance of the current study cannot be over-emphasized. The study will give greater insight into the 
activities of Assosa’s Zone MFIs and how they pursue their businesses in order to meet the objectives for 
which they were established. The study will also reveal the weaknesses of the institutions and enable policy 
changes that will not only energize the organizations concerned, but also strengthen them so that they 
develop the capacity to surmount identified environmental challenges. Overall, access to microfinance by 
the poor segment of the society will be enhanced, which will ultimately raise the levels of income, 
employment, welfare, and national development. 
 

2.Material and Methods 
The study adopts a descriptive survey and inferential design. Descriptive research is used to obtain 
information concerning the current status of the phenomena to describe "what exists" with respect to 
variables or conditions in a situation. The technique was appropriate as it involved a careful in depth study 



BIZAD 2019 Eminent Management Practices - A Vision for Sustainable Business Growth 
Organized by Dept. of Business Administration, Faculty of Management, SRM Institute of Science and Technology 

Special Issue                                               IJRAR- International Journal of Research and Analytical Reviews 49  

and analysis determinants of credit default in micro finance industry in Asossa zone. Further, this section 
organized in to two components. The first section describe about research approach (philosophy). The 
second section presents methods to be adopted for this study. 
Mixed methods approach, which is believed to mitigate the biases of quantitative and qualitative approaches, 
is one in which a researcher tends to base knowledge claims onpragmatic grounds employing strategies of 
inquiry that involve collecting both quantitative and qualitative data either concurrently or sequentially to 
best understand research problems. It is more than simply collecting and analyzing both kinds of data both 
numeric information and text information (Creswell, 2009). Mixed approach also has its strengths such as it 
aid to triangulate evidence and it helps to solve the problems associated with both qualitative and 
quantitative approach. But it requires an immense intensity of effort from the researcher as it include both 
designs. 
 

Table 1: Total populations and selected sample size 
S.No.  Branches  Number of  

customers  
Selected samples  
from customers 

Number  
of employees 

Selected  
sample  
from officials 

1 Assosa 3838 124 10 2 
2 Bambasi 2435 79 11 2 
3 Mao Komo 645 20 3 1 
4 Oda 1169 39 3 1 
5 Homosha 1308 42 3 1 
6 Mengie 1137 37 4 1 
7 Sherkole 749 24 3 1 
8 Kurmuk 576 19 4 1 
 Zone Head office  -  7 3 
Total   11857 384 48 13 

 

The base for drawing the sample size is the total number of 11857 customers in Asossa zone micro finance 
institution. Because of they are from different wereda’s the sample size was determined by statistical 
formula as follow;- 
1 If N≥10000, then sample size=  n= z2*pq/d2 
2 If  N≤ 10000, then sample size = n= n/1+n/N 
P= the proportion of the target population estimated to have characteristics being measured or probabilities 
of success= 0.5 
Q= levels probability of failure 
q=1-p =1-05=0.5ለ 8 
d= the level of statistical significance set= 0.05 
z= the standard normal variable at required level of confidence (95=1.96) 
n= 1.962 *0.5*0.5/0.052 

n= 384 
To select items from each stratum or to allocate the sample size of each stratum/woreda we followed the 
method of proportional allocation under which the sizes of the samples from the different strata are kept 
proportional to the sizes of the strata. That is, if Pi represents the proportion of population included in 
stratum i, and n represents the total sample size, the number of elements selected from stratum i is n .Pi. To 
illustrate it, let us suppose that we want a sample of size n = 384 to be drawn from a population of size N = 
11,857 which is divided into eight strata of size N1 = 3838, N2 = 2435, N3 = 645, N4 =1169, N5 = 1308, N6= 
1137, N7=749 and N8 =576. Adopting proportional allocation, we shall get the sample sizes as under for the 
different strata (kohatari, 2004). For strata with N1 = 3838, we have P1 = 3838/11857 and hence n1 = n. P1 
= 384 (3838/11857) = 124. Therefore, the formula stands for all woredas in selecting sample size.  
Therefore, the researchers of this work only include five year round of credit disbursement of the maturity 
of which has passed at the time of data collection to be used i.e. credit extended during the last 5 years of 
rounds from 2010/11 through 2014/2015.The data will be collected by distributing structured 
questionnaires i.e. open-ended and closed-ended questionnaires to clients that will be self-administered 
defaulters and non-defaulters. 
 



UGC Sr. No. 43602                                                                                                          e ISSN 2348 –1269, Print ISSN 2349-5138 

http://ijrar.com/ 

     50          IJRAR- International Journal of Research and Analytical Reviews                                                 Special Issue 

 
4. Results and Discussion 
4.1. Operations of the study areas 

Table 2: Number of clients being served by the elected 8 MFIs 
 

S.No Branches  Number  
of customers  

Selected samples  
from customers 

Number  
of employees 

Selected sample  
from officials 

1 Assosa 3838 124 10 2 
2 Bambasi 2435 79 11 2 
3 Mao Komo 645 20 3 1 
4 Oda 1169 39 3 1 
5 Homosha 1308 42 3 1 
6 Mengie 1137 37 4 1 
7 Sherkole 749 24 3 1 
8 Kurmuk 576 19 4 1 
 Zone Head office  -  7 3 

 Total  11857 384 48 13 
Source:  Compiled   from   survey, 2016 
 

As shown in table 2 above, the current total number of clients stands at 11,857. The total number of female 
beneficiaries is 7546 (63.64%), while that of the male beneficiaries is 4311 (36.36%). 
 

4.2 Effect of Repayment on Enterprises, Families, and the Community 
The study also sought to discover what repayment burdens placed on the enterprise might cause default. 
Responding to study questionnaires, one-third of the respondents pointed out repayment had no effect on 
the enterprise. The remaining two-thirds, however, said that repayment had led to a reduction in their stock 
levels. Some said that they were not able to make any savings because they used profits to repay the credit. 
Other borrowers said that they were using means beyond business to repay their credits. Some credit 
recipients even admitted suffering from depression as a result of the repayment burden, and they said the 
depression was affecting relationships with customers and was leading to poor business performance. As a 
result of repayment, some businesses had closed their doors. Those who were repaying were doing so to 
maintain trust with the lending institutions to avoid prosecution. Some borrowers explained that 
repayment was a burden only when sales were low. 
With respect to the burden on borrowers’ families, around 20% no effect on the family. The remaining 80% 
said that repayment reduced family income and that children‘s school fee payments repayment was 
expensive because they had to spend a lot more on transportation. 
Meanwhile, 66.19% of the borrowers also were aware of the effect of their repayment on the community. 
They said that community members benefited by credit/loan repayments. Some respondents noted that 
good repayment encouraged other community members to take credits and start businesses that provided 
needed goods and services to the community. They also pointed out that credit defaults cause the 
community to lose those goods and services and that poor credit repayment makes community members 
hesitant to take any credit for development. 
 

4.3 Determinants of Credit Repayment Performance 
During the estimation process, the equation for loan diversion was detected to have problem of 
heteroscedasticity. Hence, this method employs the estimation of interval regression. According to the 
procedure interval regression is estimated using variables generated from the dependent variable and was 
shown how such a regression is used to obtain the same results as the Tobit regression. Thus, to obtain the 
robust standard errors, it is only a matter of adding the robust option to the interval regression. 
Accordingly, an interval regression is estimated using the variables generated from the dependent variable 
in the same way as explained above and on the other hypothesized explanatory variables. Next, the robust 
option is used on the same regression to correct for the problem of heteroscedasticity. The final estimates 
so obtained are given below. 
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Table 3: Maximum likelihood estimation for credit/loan diversion 
     Number of obs = 337 

     Wald chi2(8) = 15.64 

 Log likelihood = -106.99844   Prob> chi2 = 0.0478 

      
  Coefficients Robust Std. Err. Z-value Sig. 

      
 D -0.2056432*** 0.113016 -1.81 0.067 

 CSZ 0.0000411 0.0001404 0.29 0.770 

 SRP -0.3266075* 01147342 -2.85 0.004 

 INCA -0.0000298 0.0001758 -0.17 0.865 

 FR 0.1500751 0.1702739 0.88 0.378 

 SPV -0.0172498 0.0985662 -0.18 0.861 

 NDP 0.0004972 0.0191063 0.03 0.979 

 NTB 0.0754362*** 0.0481348 1.57 0.117 

 Cons -0.2642259 0.2515055 -1.05 0.293 

 /sigma 0.5177089 0.0467682   
    
 *significant at 1% ***significant at 10%  

 
 

The estimated model is significant at the 5% level. As shown in the table 5.1, credit diversion is positively 
related to number of dependents supported by the borrower, use of bookkeeping, credit/loan size and 
number of times borrowed from the same source. Education, income from other sources, loan supervision 
and suitability of credit repayment period were found to be negatively related to loan diversion. Suitability 
of repayment period was found to be significant at 1%, while education and number of times borrowed 
were found to be significant at 10%. 
The sign of the variable representing the use of financial recording systems has an unexpected sign i.e. 
positive however insignificant. The reason for this could be the fact that, even the few educated ones are 
unable to use modern and accurate methods of keeping financial records. The rest of the variables have 
exhibited the expected signs. Further, the results indicate that education, number of times borrowed and 
suitability of repayment period are significant determinants of credit diversion.  
The estimation results are presented in table 4 below. Nevertheless, the overall goodness of fit indicates that 
it is significant at 1%, implying that the explanatory variables used in the regression equation explain the 
variation in the dependent variable quite well. 
 

Table 4: Maximum likelihood estimate of a probit model for credit default 
 

 Probit  
estimates 

    Number of obs =  337 

      Wald chi2(10) = 53.07 

      Prob>chi2 = 0.0000 

      Pseudo R2 = 0.8070 

 CD Coefficients Robust Std. Err. Z- value Sig.   
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 D 1.218347*** 0.6817127 1.79 0.074  

 GEN -0.1295234 0.6335709 -0.2 0.838  

 AG 0.0077951 0.1234208 0.06 0.95   

 AGSR -0.00043  0.0013922 -0.31 0.757  

 INCOM 0.0346739 0.0145101 2.39 0.017  

 SRP 2.166316* 0.6107892 3.55 0.000  

 NDP -0.0415804 0.1120186 -0.37 0.710  

 CSZ -0.0020723** 0.001014 -2.04 0.041  

 SPV 0.9705793*** 0.5811818 1.67 0.095  

 FITCDR -9.794303** 4.710661 -2.08 0.038  

 Cons -3.491235 2.933985 -1.19 0.234  

 *significance at 1% **significance at 5% *** significance at 10% 
 

 

Explanatory variables used in the estimation of credit repayment performance equation were found 
significant. According to the estimates, credit diversion fitted value of credit/loan diversion rate (FITCDR) 
is significant and negatively related to credit repayment performance as expected. The negative sign 
probably implies the use of diverted funds for non-income generating purposes, and it is significant at 5%. 
Consequently, gender, credit/loan size and number of dependents are all negatively related to the 
probability of credit repayment, none being inconsistent with expected signs. Among these variables, only 
credit/loan size is significant at 5% level. This shows that the higher the credit/loan size, the lower the 
probability of repaying the credit/loan. On the other hand age was found to be positive, while age squared 
turned out to be negative. This shows that, as age increases, the probability of credit repayment increases up 
to a certain level of age beyond which performance will decline i.e. there is a non-linear relation. Both these 
variables are statistically insignificant. 
Moreover, income from activities financed by the credit/loan and suitability of repayment period are 
positively and significantly related to loan repayment performance. 
 

5. Conclusions and Recommendations 
The rationale of this last chapter is to review the intact thesis and bring to light future research directions. 
Accordingly, section one presents an abridgment of the study and its major findings. Section two presents 
recommendation and section three is about implication for further study. 
5.1 Conclusions  
Based on the result of the findings the following conclusions were made: 
With the aim of identifying the determinants of credit default, an attempt was made to judge against 
defaulters with non-defaulters. Accordingly, it was found to be on average a bit younger with more 
proportion of them being male, illiterate, and loan diverters. They also receive a smaller credit amounts, 
earn smaller income, and support more dependents than the non-defaulters. The difference between the 
two groups was found to be significant in terms of credit/loan diversion and income. 
The findings of the econometric analysis reveal that, education, number of times borrowed and suitability of 
repayment period are significant determinants of credit diversion. 
The gender, credit/loan size and number of dependents are all negatively related to the probability of credit 
repayment. Among these variables, only credit/loan size is significant at 5% level. This shows that the 
higher the credit/loan size, the lower the probability of repaying the credit/loan.  
Moreover, income from activities financed by the credit/loan and suitability of repayment period are 
positively and significantly related to loan repayment performance. 
It was found that the credit scheme has contributed positively towards improving the income, access to 
education, and access to health service of borrowers. Overall it seems that the scheme is contributing 
towards reducing poverty. 
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5.2 Recommendations 
 This study has found that improving the selected MFIs performance is a prerequisite to make it 

more effective in carrying out its mandate and providing technical support to micro-enterprises so 
as to improve their profitability. To this end, the selected MFIs of Assosa Zone should consider the 
following recommendations: Strengthen its management information systems to produce up-to-
date credit/loan repayment statements for borrowers and to enable early detection of potential 
default problems. Doing this will help the MFIs take quick follow-up actions, such as providing debt 
counseling or issuing demand notices. 

 Toughen its staff by enhancing the capacity of its computer applications. This will enable optimal 
use of the available computer facilities, speed up loan processing, and ensure timely disbursements 
and collection of credits. 

 Intensify its follow-up on borrowers to improve recovery of outstanding loan balances accruing to 
slow re-payers and defaulters. 

 Revise its borrower appraisal instrument to help identify deserving but vulnerable micro-
entrepreneurs. Vetting should determine how much debt the borrower can handle comfortably, his 
or her income streams, and any other obligations that might interfere with repayment. Doing so can 
enable the selected MFIs board to provide the borrower with appropriate counseling and support 
to avoid credit default. 

 Rationing those with more income could be seen, as a deliberate pro-poor action on the part of the 
lending institutions, if at all it is done with such an intention. On the other hand, the majority of the 
institutions clients whose eligibility for participation in the scheme is based on the criteria of being 
poor are illiterate. Since most of the time literacy and wealth are positively related, and that it 
seems that the selected lending institutions are focusing more on equity than efficiency by rationing 
the literate clients more strictly than the illiterate ones. 

 

5.3 Implication for Further Study 
There are a number of issues which deserve further research direction. This study focused on credit default 
risk of MFIs in BGRS. The relevance of the findings of the study perhaps limited with the selected 8 MFIs. 
Since from the data collected for this study the number of respondents that reported having access to other 
credit sources is very few, this finding needs to be further studied. Also there may be a need to test if there is 
some sort of association between credit repayment and purpose of borrowing. 
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ABSTRACT: Usage of technology brings vigorous improvement in every aspect of human life. Supreme 
research reveals that Internet is being used in employment segment internationally. Recruitment through 
electronic sources brings unique success in a very short time. The ascendancy of synchronized communication 
over the Internet is a reason why e-recruitment becomes the central ingredient platform for Recruiters to 
think and use e-recruitment. Numerous companies use e-Recruitment to post jobs and accept resumes on the 
Internet, and correspond with the applicants by e-mail. The term ‘perceived barriers’ can be well-defined as "a 
person's estimation of the level of challenge of social, personal, environmental, and economic obstacles to a 
specified behaviour or their desired goal status on that behaviour." The purpose of this paper was to develop a 
scale to measure the perceived barriers of e-recruitment from the viewpoint of the recruiter. If the barriers 
are recognized appropriately then, proper corrective actions are taken to improve the effectiveness of e- 
Recruitment adoption. 

 
Key Words: E-recruitment, Adoption, Perceived Barriers, Attitude. 

 
INTRODUCTION  
Bulter (1991) suggested this entailed utilizing the inductive methodology for the generation of items of the 
perceived benefits of e-recruitment. Semi-structured conversations with a number of 30 human resources 
managers and 10 recruitment supervisors from numerous industrial and services –oriented sectors were 
conducted. Participants were questioned to grade the benefits of e-recruitment that they supposed based on 
their experiences and interaction. The outcomes were progressive and used for the generation of the 
objects. Common interview responses were brief as: low costs, less time, ability to influence applicants from 
various countries, improved quality of applicants, and sound image for the organization. 
F.David; Viswanath Venkatesh; (1996) The Technology Acceptance Model (TAM) is widely used by 
researchers and doctors to predict and explain user acceptance of information technologies .TAM models 
system usage purposes and behavior as a function of perceived usefulness and perceived ease of use . The 
original scales for measuring the TAM constructs have been confirmed to be consistent and valid in several 
reproductions and applications across a range of technologies and user populations . Schreyer and 
McCarter (1998) state Internet recruitment as "the recruitment process, including enlisting job 
advertisements, receiving resumes, and building human resource databases with candidates and 
executives". 
Dysart (1999) argues the use of Internet search engines, online application forms, email auto-responders, 
and dispatching lists by HR departments. This study argues that these innovations allow HR departments to 
link corporate datasets to external websites, qualifying applicants to interact with the company more 
professionally. In line with above-mentioned articles, Dysart cautions that combination of the Internet 
should be well planned.  
Cober et al., (2000), Online recruiting can also produce cost savings and higher applicant earnings. 
Companies have reported savings of 95% when changing from modern to online recruiting causes and 
discrete companies have generated as many as 10,000 applicants through their recruitment web sites to fill 
less than 1000 jobs. 
 

REVIEW OF LITERATURE OF E-RECRUITMENT:  
Casper (1985) advises E-recruitment is measured a comparatively new concept for many organizations, 
articles on the topic first started looking in the mid-1980s. However it was not until almost a decade later in 
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the mid – 1990s that more efficient and demanding literature and research on e-recruitment began to 
appear in human resource related journals. 
Aastha Tyagi (2012), Today, one of the most crucial sources of competitive advantage is based on human 
resource efforts through attracting and retentive able individuals. The internet has helped in attracting 
potential candidates to an organization from the recruitment process, which is mentioned to as E-
Recruitment. The practice of dispensing a vacant position and applying for a job via a website has increased 
gradually. The purpose of this paper is to broaden the research on the recruitment practices, with focus on 
E-Recruitment practices and trends in India, to identify what e-recruitment methods are being used and 
what benefits are being experienced by organizations using these methods. (Reiners & Alexander,2013), 
Through the interviews, recruiters analyze applicant’s communication skills and character, and device if the 
applicant is a good fit for the organization. Electronic -recruitment or online recruitment is a term for 
performing recruitment process using internet, to be available 24 hours for employers and applicants, 
clarifying electronic resume easily using selected criteria, and several recruitment functions to be 
automated and in parallel. 
REVIEW OF LITERATURE OF PERCEIVED BARRIERS: The term ‘barrier’ means ‘restriction’, or 
‘hindrance’, which denotes a thing that provides resistance, delay, or obstruction to something or someone. 
In general, the term ‘perceived barriers’ can be well-defined as "a person's estimation of the level of 
challenge of social, personal, environmental, and economic obstacles to a specified behaviour or their 
desired goal status on that behaviour." In research context, the term ‘perceived barriers’ refers, the things 
which resists, delay or obstruct the Recruiters in adoption and continuous use of e-recruitment in the 
selected IT companies in Chennai city. 
Linda Barber (2006), examined the assistances and challenges of Internet recruiting from Institute for 
Employment Studies (UK). He explained that organizations now focus most of their attention and efforts at 
the front end of the recruitment process and most of them use it to provide and promote information about 
the company, advertise points and receives CV’s electronically. This has explored key aspects of the 
recruitment drive for consideration by those who may be considering e-recruitment or those who are 
already further down the road and have already moved recruitment online. The article concludes that access 
to a wider pool of applicants and promotion of a company’s reputation and brand are often mentioned by 
HR specialists who analyze the assets of the e-recruiting. 
 Davison et al, (2012),“Until very lately, there has been little direction for HR professionals in dealing with 
these emergent Internet screening practices ... Thus, managers and HR experts are using these technologies 
with limited strategy guidance in place. The size of this problem is demonstrated by a SHRM (2008) survey, 
which found that 72 per cent of organizations (out of the 571 surveyed) do not have a formal or informal 
policy about using websites for applicant screening. Perhaps even more concerning is SHRM’s finding that 
89 per cent of organizations did not even plan to instrument a policy.” 
Khalil Ghazzawi and Abeer Accoumeh (2014), This research purposes to help professionals in the HR 
departments and management to reflect and improve how they recruit, develop and look after their staff. E-
Management is one of the most challenges that organizations are facing in their businesses processes. Those 
processes are supported by the usage of electronic information system and applications. New technologies 
have been increasingly enabled and speed up the communication and business process between the internal 
and external users. E-recruitment considered as a part of e-HRM and defined as the application of 
recruitment activates by involving the internet and using web explanations to operate and at the end it has 
the same goals of the traditional recruitment. Online recruitment is becoming more smart for the employers 
and job seekers. Advantages and disadvantages of e-recruitment system were determined by tentative the 
overall process. Throughout this research we will classify the significant factors that affect the success of 
using online recruitment instead of traditional recruitment and measure the efficiency of each factor. The 
research is going to provide the organizations and HR members a wider vision how would they set up their 
recruitment plans and retain their employees. 
MS. D Shahila & MS. R. Vijayalakshmi, (2013), In examining the findings, the key message for recruiters is 
to acknowledge that the adoption of e-recruitment is about more than just technology. It is about the 
recruitment system being able to attract the right candidate, the selection process being based on sound and 
credible criteria, and the tracking process being able to integrate with existing systems. Perhaps most 
significantly, e-recruitment is about cultural and behavioural change, both within HR and at line 
management level. From our evidence, we suggest that for e-recruitment to deliver, it is about developing 
the capability of HR to facilitate the system and to view the staffing process as an end-to-end process, 
similar to that of a supply chain. 
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Table 1.1. Constructs – Reliability Statistics 
S. No Name of the Construct and Factors Number of items Cronbach Alpha 

I Perceived Barriers 15 0.751 
1 Infrastructural Barriers 3 0.703 
2 Technical Barrier 3 0.712 
3 Personal Barrier 3 0.719 
4 Security Barrier 3 0.818 
5 Social & Cultural Barrier 3 0.804 

 

Table 1.1 summarizes the name of the constructs and factors with its number of items and their reliability 
Cronbach alpha coefficients. From the above table it is identified that all the above-mentioned constructs 
and factors Cronbach alpha coefficient values are more than the threshold value of 0.7, which ensures the 
existence of inner consistency and reliability among individual items, factors and constructs of the research. 
 

SUGGESTIONS: The aim of this paper is to study the perceived barriers of e-recruitment from the viewpoint 
of the Recruiters. E-Recruitment helps organizations to be equipped with competent staff and thus it is 
linked with many HR activities of organization. E-Recruitment has proved to be important part of the 
recruitment strategy. It can be used to keep track and maintain candidate applications, mostly among larger 
organizations. E-Recruitment has provided some remarkable benefits in terms of cost and efficiency. In 
addition to the above discussion, a continuous improvement are added in considering the barrier are 
identified properly then, proper corrective measures are taken to improve the effectiveness of e- 
Recruitment adoption. 

 

CONCLUSION:. It is suggested that the feedback from stakeholders (Recruiters) of e-recruitment in regular 
intervals about its user friendliness, security, reliability, technology upgradation, usability, end-results, etc 
will help the IT companies to design, develop, modify, implement, improve, execute the robust e-
recruitment system in the organization, which will create better perceived effectiveness, attitude, 
satisfaction, adoption and continuous use of e-recruitment to meet the talent acquisition needs of the 
organization. 
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INTRODUCTION 
A payment bank is a new model of bank which is conceptualized by the Reserve Bank of India (RBI). The 
payment banks can accept a restricted deposit, which is currently limited as 1 Lakh per customer and may 
be increased further. These banks cannot issue loans and credit cards. Both current account and savings 
account can be operated by such banks. The payment banks can issue the services like ATM cards, debit 
cards, net-banking and mobile-banking. The payment banks have a multiplier impact on the banking system 
and financial inclusion as they provide doorstep banking to the people in remote areas at lower cost and 
compete with traditional banks in future. The payment banks have built a new model that focus on bringing 
the financial services to the hundreds of millions people of un-served or under-served. The pattern of the 
payment bank is being formed and the overhead cost is very less because the existing structure is being 
used. The payment banks play an important role in India as a mechanism for financial inclusion and a 
milestone of Indian Banking Sector. The main purpose of payment banks is not to conduct conventional 
business but also serve to the people with the intention of motivating cashless transactions. The new model 
of banking allows mobile firms, super market chains and others to cater the banking requirements of 
individuals and small business. This paper attempts to discuss the emerging opportunities and challenges of 
payment bank system in India. 
Evolution of payment banks 
On 23 September 2013, the committee on Comprehensive Financial Services for Small Businesses and Low 
Income Households headed by Nachiket Mor was formed by the RBI. On 7 January 2014, the Nachiket Mor 
committee submitted its final report. Among its various recommendations, it recommended the formation of 
a new category of bank called payments bank. On 17 July 2014, the RBI released the draft guidelines for the 
payment banks, seeking comments for interested entities and the general public. On 27 November, RBI 
released the final guidelines for the payment banks. 
In February 2015, RBI released the list of entities which are applied for the payment banks’ licence. There 
were 41 applicants. It was also announced that an external advisory committee (EAC) headed by Nachiket 
Mor would evaluate the applications of the licence. On 28 February 2015, during the presentation of 
the budget it was announced that India Post will use its large network to run payment bank. The external 
advisory committee headed by Nachiket Mor submitted its findings on 6 July 2015. The applicant entities 
were examined for their financial track record and governance issues. On 19 August 2015, the Reserve Bank 
of India gave "in-principle" licences to eleven entities to launch payment banks. The "in-principle" license 
was valid for 18 months which the entities must fulfil the requirements and they were not allowed to engage 
the banking activities within the period. The RBI will grant the full licenses under the Section 22 of 
the Banking Regulation Act, 1949, after the satisfaction and the fulfillment of the conditions.  
List of the Payment Banks in India 
Reserve Bank of India aims to set up 11 payment banks which are expected to expand penetration of the 
banking sector in rural areas of the country.  The decision by the RBI is to grant the principle approval for 11 
entities to set up payment banks, which would be directed at small savers in underserved (largely rural) 
markets. It could help to transform the rural remittances’ market. On 19 August 2015, the Reserve Bank of 
India gave "in principle" licences to eleven entities to launch payment banks:  

1. Aditya Birla Nuvo Limited (IDEA)  
2. Airtel M Commerce Services Limited  
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3. Cholamandalam Distribution Services Limited  
4. Department of Post, Govt. of India  
5. Fino Pay Tech Limited  
6. National Securities Depository Limited (NSE)  
7. Reliance Industries Limited  
8. Shri. DilipShanthilal Shanghvi (Sun Pharma)  
9. Shri. Vijay Shekhar Sharma (Paytm)  
10. Tech Mahindra Limited  
11. Vodafone m-pesa Limited  

Out of the 11 approved payment banks, 3 banks surrendered their licenses. The remaining 8 payment banks 
are listed below:  

1. Aditya Birla Nuvo Limited (IDEA)  
2. Airtel M Commerce Services Limited  
3. Department of Post, Govt. of India  
4. Fino Pay Tech Limited  
5. National Securities Depository Limited (NSE)  
6. Reliance Industries Limited  
7. Shri. Vijay Shekhar Sharma (Paytm)  
8. Vodafone m-pesa Limited  

 

REVIEW OF LITERATURE 
Mas (2009) discussed the regulations for branchless banking which includes payment bank in India. The 
study argued that the   regulatory framework needs to evolve to foster competition by a broad range of 
players. It also stresses that the existing regulations should be modified to reduce the cost of entry and 
provide scope for business model innovation. 
Dr. Malhotra (2010) discusses in her paper that the result show whether the private and foreign internet 
banks have performed well in offering a wider range and more advanced services of internet banking in 
comparison with public sectors banks. She also identifies that the size of the bank, experience of the bank in 
offering internet banking, financing pattern and ownership of the bank are found to be the most significant 
determinants of the successful payment banks. 
Dr. Srinivasan, prof. Subramani (2012)  Has made a detailed conceptual study of payment banks. The 
researcher mainly concentrated on finding an answer to certain questions like who are these payment 
banks, why do we need payment banks when we already have public, private, foreign and cooperative 
banks, what are the value added rendered by payment banks and so on. The researchers concluded there is 
much possibility in the near future to open more payment bank accounts in addition to their regular bank 
accounts. 
Vishal R sandanshive, Dr. Vivek V katdare (2013) Analysed the 11 entities functional areas which are 
approved under In-principle by RBI. The paper also highlighted the benefits for the customers and to the 
different entity. The main objective of the research was to know the role of payment banks in the process of  
financial inclusion. The study tells that telecom companies has greater advantage in partnering to the 
payment banks as they already networks to the rural customers. 
Dr.M.S. Rao (2014) Stresses in his paper that there is need for constant innovation in the retail banking 
sector. However, the updated technology and operational efficiency would provide a greater competitive 
edge for the retail banking business. Furthermore, he emphasized that is increasingly important for the 
banks to improve the quality of the customer services and cut off predatory lending strategies, particularly 
in the area of credit cards interest payment.  
R.Elavarasi (2014) In her research paper has identified the bank which provides better e-banking services 
to the customer and also analysed the satisfaction level of the customers regarding the inter banking 
website of banks. It is evident that the age, educational qualification, occupation, income level of customers 
etc., are the factors which influence the usage of e-banking services by customers. The researcher concluded 
by stating that there is need for increased awareness of the e-banking services among the customers. 
Manikandan &chandramohan (2015) discuss the concept of mobile wallet in India context. The study also 
discusses the status of adoption of mobile wallet in India and major determinants for its adoption. 
Goel and manrai (2016) discuss the regulatory frame work of payment banks in India. They also evaluate 
the electronic and mobile banking experience in other developing countries. In a similar effort, Gupta 
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(2016) outline the regulatory structure of payment banks in India and discusses the case studies of certain 
payment banks. 
 

RESEARCH METHODOLOGY 
Objectives of the Study 

1. To make more knowledge on the evolution and growth of payment banks in India. 
2. To know how many payments bank currently functioning in India. 
3. To know the difference between traditional banks and payments bank. 

 

Sources of data  
The present one is a conceptual study. The researcher has mainly used secondary data collected from 
various sources like journals & articles, news papers and magazines. 
 

Growth & Features of the Payment Banks  
The main objective of the payment bank is catering to the unbanked and under-banked. Although the 
Pradhan Mantri Jan DhanYojana has brought down the number of unbanked individuals in the country and 
there are still millions who do not have bank accounts. According to the World Bank report, India is a home 
to 21% of the world's unbanked adults. Payment banks aim to serve these customers, especially migrant 
workers and those from lower income households, as well as bring them into the formal financial system. 
Compared to the conventional banks, opening the bank account in the payment bank is simple. Since 
customers in the payment banks operate the account using their mobile and less documentation is required 
in the payment banks for opening the account. For instance, all need to start using Airtel Payments Bank, the 
country's first payment bank which is used for e-KYC by your mobile number and Aadhar number. The key 
focus of the payment banks is  the payment space. They facilitate domestic and international remittances, 
bill payments, wage payments, recharges, insurance premium payments and etc. While they provide deposit 
and withdrawal facilities, they cannot lend like traditional banks. Given that India still has a rural population 
of 67% which does not have easy access to basic banking facilities and payment banks can offer an effective 
alternative.  
 

Traditional Banks Vs Payment Banks  
In this section the features of traditional banks and payment banks are compared. The following table 
highlights the features of traditional and payment banks. 

Table 1: Comparison of Payment Banks with Traditional Banks 
Features Traditional banks Payment Banks 

Accept deposit Yes Yes 
Pay interest on deposits Yes Yes 
Withdrawal facility for customers Yes Yes 
Provide loans or lending activities Yes No 
Issue credit card Yes No 
Investments products Yes Yes 
Maximum deposit limit No Yes Rs.1 Lakh only per  

Individual customers 
 

Payment Banks Guidelines by RBI  
RBI has spelled out clear guidelines for payment banks. While it is expected that these guidelines would 
evolve over the coming years, the followings are what have been laid out as the initial set of guidelines.  

1. Minimum entry capital for payment banks is fixed at Rs.100 Crores. The committee had 
recommended an amount of Rs.50 Crores but it seems that RBI has chosen to play safe and doubled 
the amount. This high amount of initial capital would mean that innovation would be slow because 
the risk to the payment bank model is very limited.  

2. Payment banks can accept demand deposits. The restriction therein is that the maximum balance 
per customer can only be Rs.1, 00,000. This can be for both current and savings accounts. All the 
deposits have to be invested in Government bills and securities, thereby indicating that fee income 
for transactions is what would probably be the biggest revenue driver for payment banks.  

3. Payment banks would primarily provide remittance and payment services. The boundary condition 
here is that the total credits into an account should not exceed Rs.1, 00,000. This means that the 



UGC Sr. No. 43602                                                                                                          e ISSN 2348 –1269, Print ISSN 2349-5138 

http://ijrar.com/ 

     62          IJRAR- International Journal of Research and Analytical Reviews                                                 Special Issue 

payment banks would only make sense to lower economic strata of the Indian banked and 
unbanked population.  

4. Payment banks must be a banking correspondent of a commercial bank where they can offer 
services like marketing of bank’s loan products etc.  

5. Commercial banks can also leverage this model by launching a payment bank subsidiary. 
6. Currently RBI has not talked about the pricing for the services of the payment banks. Given the 

tough regulatory framework for payment banks, a pricing flexibility would be essential. 
7. Payment banks can be “Internet only”. It is a very interesting proposition and it remains to be seen 

if this is the path that India’s first digital bank would take. With the increased usage of mobile, social 
media and internet, possible value has only increased in the last few years. 
 

Opportunities and Challenges of the Payment Banks  
In a significant reform from the post 1991 era of Indian Banking, RBI has understandably taken a bold step 
by mooting the ideas of Payment Banking and Small Banking in 2015. As early as last two years ago RBI 
allowed 11 entities to start payment banks; the followings are the important opportunities and challenges of 
payment banks in India  

1. Payment Banks are aimed to be an important tool in the idea of Financial Inclusion by providing 
small saving accounts, payment and remittances by enabling high volume - low value transactions 
in deposits and payment / remittance services.  

2. Payment Banks, the Newbie of the Town, have the burden of huge expectations on them. As a 
matter of fact, along with banking for the un-banked, they are expected to provide both insurance 
and mutual fund products. These banks however will not offer any loans and credit cards unlike the 
regular banks, what’s often termed as universal banking.  

3. Payment banks are allowed to invest their deposits in Government bonds. The operational limit of 
these banks is Rs 1 lakh per account which considering the target market is ideally balanced the 
total 41 applicants. RBI has approved the principle approval for 11 major players such as Airtel, 
Vodafone, NSDL , Tech Mahindra and etc. 

4. Payment Banks are believed to be the safest of banks since they have only the government as the 
borrower who has Rs 100 Crores in the pocket and has the ability to pass the RBI's fit and proper 
norm, shall get into the Payment Bank business in the future. We could even see about 50 - 100 
such banks being setup in the next couple of decades, revolutionizing the money flow. The mere 
geographical reach of the Payment Banks and the idea of their presence everywhere will impact the 
whole India. 

5. Payment banks will essentially depend on technology to reach  all the customers, using mobiles as 
the vehicle of banking. While physical bank branches will still be needed for some purposes like 
opening an account, depositing cash etc. The mobile phone will become the virtual ATM and small 
payments cheque-book, day-to-day payments including peer-to-peer payments.  

6. The cost savings through paperless branch-less mode of banking, intense competition is anticipated 
in Payment Banking System. This should eventually drive down the charges for remittances, fund 
transfers and other banking transactions. The customers of the regular banks who do not have the 
means to maintain minimum balance can be welcomed to these banks as revenue is earned through 
transaction charges and not on the spread of interest between deposits and loans.  

7. The Government will be the biggest beneficiary of the payment banking, as payment banks will 
expand its access to cheap funds. Currently, regular banks are the largest investors in government 
bonds. While this will remain so even with the entry of payment banks, the sheer impact of 
additional money coming into Payment Bank accounts which can only invest in short term 
government bills ( up-to 1 year ), will drive down short term interest rates, and the government can 
thus borrow more cheaply.  

8. Payment Banks to target migrant labourers and self- employed besides low income household by 
offering low cost savings accounts and remittance services, this new experiment comes with its own 
set of challenges. Since Payment Banks are stripped down i.e., they cannot offer loans or credit, the 
question of who will serve the credit needs of the un-banked still remains at large.  

9. Payment Banks also pose a new regulatory challenge to the RBI and RBI will need to step up its 
game. However, in the background of the limited access to formal banking system, they move to 
introduce new forms of banking which must be the way to go forward.  
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CONCLUSION  
The Payment banks can be conceptualized and understood the entity similar to the traditional banks but 
catering to a niche area. The main aim of the payments banks is to provide small savings accounts; payment 
services should ensure the delivery of subsides across all the sections of households and rural people. Today 
many people do not have a bank account that in includes millions of people in our country. We see that 
approximately 50 percent of the Indian population is unbanked and thus lacks banking accounts and its 
facilities. The payment bank has provided secure cashless transactions using the digital medium. Finally, 
this excellent platform to achieve financial inclusion and RBI has taken effective steps to formulate the 
policies and strategies for the implementation of the payment banks successfully; many players have a good 
reach to all section of the society. 
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ABSTRACT: The concept of organizational climate has been assessed by various authors, of which many of 
them published their own definition of organizational climate. For those interested in understanding 
organizational climate, it is important to make some distinctions. First, climate and culture are both 
important aspects of the overall context, environment or situation. Culture tends to be shared by all or most 
members of some social group; is something that older members usually try to pass on to younger members; 
shapes behavior and structures perceptions of the world. Cultures are often studied and understood at a 
national level, such as the American or French culture. Culture includes deeply held values, beliefs and 
assumptions, symbols, heroes and heroines, and rituals. Culture can be examined at an organizational level as 
well. The main distinction between organizational and national culture is that people can choose to join a 
place of work, but are usually born into a national culture.  

 
Key Words: Organizational, climate, Culture, Perception 

 
INTRODUCTION 

“Organizational climate is defined as people’s perception and attitude about the organization - 
whether it is good or bad place to work, friendly or unfriendly, hardworking or easy-going, and so forth.” 

Organizational climate sometimes known as Corporate Climate is the process of quantifying the 
“culture” of an organization; it precedes the notion of organizational culture. It is a set of properties of the 
work environment, perceived directly or indirectly by the employees, that is assumed to be a major force in 
influencing employee behavior. 

Organizational climate reflects a person’s perception of the organization to which he belongs. You 
as a member of the organization have some expectation, beliefs and images of the organization.  

Culture deals more with the nature of these beliefs and expectations and while climate is an 
indicator or whether these beliefs and expectations are being fulfilled. Hence organizational climate serves 
as guidelines for dealing with people and has a major influence on motivation and productive of individuals 
as well as total work group. A good climate is an organizational asset. 

 

NEED OF THE STUDY 
People are affected by the culture in which they live. Similarly, an individual working for any 

organization with a firmly established culture will be taught the values, beliefs, and expected behaviors of 
that organization. There is at least some sound evidence that variations in cultural values may have a 
significant impact on employee turnover and possibly employee’s job performance. Hence the study of 
organizational climate and culture is important for the understanding and practice of organizational 
behavior.  

 

OBJECTIVE OF THE STUDY 
Objective to analysis the study on how the organizational climate reflects a person’s perception of 

the organization at various Manufacturing Industries in and around Chennai 
 

SPECIFIC OBJECTIVE: 
 To know the environment in the organization 
 To get a practical knowledge of the theory studied 
 To study the employees opinion towards attitude and social structure of an organization. 
 To access about physical factor, social factor, climate factor ,welfare benefits, psychological factor  

in the organization 
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 To give suggestion based on interpretation and analysis 
 

 REVIEW OF LITERATURE 
Litwin& stringer (1968) in their studies entitled have given a macro perspective of analyzing the 

organization. According to them, “climate can be defined as the perceived attributes of an organization and 
its sub-system as reflected in the way an organization deals with its members, groups and issues”. The 
emphasis is on perceived attributes and the working of sub-systems. This frame work emphasizes on 
motivational linkage and seems to be quite relevant for studying organizational climate. 

Schneider and barlett(1968,1970) – in their article entitled individual attributes approach 
Schneider and barlett view organizational climate as well as an individual attribute. Climate in this approach 
is viewed as summary or global perception held by individuals about their organizational environment. 
Some of them are encompassed by the work environment scale developed by moos in 1994. Its includes 
various broad dimensions like involvement, co-worker, cohesion, supervisor support, autonomy, task 
orientation, work pressure, clarity, managerial control, innovation, physical comfort and others. 

Perrow, (1986, 2002) Sociology studies of complex organizations chronicle a long history of 
analytic concern with the linkages between wider societal arrangement and the structure and activities of 
organizations In fact, it is only in recent, decades and among some theorists and empirical researches that 
attention has narrowed from a focus on institutionally-rich studies of labor unions, schools, firms, 
government bureaus, social movement organizations, advocacy groups, nonprofit agencies, and sundry 
varied organizations, to a focus on formal organizations as abstract instrumentally-orientation entities 
operating in environments that are narrowly conceptualized as material resource spaces. Over the past 
decade, however, there have been an increasing number of calls to revisit the dynamics of organizations and 
society (eg, fried land& alferd, 1991; scott, 2001: stern & barely.1996; stinchcombe, 1997).    

PORTER, BARLETT/GHOSAL, 1992) Social sustainability is far more difficult to define. As social 
issues comprise the legal context of a firm, the assessment shows the extent to which a firm shows 
compliance to the standards. In our days, companies make use of differing social standards, such as wages, 
working times, extent of labour unions power and taxes. Porter’s concept of the comparative advantage of 
motives underlines a management approach that builds upon those differences. In the past decades, the 
nations of the south mainly provided cheap labour and raw materials.   

As social standards differ from one company to another, it is difficult to compare the social 
performance of national based companies. The compliance to the legislation in china requires different 
practices than in the UK or in Ghana. The national limitation of legislation reflects the historical and cultural 
context of social values on which laws are built upon. Mere compliance to national standards is therefore 
not a sufficient criterion to assess a company’s social performance. 

HOFFMAN, (1997).Cultural sustainability introduced a broader scope. The basic requirement is, 
that a company should respect the culture of its host nation. This comprises, that a business should not 
interference and change the culture in order to maximize its profits 

KONO & CLEGG, (1998) The corporate culture is the expression of collective staff attitudes and 
shared values this enables them to believe in the organization’s values and goals, and to want to keep 
working for that organization. Organizational culture also recognized as a powerful concept that portrays 
many facets of a workplace (steward, 1996).    

 

RESEARCH METHODOLOGY: 
I had used the primary and secondary data collection method. 

 SAMPLING SIZE: 
 250 employees of various Manufacturing Industries were selected randomly. from that, 50 
were adopted as sample size. 

 SAMPLING TECHNIQUE : 
My sampling technique is simple random sampling under probability sampling 

 QUESTIONNAIRE DESIGN: 
A questionnaire is being framed for collecting the appropriate data required for collecting 
the information based on 5 variable physical factor, social factor, psychological factor, 
climate factor, welfare factor. 5 questions framed to test each variable 

 UNIVERSE : 
Manufacturing Industries in and around Chennai 
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TOOLS OF DATA COLLECTION: 
 PRIMARY METHOD :   

 Questionnaire 
 SECONDARY METHOD : 

 Magazines 
  Electronic media 

 

ANALYSIS AND INTERPRETATION: 
For the purpose of analysis CHI-SQUARE, PERCENTAGE RANKING methods are used for calculations and the 
results are interpreted. These methods are used to minimize the error of data collected. Graphs were used 
to represent the data for the better and accurate interpretation of result. 

Statistical tools used for analysis are as follows   
  Weighted average 
 Chi-square 
 Ranking method 

WEIGHTED AVERAGE 
RESPONDENT OPINION ABOUT THE QUALITY OF MATERIAL PROVIDED TO PERFORM JOB IS GOOD 

S.no opinion No of 
 Respondent 

Weight(w) Weighted mean 
(wx) 

1 Strongly agree 11 5 55 

2 Agree 28 4 112 
3 Neither agree or disagree 8 3 24 
4 Disagree 3 2 6 
5 Strongly disagree 0 1 0 

 Total 50  197 

Weighted average =∑(wx)/∑x 
                                  = 197/50 
                                   = 3.94 
We taken the value is 4 
So respondent opinion about the quality of material provided to employees to perform job is satisfied 
 

EMPLOYEE RELATIONSHIP 
S.no opinion No. of  

Respondents 
Weight(w) Weighted mean 

(wx) 

1 Strongly agree 25 5 125 
2 Agree 23 4 92 
3 Neither agree or disagree 2 3 6 

4 Disagree 0 2 0 
5 Strongly disagree 0 1 0 
 Total 50  223 

Weighted average =∑(wx)/∑x 
                              = 223/50 
 = 4.46 
We taken the value as 5 
So the respondent opinions about relationship with sub ordinates are highly satisfied. 
ORGANIZATION CAN UNDERSTAND THEIMPORTANCE OF BALANCE BETWEEN WORK AND PERSONAL 
LIFE 

S.no opinion No of 
 Respondent 

Weight(w) Weighted mean 
(wx) 

1 Strongly agree 20 5 100 

2 Agree 25 4 100 

3 Neither agree or disagree 0 3 0 
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4 Disagree 5 2 10 

5 Strongly disagree 0 1 0 

 Total 50  210 

Weighted average =∑(wx)/∑x 
                             = 210/5 
                            = 4.2 
We taken the value is 4 
So respondent opinion about balance between work and personal life is good 
 

MORALE IS HIGH ACROSS THE ORGANIZATION 
S.no opinion No of  

Respondent 
Weight(w) Weighted mean 

(wx) 

1 Strongly agree 14 5 70 

2 Agree 33 4 132 

3 Neither agree or disagree 0 3 0 
4 Disagree 3 2 6 

5 Strongly disagree 0 1 0 

 Total 50  208 
Weighted average =∑(wx)/∑x 
  = 208/50 
 = 4.16 
We taken the value as 4 
So respondent opinion about morale across the organization is good 
 

MANAGEMENT PROVIDES PROPER WELFARE BENEFITS 
S.no opinion No of 

 Respondent 
Weight(w) Weighted mean 

(wx) 
1 Strongly agree 10 5 50 

2 Agree 25 4 100 

3 Neither agree or disagree 10 3 30 

4 Disagree 5 2 10 

5 Strongly disagree 0 1 0 

 Total 50  190 

Weighted average =∑(wx)/∑x  
 = 190/50 
 = 3.8 
We taken the value as 4 
So respondent opinion about welfare benefits provided by the organization is satisfied 
 

RANKING METHOD 
S.no factors Weighted 

Average score 
Rank 

1 Quality of material 197 IV 

2 Relationship with sub-ordinate 223 I 
3 Balance between work & personal life 210 II 

4 Morale is high across the organization 208 III 

5 Welfare benefits 190 V 
                                                      
CHI-SQUARE TEST (ψ2) 
To check the relationship between experience of the respondents and their opinion on improvement in 
working condition at Manufacturing Industries in and around Chennai.  
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Null Hypothesis (H0): There is no significant difference between experience of respondents and their 
opinion on improvement in working condition. 
Alternative Hypothesis (H1): There is an difference between experience of respondents and their opinion 
on improvement in working condition. 

 
AGE  
OF RESPONDENT 

IMPROVEMENT IN WORKING  
CONDITION 

 
TOTAL STRONGLY 

 AGREE 
AGREE NEUTRAL DISAGREE 

STRONGLY   
DISAGREE 

Less than 2 years 1 0 0 0 1 2 

2-3  years 3 8 7 2 0 20 

3-6  years 4 8 3 0 0 15 

above 6 years 3 6 4 0 0 13 

TOTAL 11 22 14 2 1 50 

 

FORMULA FOR CALCULATION 

 
Oi - Observed Frequency 
Ei   - Expected Frequency 
Expected frequency 

  = (Row total for the row of that cell) x (column total for the column of that cell) 
Grand Total 

Observed 
Frequency 

(Oi) 

Expected 
Frequency 

(Ei) 

 
(Oi- Ei) 

 
(Oi- Ei) 2 

 
(Oi- Ei) 2 / Ei 

 
1 0.44 0.56 0.31 0.704 

0 0.88 -0.88 0.774 0.879 

0 0.56 -0.56 3.13 5.589 

0 0.08 -0.08 0.0064 0.075 

1 0.04 0.96 0.92 0.25 

3 4.4 -1.4 2.8 0.63 

8 8.8 -0.8 0.64 0.07 

7 5.6 1.4 1.96 0.35 

2 0.8 1.2 1.44 1.8 

0 0.4 -0.4 0.16 0.4 

4 3.3 0.7 0.49 1.4 

8 6.6 1.4 1.96 0.29 

3 4.2 -1.2 1.44 0.34 
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0 0.6 -0.6 0.36 0.6 

0 0.3 -0.3 0.09 3.3 
3 2.86 0.14 0.0196 0.006 

6 5.72 0.28 0.078 0.013 

4 3.64 0.36 0.129 0.035 

0 0.52 -0.52 0.2704 0.52 

0 0.26 -0.26 0.0676 0.26 

    TOTAL=17.51 

 

Calculated Value              =   17.51 
Degree of freedom   (v) =   (r-1) (c-1) 
34 x 5 =   (4-1) (5-1) 
V =   12 
5% level of Significance =   0.05 
(0.05, 12)   =   15.50 
Here the calculated value is lesser than table value. 
So we accept the null hypothesis (H0) and reject the alternative hypothesis (H1). 
RESULT: There is no significant difference between experience of respondents and their opinion on 
improvement in working condition. 
 

FINDINGS  
 It is found from the analysis that maximum of respondents have 2-3 years of experience. 
 From the above table stated that 44% of respondent agree that there is improvement in working 

condition. And 2% of them disagree and 1% of respondent strongly disagree, That there is no 
improvement 

 From the above table it is stated that 56% of the respondents are comfortable with the current 
working environment.28% of respondents are agree with that, 16% of respondents felts neutral 

 From the above table it is stated that most of the respondent felt that the company is providing 
quality material to perform their jobs well. 

 From the above table it is stated that 46% of respondents felt satisfied with the new methodologies 
introduced in the organization.  

 From the above table it is stated that 48% of the respondent felts that they are satisfied with the 
face- to-face meeting. 36% of respondents are agreeing with that, 16% of respondents felts neutral. 

 From the above table it is stated 50% of the respondents are strongly agree on attitude towards 
your work become positive. 44% of respondent are agree. 6% of respondent are neither agree nor 
disagree. 

 From the above table it is stated 50% of respondents are strongly agree that they have cordial 
relationship with their sub ordinate. 46% of respondents are agree. 4% of respondent are neutral. 

 From the table it is stated that 70% of respondents are agree on proper appreciation for work. 20% 
respondents of are neutral. 10% of respondents are strongly agree. 

 From the table it is stated that 60% of respondents are agree on employees speak highly about the 
organization. 20% of respondents are neutral. 20% of respondents are strongly agree. 

 From the table it is stated that 60% of respondents are agree on spending time usefully than before. 
40% of respondents are strongly agree. 

 From the table it is stated that 46% of respondents are strongly agree on job promotions are 
reasonable. 40% of respondents are agree. 10% of respondents are neutral. 4% of respondents are 
disagree. 

 From the table it is stated that 76% of respondents are strongly agree that working hours are 
satisfactory. 20% of respondents are agree. 4% of respondents are disagree. 

 From the table it is stated that 60% of respondents are agree that skills and abilities are fully 
utilized. 30% of respondents are strongly agree. 10% of respondents are neutral. 
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 From the table it is stated that 50% of respondents are agree that organization balance the work life 
and personal life. 40% of respondents are strongly agree. 10% of respondents are disagree 
 

SUGGESTIONS 
 Since the organization is perceived to be effective, and since most of the respondents have positive 

feelings about it, the management should take care to maintain the current way of working. And it 
should move in right direction without any deviation. 

 It might however help to look into the reasons behind some of the employee’s experiences stress as 
well as fear/insecurity. If they find any dissatisfaction, poor performance, absenteeism means 
organization has to form proper conciliation system to deal with that. 

 Work should be planned well in advance, taking care that work assignments do not overlap with 
one another. Information regarding the work should reach in time. 

 The Manufacturing Industries also feel the need of more autonomy (freedom) to think and make 
decisions at work. This will prevent the Companies from feelings undue stress, and will also 
facilitate higher quality of work. 

 There should be a proper system in place of regular monitoring and review. 
 

CONCLUSION 
The perception of the Employees working at Manufacturing Industries about the organization 

climate and culture at Chennai, Tamil Nadu were assessed. It appears that the organization has a single 
strong culture, which is perceived favorable. The attitudes of the employees towards their jobs as well as 
towards the organization are positive. The respondent’s attitudes towards there are positive, with majority 
of the respondents agreeing that there has been an improvement in their in attitude in recent past. Among 
the reasons for this positive improvement in organization are: comfortable with working condition, quality 
of material provided by organization to perform the job is good, effective face to face meeting, cordial 
relationship with subordinate, morale of an organization, spending time more usually than before, now they 
have the knowledge/skills to do their jobs properly. The fact that they now receive appreciation for their 
work has also helped to improve the positive attitude. Some of the respondents felts that company should 
bare the travel/ food expense while they work on “Sunday” or any “Holidays”. A vast majority of the 
respondents have a strong sense of belonging, and they take pride in working for the organization. Most of 
them feel comfortable working. 
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ABSTRACT: This research paper estimates changes in total efficiency, breaking this down into technically 
efficient change and technological change by means of data envelopment analysis applied to a representative 
sample of insurance company operating in the Kanchipuram district market. The aim of this paper is to seek 
out those best practices that will lead to improved performance in the market, concluding that the company 
experienced productivity growth while others experienced a decrease in productivity. The implications arising 
from the study are considered in terms of managerial policy.  The paper examined employees’ efficiency and 
productivity changes in Kanchipuram district life insurance Company.  The study made attempt try to check 
the modification and changes of productivity through employees’ efficiency in LIC at Kanchipuram district. 

 
Key Words: Efficiency, Productivity, Employees’, etc., 

 
Introduction: 
Since independence Indian industries have lived under the shelter of protection, leaving little chance for 
structural adjustments. The result was lack of research and development, low productivity, unplanned 
growth and lack of competence. The liberalisation packages introduced in 1991 have necessitated 
embracing a whole new world of technology. 
Before 1991, the focus of the policy had been to invest in heavy industries to accelerate economic 
development. Though both the private and public sectors were taken care of the tilt was towards the public 
sector. And today, many public sector enterprises are sick as they lack a professional approach and are 
saddled with social responsibilities. Imports were kept at minimal levels with the emphasis on import 
substitution while exports were over looked. There was not much foreign direct investment. Neither the 
government nor the private sector tried to strengthen Research and Development activities. The laws 
relating to the corporate governance were not reviewed or modified to meet the changing requirements. 
They became obsolete and hampered the growth of economic activity.  The imperatives that expedited the 
opening up of the Indian economy were the balance of payments crisis of 1991 and the obligations to World 
Trade Organisation since 1995. The country's foreign exchange reserves had depleted to a week's import 
equivalent by 1991. To manage this crisis, many hard decisions were made. The rupee was devalued by 
almost 35% and was later made convertible on current account. Import controls were eased by lowering 
tariff rates. The conditions for foreign direct investments were liberalised 

Model for Employees’ Efficiency 

 
Fig: 1 – Employees’ Efficiency 
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LITERATURE SURVEY 
Efficiency is a major issue in insurance because it is a component of total productivity. Early studies on 
insurance efficiency focused on partial aspects of productivity, such as ratio analysis10 or used the Torn 
quist price index, a technique not currently favoured by contemporary researchers. 
Diacon et al. evaluate the relative efficiency of 450 European long-term insurance companies between 
1996 and 1999 with a two-stage approach. In the first stage, they estimate efficiency scores (pure technical 
efficiency, scale efficiency and mixed efficiency) with a VRS DEA model. The inputs used are total operating 
expenses net of reinsurance commissions, taken from the general and long-term technical accounts and the 
non-technical accounts, total capital (including shareholder capital, reserves, participating rights, special 
untaxed reserves, minority interests, subordinated debt and long-term funds for future appropriations), 
total technical reserves and total borrowings from creditors. The outputs used are insurance net earned 
premiums, less rebates and refunds, long-term insurance net earned premiums, less rebate and refunds, and 
total investment income. 
Noulas et al. analyse a variable number of Greek non-life insurance companies for the years 1991–1996 
with DEA analysis. The outputs used are revenue from insurance related activities (premium income) and 
revenue from investment activities. The inputs used are salaries and expenses and payment to insurers. The 
general conclusion is that the industry is highly inefficient, with notable differences existing between the 
different companies analysed. 
Cummins et al. compare the efficiency of 206 stock and 211 mutual insurance companies in the U.S.A. for 
the period from 1981 to 1990, using a two-stage approach. In the first stage, they estimate DEA scores to 
assess production and cost frontiers and Malmquist indices to measure productivity growth over time. They 
use an extensive number of inputs and outputs. In the second stage, they regress the efficiency scores in 
terms of ratios and dummy variables. The conclusion is that mutual and proprietary insurance companies 
are involved in different forms of business: mutual insurance companies are more efficient in their 
marketing of mutual products, but are less efficient in regard to the proprietary insurance market products. 
On the other hand, proprietary companies are more technically efficient than mutual companies. 
Fukuyama analyses the efficiency of 25 Japanese insurance companies with a Malmquist index for the 
period 1988–1993, focusing on ownership structure (mutual and stock insurance companies) and on 
economic conditions (expansion and recession). The outputs used are insurance reserves and loans. The 
inputs used are the asset value of the company premises, internal personnel and sales representatives. An 
analysis is carried out of the correlations between the different efficiency measures associated with the 
Malmquist index. 
 

STATEMENT OF THE PROBLEM 
Globalisation and the economic renaissance have compelled the trade and industry to excel in work on par 
with its counterparts of Multi National Corporations. The sophisticated technology of the west requires high 
degree of specialised skills. The Indian technology is to be adjusted to the prevailing socio-cultural 
framework of the country. Technology can be adapted and updated. Infrastructural facilities also could be 
developed. Unless for the effective and efficient utilisation of labour force, these are meaningless. Hence an 
in depth analysis of the various factors leading to improved efficiency is to be done. In this study an attempt 
is made to compare the efficiency level of employees in units. Naturally, such an analysis demands more 
conscious and serious study of the various variables relating to the work life of the employees such as their 
antecedents, working environment, labour relation, welfare activities provided by the employer, degree of 
satisfaction with the remuneration and other incentives, scope for personal development, job security, 
extent of involvement in the firm etc. 
 

OBJECTIVES 
1  To measure and compare the level of efficiency of workers in the Life Insurance Corporation of 

India in Kanchipuram District.  
2  To study if any significant differences exist in the workers satisfaction in work life in the units 

under study. 
3  To suggest remedial measures, where necessary, for the improven~ent of the workers' efficiency. 

 

METHODOLOGY 
The present study has been designed as a descriptive one based on both secondary and primary data 
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Primary Data  
Since most of the information necessary to fulfil1 the objectives of the study are not available from the 
secondary source, the researcher mainly based his study on relevant primary data collected from the 
selected sample units. 
Selection of Sample Units  
There are about 15 branches in the district. From these fifteen units, one unit is selected at random by using 
lottery method.  
Method of Data Collection  
To collect the required information from the respondents, undisguised personal interview method was 
followed. The researcher himself administered a structured interview schedule comprising four parts - 
regarding labour efficiency, job satisfaction, motivating factors and antecedents of workers. 
 

LIMITATIONS OF THE STUDY  
The study is purely a descriptive one. The whole analysis is done from a workers' perspective. Both the 
management and trade union perspective analysis is not done. Also peer evaluation has not been carried 
out. Moreover, the data collection was done mostly during the working 1 hours of the units by meeting the 
workers individually. Hence the chance of occurring minute mistakes due to lack of time may also affect the 
findings of the study. Since most of the data collected for the study are subjective in nature, the limitations of 
the subjective method like being biased, prejudiced, etc., may also affect the findings of the study. However, 
sufficient care has been taken to eliminate these chances for bias by averaging efficiency scores of 
supervisory evaluation and self evaluation.  

DEMOGRAPHIC PROFILE 
PROFILE OF THE RESPONDENTS 

Age of the respondents Frequency Percent 

21-30 121 72.5 

31-40 19 11.4 

41-50 5 3.0 

51-70 12 7.2 

Above 71 10 6.0 

Total 167 100.0 

Gender of the respondents Frequency Percent 

Male 109 65.3 

Female 58 34.7 

Total 167 100.0 

Marital status of the respondents Frequency Percent 

Married 74 44.3 

Unmarried 93 55.7 

Total 167 100.0 

Location of the respondents Frequency Percent 

Rural 43 25.7 

Urban 124 74.3 

Total 167 100.0 

Educational qualifications of the 
respondents 

Frequency Percent 

School level 3 1.8 

Diploma 7 4.2 

Graduate 81 48.5 

Professional Degree 70 41.9 

Others 6 3.6 

Total 167 100.0 
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Income of the respondents Frequency Percent 

Below 10000 43 25.7 

11000-20000 20 12.0 

21000-30000 26 15.6 

31000-40000 36 21.6 

41000-50000 21 12.6 

51000 and above 21 12.6 

Total 167 100.0 

Occupation of the respondents Frequency Percent 

Government Job 16 9.6 

Private employee 95 56.9 

Farmer 6 3.6 

Businessman 6 3.6 

Daily wages 8 4.8 

Student 36 21.6 

Total 167 100.0 

Sector wise accounts held by the 
respondents in the banks 

Frequency Percent 

Public Sector 35 21.0 

Private Sector 74 44.3 

Both 58 34.7 

Total 167 100.0 

Type of account of respondents Frequency Percent 

Savings Account 117 70.1 

Fixed deposit account 32 19.2 

Current account 18 10.8 

Total 167 100.0 

Reasons for choosing the public sector 
banks 

Frequency Percent 

Safety/security 73 43.7 

Convenient location 68 40.7 

Attractive interest Rate 16 9.6 

Service quality 10 6.0 

Total 167 100.0 

Reasons for choosing the Private Sector 
bank of the respondents 

Frequency Percent 

Safety/security 14 8.4 

Convenient location 48 28.7 

Attractive interest Rate 21 12.6 

Service quality 84 50.3 

Total 167 100.0 

Service availed by the respondents Frequency Percent 

Loans 42 25.1 

Credit Cards 40 24.0 

Insurance 17 10.2 
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Mobile banking 57 34.1 

UPI Application 11 6.6 

Total 167 100.0 
 

 72.5% of respondents from the age of 21-30 years, 11.4% of respondents from the age of 31-
40years, 3% of respondents from the age of 41-50, 7.2% of respondents from the age of 51-70, 
0.6% of the respondents from the age of above 70. Hence it is interpreted that majority of the 
respondents age from 21-30. 

 65.3% of respondents from the male, 34.7% of respondents from female. Hence it is interpreted 
that majority of the respondents were Male in gender. 

 44.3% of respondents are married, 55.7% of respondents are unmarried. Hence it is found that 
majority of the respondents marital status was unmarried. 

 25.7% of respondents are from the rural area and 74.3% of respondents are from the urban area. 
Hence it is taken that majority of the respondents are from urban places. 

 1.8% of the respondents are educated with School level, 4.2% of respondents are Diploma holders, 
48.5% of respondents are Graduates, 41.9% of respondents are Professionals, and 3.6% of the 
respondents belong to other category. Hence it is found that majority of the respondents are 
Graduate in their educational status. 

 25.7% of the respondents in the level of below 10000, 12% of respondents in the level of 11000-
20000, 15.6% of respondents in the level of 21000-30000, 21.6% of respondents in the level of 
31000-40000, 12.6% of the respondents in the level of 41000-50000, 12.6% of the respondents in 
the level of above 50000 . Hence it is interpreted that majority of the respondents income were 
below 10000. 

 9.6% of the respondents are working in Government department, 56.9% of respondents are 
working as Private employee, 3.6% of respondents occupation were farming, 4.8% of respondents 
are doing Business, 3.6% of the respondents are belong to Daily wages, 22% respondents are 
students. Hence it is found that majority of the respondents are to the category of Private Employee. 

 21.0% of customers holding their account in Public Sector Bank, 44.3% of customers holding their 
account in Private Sector Bank, 34.7% of them holding their account in both sectors of the banks. 
Hence it is interpreted that majority of the respondents are holding their account in Private Sector 
banks. 

 70.1% of customers holding in Savings account, 19.2% of customers are holding fixed deposit 
account, 10.8% of them holding Current account. Hence it is interpreted that majority of the 
respondents are holding their Savings account. 

 43.7% of customers said the reasons for choosing the Public sector banks as Safety/ Security, 40.7% 
of customers as convenient location, 9.6% of customers as Attractive Interest rate in bank, 6.0% of 
the respondents as Service quality. Hence it is interpreted that majority of the respondents said that 
the reasons for choosing the public sector banks as Safety/Security. 

 8.4% of customer‟s private bank sector because as Safety/ Security, 28.7% of customers as 
convenient location, 12.6% of customers as Attractive Interest rate in bank and 50.3% of customers 
as Service quality. Hence it is found that majority of the respondents reasons for choosing the 
Private Bank as Service quality 

 25.1% of customers using loans, 24.0% of customers using credit card, 10.2% of customers using 
Insurance, 34.1% of the respondents using Mobile banking and 6.6% of the respondents using UPI 
Application. Hence it is found that majority of the respondents are availing the service from the 
bank as loan.     

Table No: 1 
EFFECTS OF MOTIVATIONAL FACTORS EMPLOYEES’ EFFICIENCY 

As per the procedure explained in the methodology part, in the study, the efficiency level of workers have 
been computed and presented in the following table: 

Mean efficiency level of workers 
Company Mean S.D 

Kanchipuram branch 
Walajapath branch 
Perunkulathru 

45.67 
43.83 
45.95 

4.19 
4.32 
4.82 
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Aggregate 45.23 4.51 
   Source: Primary data 
 

 It could be observed from the table that the aggregate mean efficiency score of the workers for the 
whole sample is 45.23 with a standard deviation of 4.51 as against the maximum obtainable score of 60.  
This indicates that the efficiency level of workers is two-third of the maximum.  Perunkaluthur top in the 
efficiency level of workers with a mean value of 45.95 followed by Walajapath with 45.67 and Kanchipuram 
branch with 43.83mean values.  This variation is statistically significant at 5% level. 

Table No: 2 
Analysis of Variance 

Source of variation Sum of squares DF Mean Squares F 
Branch 
Age 
Branch & Age Interaction 
Explained 
Residual 

156.734 
0.956 

189.719 
347.409 

3538.230 

2 
2 
4 
8 

183 

78.367 
.478 

43.426 
43.426 
19.335 

4.053 
0.025 
2.802 
2.241 

Total 3885.639 191 20.344  
     Source: Primary data 
 

From the results, it may be seen that the variation in the mean efficiency level of workers in different age 
groups is not statistically significant at 5% level of significance as the calculated F-ratio is only. 025 which is 
less than the tabular F-value, i,e., 3.000. 
 

SUMMARY OF FINDINGS AND CONCLUSIONS  
Findings: 

 72.5% of respondents from the age of 21-30 years, 11.4% of respondents from the age of 31-
40years, 3% of respondents from the age of 41-50, 7.2% of respondents from the age of 51-70, 
0.6% of the respondents from the age of above 70. Hence it is interpreted that majority of the 
respondents age from 21-30. 

 65.3% of respondents from the male, 34.7% of respondents from female. Hence it is interpreted 
that majority of the respondents were Male in gender. 

 44.3% of respondents are married, 55.7% of respondents are unmarried. Hence it is found that 
majority of the respondents marital status was unmarried. 

 25.7% of respondents are from the rural area and 74.3% of respondents are from the urban area. 
Hence it is taken that majority of the respondents are from urban places. 

 1.8% of the respondents are educated with School level, 4.2% of respondents are Diploma holders, 
48.5% of respondents are Graduates, 41.9% of respondents are Professionals, and 3.6% of the 
respondents belong to other category. Hence it is found that majority of the respondents are 
Graduate in their educational status. 

 25.7% of the respondents in the level of below 10000, 12% of respondents in the level of 11000-
20000, 15.6% of respondents in the level of 21000-30000, 21.6% of respondents in the level of 
31000-40000, 12.6% of the respondents in the level of 41000-50000, 12.6% of the respondents in 
the level of above 50000 . Hence it is interpreted that majority of the respondents income were 
below 10000. 

 9.6% of the respondents are working in Government department, 56.9% of respondents are 
working as Private employee, 3.6% of respondents occupation were farming, 4.8% of respondents 
are doing Business, 3.6% of the respondents are belong to Daily wages, 22% respondents are 
students. Hence it is found that majority of the respondents are to the category of Private Employee. 

 21.0% of customers holding their account in Public Sector Bank, 44.3% of customers holding their 
account in Private Sector Bank, 34.7% of them holding their account in both sectors of the banks. 
Hence it is interpreted that majority of the respondents are holding their account in Private Sector 
banks. 

 70.1% of customers holding in Savings account, 19.2% of customers are holding fixed deposit 
account, 10.8% of them holding Current account. Hence it is interpreted that majority of the 
respondents are holding their Savings account. 
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 43.7% of customers said the reasons for choosing the Public sector banks as Safety/ Security, 40.7% 
of customers as convenient location, 9.6% of customers as Attractive Interest rate in bank, 6.0% of 
the respondents as Service quality. Hence it is interpreted that majority of the respondents said that 
the reasons for choosing the public sector banks as Safety/Security. 

 From the results, it may be seen that the variation in the mean efficiency level of workers in 
different age groups is not statistically significant at 5% level of significance as the calculated F-
ratio is only. 025 which is less than the tabular F-value, i,e., 3.000. 
 

CONCLUSIONS 
From the above findings it can be concluded that the Insurance of Kanchipuram district possess medium 
level of efficiency.  Similarly workers are moderately satisfied with the working conditions prevailing in the 
orgainsation.  The efficiency level and satisfaction in the working condition varies from branch to branch.  
Level of satisfaction is inversely having no considerable influence on satisfaction.  Further, the level of 
satisfaction depended upon different motivating factors for different companies.  Also motivating factors 
vary with the antecedents of workers like age, caste, education, length of services etc.  While immediate 
financial improvement gets highest preference, other expectations like facilities at work site and medical 
facilities for family are also important for some companies.  
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AN ANALYSIS OF MAJOR COMPONENTS OF QUALITY OF WORK LIFE  
 

 
 

Received:  Feb. 05, 2019  Accepted: Feb 22, 2019 

ABSTRACT: The intellectual pursuits have taken precedence over the physical efforts.  Some knowledge 
workers work for more than 60 hours a week. As a result of this, their personal hobbies and interests clash 
with their work. One must have both love and work in one’s life to make it healthy. It refers to the 
favourableness or unfavourableness of a job environment for the people working in an organisation. 
 There are divergent views as to the exact meaning of QWL. The terms have come to be used 
interchangeably with QWL such as ‘humanisations of work’ ‘quality of working life, ‘industrial democracy’ and 
‘participative work’.  
  The overriding purpose of QWL is to change the climate at work so that the human-technological-
organisational interface leads to a better quality of work life. ’Hackman and Oldham drew attention to what 
they described as psychological growth needs as relevant to the consideration of Quality of working life. 
Taylor more pragmatically identified the essential components of quality of working life as basic extrinsic job 
factors of wages, hours and working conditions, and the intrinsic job notions of the nature of the work itself. 
The distinction made between job satisfaction and dissatisfaction in quality of working life reflects the 
influence of job satisfaction theories. Herzberg at al., used “Hygiene factors” and “Motivator factors” to 
distinguish between the separate causes of job satisfaction and job dissatisfaction. Nanjundeswaraswamy and 
Swamy used nine components to measure quality of work life of employees in private technical institutions 
Work environment, Organization culture and climate, Relation and co-operation, Training and development, 
Compensation and Rewards, Facilities, Job satisfaction and Job security, Autonomy of work, Adequacy of 
resources. 
   Quality of Working Life is conceptually similar to well-being of employees but differs from job 
satisfaction which solely represents the workplace domain. 

 
Key Words:  

 
Introduction: 
 The present era is an era of knowledge workers and the society in which we are living has come, to 
be known as knowledge society. The intellectual pursuits have taken precedence over the physical efforts. 
 Some knowledge workers work for more than 60 hours a week. As a result of this, their personal 
hobbies and interests clash with their work. Life is a bundle that contains all the strands together and hence 
the need to balance work life with other related issues. One must have both love and work in one’s life to 
make it healthy. Gone are the days when the priority of employees used to be for physical and material 
needs. With the increasing shift of the economy towards knowledge economy, the meaning and quality of 
work life has undergone a drastic change. 
 

Meaning: 
  Quality of work life (QWL) refers to the favourableness or unfavourableness of a job environment 
for the people working in an organisation. The period of scientific management which focused solely on 
specialisation and efficiency, has undergone a revolutionary change. 
 

Definition: 
  The QWL as strategy of Human Resource Management has assumed increasing interest and 
importance. Many other terms have come to be used interchangeably with QWL such as ‘humanisations of 
work’ ‘quality of working life, ‘industrial democracy’ and ‘participative work’. 
A few definitions given by eminent authors on QWL are given below: 
1. “QWL is a process of work organisations which enable its members at all levels to actively; participate in 
shaping the organizations environment, methods and outcomes. This value based process is aimed towards 
meeting the twin goals of enhanced effectiveness of organisations and improved quality of life at work for 
employees.”    -The American Society of Training and Development 
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2. “QWL is a way of thinking about people, work and organisations, its distinctive elements are (i) a concern 
about the impact of work on people as well as on organisational effectiveness, and (ii) the idea of 
participation in organisational problem-solving and decision making.” —Nadler and Lawler 
3. “The overriding purpose of QWL is to change the climate at work so that the human-technological-
organisational interface leads to a better quality of work life.”  -Luthans 
4. “QWL is based on a general approach and an organisation approach. The general approach includes all 
those factors affecting the physical, social, economic, psychological and cultural well-being of workers, while 
the organisational approach refers to the redesign and operation of organisations in accordance with the 
value of democratic society.” - Beinum 
  From the definitions given above, it can be concluded that QWL is concerned with taking care of the 
higher-order needs of employees in addition to their basic needs. The overall climate of work place is 
adjusted in such a way that it produces more humanized jobs. QWL is viewed as that umbrella under which 
employees feel fully satisfied with the working environment and extend their wholehearted cooperation and 
support to the management to improve productivity and work environment. 
 

Factors which are determine QWL 
  Various authors and researchers have proposed models of quality of working life which include a 
wide range of factors. Selected models are reviewed below. 
  Hackman and Oldham(1976)1 drew attention to what they described as psychological growth needs 
as relevant to the consideration of Quality of working life. Several such needs were identified: 

 Skill variety, 
 Task Identity, 
 Task significance, 
 Autonomy 
 Feedback. 

 They suggested that such needs have to be addressed if employees are to experience high quality of 
working life. 
  In contrast to such theory based models, Taylor (1979)2 more pragmatically identified the essential 
components of quality of working life as basic extrinsic job factors of wages, hours and working conditions, 
and the intrinsic job notions of the nature of the work itself. He suggested that a number of other aspects 
could be added, including: 

 Individual power, 
 Employee participation in the management, 
 Fairness and equity, 
 Social support, 
 Use of one’s present skills, 
 Self-development, 
 A meaningful future at work, 
 Social relevance of the work or product, 
 Effect on extra work activities. 

  Taylor suggested that relevant quality of working life concepts may vary according to organisation 
and employee group. 
  Warr and colleagues (1979)3 in an investigation of quality of working life, considered a range of 
apparently relevant factors, including: 

 Work involvement, 

 Intrinsic job motivation, 

 Higher order need strength, 

 Perceived intrinsic job characteristics, 

 Job satisfaction, 

 Life satisfaction, 

 Happiness, and 

 Self-rated anxiety. 
  They discussed a range of correlations derived from their work, such as those between work 
involvement and job satisfaction, intrinsic job motivation and job satisfaction, and perceived intrinsic job 
characteristics and job satisfaction. In particular, Warr et al. found evidence for a moderate association 
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between total job satisfaction and total life satisfaction and happiness, with a less strong, but significant 
association with self-rated anxiety. 
  Thus, whilst some authors have emphasised the workplace aspects in quality of working life, others 
have identified the relevance of personality factors, psychological well being, and broader concepts 
of happiness and life satisfaction. 
  Factors more obviously and directly affecting work has, however, served as the main focus of 
attention, as researchers have tried to tease out the important influences on quality of working life in the 
workplace. 
  Mirvis and Lawler (1984)4 suggested that quality of working life was associated with satisfaction 
with wages, hours and working conditions, describing the “basic elements of a good quality of work life” as : 

 Safe Work Environment, 

 Equitable Wages, 

 Equal Employment Opportunities 

 Opportunities for Advancement. 

 Opportunities to Learn and Grow 

 Protection of individual rights 
  Baba and Jamal (1991)5 listed what they described as typical indicators of quality of working life, 
including: 

 Job satisfaction, 

 Job involvement, 

 Work role ambiguity, 

 Work role conflict, 

 Work role overload, 

 Job stress, 

 Organisational commitment and 

 Turn-over intentions. 
  Baba and Jamal also explored routinisation of job content, suggesting that this facet should be 
investigated as part of the concept of quality of working life. 
  Some have argued that quality of working life might vary between groups of workers. For example, 
Ellis and Pompli (2002)6 identified a number of factors contributing to job dissatisfaction and quality of 
working life in nurses, including: 

 Poor working environments, 

 Resident aggression, 

 Workload, innability to deliver quality of care preferred, 

 Balance of work and family, 

 shift work, 

 Lack of involvement in decision making, 

 Professional isolation, 

 Lack of recognition, 

 Poor relationships with supervisor/peers, 

 Role conflict, 

 Lack of opportunity to learn new skills. 
  Sirgy et al. (2001)7  suggested that the key factors in quality of working life are: 

 Need satisfaction based on job requirements, 
 Need satisfaction based on work environment, 
 Need satisfaction based on supervisory behaviour, 
 Need satisfaction based on ancillary programmes, 
 Organizational commitment. 

  They defined quality of working life as satisfaction of these key needs through resources, activities, 
and outcomes stemming from participation in the workplace. Needs as defined by the 
psychologist, Abraham Maslow, were seen as relevant in underpinning this model, covering health & safety, 
economic and family, social, esteem, actualisation, knowledge and aesthetics, although the relevance of non-
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work aspects is play down as attention is focussed on quality of work life rather than the broader concept 
of quality of life. 
  These attempts at defining quality of working life have included theoretical approaches, lists of 
identified factors, correlational analyses, with opinions varying as to whether such definitions and 
explanations can be both global, or need to be specific to each work setting. 
  Bearfield,(2003)8 used 16 questions to examine quality of working life, and distinguished between 
causes of dissatisfaction in professionals, intermediate clerical, sales and service workers, indicating that 
different concerns might have to be addressed for different groups. 
  The distinction made between job satisfaction and dissatisfaction in quality of working life reflects 
the influence of job satisfaction theories. Herzberg at al., (1959)9 used “Hygiene factors” and “Motivator 
factors” to distinguish between the separate causes of job satisfaction and job dissatisfaction. It has been 
suggested that Motivator factors are intrinsic to the job, that is; job content, the work itself, responsibility 
and advancement. The Hygiene factors or dissatisfaction-avoidance factors include aspects of the job 
environment such as interpersonal relationships, salary, working conditions and security. Of these latter, 
the most common cause of job dissatisfaction can be company policy and administration, whilst 
achievement can be the greatest source of extreme satisfaction. 
  Nanjundeswaraswamy and Swamy (2013) used nine components to measure quality of work life of 
employees in private technical institutions:10  

 Work environment 

 Organization culture and climate 

 Relation and co-operation 

 Training and development 

 Compensation and Rewards 

 Facilities 

 Job satisfaction and Job security 

 Autonomy of work 

 Adequacy of resources 
  Male employees are more satisfied than female employees the chi square test confirms that all the 
demographic factors like gender, designation, salary, department, experience are independent of quality of 
work life of employees in private technical institution. Study also reveals that there is a significant 
association between QWL of Teaching and Non teaching staffs. From the correlation analysis it is find that 
Adequacy of Resources are more correlated and Training & Development are less correlated with teaching 
staffs perception towards quality of work life and in case of non teaching staffs Compensation & Rewards 
are more correlated and Work Environment are less correlated with QWL. 
  An individual’s experience of satisfaction or dissatisfaction can be substantially rooted in their 
perception, rather than simply reflecting their “real world”. Further, an individual’s perception can be 
affected by relative comparison – am I paid as much as that person - and comparisons of internalised ideals, 
aspirations, and expectations, for example, with the individual’s current state (Lawler and Porter, 1966).11  
 

Conclusion 
    In summary, where it has been considered, authors differ in their views on the core constituents of 
Quality of Working Life (e.g. Sirgy, Efraty, Siegel & Lee, 20017 and Warr, Cook & Wall, 1979).3   It has 
generally been agreed however that Quality of Working Life is conceptually similar to well-being of 
employees but differs from job satisfaction which solely represents the workplace domain (Lawler, 1982).12  
  Quality of Working Life is not a unitary concept, but has been seen as incorporating a hierarchy of 
perspectives that not only include work-based factors such as job satisfaction, satisfaction with pay and 
relationships with work colleagues, but also factors that broadly reflect life satisfaction and general feelings 
of well-being (Danna & Griffin, 1999).13  
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ABSTRACT: This paper is a humble attempt to measure the volatility of the Bank index stocks and compare it 
with that of the volatility of NIFTY. Stock markets in general are considered volatile and volatility plays a key 
role in measuring the risk-return trade-offs. While there are so many factors that make the stock market 
volatile, one is very curious to understand if the volatility of the stock market in India is in line with the 
volatility of the different sectors in India, in this case the banking sector. Estimating volatility enables the 
pricing of securities and, understanding stock market volatility or individual stock price volatility enables 
good decisions on the part of investors. Investors who are risk-averse would not be happy to invest in a highly 
fluctuating stock, whereas those with a thirst for riskiness would happily invest in a highly volatile market. In 
this study we have taken only banking sector, recently banking sector investment very crucial in the markets 
many investor profit avenue depends on banking transaction, of course without bank performance investment 
will get a very challenging role in the capital market based on this analysis of bank stock and compare it with 
NIFTY it will give an idea about the performance of banking stock. The Volatility is simply a measure of 
variability or dispersion from the mean values. In this study standard deviation and individual beta values 
have been calculated to get an idea of the volatility. 

 
Key Words: Volatility, stock market, risk-averse, Bank index, 

 
Introduction 
The capital market in India is a very robust market and has undergone drastic changes in the last two or 
more decades Stock markets in India have now become more transparent than ever. The banking sector is 
chosen in this study to see if the movements of the banking sector are in tandem with the national stock 
movements as reflected in the NSE NIFTY. As on date there are 27 public sector banks in India out if which 
19 are nationalized banks and six are SBI and its associate banks, the other two being IDBI Bank and 
BharatiyaMahila Bank. Apart from this there are 23 private sector banks and a good number of foreign 
banks operational in the country. Banks in India are regulated by RBI and as such have to comply with 
regulatory norms like the CRR, SLR, and Basel III among others. Much noise has also been made on the 
recent problem of NPAs because of which provisioning norms have gone up to meet the minimum capital 
adequacy standards. RBI in addition also controls the flow of funds in the economy, and hence when it tries 
to control the liquidity in the economic system it affects banks’ lending and thereby the profitability and 
therefore the demand for these shares. Hence the question of whether the activities and performance of 
these banks affect or influence the market or does it move in tandem with the market. In this study the Bank 
index is considered to reflect the banking industry of the nation. One of the sectors which have active 
trading in the National Stock Exchange is the banking sector. The activities and performance of these banks 
affect or influence the market or does it move in tandem with the market. In the study the Bank index is 
considered to reflect the banking industry of the nation. Banks have been major contributors to the 
fluctuations in the stock market index. Estimating volatility enables the pricing of securities and 
understanding stock market volatility or individual stock price volatility enables good decisions on the part 
of investors. 
 

Review of Literature  
T.DEVA PRASAD, C.CHAITANYA, A.THULASI KUMAR January (2018)the study is about analysis of 
volatility of shares in banking sector by using technical analysis. The technical analysis shows the turning 
points, which predicts when to buy or sell the stock. This paper helps to know which bank performs better 
compared to other banks based on  the price fluctuation by using technical analysis .The analysis  shows that 
the shares of Canara Bank and Vijaya Bank gives the highest yield when compare to other banks.  
Ritesh Patel and Dharmesh Shah (2016)The purpose of this paper is to examine the comparative position 
of pre & post-merger stock risk-return performance of selected banks. Study covers comparison of 
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Systematic and unsystematic risk during pre & post-merger period. Using data drawn from money control 
and yahoo finance this present exploratory study covers a sample of six banks, which were got, merge 
during year 2004 to 2010. Stock risk-return analysis has presented mix evidence, i.e. for some banks after 
merger performance has improved whereas for few banks it has decreased. Finally, evidence shows that 
proper analysis before merger deal can improve bank’s performance.  Because of the chosen research 
approach, the research results may not be generalizable for all banks. The paper includes implications for 
top management of banks in designing merger deal, which can be beneficial for them to have synergy gain in 
terms of financial, stock performance and wealth maximization.  
Ghenimi et al., Arabian J Bus Manag Review (2015) This paper examines the impact of political 
uncertainty (caused by the civil uprisings in the Arab World i.e., “Arab Spring”) on the volatility of returns 
for 8 Islamic banks and 11 conventional banks in the Golf Countries (GCC).By distinguishing between 
Islamic and conventional banks, they find that these two groups of banks react heterogeneously to the 
recent political turmoil. Our main finding is as follows. They document a significant small increase in the 
volatility of Islamic and conventional banks during the period of political unrests. Such difference is 
confirmed by further analysis in a various GARCH models. In general, the findings are important for the 
understanding of the role of the Arab spring on the financial stability of Islamic banks (IBs) and 
conventional banks (CBs), suggesting that they are of great significance to investors.  
Kajal Chaudhary and Monika Sharma June (2011)   The economic reforms in India started in early 
nineties, but their outcome is visible now. Major changes took place in the functioning of Banks in India only 
after liberalization, globalisation and privatisation. It has become very mandatory to study and to make a 
comparative analysis of services of Public sector Banks and Private Sector banks. Increased competition, 
new information technologies and thereby declining processing costs, the erosion of product and geographic 
boundaries, and less restrictive governmental regulations have all played a major role for Public Sector 
Banks in India to forcefully compete with Private and Foreign Banks. This  paper an attempt to analyze how 
efficiently Public and Private sector banks have been managing NPA. They have used statistical tools for 
projection of trend. 
Atyeh et al., J Bus Fin Aff (2015) the objective of this research is to investigate the determinants of the 
performance of the Kuwaiti banking sector before and after the recent financial crisis over the period of 
2006-2012. There are several methods have been used to identify the determinants which impact the 
performance of the banking sector. In this research, a ratio analysis technique is considered efficient and 
more reliable method than other approaches. Other factors such as trend, government regulations and other 
economic factors are also included. The study found that the overall banking sector performance increased 
considerably in the first two years of the analysis. A significant change in trend is noticed at the onset of the 
global financial crisis in September 2008, reaching its peak before the global financial crisis. This resulted in 
decreasing the profitability, return on equity, assets and capital.  
Sarpong David Jnr, Winful Ernest Christian and Owusu-Mensah Matthew June (2014)Banks and non-
bank financial institutions, supported by efficient money and capital markets ensure the successful 
operation of the financial system in an economy. Efficient banking industries must be capable of measuring, 
analyzing and hedging or otherwise limit all types of risk faced resulting from transactions undertaken . The 
average efficiency of the individual banks operating in an industry reflects the industry’s efficiency. The 
purpose of this study was to measure the efficiency of banks operating in the Ghanaian banking industry, 
using financial ratios. The study assessed the banks’ profit efficiency, cost efficiency, efficiency in improving 
asset quality, liquidity, financial leverage and exposure to foreign currency exchange rate risk between 2005 
and 2011. The findings of the study established that all the banks maintained sufficient capitalization but the 
extent of asset deterioration is amongst the highest in sub-Saharan Africa. Also, their cost and profit 
efficiencies have been declining gradually over the years. The banks however maintained adequate liquidity 
and have low exposure to foreign currency exchange rate risk and that gives credence to a performing stock 
market.  
 

Need for the Study 
     The study conducted to analyse the nifty movement behaviour towards the banking stocks. This study 
structured to analyse the performance of the selected shares in the banking sector to reveal the movements 
of the bank stock in a particular period. This study helps to researcher know the banking stocks 
performance and volatile level of the stock in NSE. It also helps to the company understand the fluctuations 
of banking stock and measure the risk level of banking stock.  
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Scope of the Study 
The study is limited to only these selected banks and covers the year wise performance of the stocks for the 
study for the period of past 6 months. 
This study attempt to study the volatility and risk level by this researcher can able to find out the various 
challenges and give the suitable treatment for facing the problems. And it helps to good prediction among 
the investors. 
 

Objectives 
To study on performance of banking stock in NSE 
To compare the performance of banks with their bench index. 
To predict the future movements of stocks in banking sector 
To identify the risk and return level of banking stock 
To analyse the price movements of banking stock in NSE. 
 

Limitation and Constraints  
1. This study is focused only on banking sector companies. 
2.  The data is limited to the constraints of NSE market only. 
3. Finding of the study are based on historical data. Hence the accuracy cannot be ascertained. 
4. The daily basis index leads to difficult to calculate. 

 

Research Methodology 
Research Design: Analytical design research design was undertaken in this research. This type of research 
uses information which is already available for analyzing the collected data 
Method of Data Collection: Secondary data concerned of information that already exists somewhere, having 
been collected for specific purpose in the study. The data required for the study have been obtained from 
NSE’s official website. 
Statistical Tools: This research was analyzed through financial and statistical. They are Return analysis, Beta 
analysis, Moving average, Correlation 
 

RETURN ANALYSIS 
CALCULATION OFMARKET RETURN AND SECURITY RETURN 
                                                          Today’s index  - Yesterday’s index 
Market  return (X)        =                                                                                    *100 
                                                                        Yesterday’s index 
 
  Today’s price - Yesterday’s price 
     Security return (Y)        =                                                                                          *100 
                                                                               Yesterday’s price 
RETURN ON NSE VERSUS RETURN ON STATE BANK OF INDIA PRICE 

DATE NIFTY BANK SBI BANK X (market return) Y(security return) 

    Close Price Prev Close     

03-Oct-17 24103.4 251.3 253.85   -1.00453 

04-Oct-17 24113.3 253.2 251.3 0.041073 0.756068 

05-Oct-17 24058.05 251.6 253.2 -0.22913 -0.63191 

06-Oct-17 24190 256.75 251.6 0.548465 2.0469 

09-Oct-17 24251.9 256.85 256.75 0.255891 0.038948 

10-Oct-17 24347.45 256.95 256.85 0.39399 0.038933 

11-Oct-17 24107.45 251.75 256.95 -0.98573 -2.02374 

12-Oct-17 24361.25 251.2 251.75 1.052787 -0.21847 

13-Oct-17 24689.15 252.1 251.2 1.34599 0.35828 

16-Oct-17 24703.05 252.05 252.1 0.0563 -0.01983 

17-Oct-17 24645.6 251.15 252.05 -0.23256 -0.35707 

18-Oct-17 24313.75 243.75 251.15 -1.34649 -2.94645 
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19-Oct-17 24009.75 242.75 243.75 -1.25032 -0.41026 

23-Oct-17 24088.9 245.95 242.75 0.329658 1.318229 

24-Oct-17 24222.15 254.45 245.95 0.553159 3.455987 

25-Oct-17 25035.9 324.9 254.45 3.359528 27.68717 

26-Oct-17 25022.2 320.5 324.9 -0.05472 -1.35426 

27-Oct-17 24839.55 311.05 320.5 -0.72995 -2.94852 

30-Oct-17 24988.55 312 311.05 0.59985 0.305417 

31-Oct-17 25019.35 305.8 312 0.123256 -1.98718 

01-Nov-17 25490.45 319.85 305.8 1.882943 4.594506 

02-Nov-17 25427.3 314.35 319.85 -0.24774 -1.71956 

03-Nov-17 25650.7 325 314.35 0.878583 3.387943 

06-Nov-17 25571.15 329 325 -0.31013 1.230769 

07-Nov-17 25300.8 317.2 329 -1.05725 -3.58663 

08-Nov-17 25184.35 309.55 317.2 -0.46026 -2.41173 

09-Nov-17 25291.35 313.7 309.55 0.424867 1.340656 

10-Nov-17 25498.95 333.55 313.7 0.820834 6.327702 

13-Nov-17 25358.3 331.05 333.55 -0.55159 -0.74951 

14-Nov-17 25284.6 329.1 331.05 -0.29063 -0.58903 

15-Nov-17 25218.9 324.95 329.1 -0.25984 -1.26101 

16-Nov-17 25446.6 333.4 324.95 0.902894 2.6004 

17-Nov-17 25728.4 337.5 333.4 1.107417 1.229754 

20-Nov-17 25768.6 333 337.5 0.156248 -1.33333 

21-Nov-17 25757.5 330.65 333 -0.04308 -0.70571 

22-Nov-17 25766.65 335.3 330.65 0.035524 1.406321 

23-Nov-17 25736.25 334.95 335.3 -0.11798 -0.10438 

24-Nov-17 25779.65 332.4 334.95 0.168634 -0.76131 

27-Nov-17 25891.95 335.65 332.4 0.435615 0.977738 

28-Nov-17 25846.4 332 335.65 -0.17592 -1.08744 

29-Nov-17 25795.7 328.9 332 -0.19616 -0.93373 

30-Nov-17 25332.4 320.35 328.9 -1.79604 -2.59957 

01-Dec-17 25191.95 312.75 320.35 -0.55443 -2.37241 

04-Dec-17 25075.1 313.6 312.75 -0.46384 0.271783 

05-Dec-17 25124.85 319.1 313.6 0.198404 1.753827 

06-Dec-17 24851.8 312.4 319.1 -1.08677 -2.09966 

07-Dec-17 25057.25 316.4 312.4 0.826701 1.28041 

08-Dec-17 25321.15 313.1 316.4 1.053188 -1.04298 

11-Dec-17 25404.85 318.4 313.1 0.330554 1.69275 

12-Dec-17 25125.45 318.45 318.4 -1.09979 0.015704 

13-Dec-17 25000.35 313.3 318.45 -0.4979 -1.61721 

14-Dec-17 25168.2 314 313.3 0.671391 0.223428 

15-Dec-17 25440.3 312.25 314 1.081126 -0.55732 

18-Dec-17 25594.55 318.9 312.25 0.606321 2.129704 

19-Dec-17 25716.2 319.8 318.9 0.475296 0.28222 

20-Dec-17 25591.7 317.5 319.8 -0.48413 -0.7192 
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21-Dec-17 25554.3 316.75 317.5 -0.14614 -0.23622 

22-Dec-17 25648.55 319.85 316.75 0.368822 0.97869 

26-Dec-17 25675.25 317.15 319.85 0.104099 -0.84415 

27-Dec-17 25496.05 314.85 317.15 -0.69795 -0.72521 

28-Dec-17 25490 308.4 314.85 -0.02373 -2.04859 

29-Dec-17 25539.45 309.9 308.4 0.193998 0.486381 

01-Jan-18 25318.1 307.1 309.9 -0.8667 -0.90352 

02-Jan-18 25338.25 303.25 307.1 0.079587 -1.25366 

03-Jan-18 25318.6 302.85 303.25 -0.07755 -0.1319 

04-Jan-18 25462.6 308.5 302.85 0.568752 1.86561 

05-Jan-18 25601.85 306.35 308.5 0.546881 -0.69692 

08-Jan-18 25676.1 305.8 306.35 0.290018 -0.17953 

09-Jan-18 25703.8 304.3 305.8 0.107882 -0.49052 

10-Jan-18 25617.3 301.1 304.3 -0.33653 -1.05159 

11-Jan-18 25660.9 302.2 301.1 0.170197 0.365327 

12-Jan-18 25749.05 302.25 302.2 0.343519 0.016545 

15-Jan-18 26069.2 302.6 302.25 1.243347 0.115798 

16-Jan-18 25974.9 296.15 302.6 -0.36173 -2.13153 

17-Jan-18 26289.1 307.1 296.15 1.209629 3.697451 

18-Jan-18 26537.4 303.25 307.1 0.944498 -1.25366 

19-Jan-18 26909.5 309.25 303.25 1.402172 1.978566 

22-Jan-18 27041.2 306.5 309.25 0.489418 -0.88925 

23-Jan-18 27390.6 318.1 306.5 1.292102 3.784666 

24-Jan-18 27398.55 329.9 318.1 0.029025 3.709525 

25-Jan-18 27445.65 313.15 329.9 0.171907 -5.0773 

29-Jan-18 27498.45 312.1 313.15 0.19238 -0.3353 

30-Jan-18 27269.05 313.55 312.1 -0.83423 0.464595 

31-Jan-18 27379.45 313.25 313.55 0.404855 -0.09568 

01-Feb-18 27220.7 306.05 313.25 -0.57981 -2.29848 

02-Feb-18 26451.15 297.35 306.05 -2.82708 -2.84267 

05-Feb-18 26098.75 298.05 297.35 -1.33227 0.235413 

06-Feb-18 25811.3 291.75 298.05 -1.10139 -2.11374 

07-Feb-18 25670 292.8 291.75 -0.54743 0.359897 

08-Feb-18 25920.65 301.4 292.8 0.976432 2.937158 

09-Feb-18 25463.65 296.4 301.4 -1.76307 -1.65893 

12-Feb-18 25701.6 288.75 296.4 0.934469 -2.58097 

14-Feb-18 25341.25 276.2 288.75 -1.40205 -4.34632 

15-Feb-18 25424.35 278.7 276.2 0.327924 0.905141 

16-Feb-18 25163.9 271.65 278.7 -1.02441 -2.5296 

19-Feb-18 25058.55 268.5 271.65 -0.41866 -1.15958 

20-Feb-18 24874.4 269.65 268.5 -0.73488 0.428305 

21-Feb-18 24936.7 273.3 269.65 0.250458 1.353607 

22-Feb-18 24955.2 272.6 273.3 0.074188 -0.25613 

23-Feb-18 25302.5 276.05 272.6 1.391694 1.265591 
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26-Feb-18 25687.9 274.45 276.05 1.52317 -0.57961 

27-Feb-18 25383.6 267.6 274.45 -1.1846 -2.4959 

28-Feb-18 25107.4 268 267.6 -1.0881 0.149477 

01-Mar-18 24902.55 262.15 268 -0.81589 -2.18284 

05-Mar-18 24818.7 263.5 262.15 -0.33671 0.514972 

06-Mar-18 24448.45 256.55 263.5 -1.49182 -2.63757 

07-Mar-18 24134.1 246.65 256.55 -1.28577 -3.8589 

08-Mar-18 24477.65 256.8 246.65 1.423505 4.115143 

09-Mar-18 24296.45 253.25 256.8 -0.74027 -1.3824 

12-Mar-18 24664.2 252.85 253.25 1.513596 -0.15795 

13-Mar-18 24738.65 254.7 252.85 0.301855 0.731659 

14-Mar-18 24851.65 257.05 254.7 0.456775 0.922654 

15-Mar-18 24791.85 253.7 257.05 -0.24063 -1.30325 

16-Mar-18 24489.55 252.3 253.7 -1.21935 -0.55183 

19-Mar-18 24245.1 247.95 252.3 -0.99818 -1.72414 

20-Mar-18 24168.2 249.1 247.95 -0.31718 0.463803 

21-Mar-18 24255.6 248 249.1 0.361632 -0.44159 

22-Mar-18 24141.5 241.55 248 -0.47041 -2.60081 

23-Mar-18 23670.4 234.8 241.55 -1.95141 -2.79445 

26-Mar-18 24244.35 246.5 234.8 2.424758 4.982964 

27-Mar-18 24434.15 254.35 246.5 0.782863 3.184584 

28-Mar-18 24263.35 249.9 254.35 -0.69902 -1.74956 
 

RETURN ON NSE VERSUS STATE BANK OF INDIA 

 
X- market return                                                                                     Y-security return 

 

Interpretation: 
      From the above chart is seen that the market return has been highest in the month of   (25.10.2017) and 
the lowest return during the month of 2nd February 2018 (-2.82708). The security return has the highest 
return of 27.68717 during the month of 25th October 2017 and the lowest returns of -4.34632 during the 
month of February 14, 2018. The security return has shown an upward movement from 17 October 2017 to 
25 October 2017. 
BETA ANALYSIS 
    nΣXY – (ΣX) (ΣY) 

                       β    =      
n (ΣX 2) – (ΣX )  2 

 

TABLE SHOWING BETA OF BANKING SECTOR  
BANK NAME  BETA 
 HDFC BANK 0.75 
 ICICI BANK 1.74 
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 KOTAK MAHINDRA BANK 0.42 
 STATE BANK OF INDIA 2.21 
 INDUSLAND BANK LTD 0.37 
 AXIS BANK LTD 1.30 
 YES BANK LTD 0.98 
 FEDERAL BANK LTD 0.56 
 BANK OF BARODA 2.15 
 PUNJAB NATIONAL BANK 3.03 

 

Interpretation 
 From the above table it is inferred that the beta value for ICICI bank, State Bank of India, Axis  bank, Bank of 
Baroda, Punjab National Bank are more than 1, thus the above stock are considered to be very risky. The 
beta value for HDFC bank, Yes bank, Federal bank is equal to one which means stock moves in tandem with 
the market, and for Kotak Mahindra bank, Induslandbank  beta value is less than .5; therefore the stock is 
less volatile. 
 

CORRELATION ANANLYSIS 
TABLE SHOWING THE CORRELATION BETWEEN NIFTY BANK INDEX RETURN AND ICICI BANK 

DATE NIFTY  
BANK 

 ICICI  
BANK 

X Y X2 Y2 XY 

    Closing 
 price 

Prev 
 Close 

          

03-Oct-
17 

24103.4 278.4 276.6   0.650759 0 0.423488 0 

04-Oct-
17 

24113.3 276.1 278.4 0.041073 -0.82615 0.001687 0.682523 -0.03393 

05-Oct-
17 

24058.05 271.8 276.1 -0.22913 -1.55741 0.052499 2.425516 0.356843 

06-Oct-
17 

24190 271.95 271.8 0.548465 0.055188 0.300814 0.003046 0.030268 

09-Oct-
17 

24251.9 271.75 271.95 0.255891 -0.07354 0.06548 0.005409 -0.01882 

10-Oct-
17 

24347.45 269.8 271.75 0.39399 -0.71757 0.155228 0.514909 -0.28272 

11-Oct-
17 

24107.45 267.6 269.8 -0.98573 -0.81542 0.971663 0.664908 0.803782 

12-Oct-
17 

24361.25 267.55 267.6 1.052787 -0.01868 1.10836 0.000349 -0.01967 

13-Oct-
17 

24689.15 271.3 267.55 1.34599 1.401607 1.811689 1.964503 1.886549 

16-Oct-
17 

24703.05 274.25 271.3 0.0563 1.087357 0.00317 1.182346 0.061218 

17-Oct-
17 

24645.6 273.9 274.25 -0.23256 -0.12762 0.054085 0.016287 0.02968 

18-Oct-
17 

24313.75 263.15 273.9 -1.34649 -3.92479 1.813029 15.40398 5.284682 

19-Oct-
17 

24009.75 257.85 263.15 -1.25032 -2.01406 1.563303 4.056439 2.518223 

23-Oct-
17 

24088.9 262.55 257.85 0.329658 1.822765 0.108674 3.322473 0.600889 

24-Oct-
17 

24222.15 266.55 262.55 0.553159 1.523519 0.305985 2.321111 0.842749 

25-Oct-
17 

25035.9 305.7 266.55 3.359528 14.68768 11.28643 215.7278 49.34366 

26-Oct-
17 

25022.2 299.25 305.7 -0.05472 -2.10991 0.002994 4.451727 0.115457 

27-Oct-
17 

24839.55 301.15 299.25 -0.72995 0.634921 0.53283 0.403124 -0.46346 

30-Oct-
17 

24988.55 300.55 301.15 0.59985 -0.19924 0.35982 0.039695 -0.11951 

31-Oct-
17 

25019.35 300.1 300.55 0.123256 -0.14973 0.015192 0.022418 -0.01845 
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01-Nov-
17 

25490.45 313.4 300.1 1.882943 4.431856 3.545473 19.64135 8.344931 

02-Nov-
17 

25427.3 316.65 313.4 -0.24774 1.037013 0.061375 1.075397 -0.25691 

03-Nov-
17 

25650.7 315.9 316.65 0.878583 -0.23685 0.771909 0.0561 -0.2081 

06-Nov-
17 

25571.15 316.1 315.9 -0.31013 0.063311 0.096179 0.004008 -0.01963 

07-Nov-
17 

25300.8 312.45 316.1 -1.05725 -1.1547 1.117769 1.333327 1.2208 

08-Nov-
17 

25184.35 305.5 312.45 -0.46026 -2.22436 0.211841 4.947759 1.023787 

09-Nov-
17 

25291.35 311.3 305.5 0.424867 1.898527 0.180512 3.604405 0.806622 

10-Nov-
17 

25498.95 318.5 311.3 0.820834 2.312881 0.673768 5.349421 1.898492 

13-Nov-
17 

25358.3 314.25 318.5 -0.55159 -1.33438 0.304253 1.78057 0.736032 

14-Nov-
17 

25284.6 314.1 314.25 -0.29063 -0.04773 0.084468 0.002278 0.013873 

15-Nov-
17 

25218.9 315.5 314.1 -0.25984 0.445718 0.067518 0.198664 -0.11582 

16-Nov-
17 

25446.6 318.95 315.5 0.902894 1.093502 0.815218 1.195747 0.987317 

17-Nov-
17 

25728.4 325.1 318.95 1.107417 1.928202 1.226373 3.717963 2.135324 

20-Nov-
17 

25768.6 318.55 325.1 0.156248 -2.01476 0.024413 4.059277 -0.3148 

21-Nov-
17 

25757.5 319.9 318.55 -0.04308 0.423795 0.001856 0.179602 -0.01826 

22-Nov-
17 

25766.65 318.9 319.9 0.035524 -0.3126 0.001262 0.097717 -0.0111 

23-Nov-
17 

25736.25 319.45 318.9 -0.11798 0.172468 0.01392 0.029745 -0.02035 

24-Nov-
17 

25779.65 317.2 319.45 0.168634 -0.70434 0.028437 0.496089 -0.11877 

27-Nov-
17 

25891.95 317 317.2 0.435615 -0.06305 0.18976 0.003976 -0.02747 

28-Nov-
17 

25846.4 313.2 317 -0.17592 -1.19874 0.030949 1.436973 0.210886 

29-Nov-
17 

25795.7 314.85 313.2 -0.19616 0.52682 0.038478 0.277539 -0.10334 

30-Nov-
17 

25332.4 307.55 314.85 -1.79604 -2.31856 3.225744 5.375741 4.164225 

01-Dec-
17 

25191.95 305.25 307.55 -0.55443 -0.74785 0.307391 0.559273 0.414627 

04-Dec-
17 

25075.1 304.25 305.25 -0.46384 -0.3276 0.215146 0.107322 0.151954 

05-Dec-
17 

25124.85 305.25 304.25 0.198404 0.328677 0.039364 0.108029 0.065211 

06-Dec-
17 

24851.8 299.5 305.25 -1.08677 -1.8837 1.181075 3.548333 2.047156 

07-Dec-
17 

25057.25 305.8 299.5 0.826701 2.103506 0.683434 4.424737 1.73897 

08-Dec-
17 

25321.15 310.75 305.8 1.053188 1.618705 1.109205 2.620206 1.704801 

11-Dec-
17 

25404.85 311.45 310.75 0.330554 0.225261 0.109266 0.050743 0.074461 

12-Dec-
17 

25125.45 307.6 311.45 -1.09979 -1.23615 1.209538 1.528075 1.359509 

13-Dec-
17 

25000.35 302.95 307.6 -0.4979 -1.5117 0.247906 2.285248 0.752679 

14-Dec-
17 

25168.2 304.35 302.95 0.671391 0.462122 0.450765 0.213557 0.310265 
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15-Dec-
17 

25440.3 303.15 304.35 1.081126 -0.39428 1.168834 0.155459 -0.42627 

18-Dec-
17 

25594.55 308.9 303.15 0.606321 1.896751 0.367626 3.597664 1.150041 

19-Dec-
17 

25716.2 313.7 308.9 0.475296 1.553901 0.225907 2.414608 0.738564 

20-Dec-
17 

25591.7 315.8 313.7 -0.48413 0.669429 0.234382 0.448136 -0.32409 

21-Dec-
17 

25554.3 315.45 315.8 -0.14614 -0.11083 0.021357 0.012283 0.016197 

22-Dec-
17 

25648.55 316.6 315.45 0.368822 0.364559 0.13603 0.132903 0.134457 

26-Dec-
17 

25675.25 318.15 316.6 0.104099 0.489577 0.010837 0.239685 0.050965 

27-Dec-
17 

25496.05 312.8 318.15 -0.69795 -1.6816 0.487132 2.827768 1.173668 

28-Dec-
17 

25490 315.3 312.8 -0.02373 0.799233 0.000563 0.638773 -0.01897 

29-Dec-
17 

25539.45 314 315.3 0.193998 -0.41231 0.037635 0.169996 -0.07999 

01-Jan-
18 

25318.1 310.3 314 -0.8667 -1.17834 0.751166 1.388494 1.021269 

02-Jan-
18 

25338.25 309.7 310.3 0.079587 -0.19336 0.006334 0.037389 -0.01539 

03-Jan-
18 

25318.6 315 309.7 -0.07755 1.711334 0.006014 2.928663 -0.13272 

04-Jan-
18 

25462.6 314.7 315 0.568752 -0.09524 0.323479 0.00907 -0.05417 

05-Jan-
18 

25601.85 312.9 314.7 0.546881 -0.57197 0.299078 0.327153 -0.3128 

08-Jan-
18 

25676.1 314.15 312.9 0.290018 0.399489 0.084111 0.159591 0.115859 

09-Jan-
18 

25703.8 312.6 314.15 0.107882 -0.49339 0.011639 0.243439 -0.05323 

10-Jan-
18 

25617.3 312 312.6 -0.33653 -0.19194 0.11325 0.03684 0.064592 

11-Jan-
18 

25660.9 309.5 312 0.170197 -0.80128 0.028967 0.642053 -0.13638 

12-Jan-
18 

25749.05 317.7 309.5 0.343519 2.649435 0.118005 7.019504 0.91013 

15-Jan-
18 

26069.2 329.3 317.7 1.243347 3.651243 1.545911 13.33158 4.539762 

16-Jan-
18 

25974.9 334.1 329.3 -0.36173 1.457637 0.130848 2.124707 -0.52727 

17-Jan-
18 

26289.1 343.25 334.1 1.209629 2.738701 1.463203 7.500483 3.312813 

18-Jan-
18 

26537.4 346.15 343.25 0.944498 0.844865 0.892076 0.713797 0.797973 

19-Jan-
18 

26909.5 353.6 346.15 1.402172 2.152246 1.966086 4.632163 3.017819 

22-Jan-
18 

27041.2 351.5 353.6 0.489418 -0.59389 0.23953 0.352707 -0.29066 

23-Jan-
18 

27390.6 362.3 351.5 1.292102 3.072546 1.669529 9.44054 3.970044 

24-Jan-
18 

27398.55 352.75 362.3 0.029025 -2.63594 0.000842 6.948164 -0.07651 

25-Jan-
18 

27445.65 360.8 352.75 0.171907 2.282069 0.029552 5.207841 0.392304 

29-Jan-
18 

27498.45 357.65 360.8 0.19238 -0.87306 0.03701 0.762234 -0.16796 

30-Jan-
18 

27269.05 353.25 357.65 -0.83423 -1.23025 0.695938 1.513523 1.026313 

31-Jan-
18 

27379.45 352.95 353.25 0.404855 -0.08493 0.163907 0.007212 -0.03438 
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01-Feb-
18 

27220.7 346.2 352.95 -0.57981 -1.91245 0.336185 3.657473 1.108867 

02-Feb-
18 

26451.15 335.1 346.2 -2.82708 -3.20624 7.992361 10.27997 9.064283 

05-Feb-
18 

26098.75 329.7 335.1 -1.33227 -1.61146 1.774936 2.596801 2.146894 

06-Feb-
18 

25811.3 330.7 329.7 -1.10139 0.303306 1.213068 0.091995 -0.33406 

07-Feb-
18 

25670 332.55 330.7 -0.54743 0.559419 0.299685 0.31295 -0.30625 

08-Feb-
18 

25920.65 333.85 332.55 0.976432 0.390919 0.953419 0.152817 0.381705 

09-Feb-
18 

25463.65 326.75 333.85 -1.76307 -2.1267 3.108427 4.522868 3.749534 

12-Feb-
18 

25701.6 326.25 326.75 0.934469 -0.15302 0.873233 0.023416 -0.14299 

14-Feb-
18 

25341.25 318.95 326.25 -1.40205 -2.23755 1.965752 5.006621 3.13716 

15-Feb-
18 

25424.35 328.65 318.95 0.327924 3.041229 0.107534 9.249074 0.997292 

16-Feb-
18 

25163.9 321.05 328.65 -1.02441 -2.31249 1.049419 5.347612 2.368942 

19-Feb-
18 

25058.55 319.75 321.05 -0.41866 -0.40492 0.175272 0.163961 0.169522 

20-Feb-
18 

24874.4 317.25 319.75 -0.73488 -0.78186 0.540047 0.611306 0.574573 

21-Feb-
18 

24936.7 319.2 317.25 0.250458 0.614657 0.062729 0.377803 0.153946 

22-Feb-
18 

24955.2 318.35 319.2 0.074188 -0.26629 0.005504 0.070911 -0.01976 

23-Feb-
18 

25302.5 322.75 318.35 1.391694 1.382127 1.936812 1.910274 1.923497 

26-Feb-
18 

25687.9 327.05 322.75 1.52317 1.332301 2.320046 1.775025 2.02932 

27-Feb-
18 

25383.6 322.15 327.05 -1.1846 -1.49824 1.403288 2.244729 1.774824 

28-Feb-
18 

25107.4 313.25 322.15 -1.0881 -2.76269 1.183971 7.632446 3.006092 

01-Mar-
18 

24902.55 304.95 313.25 -0.81589 -2.64964 0.665685 7.020597 2.161829 

05-Mar-
18 

24818.7 303.35 304.95 -0.33671 -0.52468 0.113375 0.275285 0.176665 

06-Mar-
18 

24448.45 295.05 303.35 -1.49182 -2.73611 2.225523 7.486317 4.081785 

07-Mar-
18 

24134.1 286.7 295.05 -1.28577 -2.83003 1.653196 8.009063 3.638756 

08-Mar-
18 

24477.65 296.95 286.7 1.423505 3.575166 2.026365 12.78181 5.089264 

09-Mar-
18 

24296.45 292.7 296.95 -0.74027 -1.43122 0.547995 2.048383 1.059483 

12-Mar-
18 

24664.2 300.65 292.7 1.513596 2.716092 2.290972 7.377153 4.111064 

13-Mar-
18 

24738.65 304.35 300.65 0.301855 1.230667 0.091116 1.514541 0.371482 

14-Mar-
18 

24851.65 306.05 304.35 0.456775 0.558567 0.208644 0.311998 0.25514 

15-Mar-
18 

24791.85 301.45 306.05 -0.24063 -1.50302 0.057902 2.259076 0.361669 

16-Mar-
18 

24489.55 298.1 301.45 -1.21935 -1.1113 1.48682 1.234977 1.355061 

19-Mar-
18 

24245.1 294.55 298.1 -0.99818 -1.19088 0.996365 1.418185 1.188709 

20-Mar-
18 

24168.2 292 294.55 -0.31718 -0.86573 0.100602 0.749484 0.274589 
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21-Mar-
18 

24255.6 289.2 292 0.361632 -0.9589 0.130778 0.919497 -0.34677 

22-Mar-
18 

24141.5 283.25 289.2 -0.47041 -2.0574 0.221283 4.232894 0.967815 

23-Mar-
18 

23670.4 275.55 283.25 -1.95141 -2.71845 3.808007 7.389952 5.304808 

26-Mar-
18 

24244.35 281.65 275.55 2.424758 2.213754 5.879453 4.900708 5.367819 

27-Mar-
18 

24434.15 283.9 281.65 0.782863 0.798864 0.612874 0.638183 0.625401 

28-Mar-
18 

24263.35 278.35 283.9 -0.69902 -1.95491 0.488631 3.821688 1.366527 

               

   TOTAL 1.175553 3.18625 102.9516 530.3235 178.8413 

r
= 

0.765668  
 

  

 

Interpretation 
The correlation between nifty bank index and ICICI Bank is 0.59% thus we find that there is a positive 
correlation between the above two return. 
10 DAYS MOVING AVERAGEOF KOTAK MAHINDRA BANK 

DATE Close price Moving average 

      

3-Oct-17 1006.55   

4-Oct-17 1029.45   

5-Oct-17 1032.8   

6-Oct-17 1039.5   

9-Oct-17 1049.95   

10-Oct-17 1055.65   

11-Oct-17 1043.85   

12-Oct-17 1057.6   

13-Oct-17 1082.35   

16-Oct-17 1082.5 1048.02 

17-Oct-17 1078.6 1055.225 

18-Oct-17 1095.9 1061.87 

19-Oct-17 1077.75 1066.365 

23-Oct-17 1061.55 1068.57 

24-Oct-17 1065.7 1070.145 

25-Oct-17 1010.55 1065.635 

26-Oct-17 1018.9 1063.14 

27-Oct-17 1029 1060.28 

30-Oct-17 1028.9 1054.935 

31-Oct-17 1025.05 1049.19 

1-Nov-17 1024.35 1043.765 

2-Nov-17 1019.55 1036.13 

3-Nov-17 1015.5 1029.905 

6-Nov-17 1009.75 1024.725 
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7-Nov-17 1013.3 1019.485 

8-Nov-17 1011.4 1019.57 

9-Nov-17 1005.35 1018.215 

10-Nov-17 993.4 1014.655 

13-Nov-17 994.7 1011.235 

14-Nov-17 999.2 1008.65 

15-Nov-17 1011.5 1007.365 

16-Nov-17 1017.45 1007.155 

17-Nov-17 1023.2 1007.925 

20-Nov-17 1040.55 1011.005 

21-Nov-17 1029.85 1012.66 

22-Nov-17 1026.25 1014.145 

23-Nov-17 1022.1 1015.82 

24-Nov-17 1030.35 1019.515 

27-Nov-17 1036.45 1023.69 

28-Nov-17 1029.85 1026.755 

29-Nov-17 1026.25 1028.23 

30-Nov-17 1000.3 1026.515 

1-Dec-17 1005.15 1024.71 

4-Dec-17 997.95 1020.45 

5-Dec-17 999.85 1017.45 

6-Dec-17 999.65 1014.79 

7-Dec-17 1001.6 1012.74 

8-Dec-17 1009 1010.605 

11-Dec-17 1008.5 1007.81 

12-Dec-17 1000.4 1004.865 

13-Dec-17 1014.9 1003.73 

14-Dec-17 1024.65 1006.165 

15-Dec-17 1030.1 1008.66 

18-Dec-17 1023.2 1011.185 

19-Dec-17 1021.35 1013.335 

20-Dec-17 1012.7 1014.64 

21-Dec-17 1010.55 1015.535 

22-Dec-17 1010.05 1015.64 

26-Dec-17 1016.25 1016.415 

27-Dec-17 1014.05 1017.78 

28-Dec-17 1004.75 1016.765 

29-Dec-17 1010.2 1015.32 

1-Jan-18 999.95 1012.305 

2-Jan-18 1003.2 1010.305 
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3-Jan-18 1000.1 1008.18 

4-Jan-18 1000.4 1006.95 

5-Jan-18 1003.05 1006.2 

8-Jan-18 1006.1 1005.805 

9-Jan-18 1009.75 1005.155 

10-Jan-18 1002.25 1003.975 

11-Jan-18 1017.65 1005.265 

12-Jan-18 1023.35 1006.58 

15-Jan-18 1038.35 1010.42 

16-Jan-18 1033.25 1013.425 

17-Jan-18 1027.1 1016.125 

18-Jan-18 1046.5 1020.735 

19-Jan-18 1060.55 1026.485 

22-Jan-18 1074.1 1033.285 

23-Jan-18 1075.45 1039.855 

24-Jan-18 1080.1 1047.64 

25-Jan-18 1092.35 1055.11 

29-Jan-18 1115.1 1064.285 

30-Jan-18 1088.05 1069.255 

31-Jan-18 1108.95 1076.825 

1-Feb-18 1120.95 1086.21 

2-Feb-18 1085.95 1090.155 

5-Feb-18 1062.25 1090.325 

6-Feb-18 1033.8 1086.295 

7-Feb-18 1036.3 1082.38 

8-Feb-18 1051.75 1079.545 

9-Feb-18 1032 1073.51 

12-Feb-18 1042.95 1066.295 

14-Feb-18 1042.45 1061.735 

15-Feb-18 1042.15 1055.055 

16-Feb-18 1050.2 1047.98 

19-Feb-18 1056.2 1045.005 

20-Feb-18 1045.8 1043.36 

21-Feb-18 1055.05 1045.485 

22-Feb-18 1072.5 1049.105 

23-Feb-18 1080.85 1052.015 

26-Feb-18 1105.15 1059.33 

27-Feb-18 1093.05 1064.34 

28-Feb-18 1090.55 1069.15 

1-Mar-18 1095.7 1074.505 
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5-Mar-18 1100 1079.485 

6-Mar-18 1082.45 1082.11 

7-Mar-18 1085.1 1086.04 

8-Mar-18 1082.3 1088.765 

9-Mar-18 1082.45 1089.76 

12-Mar-18 1100.6 1091.735 

13-Mar-18 1083.9 1089.61 

14-Mar-18 1081.75 1088.48 

15-Mar-18 1085.65 1087.99 

16-Mar-18 1060.75 1084.495 

19-Mar-18 1049 1079.395 

20-Mar-18 1045.3 1075.68 

21-Mar-18 1051.1 1072.28 

22-Mar-18 1053.05 1069.355 

23-Mar-18 1038.8 1064.99 

26-Mar-18 1039.35 1058.865 

27-Mar-18 1049.85 1055.46 

28-Mar-18 1047.8 1052.065 
 

 
 

Interpretation 
        From the above chart it is clearly seen that the 10 day moving average of KOTAK MAHINDRA Bank 
shows high in the date of 5th February 2018 . It indicates buy signal to investors. This indicates a positive 
trend for buying. Then from the date of 13 December 2017 10 day moving average is low, this indicates a 
sell signal to the investors. This indicates a negative trend for selling.  
 

Findings 
The correlation between nifty bank and state bank of india is 0.64% thus we find that there is a positive 
correlation between the above two return. The correlation between nifty bank index and ICICI Bank is 
0.59% thus we find that there is a positive correlation between the above two return. The correlation 
between nifty bank index return and Axis Bank is 0.63% thus we find that there is a positive correlation 
between the two returns. The correlation between Nifty bank index return and HDFC Bank is 0.52% thus we 
find that there is a positive correlation between the above two return. The STATE BANK OF INDIA has been 
highest in the month of   (25.10.2017) and the lowest return during the month of 2nd February 2018 (-
2.82708). The security return has the highest return of 27.68717 during the month of 25th October 2017 and 
the lowest returns of -4.34632 during the month of February 14, 2018. The security return has shown an 
upward movement from 17 October 2017 to 25 October 2017. From the above table it is inferred that the 
beta value for ICICI bank, State Bank of India, Axis bank, Bank of Baroda, Punjab National Bank are more 
than 1, thus the above stock are considered to be very risky.The beta value for HDFC bank, Yes bank, Federal 
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bank is equal to one which means stock moves in tandem with the market, and for Kotak Mahindra bank, 
Induslandbank beta value is less than .5; therefore the stock is less volatile. From the above chart it is clearly 
seen that the 10 day moving average of STATE BANK OF INDIA shows high in the date of 29 November 2017  
. It indicates buy signal to investors. This indicates a positive trend for buying. Then from the date of 28 
March 2018 10 day moving average is low, this indicates a sell signal to the investors. This indicates a 
negative trend for selling. 
 

Suggestions 
The systematic risk (ie) beta of ICICI bank, STATE BANK OF INDIA , AXIS BANK, BANK OF BARODA, PUNJAB 
NATIONAL BANK are more than 1, which means the stock is  very risky. Thus suggesting the bank to take 
measure to low down the risk because investors will not prefer a risky stock. 
When calculating the real index, more number of banks can be included. 
The prediction is based on the assumption so investor must include more prediction before selecting the 
investment avenue 
When calculating index, the developing banking share prices can be included, because it will help to find the 
real growth of banking sector, 
 

Conclusion  
Volatility shows changes in security’s value. If the volatility is high a security’s value can potentially be 
spread out over a larger range of values. This means that the price of the security can change dramatically 
over a short time period in either direction or a lower volatility means the security’s does not fluctuate 
dramatically, but changes in value at as steady pace over a period of time. The daily average return for the 
chosen banks was calculated and it was found out the most of the companies yielded the highest return in 
the month of October. The systematic risk value was high   for ICICI BANK, STATE BANK OF INDIA, AXIS 
BANK, BANK OF BARODA, PUNJAB NATIONAL BANK based on, it suggested to the bank to lower the risk  
and return was also determined. 
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ABSTRACT: Human Resource management is the management of human resources.HR is primarily concerned 
with the management of people within organizations. Focusing on policies and on systems, designed to 
maximize employee performance. Every organization has to operate in an environment and it also gets 
affected if there is any change in this environment. It is important to realize that people who work in HR have 
to be familiar with the nation of e-HRM and other technological trends. In the boom of digital age, Artificial 
Intelligence (AI) is redesigning the functions of an organization and HR also needs to remodel its plans 
accordingly. AI is intelligence demonstrated by machines, in contrast to the natural intelligence displayed by 
humans and other animals. Todays, HR’s focus has shifted toward building the organization of the future. 
Companies are hiring young, digitally savvy workers who are comfortable doing things themselves and 
sharing information in a transparent way. 

 
Key Words:  

 
INTRODUCTION 
Technology and human resource management (HRM) are becoming ever more integrated. Terms such as e-
HRM and variations such as digital HRM have been around since the 2000s.Human Resource Management is 
the management of human resources. HR professionals manage the human capital of an organization and 
focus on implementing policies and processes. Human resources focus on maximizing employee 
productivity. HR departments are responsible for overseeing employee-benefits design, employee 
recruitment, training and development, performance appraisal, and rewarding. In the boom of digital age, 
Artificial Intelligence (AI) is redesigning the functions of an organization and HR also needs to remodel its 
plans accordingly.  
AI is intelligence demonstrated by machines, in contrast to the natural intelligence (NI) displayed by 
humans and other animals. The term ‘artificial intelligence“ is applied when a machine simulators” 
cognitive” functions that humans associate with other human minds, such as “learning” and “problem 
solving”. Artificial intelligence was founded as an academic discipline in 1956, and in the years since has 
experienced several waves of optimism followed by new approaches, success. 
Today, in addition to historic reporting, HR professionals are using data for predictive analytics. It’s not just 
about tracking historic performance indicators, but looking to the need and trends of the future. 
In the last years, many companies moved from annual performance appraisals to quarterly assessment, only 
because of the requirement of fast real-time work performance of business organizations. Performance 
appraisal technology and data analytics enable assessment of performance in real time.it could be possible 
only in a digital world. 
 

OBJECTIVES OF THE STUDY 
 To study the usage of Artificial intelligence in HR professionals. 
 To identify  the  opinion regarding  current HR practices 
 To understand the current practices of technologies in HR department. 
 To identify the role of Artificial intelligence in HR functions. 

 

METHODOLOGY OF THE STUDY 
The present one is a conceptual study. The researcher has mainly used secondary data for this work. 
1. ARTIFICIAL INTELLIGENCE 
Artificial intelligence (AI) is the simulation of human intelligence processes by machines, especially 
computer systems. These processes include learning (the acquisition of information and rules for using the 
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information), reasoning (using rules to reach approximate or definite conclusions) and self-correction. 
Particular applications of AI include expert systems, speech recognition and machine vision.  
Zielinksi(2017), defines Artificial Intelligence as systems that are capable of adapting their functions on 
their own. The main feature of such system is an ability to learn and perform without being previously 
programmed to act in the specific situations AI has to obtain, store and analyze large amounts of data. There 
are industries that are more commonly associated with AI such as robotics, voice and visual recognition 
technologies. 
AI technologies provide better accuracy and stability to everyday processes using an algorithm that 
connects quality data with fast computation services. AI technologies offer significant opportunities to 
improve HR functions, such as self –service transactions, recruiting and talent acquisition, payroll, reporting, 
access polices and procedures.  This will provide more capacity, more time and budget, and more accurate 
information for decisive people management.  
The success of any organization depends on how effectively it combines people, process and technology 
intelligently to deliver transformational value at optimized cost. AI will help to efficiently automate many 
back- office functions for reliable HR transactions and service delivery. 
1.1 E-HRM 
Computer software that helps human resources department to be more productive and automated is 
generally referred as Human Resource Information Systems (HRIS) and it has played a dramatic role in the 
automatization of HR daily processes. HR professionals now have automated the recruiting processes by 
using Application Tracking System (ATS), documentation and other processes are now being digitized. 
Johnson (2016) defines e-HRM as “an organizational strategy” which serves with the purpose of 
coordinating employee behavior to align with strategic HRM by the usage of appropriate technologies. The 
main purpose of e-HRM, according to Johnson is to “connect employees, applicants, managers, and the 
decisions they make”. 
1.2 ADVANTAGES OF USING ARTIFICIAL INTELLIGENCE IN HR 
Now a days, organizations are spending huge amount of time and money in developing innovative strategies 
and technologically proficient skill based workforce that can handle Artificial Intelligence. Human resources 
should have the capability to intelligently integrate different technologies like computer science, 
mathematics, complex programming and other complex sciences in making various employee based 
decisions. Artificial Human Intelligence can process high amount of data with greater level of accuracy in 
less time by following HR statistical models in employee based decision making. Cognitive computing is 
used in many artificial intelligence (AI) applications, including expert systems, natural language 
programming, neural networks, robotics and virtual reality. Cognitive Computing helps in modeling human 
intelligence by simulating human thought processes in a computerized model. These intelligent machines 
perform multi-tasking skillfully thereby finish the different tasks in less time. 
1.3 ROLE OF ARTIFICIAL INTELLIGENCE IN DIFFERENT HR FUNCTIONS 
Fast paced digitization helps in integrating different systems and can provide unified platform that can 
support full range of HR function starting from recruitment, selection, training, development, and 
compensation and performance management. 
Recruitment & Talent Engagement: HR professionals can make use of different AI technology and tools, to 
get real time feedback and information from the candidates through an interface where they can quickly 
answer the common queries of the real candidates in real time. These real time interactive sessions will 
enable the candidates to get cognitively and emotionally connected with the organization and with their job 
roles. 
Career Development & Training Activities: AI tools helps in developing customized career development, 
training, learning and development plans that will help in improvement in employee productivity, less 
absenteeism, improvement in job satisfaction, lower employee turnover, higher returns to shareholders and 
lower stress. 
Improved Employee Relations through better HRIS systems: AI uses information gathering, processing 
and analysis tools – that helps in better investigation of different complaints and requests 
1.4 BENEFITS OF DIGITAL TRANFORMATION TO HRM 

 Smart Recruitment 
 Ease out the Screening and Interview process 
 Enhance Onboarding experience 
 Data security and Transparency 
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 Increase Efficiency 
 Enhance workplace learning 
 Enables Companies to stay competitive 

 

1.5 CHALLENGES OF ARTIFICIAL INTELLIGENCE IN HR 
Organizations are trying to have more lucrative HR strategies, especially for their key employees, to avoid 
attrition in different industrial sectors. Sometimes it is difficult for the people to adopt and learn different AI 
tools and techniques proficiently. This may create a hurdle in achieving the organizational goals. Digital era 
offers many opportunities for HR. HR managers should have a robust grasp over its limitations as well. With 
the AI technology, employees must be given periodic training and development on digital skills.HR 
monitoring and control of Artificially Intelligent Human system is essential. There are certain human 
phrases, signals and language that can only be understood by people. Creativity, empathy, teamwork and the 
ability to work with AI systems can assure achieving a healthier environment in the organization. 
 

1.6 CONCLUSION 
In the highly competitive global market, there is a tremendous growth in the industrial sector. This is 
making way for many multinational companies to adopt technologically innovative processes in the 
organization that can help in increasing the productivity and overall employee satisfaction. Artificially 
Intelligent Human resource systems will help in thinking, behaving and predicting the same way as human 
brain works. This will in turn make the overall processes more efficient, less time consuming and more 
accurate result giving processes. For this periodical training, learning and development programs should be 
conducted at all levels of organizations to impart digital skill set to employees. However, monitoring and 
controlling of Artificially Intelligent  Human Systems is very essential. Creativity and empathy are certain 
issues that only humans can bring to the organizations. 
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ABSTRACT: Smart Farming is a farming management concept using modern technology to increase the 
quantity and quality of agricultural products. Smart farming is key for the future of agriculture. It has real 
potentiality to deliver a more productive and sustainable agricultural production. This paper is an attempt to 
aid on a concept of harvesting in smart farming. The purpose of software is to give proper notifications to the 
user for better harvesting. The user should give details of the crops as input and date of sowing. The system 
will generate appropriate solution for the farmers. The notifications include when to harvest when to use 
pesticides and fertilizers and cultivation methods for respective plants. Data mining algorithms used here is K 
– Means data mining algorithm 

 
Key Words:  

 
Introduction : 
 Agriculture is the science and art of cultivating plants and livestock. Agriculture was the key 
development in the rise of sedentary human civilization, whereby farming of domesticated species created 
food surpluses that enabled people to live in cities. The history of agriculture began thousands of years ago. 
After gathering wild grains beginning at least 105,000 years ago, nascent farmers began to plant them 
around 11,500 years ago. Pigs, sheep and cattle were domesticated over 10,000 years ago. Plants were 
independently cultivated in at least 11 regions of the world. Industrial agriculture based on large-scale 
monoculture in the twentieth century came to dominate agricultural output, though about 2 billion people 
still depend on subsistence agriculture into the twenty-first century. Modern agronomy, plant breeding, 
agrochemicals such as pesticides and fertilizers, and technological developments have sharply increased 
yields, while causing widespread ecological and environmental damage. Selective breeding and modern 
practices in animal husbandry have similarly increased the output of meat, but have raised concerns about 
animal welfare and environmental damage. Environmental issues include contributions to global warming, 
depletion of aquifers, deforestation, antibiotic resistance, and growth hormones in industrial meat 
production. Genetically modified organisms are widely used, although they are banned in some countries. 
The major agricultural products can be broadly grouped into foods, fibers, fuels and raw materials (such as 
rubber). Food crop classes include cereals (grains), vegetables, fruits, oils, meat, milk, fungi and eggs. Over 
one-third of the world's workers are employed in agriculture, second only to the service sector, although the 
number of agricultural workers in developed countries has decreased significantly over the centuries. 
With the Earth’s population approaching 8 billion, the UN estimates that global food production will need to 
increase by at least 60% to feed the world by 2050. It’s a daunting target. How do we dramatically and 
sustainably increase output in an uncertain world where natural resources are increasingly 
limited?Naturally, the agri-food industry is turning to technology for the answer. Longer-term, the future of 
farming could well involve innovative vertical farms like Unit 84.Sited in an industrial warehouse in 
Beckton, East London, 6,000 square feet of LED-lit growing space can produce more than 20,000 kilograms 
of salads and herbs a year, alongside a clever aquaculture solution that can produce 4,000 kilograms of 
fish.Floating farms offer another alternative to the lack of extra farm land. Moored on the Hudson River, the 
Science Barge greenhouse in New York is powered by renewable energy and grows tomatoes, melons, 
peppers and lettuce. Both urban approaches can operate 24 hours a day, 365 days a year. Crucially, they also 
use a fraction of the space, water and fertiliser compared to a traditional farm. 
 

Farm Management: 
Farm management is the application of various management strategies and methods that are been 
employed to keep a farm productive and profitable. There are decisions that must be made on a daily basis, 
as well as operational guidelines that need to be followed in an agricultural operation. In today’s world large 
commercial farms are more likely to rely on modern technology in order to maximize the efficiency of the 
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management process. Special software[3] that makes it possible to keep track of units produced, units in 
process, pending orders, and outstanding expenses help to simplify a number of management tasks. 
 

Smart Farming: 
Smart Farming is a farming management concept using modern technology to increase the quantity and 
quality of agricultural products. Smart farming techniques help the farmers to improvise their yield and 
helps in better monitoring of their needs. Smart farming is key for the future of agriculture. It has real 
potentiality to deliver a more productive and sustainable agricultural production. 
Realistically, these futuristic farms can’t yet operate at scale. So, to reach the UN’s 60% food target, the 
challenge is to make the most of the land we already have - improving crop yields, reducing waste and 
optimising supply chains. This is where big data has a pivotal role to play and, together with cloud 
computing technology, it’s already disrupting the agri-food industry and pointing the way forward. A big 
data approach drives efficiency. It’s already helping to analyse decades of weather and crop records, looking 
for patterns in the numbers to enable farmers to more accurately predict crop yields. To this end, agri-tech 
companies like The Climate Corporation and Gamaya[4] already offer data-driven agricultural insights that 
take soil type, seed suitability and local weather patterns into account.Gamaya’s high-tech approach starts 
with a 40-band hyperspectral camera, which measures light reflected by plants as they grow. According to 
the company, plants with different physiology and characteristics reflect light differently, allowing for the 
early detection of disease, weed growth and nutrient deficiencies. 
 

Data Analysis: 
Data analysis is a process of inspecting, cleansing, transforming, and modeling data with the goal of 
discovering useful information, informing conclusions, and supporting decision-making. 
Data analysis has multiple facets and approaches, encompassing diverse techniques under a variety of 
names, while being used in different business, science, and social science domains. In today's business, data 
analysis is playing a role in making decisions more scientific and helping the business achieve effective 
operation. 
Data mining is a particular data analysis technique that focuses on modeling and knowledge discovery for 
predictive rather than purely descriptive purposes, while business intelligence covers data analysis that 
relies heavily on aggregation, focusing mainly on business information. In statistical applications, data 
analysis can be divided into descriptive statistics, exploratory data analysis (EDA), and confirmatory data 
analysis (CDA). EDA focuses on discovering new features in the data while CDA focuses on confirming or 
falsifying existing hypotheses. Predictive analytics focuses on application of statistical models for predictive 
forecasting or classification, while text analytics applies statistical, linguistic, and structural techniques to 
extract and classify information from textual sources, a species of unstructured data. All of the above are 
varieties of data analysis. 
Analysis refers to breaking a whole into its separate components for individual examination. Data analysis is 
a process for obtaining raw data and converting it into information useful for decision-making by users. 
Data are collected and analyzed to answer questions, test hypotheses or disprove theories. 
 

Literature Survey : 
Yield prediction[1] is very popular among farmers these days, which particularly contributes to the proper 
selection of crops for sowing. This makes the problem of predicting the yielding of crops an interesting 
challenge. Earlier yield prediction was performed by considering the farmer's experience on a particular 
field and crop. The problem of predicting the crop yield is formalized as a classification rule, where Naive 
Bayes and K-Nearest Neighbour methods are used. The soil testing program starts with the collection of a 
soil sample from a field. The first basic principle of soil testing is that a field can be sampled in such a way 
that chemical analysis of the soil sample will accurately reflect the field’s true nutrient status. The purpose 
of soil testing in high-yield farming is to determine the relative ability of a soil to supply crop nutrients 
during a particular growing season, to determine the needs, and for diagnosing problems such as excessive 
salinity or alkalinity. As there is an existing system which predicts production of crops based on yield 
prediction and soil analysis but this project also includes prediction based on Weather and climate changes 
which gives more accuracy on prediction. 
Smart Farming[2] is a development that emphasizes the use of information and communication technology 
in the cyber-physical farm management cycle. New technologies such as the Internet of Things and Cloud 
Computing are expected to leverage this development and introduce more robots and artificial intelligence 
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in farming. This is encompassed by the phenomenon of Big Data, massive volumes of data with a wide 
variety that can be captured, analysed and used for decision-making. Rapid developments in the Internet of 
Things and Cloud Computing are propelling the phenomenon of what is called Smart Farming. While 
Precision Agriculture is just taking in-field variability into account, Smart Farming goes beyond that by 
basing management tasks not only on location but also on data, enhanced by context- and situation 
awareness, triggered by real-time events. This project also suggests proper cultivation methods, suggesting 
pesticides and fertilizers which is a drawback in other systems. 
Analytical software converts the hyperspectral data into actionable information, using machine learning and 
AI, “deployed on the farm using our hybrid cloud solution.” The resulting output is a set of detailed maps 
and models that encompass crop monitoring and yield prediction. Armed with this information, farmers can 
increase agricultural efficiency and optimise land use, the essence of what is known as ‘precision farming’.In 
the UK, Agrimetrics bills itself as 'The world's first big data centre of excellence for the whole agri-food 
industry'. Amongst its many projects, it has established a Yield Enhancement Network (YEN) initiative to 
discover the precise factors that influence yield. “The UK average yield for wheat is 8 tonnes a hectare,” 
Agrimetrics explains, “and has been for 20 years or more, but the 2015 AHDB variety trials showed that 
some farmers were able to achieve 16 tonnes per hectare… Is [this down to] the soil, the region, the 
weather, or farmer skill? What are individual decisions being made about the crop that really matter?”Of 
course, optimising land use isn’t the only way to increase agricultural efficiency[4]. For years, plant 
genomics has enabled agricultural scientists to chemically engineer seeds using big data to make them grow 
faster, stronger, more resistant to disease and adaptable to different environments.Take soybeans, for 
example. “Soybeans are increasingly relied upon as a source of oil and protein across the globe, both for 
animal and human use,” says NRGene, a cloud-based genomics big-data solution provider with applications 
for plant and animal breeding.“With the knowledge delivered by the increasing number of comprehensive 
genome assemblies, scientists can use traditional breeding to increase simultaneously the oil and protein 
volume and nutritional value produced within a single plant.” 
 

Proposed System         

 
 

This app helps in touch with their farms by giving notifications. The notifications include suggesting 
pesticide, fertilizer and new cultivation methods. It gives entire detail of every crops for the new upcoming 
farmers. The farmer should give the date of sowing seeds for finding the approximate date of cultivation.     
Exceptions are included in case of bad weather conditions such as heavy rainfall will be predicted  and this 
helps the farmers to take any necessary actions. Based on analysis using K- means algorithm at the 
background the farmers gets notification  at real time. 
The Feedback provided by the farmers will also help us for better analysis. Interaction with the user 
(collecting Input). Analysis of possible outcome from the given inputs. giving notifications based on real 
time. Feedback Module. 
 

Conclusion 
Moving beyond surveillance/crop monitoring tasks, drones will be able to deploy pesticides with precision 
or even be used to plant crops. Oxford-based BioCarbon Engineering[4] is currently working on a system 
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that plants trees from the air, shooting seed pods into the ground from a hovering UAV. Beyond that, expect 
to see GPS-controlled autonomous tractors and fleets of agricultural bots rolling across our fields. The 
Hands Free Hectare project in Shropshire is a glimpse into this automated and robotic future, “growing the 
first arable crop remotely, without operators in the driving seats or agronomists on the ground.”While the 
technology we can see (like drones and robots) certainly sounds exciting, it’s the technology we can’t see 
that will surely have the greatest impact. Behind the scenes, big data is driving an agricultural evolution that 
aims to give farmers more control over their land and more information about its use, all while increasing 
efficiency and reducing costs. 
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ABSTRACT: The purpose of this paper is to investigate Electronic Recovery service quality (RECOVSAT) 
dimensions and its  analogous measurement variables in the tourism industry in India, specifically South 
destination.. E-Service recovery quality in tourism comprises five dimensions, namely Responsiveness, 
Compensation, Contact and Feed Back. and its mediator as cumulative satisfaction and dependent variable as 
loyalty. This study aims to refine the structure of knowledge associated to identical work chosen by 
researchers in other parts of the world. The review identifies ways to improve the speed and effectiveness of 
response to service failure, The importance of relationship marketing with loyal customers and the need to 
quickly restoration of destination image. Suggestions for future research arising from this review include the 
spot speed need to attend e tourism consumer who faces unexpected service failure and its recovery 
management strategies and  existing literature reviews on service failure in relation to travel and tourism has 
identifies the strategies for online companies to manage the not satisfied service. understanding consumers in 
perspective of service failures. 

 
Key Words: service quality (SQ); Tourism industry; RECOVSAT. 

 
Introduction  
India with 29 states, 4,000 cities, a rich history and incredible diversity of culture has enhancing the fast 
growth in tourism sector with technological  influence.  Electronic service quality has  made tourism has  
“ease of doing work” With Emerging   of potential online companies like makemytrip.com, cleartrip.com, 
yatra.com are  website service claiming 85% of the total industry share. Tourism  stated that one of  the 
largest single  source of foreign exchange earnings   from services for many  part of country (Stephenson, 
1999). Online tourism  tend to be highest growth in travel market for upcoming years.  E- service  quality 
has gained the competitive advantage than  traditional method of handling traveller. Main aim of the Indian 
tourism service are  satisfying  customers with boosting  development in  Human resources development, 
Economic stability, and Human economic and social cohesion with heritage cultural activities. E-service has 
increased the demand and  eagerness  among different competitor in  travel ( pan et al..,2002; Reichheld & 
Schefter,2000 smith 2002),  Excellent service provider has delighted and  to be the loyal customer with 
increasing patronage (Rust & oliver,2000 ) which stimulate positive desirable behaviour such  word of 
mouth promotion , willingness to pay a premium  and repurchasing .(Reichheld et al..2000: Reichhelds 
cheftler, 2000; Reichheld & Teal,1996). with effective  initiative of Indian government policies and strategies  
has welcomed  more foreign  tourists with the implement of  visa extension up  to  150 countries and 100 
percent of  FDI has allowed which paved way for  growth in tourism sector and assist  easy mode of financial 
transaction, sprouting  leisure life style. Tourism industry has high degree of interaction between service 
provider and  consumer which may have possibility of service failure  to  happen. the Inseparability  
between service provider and consumer may cause failure at a point of  consumption(especially unfortunate 
climate change and internet failure ) To  provide  a solution and  to retain  the consumer. They  are ready to 
recover service  in they  another way with equalize benefit for consume. Tourism service provider has work 
on basis of (24/7)  in very high demand seasonal time which may have  service failure to E-service oriented 
customer with increasing customer expectation on service quality this situation may lead to  customer  to 
switch over the best service provider.  The important reason behind the service failure are following reason 
(a) problems with the service  served(a program shows a fatal error), (b) problems associated with the 
service provider (erroneous installation of a new system), (c) problems outside the service provider's 
control (electrical outage), and  (d) problems related to customers (unintended deletion of data).This paper 
has examined the service recovery with  cumulative  satisfaction  toward a loyal customer  in tourism 
industry .Followed by a description of  the research methods used and  Discussion on finding  to include  the 
implication  for improvement  in  service provider and service recovery strategies in tourism industry 
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Conceptual Framework 
E- Service Recovery 

 
  

Research  Hypothesis  
H1  To  investigate the  significant effect of   E-  Service Recovery on Loyalty 
H 1.1  To  investigate the  significant effect of  Responsiveness on Loyalty 
H 1.2  To  investigate  significant effect  of Compensation on Loyalty 
H 3.1  To  investigate  significant effect of  Contact on  Loyalty 
H 4.1To  investigate  significant effect  of Feed Back on  Loyalty 
H2  Cumulative Satisfaction Plays a Mediating Role in the Relationship Between E-Service Recovery 
and Loyalty 
     
Review of  Literature  
E-Service Quality 
E-service quality has emphasized important assessment for customer need in online service delivery. In fast 
emerging technology E-service has increased purchasing  all consumer products and service. it ideally 
focusing on the people who accept quality of service delivery with specific time period. Online companies 
has adopted different strategy  for the different kind consumer to satisfy  their need. Even though there has 
been  significant difference perceived by customer with respect to B2B.  However  the  information accuracy 
has impact on  tourism industry (Emmanouil Georgiadi et al 2009).  
Service Failures  
Technological implementation in  tourism industry has faces unexpected failures.It has main reason that 
quality service has reared down for service failure and  gear up with  service recovery  both are inevitable  
to occur both in process and outcome of service delivery (michel,2001) Moreover  Johnston (1994) 
classified  main valid reason for the service failures happened due to - service provider failure, customer 
error, Technical problems in websites lack of staff maintains, unexpected cyclones, flood or some other 
natural disaster (Armistead et al. (1995) customer tend to be  dissatisfied, and They Loss a trust on service 
quality, spreading negative word of mouth behaviour their friends, customer defection ,decreased morale 
finally it is end with loss of business field experience on service failure.  
Service Recovery 
Service recovery has initiated  with strong apology to customer and  understanding customer feels about 
service quality and started with  how to resolve the problems with suitable solution to the customers and  
deviates negative attitudes of dissatisfied consumer by providing suitable benefit  to customers to 
retains.(smith et al.1999) The recovery performance was enhanced for customer  based on a review of the 
recovery literature and feedback from consumers for recovery expectation condition, the sign promised a 
$150 ticket voucher for a delay of 2 hours or more that was the airline’s responsibility. The  recover cases  
are dissimilar  of which airlines are refused to accept the reason  for delays and cancellation that beyond  
the  required law. So successful recovery process has following strategies to follow  customer has lead to 
positive word of mouth by suitable  variables  Responsiveness, Compensation, Contact and  Feed Back. 
Customer Satisfaction 
Tourism or any other industries around world are researching that importance of  attracting customer for 
the customer satisfaction to lead in successful business. The researcher focus high on the relationship with 
costs (Kellogg et al., 1997), Financial performance(Nelson et al., 1992; Rust & Zahorik, 1993), customer 
satisfaction (Bolton &Drew, 1991; Boulding et al., 1993) customer retention (Boshoff, 1997; Hocutt, 1998;) 
and Price elasticity (Bolton & Myers, 2003) customer satisfaction lead to favourable  loyal customer  
(Anderson & Fornell, 2000). Anderson & Sullivan, 1993; Bearden & Teel, 1983; Oliver, 1980) by increasing 
loyal customer are reduction  of price Elasticity  (Bolton, 1998; Fornell, 1992; Rust et al., 1994), reduces the 
cost of future transactions (Reichheld & Sasser, 1990), companies with high customer satisfaction will have 
low investment cost for promotion and advertising activities because  of positive  word of mouth. and  The 
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dissatisfied customer it is quite  opposite  for  companies. (Anderson, 1998; Fornell, 1992). Satisfied 
customers are economic assets with high returns and low risks (Fornell et al., 2006). Customer satisfaction 
also creates shareholder value by increasing future cash flow  for growth and reducing its variability (Gruca 
& Rego, 2005). 
Customer Loyalty 
Online customer are with high satisfaction with service quality provided by companies.   They show their 
loyalty by reflected in  return  and repurchase  support for favourable word of mouth, customer are 
encourage service quality by giving valid feedback soon often they form as network to recommended use 
the easy made website to friends and family. Service quality has recovered for  unexpected incident. online 
companies sort out problems by alternating the benefit in other form to recover and retain as loyal 
customer. Service quality and customer satisfaction  interchangability seen  as loyalty (Zeithaml & Bitner, 
2000) conversely.  Dabholker (1996) satisfaction with use technology has substantial effect of  service 
quality effect the study has to investigate that E- service recovery has impact on customer loyalty with 
mediation effect of cumulative satisfaction with following research methodology 
Methodology of the study 
The research  questionnaire consists of two parts: Electronic service recovery dimensions , demographic 
data and The data which has been used in this paper are  primary data which had been collected by a 
questionnaire. The sample of the study was the online tourists consumer who have face service failures in 
Indian tourist websites like MakeMyTrip, Yatra, Goibibo, ClearTrip, TravelGuru, Travelogy India are 
websites available  in Indian Tourism services. Simple random sample was used in choosing the sample of 
the study in Indian states like kerala, Bangluru Andhra pradesh, Telangana, Goa Tamil Nadu. A Total of 150 
respondents of questionnaire were distributed. Only 112 respondents were answered, and 38 of them were 
excluded because they were not completed and many tourists were not electronic tourists. Thus 112 
respondent questionnaire were valid, completed and were included in the analysis. For quantitative data 
analysis, the Statistical Package for Social Science (SPSS 23.0) is used for data input and analysis. The 
statistics results were presented in below format with detailed description. The data have been analyzed 
using statistical indexes such as regression,  T-test. 

Table 1: Reliability values 
Variables   
 

No. of items Cronbach’s 
 Alpha 

Responsiveness 5 0.837 
Compensation 2 0.828 
Contact  3 0.751 
Feed Back 2 0.708 
Cumulative Satisfaction 2 0.811 
Loyalty 3 0.928 

           

Table 2: t-test between gender and E- Service Recovery  Dimensions and  Loyalty 
Variable Gender N Mean Std. Deviation t -value p-value 
Responsiveness Male 64 2.2219 .81113 2.214 5.007 

Female 48 1.9333 .45632 2.387  

Compensation Male 64 2.2109 1.07941 1.040 4.326 
Female 48 2.0208 0.76463 1.091  

Contact  Male 64 3.9740 0.91298 0.217 0.328 
Female 48 3.9375 0.83837 0.219  

Feed Back Male 64 2.1250 0.85449 0.187 0.374 
Female 48 2.0938 0.90305 0.185  

Cumulative Satisfaction Male 64 1.7266 1.72792 -1.379 .006 
Female 48 1.8958 1.8958 -1.352  

Loyalty Male 64 2.0521 2.0521 -0.429. 2.582 
Female 48 2.1181 2.1181 -0.417  

 

It is inferred from the above table that there is no significant difference between male and female on  
Responsiveness (5.007), Compensation (4.326), Contact (.328), Cumulative Satisfaction (.006) and Loyalty 
(2.582) and there is no significant differences in their mean values too.  We can infer that there is no 
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considerable difference in their mean scores and none of the p-value is significant at 95% confidence level, 
hence, the proposed hypothesis is rejected 

Table 3. Regression analysis of E- Service Recovery  Dimensions and  Loyalty 
Variables Beta  T  Sig 
Responsiveness 0.186 4.132 0.000 
Compensation 0.085 2.095 0.039 
Contact  0.985 0.979 0.339 
Feed Back 0.152 1.057 0.000 
Cumulative Satisfaction 0.023 6.211 0.000 

 

From Table(3) the results of the regression analysis of electronic tourism service quality dimensions are 
Responsiveness, Compensation, Contact, Feed Back (as independent variable)  Cumulative Satisfaction as 
Mediator and Loyalty (as dependent variable). R square measures the effects of the independent variables 
on the dependent variable. In this case, R² is 94%, In other words, about 94 % of the variation of loyalty of 
tourists was explained by the four dimensions of E- Recovery service quality. 
In the regression analysis, the beta coefficients could be used to explain the relative importance of the four 
dimensions (independent variables) in contributing to the variance in tourists’ loyalty (dependent variable). 
According to Beta value, three  dimensions of electronic recovery service  have a significant positive impact 
on loyalty. Responsiveness (.186) and Compensation (0.085) Feed Back (.0.152) are the most important 
dimensions in contributing to loyalty. the  reliability had a great impact on e-loyalty. Nevertheless, contact 
are the lowest dimensions contributing to tourists’ service recovery. This result is consistent with 
Parasuraman et al.’s (2005, p.16) finding that contact is the lowest important dimension to service 
recovery. Looking at these results, the first hypothesis(H1.1,H1.2,H1.4) of the study is supported  
 

Implications of the study and scope for further research: 
 Apology rather than a corporate, online companies should regret and apology for the unforeseen 

incident happened which lead to  service failure in websites. 
 Need of spot action which deviates consumer  from negative word of mouth and Then approach 

right action have implement misguidance. 
 Online company express their empathy, strongly feeling for  customer thing happens  as failures on 

behalf of companies side. 
 A compensation that might attract consumer for  service or offering future services free or 

discounted for specific time period. 
 After implementing recovery process. Ascertain whether the consumer is satisfied with the 

recovery options . 
 Need of approval for legislations and laws of e-tourism in India, online travel agents and tourism 

websites need by  Government 
 Indian travel agents should focus on the update of website design and Enhance their electronic 

tourism services to meet tourists’ needs and requirements to reach e- satisfaction.  
 Indian  travel agents must support and encourage e-tourism in all their business through; e-sales e- 

transactions and  e-marketing. 
  Indian  travel agents must design websites that acquires easy and quicker graphics and pictures  

representation for  navigation. 
 

Conclusions & suggestions 
This study concludes that the  failure occurs when a service does not fulfil customer expectation, what they 
assured or what they supposed to delivered because it is something that should be identified by the 
consumer complaints that serve as the main indicator of service failure. Tourism in India are developing 
stage it has attracted by many European, American   China tourist etc. But it should situated lack of 
responsiveness, communication. because most of travel companies does not maintain proper information 
source for location facilities, hotel facilities, Food facilities, Even language problems, Currency problems. and 
unforeseen climate change, Terrorist problems  etc. In particular, have an attention on the post-disaster 
marketing and promotion appears be important aspects in service recovery. The Tendency  of Tourism 
industry are not error free Possibility of this failures have solution and recovery option. E service quality 
meant for the easy and assured of what they supposed to fulfil the customer satisfaction. If unexpected  
problems  are faced by  the consumers or something identified by the consumer complaint that serve has  
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important issue for customer service failure.  Unfortunately, it is not problems about customer it all about 
the consumer repurchase intension and  loyalty. If consumer decided  not to purchase again because of 
negative word-of-mouth. Though it has some  opportunities for  online tourist company  to recover the 
consumer for future satisfaction. Every online company have aware of the service failure and have solution 
for recovery retains a positive word of mouth. The study is focus on the cumulative satisfaction  and loyalty.  
Future research  should focus on updating technology in online website, preparedness for service failures 
immediate solution then it is hoped that better insights will be generated and potentially lead to improved 
practices in the tourism industry to deal with tourism crises and disasters in the future. 
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ABSTRACT: Tax planning is an important strategy for the salaried class individuals whose aim is to reduce 
their tax liability. As per Income Tax Act 1961, there are several tax saving schemes and instruments available 
in which Equity Linked Tax Saving Schemes (ELSS) plays a vital role,and it has special importance than the 
other tax schemes. This particular tax saving scheme stipulates the minimum lock-in period in the midst of all 
the tax saving instruments moreover it yields the returns than any other tax saving instruments 
approximately from 12% to 16%. This paper focuses on the investors’preferencetowards the traditional tax 
saving schemes in comparison with ELSS. 
 The paper mainly focuses on identifying the investors’ awareness of ELSS and its benefits and also their 
preference towards the same. Primary data is used to examine the investors’ adoption of various 
investments,and the results show that the socio-economic factors influence the investors’ behaviour. 

 
Key Words: Tax Planning, Equity Linked Saving Schemes (ELSS), Investor Behaviour, Tax Saving Instruments. 
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INTRODUCTION 
 The backbone of the Indian economy is the taxpayers who pay their tax every year according to 
their income on a regular interval. That too, service sector taxpayerscontributes 80% of the GDP. The 
taxpayers should plan their tax liability strategies to encompass the utilization of the best available tax 
exemptions and tax saving instruments to reduce the tax liability of the salaried class assesses. In order to 
reduce the tax liability, a taxpayer should utilise the provisions to limit the tax outgoing from section 80C of 
Income Tax Act, 1961. By way of properly planning, the individuals can limit their tax liability or even it will 
be avoided, in some situation. With the productive investments, the taxpayers can ultimately enjoy the 
fuelling of the investment yield and the economic growth of the investment. 
 In the midst ofa dozen tax saving instruments available, Equity Linked Saving Schemes (ELSS) 
suggested by Mutual Fund Asset Management Companies (AMC’s), Public Provident Fund (PPF), National 
Saving Certificate (NSC), National Pension Scheme (NPS) and Bank Fixed Deposits are the most popular. In 
recent days, the financial inflows of the ELSS schemes are appropriate for the dual aspects of tax benefits 
and long-term wealth creation. But, the inflows of the ELSS schemes are determined by the volatility of the 
market conditions.Despite ELSS lowest lock-in period of 3 years, it's more attractive than any other 
products compared with its return and the wealth creation. The inflows of ELSS returns are partially 
taxable, at a rate of 10%, if the gains exceed Rs. 1 lakh. However, the returns are huge when matched with 
other tax saving schemes (i.e.) 12% to 16%.  
 After liberalization, in 1993, the new evolution of the mutual fund industry began with the 
authorizationapproved for the entry of private sector funds. The investible fund's corpus of Unit Trust of 
India (UTI) was about Rs. 600 crores in 1984. From 1987-88 to 1992-1993, the Asset Under Management 
(AUM) increased from Rs. 6,700 crores to Rs. 47,004 crores. Enormous growth witnessed since 1987 when 
both private and public sector Indian banks and financial institutions are permitted to enter mutual funds 
business. This gave the investors a wider choice of numerous funds and increasing competition to the 
existing public sector funds. From October 2018, the Mutual Fund industry in India is accomplishing Rs. 
22.24 lakh crore in AUM under 7.9 crore folios.  
 As the  mutual fund industry is growing enormously, the flaws of the industry are also pertaining to 
exist. Lack of transparency, lack of investor awareness, volatility in market conditions, vagueness in rules 
and regulations are the challenges faced by the industry. Though,numerous developments are happening; 
there are uncertainties pertaining in the mutual fund industry.  
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OBJECTIVES OF THE STUDY 
 To identify the awareness of ELSS among the investors 
 To examine the investors' adoption of ELSS 

 

INSIGHTS INTOELSS 
 ELSS was introduced in the year 1989, the then Finance Minister Shri. S. B. Chavan, in his Union 
Budget on 28thFebruary 1989.  It was introduced to develop the saving habit of the individual investors to 
invest in equities and to encourage the small investors who are having lower tax obligations. ELSS 
investments were eligible for deductions, at that time, Rs. 10,000. This was the maximum amount eligible 
for the deductions.After the financial year 1991-92, a part of the amendment in the Income Tax Act was 
made, the tax rebate of  Rs.10,000 was introduced u/s 88. Thiswas again reverted as deduction benefit, u/s 
80C of the Income Tax Act 1961, were the adequate investment amountwas revised to Rs. 1,00,000 
whichwas further increased to Rs. 1,50,000, in the financial year 2014-15. 
 In October 1999, ELSS schemes increased from 8 schemes managing Rs. 11 Cr. to 42 open-ended 
schemesmanaging Rs. 78,444 Cr. By the end of October 2018, 28 close-ended schemes managing  Rs. 4,258 
Cr. An ordinary equity mutual fund will have a minimum of 65% of its asset in equity rather in ELSS 
schemes; it will have 80% of its asset in equity. Most of the ELSS schemes have the benchmark index of S&P 
BSE TRI. The exclusive index for ELSS schemes is CRISIL-AMFI ELSS Fund Performance Index with 22 
constituent schemes. Because the returns in ELSS is determined by the fluctuations of the market volatility 
and the risk involved in ELSS is high when compared to other tax saving schemes. Theinvestor has to hold 
on to his/her investment until the lock-in period; it is mandatory. Once the lock-in period is over, its 
investor’s choice to re-invest in ELSS.  
 After the demonetization, the investors’ interest and their perception towards the tax saving 
schemes are moving away from the traditional tax saving schemes such as real estate and gold to financial 
assets such as mutual funds. To invest in ELSS scheme, it has the least amount to start an investment (i.e.) 
Rs. 500 (Rs. 1,000 for the other equity schemes).This encourages small investors to invest in ELSS,and it is 
affordable for many investors. Being ELSS is equity, the returns on the ELSS if it exceeds Rs. 1 lakh, 10% on 
the return is taxable because it’s long term equity gains and needs to be paid by the investors. Financial 
experts say that ELSS is attracted rapidly by the inflows of equity investment. Youngsters, the age group 
between 25-30 years are more attracted to ELSS schemes. 
 

REVIEW OF LITERATURE 
Vijaya Kutta(et al.) (2018) conducted the study on “ELSS mutual fund preferences of Indian Tax savers” 
reveals that the investors should be aware of the equity products and the differences between equity tax 
saving schemes and other tax saving schemes that are available. Investors should be educated through 
educational campaigns,and the initiatives, Asset Management Companies(AMCs) and Association of Mutual 
Fund Industry(AMFI) should take necessary steps to build that awareness among the investors. They must 
also be aware of ELSS is not just a tax saving instrument but also a long term investment tool for wealth 
creation. They concluded that the government should take necessary steps to increase the limit of Sec 80C 
(i.e.) Rs. 1,50,000, to encourage the long term investing among the investors.  
Mohansundari (et al.) (2016) have attempted to analyse through the bibliographic review of the risk and 
return involved in various mutual fundschemes. Also, they have measured the performance of the different 
mutual fund schemes suggested by Sharpe, Treynor and Jenson are being used for this purpose. Their study 
showed that the main reason for poor growth of mutual fund industry in India is the lack of awareness and 
the lack of trust on the mutual fund companies and the policymakers. They concluded that the fluctuations 
in the stock market have createda lot of pressure and has intensified competitions globally. Therefore, the 
scope of the mutual fund should be adequately utilised through proper education of the mutual fund among 
the investors.  
Arathy. B (et al.) (2015)studied and evaluated the factors affecting the investment decision on mutual 
funds and the preference of retail investors towards mutual funds. The major findings of their study are the 
factors influencing the investment decision of the retail investors are tax benefits, high return, price and 
capital appreciation. They have concluded that retail investors most prefer Equity based schemes.  
Seema Sharma (2014) conducted a study on the perception of investors towards ELSS and the satisfaction 
level of the investors through grievance redressal, after-sale services and time aretaken to redeem the 
scheme. This study also explores the part of the behavioural finance to identify human psychology during 
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the financial investment being executedin the financialmarket. The study reveals that there is a positive 
relationship between service quality, perceived value and customer loyalty. 
Dr. Namita Srivastava (2014)concluded that the causes of ELSS schemes performance and also examined 
the relationship between the returns of fund risk and the market risk. The researcher also finds that ELSS 
schemes providebetter returns than any other risk-free securities but its unable to outperform the 
benchmark portfolio in terms of average returns. Their result confirms that ELSS fund performance is 
determined by efficient management and the diversification of funds investment also the stock market 
trends and movement playsan important role in ELSS performance. 
J. Lilly (etal.) (2012) studied the performance of 49 open-ended tax saving schemes ELSS schemes for the 
period between April 2008 to March 2013. They have found that out of 49 ELSS schemes, LIC Nomura 
mutual fund has the highest growth and highest returns when compared to other tax saving schemes. The 
performance of these schemes was evaluated by using Sharpe ratio, Treynor ratio, Sortino ratio and Jensen’s 
Alpha ratio. They have concluded that LIC Nomura mutual fund has a higher growth value and highest 
return when compared to other tax saving ELSS schemes. 
N. S. Santhianand (etal.) (2010) evaluated the performance of tax saving schemes which are risk-adjusted 
tax saving mutual funds in India. They have considered seasonality of funds in their study to analyse the 
return and volatility in terms of mean adjusted. Their research also identified that all the tax saving mutual 
funds having volatility,not all the schemes have volatility and it is lesser than the benchmark S&P CNX index. 
They have concluded that the investors interest and they are very much aware of the market to attain their 
expected return through the ELSS tax saving schemes.  
 

RESEARCH METHODOLOGY 
 The study has been done by using primary sources. The data has been collected from the salaried 
class individuals. 100 samples were selectedfor this study. 8 questionnaires were rejected as it was 
incomplete. Onlythe primary source is considered for this study, andthe secondary source has not been 
used. The convenience sampling method used for this study. The data is collected through a survey using a 
structured questionnaire. 
 

MAJOR FINDINGS 
 Majority of the respondents are male (60.9%) 
 Most of the respondents have belonged to the age group of below 30 years (43.5%) 
 Educational qualification of most respondents are graduates (55.4%) 
 Majority of the respondents are unmarried (59.8%) 
 Most of the respondents are working in the private sector (68.5%) 
 Majority of the respondents’annual income is Rs. 2.5 lakhs to Rs. 5 lakhs (41.3%) 
 Most of the respondents’ annual savings belong to the group of below 10% (41.3%) 
 Majority of the respondents knows about ELSS through their friends (46.7%) 
 Most of the investors have preferred medium term investments (31.5%) and long term investments 

(31.5%) 
 Majority of the investors’ are not satisfied with the returns. Because of the market fluctuations and 

volatility of the market conditions. 52.8% of the investors have not invested in ELSS schemes. 
 The Chi-Square test wasapplied to analyse the relationship between the respondents’ age and the 

awareness of ELSS among the salaried class investors’. It was observed that the respondents’ 
betweenthe age group of31 to 40 years havethe highest awareness of ELSS (i.e.) 33.31%. 41 to 50 
years age group having awareness about ELSS which averages 22.45%. Age group of above 51 years 
have less awareness about ELSS which averages 6.28%at 5% level of significance.  

 The chi-square test wasused to evaluate the investors’ adoption. Itis observed that the age group of 
the same as above (i.e.) 31 to 40 years have the highest rate of adopting ELSS as their tax saving 
scheme (i.e.) 18.05%. The age group of below 30 years have the least rate of  (9.14%) at 0.05 level 
of significance. 

 The chi-square test was applied to measure the relationship between the respondents’ annual 
income and the awareness of ELSS among the salaried class individuals. It was observed that the 
income group of Rs. 5 lakhs to Rs. 10 lakhs have the highest awareness about ELSS schemes (i.e.) 
35.25%. The least income group is Rs. 2.5 lakhs to Rs. 5 lakhs, (i.e.) 6.48% at 5% level of 
significance. 
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 The Chi-Square test was used to evaluate theinvestors’ adoption compared with the annual income 
of the investors’ who have awareness about ELSS schemes. The income group same as above Rs. 5 
lakhs to Rs. 10 lakhs have adopted ELSS as their tax saving schemes (i.e.) 19.02%. The income 
group of Rs. 10 lakhs and above have the least rate of (5.04%) at 0.05 level of significance. 

 Spearman'srank correlation was used to evaluate the preference among the investors about the tax 
saving schemes available at present and to rank those tax saving schemes, accordingly. Based on the 
level of significance at 5%, highest rank belonged to Public Provident Fund (PPF) with the mean 
value of 15.28. Rank 2 is Bank Fixed Deposit with a meanvalue of 18.75. Rank 3 is Insurance with a 
mean value of 22.68. Rank 4 is the Post Office with a mean value of 27.58. Rank 5 is National Penson 
Scheme (NPS) with the mean value of 31.58. Rank 6 is ELSS with a mean value of 40.25. Least rank 
is National Saving Certificate (NSC) with the mean value of 45.48. 

 

LIMITATIONS OF THE STUDY 
 For this study, only the awarenessand investors’ adoption of ELSS schemes and other tax saving 

schemes are considered.  
 The risk and return factor of ELSS and the other tax saving schemes are not considered. 
 The study focuses only on salaried class individuals, a particular sector was not concentrated in this 

study. 
 The researcher has not used secondarydata for this study. The research hasreferred to magazines, 

newspapers, journals, articles, books and thesis fora literature review of this study. 
 

SUGGESTIONS 
 The investors’ can enjoy wealth creation and tax benefits as ELSS is an equity-linked diversified 

fund. The investors’ can claim the deductions annually u/s 80C of Income Tax Act, 1961. 
 Since ELSS is an equity-linked diversified mutual fund, the returns on ELSS directly reflect from the 

equity market. Because, the majority of the corpus invested in equities. 
 ELSS funds have growth and dividend options. In growth schemes, the investors’ get a lump sum on 

the expiry of 3 years. In dividend schemes, the investors’ get a regular dividend income, during the 
lock-in also.  

 The return on ELSS funds is tax-free. The investors’ can claim the deductions up to Rs. 1 lakh. The 
returns are partially taxable if the returns exceed Rs. 1 lakh. 

 Compared to traditional tax saving instruments like Public Provident Fund (PPF), National Saving 
Certificate (NSC), National Pension Scheme (NPS) and Bank Fixed Deposits, ELSS funds has a lesser 
lock-in period. Investors’ can also opt for SIP investments, which brings about discipline in regular 
investing. 

 High inflows are determined by the performance of the stock market in general. Because ELSS 
returns are determined by the market fluctuations. But, over the long-term ELSS schemes are best 
for tax saving instruments. 

 

CONCLUSION 
 Mutual funds are supposedly the best mean of accumulating retail funds into equity market. ELSS 
funds were introducedto encourage retail participants into the equity market by providing tax incentives. 
Educating and creating awareness of the long-term equity investments in general, and on tax saving benefits 
from ELSS in particular, will increase ELSS penetration. Investors’ should understand the difference 
between equity tax saving schemes and other tax saving schemes like Public Provident Fund (PPF), 
Insurance and Post Office Schemes, etc. educational campaigns and initiatives can motivate the investors’ to 
invest in equity products, AMCs and AMFI should take necessary steps to educate them. To encourage the 
small investors’ and the existing investors’ AMCs should reduce the expense ratio to improve returns also by 
doing that investors’ gain confidence. Financial advisors and mutual fund distributors must educate the 
investors’ in ELSS is not only tax saving instrument but also ELSS in long-term tax saving schemes,and it’s 
the best tool to increase the wealth creation. The government should also necessary steps by increasing the 
limit of the Sec 80C of the Income Tax Act, 1961.  
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ABSTRACT: In last decades, green marketing plays a superior role than other marketing strategies due to its 
concern towards the society.  Impact of green marketing has been expanded worldwide since the societies are 
more anxious about the natural environment and their awareness of green products or eco-friendly products 
due to their welfare and safety. In order to satisfy and retain the consumers, the challenge of globalization is 
to safeguard the natural environment.  All over the world environmental problem has created a need to 
protect the natural environment. Green marketing ideas like green product design, packaging, green supply 
chain implementation, advertising and pricing which are advantageous to the environment. Subsequently the 
level of the pollution is getting worse now a days, which in turn leads to the everlasting deterioration of 
human lifecycle. Green marketing mainly emphases on environmental protection with consumers’ fulfillment. 
In this scenario companies are paying more attention on green marketing. Green marketing not only satisfies 
the customers but it also protects the environment as a whole. Environmental market is observed as a tool 
towards the sustainable development of the society. In order to benefit the consumers and the firms, green 
marketing strategy concentrates in promoting and preserving the natural environment. Increasing ecological 
damage has a reflective effect on the behavior of the consumers, because of which the green market is 
growing enormously.  In recent days, it has been perceived that environmental degradation has been 
increasing rapidly. As a result new innovations and decisions leads the environment towards green marketing 
and hence it creates a new marketing tactics for the prospective consumers. Sustainability has a holistic 
attitudes through integrating three scopes mainly society, environment and economy. Thus green consumer is 
the person who accepts green products or environment friendly products in the standard alternatives through 
which helps to attain the sustainable development.  

 
Key Words: Green Products, Green Practices, Green Marketing, Sustainable Development. 

 
INTRODUCTION 
The public has noticed rapid environmental issues through dreadful environmental pollution of industrial 
manufacturing activities (Chen, 2011).Dreadful condition of the earth is that it has been changing into 
materialistic. Severe damage of the environment affects each and every one on the earth. Hence some 
measures has been made globally in order to control this issue so that future generation can survive. Now a 
days societies are more concerned about environmental management because of the ecological issues that 
affects the activities. The main reason we confront the term “go green”, “green marketing”, “green banking” 
and so on. Green marketing mainly depends on the principle of economics: usage of limited natural 
resources in an efficient way so that it leads to maximization of utility. Consumer’s wants are unlimited so 
firms must find some alternative ways by which limited natural resources can be safeguarded.Green 
marketing supervises the marketing activities through which limited natural resources can be used 
efficiently to fulfil the needs of the individual and the firm.Many firms are liable to accept environmental 
protection as a social responsibility (Peattie, 1995; Dwyer, 2009; Lee, 2009). Green marketing is termed as 
marketing of products which are assumed as environmentally safe. Green marketing activities include 
manufacturing process change, modification of product, changes in packing and advertising. Green 
Marketing also can be termed as Environmental marketing or ecological marketing. Thus “Green Marketing” 
is a universal marketing concept where production, marketing and consumption causes less harmful to the 
environment than general marketing, due to the awareness of global warming, harmful impact of pollutant, 
non-biodegradable solid waste, etc. Both consumers and the marketers are ready to switch into green 
products and services even though it is quite expensive now, but definitely it proves to be essential and 
beneficial with low cost in the long run. 
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CONCEPT OF GREEN MARKETING 
American Marketing Association defines green marketing as the marketing of products that are assumed to 
be environmentally safe. Eventually it is the modeto brand the marketing information so as to capture 
maximum market through satisfying consumer’s desire by selecting the appropriate product and services 
for the betterment of the environment. Green marketing is not a simple task because some values contradict 
and intersect one other since it includes wide-ranging activities, that includes the process of production, 
changes ialn packing and advertising. Various labels of green marketing includes environmental marketing, 
sustainable marketing, eco marketing, organic marketing, since all these are of same concepts. Successful 
market identifies the latest trends and position its products, services and brand to fulfil consumer 
desires.Latently “Green Marketing” has revealed a technique to recognize the business i) significance of 
going green ii) conveying green concept to the consumers. 
 

In 1975, American Marketing Association conducted a workshop on ecological marketing and it is 
segmented into three main constellations: 
 

a) Retailing Definition: Marketing the products that are environmentally safe.  
b) Social Marketing Definition: Product design is developed and marketed in a manner to reduce 

destructive influence on physical environment. 
c) Environmental Definition: Business firm’s tries to produce, package, promote and retrieve products 

in a way that it is amenable to ecological concern. 
 

REVIEW OF LITERATURE: 
Oyewole (2001) paper presentation reveals on conceptual link between environmental justice, green 
marketing and industrial ecology. He discussed from his analysis that environmental justice awareness in 
green marketing practices attains a greater success. Finally agenda of the research is recommended to 
define consumer’s awareness towards environmental justice and their readiness to abide the costs allied 
with it.  
 

Anirban (2012) study exposes on green marketing’s impact on purchasing behavior of the customers, 
analyzed that features of green product, environmental awareness, green price and green promotion 
activities affect Consumer’s green purchase behavior in a positive manner. 
 

Alsmadi (2007) examined consumer behavior of Jordian country reveals environmental consciousness. 
Hence “green product” have positive impact on purchase decisions.  
 

Bowen (2000) investigated ethical consumerism through the problems that arise from unjust and unethical 
global trades that replicates buyer behavior. 
 

Simon and others (2006), execution of advanced technology, government rules and inducements from 
several environmental organizations and mass media creates green product awareness and gains 
consumer’s confident towards green products.  
 

Prothero & Fitchett, 2000; Anirban, (2012), discusses that capitalism secures the ecology using the feature 
of the commodity, culture for the future successive environmental goals.  
 

Kilbourne, W.E. (1998), confers that failure in green marketing may be stimulated beyond the restrictions of 
main pattern. Author stresses on the field which should be investigated for their influence in marketing or 
environmental relationships such as political, economic and technological magnitudes of the social 
orientation structure.  
 

Karna, J., Hansen, E. & Juslin, H. (2003), interpret that initiative marketers implement voluntarily in 
environmental marketing and they pursue competitive benefits with eco-friendliness.  
 

Donaldson (2005) recognized in Great Britain determined that ecological approach of the consumers turned 
positively. In this study the strong belief of the consumers towards marketable 
Brands denoting to “green” assertions.  
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CONCEPTUAL FRAMEWORK: 

 
 

ORIGIN OF GREEN MARKETING IN BUSINESS ERA 
In late 1980s and 1990s the Environmental Marketing (also known as Green Marketing) derived into 
eminence. In Europe, several productsare acknowledged as injurious to the earth. Hence “green” products 
are introduced to save the environment. In India green marketing acts as a phenomenon that is developing 
in the present market and also arisen as a significant concept. Also it acts as an essential concept in several 
parts of the world for enabling sustainable development.  
EVOLUTION OF GREEN MARKETING: (Adapted from Solvalier, 2010 [12]) 

Stages Decade Significant milestones in the history of Green Marketing 
Stage 1 1980s Introducing ecological product: ecological is also termed as green products,  

its consumption was too low 
Stage 2 Early 1990s More concern towards green disputes: green product consumption was still low;  

less usage and wastage of raw materials; corporates works hard for energy  
efficiency, recycling and corporate responsibility. 

Stage 3 Late 1990s Modification in manufacturing process, resourcing and technology; market sustainability;  
environmental disputes of total quality management. 

Stage 4 2000 Retaliation of green products and services; go green and eco-friendly are familiar among  
consumers and business firms; Introduction of ‘sustainable green marketing’. 

 

THE SUSTAINABILITY CONCEPT: 
Sustainability is the foremost concept in the thinking of modern business (Peattie, 2001). Brundtland Report 
was published in 1987 through United Nations so it was broadly promoted. According to this concept 
Sustainable development is defined as the method which fulfills the present needs without conceding the 
forthcoming generations capability to fulfill their needs(United Nations, 1987). Sustainability is the deal of 
facets like global warming, amplified consumption, and loss of habitats, population pressure, ozone 
depletion and diversity of species(Charter et al., 2002).  
Elkington defines that the Triple Bottom Line emphases not merely on economic value of the organizations 
but also on the social and environmental value(Elkington, 1997). Several organizations attempt for endless 
enhancement to the magnitudes of Triple Bottom Line that creates sustainability.  
 

GREEN MARKETING AS AN OPPORTUNITY FOR BUSINESS DEVELOPMENT: 
In recent era consumer’s environmental awareness is increasing rapidly, hence it generates openings for the 
companies to act on it(Ambec &Lanoie, 2007; Ottman, 1992). According to (Ambec & Lanoie, 2008, Ottman, 
1992) firms concentrate on greening so that intentiontowards green product increases also it provides an 
opening in the market to differentiate it. Buying strategiesof private and public firms follow environmental 
principles to select their dealers(Ambec & Lanoie, 2007). Corporate and brand image enhances the 
customer loyalty, their readiness to pay more for green products(Ottman, 1992). According to Kotler 
(2001), most companies shift their attention from “concept of marketing” to “concept of social marketing”.  
 

GREEN MARKETING: REASON FOR THE BUSINESS FIRM INCLINATION: 
a) Environmental marketing acts as a prospect to attain organization objectives.  
b) Social responsibility is a vital ethical duty of the business organizations.  
c) Government groups compel the business firms to be more accountable. 
d) Environmental deeds of the competitors also forces the firm to follow marketing activities towards 

environment concern. 
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e) Business firm change their activities because of the cost factors such as efficient usage of materials, 
less wastage etc.  
 

MARKETING MIX OF GREEN MARKETING: 
 Product: The objective of ecological product planning is to lessen the consumption of resources, 

hence scarce resources may be preserved. 
 Price: Several consumers are ready to pay more for the green products because of its product value 

that includes taste, design, features etc. 
 Promotion: Green advertising helps to find the affiliation among product/service with biophysical 

environment, it encourages green lifestyle, forces the corporate to be environmental concern.  
 Place: Place of availability of green product guides the customer to buy green or eco-friendly 

products. 
 

BENEFITS OF GREEN MARKETING: 
 It guarantees sustainable growth in the long-run with profit. 
 It motivates the firm to market its products and services with environmental perspective. 
 It helps to gain profit in the long-run, though it is expensive. 
 It provides opportunity to new markets to enter and enjoy the competitive benefits. 
 It makes the employee to feel proud to work in a firm that is of environment concern.  
 It strengthens the business firms to develop, innovate and to build brand equity.  

 

GO GREEN CONCEPT: 
 Corporate Social Responsibility: A firm with environmental responsibility will attain its 

environmental objective and firm’s goal with profit bearing.  
 Competition: Marketing activities of the competitors towards environment concern may force the 

business firm to switch towards environmental marketing. 
 Government Regulations: Worldwide government has passed rules and regulations to control the 

dangerous wastages produced by the firms so as to safeguard our earth.  
 Opportunities: Green marketing ensures that the firm uses its resources efficiently without 

wastages to achieve objective of the organization. Since resources are limited and human wants are 
unlimited  

 

EFFECT OF GREEN MAKETING IN A SUSTAINABLE BUSINESS GROWTH: 
Green marketing deals with incentives of bottom line in the business and possibilities of growth in top line. 
Even though amendment of manufacturing process includes start-up cost, it saves cash in long run. Firms 
that cultivate new and innovative products and services with environmental concern in their thought will 
thrive to new markets, profit maximization.  
Environmental education elucidates about the natural environment, also insists human being to manage the 
behavior and ecosystem to attain sustainable development with its profitability (Wikipedia, 2014). 
Safeguarding the environment is most vital in the current scenario.Existing generation and forthcoming 
generation believes green lifestyle as a best and healthier life. Several consumers pattern views wishfor 
brands which id of ‘go green’. Consumer’s readiness to pay extra for the product value makes the 
organizations to follow ‘green marketing’ in order to attract the customers and fulfill their needs.  
Green marketing is an instrument for guarding environment for upcoming generation. If the Businesses 
want to continue in the new market they should follow go green concept in every aspects to retain customer 
loyalty towards their green products. Green marketing not only act as a tool for protecting the environment, 
also it is a marketing strategy. Green marketing is in its initial stage and it needs growth for its sustainable 
development to explore its prospective fully. Government must ensure that each and every business firm 
should take on green marketing strategy for the sustainable development whether they earn profit or not. 
 

CONCLUSION: 
Worldwide green marketing plays crucial role because of its environmental concern, deforestation, climate 
change, global warming etc. Consumers buying behavior turn towards green lifestyle due worst ecological 
issues. “Go green” concept may be expensive in the short run, still it will definitely beneficial and economical 
in the long run. Green product, green marketing and green practices are the techniques which eventually 
helps the sustainable business growth through customer satisfaction. Both consumers and the marketers 
are increasingly switching towards green products and services.  
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ABSTRACT: Entrepreneurship acts as a major source of support in creating employment and ameliorating the 
economic status of a country. Access to financial resources is a sine qua non for successful starting and 
running of any type of businesses. Financing start-ups involves critical introspection. Medium and small firms 
face greater difficulty in getting funds rather than large scale firms.Thus the major challenge for any 
entrepreneur is managing his or her financial resources for the successful running of businesses. The financing 
of firms or businesses maybe from formal or informal sources. Formal sources might include support from 
government, banks, etc whereas informal sources of financing are from close acquaintances to entrepreneurs 
like their family and friends. There are various methods of financing which aids in starting and running of 
businesses. They are crowd funding, angel investors, venture capitalist, bank loans, etc. The inevitable role of 
finance in new venture creation has been previously explained and explored in entrepreneurial research but 
sufficient funding of new ventures is always retrospective and speculative in nature.This in turn makes 
entrepreneurial financing an arena open to scholars in the field of entrepreneurship for conducting serious 
research. Mostly financial resources act as an antecedent for new business creation, whereasin today’s 
competitive and dynamic world the role of finance in businesses hold various facets other than only being an 
antecedent. As financing is important in various stages of entrepreneurial activity, this article highlights the 
role of finance as an independent variable or an antecedent, a mediator or a facilitator, a moderator and a 
dependent or outcome variable in the field of entrepreneurship. Literature from past research studies in 
entrepreneurship has been used for explaining the multi-facetednature of entrepreneurial financing. 

 
Key Words: Entrepreneurial Financing; Antecedent; Mediator; Moderator; Dependent Variable 

 
INTRODUCTION 
Entrepreneurship is found to be a backbone for job creation and economic development of a country. 
Creation of new businesses involves the help of various resources. One among the major resources for 
starting businesses is access to finance. Many past research studies has highlighted the role of finance in 
successful running of business (Isenberg, 2011; Foster et al, 2013; Hechavarria and Ingam, 2014; Mason and 
Brown, 2014; Stam 2015). All businesses need capital, in order to meet their variable as well as fixed costs. 
When there is lack of capital the firm owners chose to borrow money (Saini, 2014). Smaller firms consider 
debt funding as a main financial source rather than larger firms. Manufacturing firms also requires more 
funding options (IFC, 2000). The financing of firms or businesses maybe from formal or informal sources. 
Formal sources might include support from government, banks, etc whereas informal sources of financing 
are from close acquaintances to entrepreneurs like their family and friends. There are various methods of 
financing which aids in starting and running of businesses. They are debt funding, crowd funding, angel 
investors, venture capitalist, bank loans, etc. Debt funding is nothing but availing money for businesses 
through loans. Loans maybe from both formal as well as informal sources. When it is difficult for innovative 
firms to avail money through debt funding the firms opt in for traditional financing methods like venture 
capitalist and angel investors. Venture capitalist are professionals involved in investing in new, growth 
oriented firms which significantly has the potential to develop the economic status of the country. In 1987 
Small Industries development Bank of India (SIDBI) has introduced the idea of venture capital funding in 
India. Now it is said to be an emerging concept and acts as a critical source for funding businesses which are 
new and requires expansion (Vijayalakshmi et al, 2015). Angel investors are individuals who help in 
supporting new ventures financially facilitates the entrepreneurial climate creation process (Mason & 
Harrison, 2008; Harrison et al, 2010). They generally look for local investing options in order to enrich their 
region specific knowledge and experience (White & Dumay, 2017). In the entrepreneurial research the term 
“angel investors” and “informal investors” are used interchangeably (Burke et al, 2010; Riding, 2008). 
Business angels or angel investors are individuals who invest their own money in a business and also 
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actively involve in that business as a member among the directors or as an advisor (Mason & Harrison, 
2008).Crowd funding is nothing but financing a business jointly by groups or two or more individuals. A 
new development in crowd funding has been established with the advent of the internet era. This type of 
investing is an internet based funding concept  for start-ups keeping in mind the firm’s expected future cash 
transactions (Hornuf&Schweinbacher, 2016). The inevitable role of finance in new venture creation has 
been previously explained and explored in entrepreneurial research but sufficient funding of new ventures 
is always retrospective and speculative in nature. This in turn makes entrepreneurial financing an arena 
open to scholars in the field of entrepreneurship for conducting serious research. Mostly financial resources 
act as an antecedent for new business creation, whereas in today’s competitive and dynamic world the role 
of finance in businesses hold various facets other than only being an antecedent. As financing is important in 
various stages of entrepreneurial activity, this article highlights the role of finance as an independent 
variable or an antecedent, a mediator or a facilitator, a moderator and a dependent or outcome variable in 
the field of entrepreneurship. Literature from past research studies in entrepreneurship has been used for 
explaining the multi-faceted nature of entrepreneurial financing. 
 

REVIEW OF LITERATURE 
Literature from past research studies are covered under this section which highlights the role of finance as 
an antecedent or independent variable, mediator or facilitator, moderator and dependent or outcome 
variable.  
 

ROLE OF FINANCE AS AN ANTECEDENT OR INDEPENDENT VARIABLE 
Financial access is considered to be the major issue for any type of businesses (Mochona, 2006; Adekunle, 
2011; Ekpe et al, 2011). Various researchers have highlighted the role of finance as an independent variable 
or antecedent (D’Esteet al, 2012; Malik et al, 2010; Basargekar, 2010) to entrepreneurial activity 
(Levie&Autio, 2007; Reynolds et al, 2000; Reynolds et al, 2002), entrepreneurial performance (Aftab and 
Naveed, 2013; Newman et al, 2014; Muzaffaret al, 2016) and entrepreneurship (Isenberg, 2011; Foster et al, 
2013; Hechavarria and Ingam, 2014; Mason and Brown, 2014; Stam 2015). Leibenstein a researcher in the 
field of entrepreneurship in 1968 revealed that access to financial resources is mandatory for entrepreneurs 
and the demand varies from country to country. Insufficient funding is commonly cited as a major barrier 
towards new venture creation (Kouriloff, 2000; Choo & Wong, 2006).According to an empirical study 
conducted by Jasraet al, 2011access to financial resources is found to significantly impact entrepreneurial 
performance. Microfinance is found to majorly influence MSME performance (Ejaz and Ramazan, 2012).Due 
to lack of appropriate funding options 23.7% medium and small enterprises fail in their first or second year 
and 52.7% fail to function well within four years (Naqvi, 2011). Thus it can be concluded that proper and 
timely access to finance promotes medium and small enterprises (Aftab and Naveed, 2013) and also aids in 
reducing poverty by ameliorating the income of individuals who are below the poverty line (Durraniet al, 
2011). According to an empirical study conducted in Pakistan financial access is found to positively impact 
small and medium enterprise’s performance but at the same time over financial access than what is 
required and improper use of financial resources might deter the performance of the firm (Aftab and 
Naveed, 2013).In a recently developed concept named as entrepreneurial ecosystem developed by Mason & 
Brown, 2014 entrepreneurial financing is found to play a significant role towards entrepreneurship. 
Researchers like Isenberg, 2011; Foster et al, 2013; Autioet al, 2014 have stated the importance of financial 
access towards business growth. Thus among the several components leading towards entrepreneurship, 
finance is found to be the most important, significant and crucial component. It also acts as an antecedent 
towards promoting and supporting entrepreneurial society (Prochazkova, 2016). 
 

ROLE OF FINANCE AS A MEDIATOR OR FACILITATOR 
The mediational role played by finance between various relationships like strategic orientation and business 
performance and entrepreneurial orientation and firm performance is always neglected in the field of 
entrepreneurial research and so there exists a need to study the importance of access to finance as a 
facilitator for the successful running of businesses. Access to financial resources is found to mediate the 
relationship between entrepreneurial orientation and firm performance especially SME’s performance 
(Fatoki, 2012; Zampetakiset al, 2010).To determine the mediation effect the test suggested by Kenny, 2011 
was followed. Initially the relationship between entrepreneurial orientation and firm performance was 
tested, then the relationship between entrepreneurial orientation and financial access was tested. The third 
step was to check for the effect of access to finance on the firm performance and finally the test was done to 
conclude whether access to finance completely mediates the relationship between entrepreneurial 
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orientation and firm performance. There exists a positive and significant relationship between 
entrepreneurial orientation and firm performance with a mediating effect of financial access. On completion 
of the fourth step of the mediation analysis only partial mediation of financial access was found between 
entrepreneurial orientation and firm performance (Fatoki, 2012).Through this result it could be deciphered 
that non-availability of financial resources for funding businesses is a critical factor responsible for failure of 
firm performance. Astudy conducted by Aminu and Shariff, 2014 revealed that financial access facilitates the 
relationship between strategic orientation and firm performance. Strategic orientation comprises of 
technology orientation, market orientation, entrepreneurial orientation and learning orientation. The 
Resource Based View (RBV) concept highlighted the importance of financial access on the performance of 
small and medium enterprises (Chenet al, 2009; Fonseka et al, 2013). Hence strategies related to business 
which increases profit and sales volume will in turn improve the availability of resources for financing the 
firms. Thus poor strategic orientation of businesses will affect the firm’s ability to financial access which will 
help in determining firm performance (Pandula, 2011; Ghimire and Abo, 2013). Literature from past 
research studies state that successful orientation towards appropriate strategies results in generation of 
more financial access. Ample amount of financial resources act as facilitators towards firm performance 
(Aminu & Shariff, 2014).    
 

ROLE OF FINANCE AS A MODERATOR OR INTERVENING VARIABLE 
Only conceptual studies in entrepreneurship literature portray access to finance as a moderator 
(Shamsudeenet al, 2016; Rogoet al, 2017). Various researchers in the field of entrepreneurship  use financial 
literacy as a moderator (Adomako et al, 2016; Yang et al, 2018). Financial literacy deals with the knowledge 
related to access of financial resources pertaining to a business. A study conducted in Nigeria reveals the 
moderating effect of financial access between self-efficacy among entrepreneurs and small and medium 
firms performance (Shamsudeenet al, 2016). There exists an unresolved indispensable relationship 
between self-efficacy among entrepreneurs and business performance so in order to better this relationship 
knowledge about available financial resources is mandatory. Thus access to finance acts as a moderator 
between entrepreneurial self-efficacy and business performance(Barney, 1991; Ardichviliet al, 2003). 
According to research studies higher the self-efficacy of entrepreneurs, leads to improved business 
performance by exploiting the available financial resources or opportunities (Ardichvili and Cardozo, 2000; 
Alvarez and Busenitz, 2001). Thus there exists a strong relation between entrepreneurial self-efficacy and 
business performance when access to finance acts as a moderator between this relationship with evidence 
from the Resource Based View (RBV) concept which expresses the importance of availability of financial 
resources in increasing firm performance (Shamsudeenet al, 2016). A study conducted by Rogoet al, 2017 
reveals that financial access has been used as a moderator in order to have a strong and significant 
relationship between total quality management, orientation towards the market and firm performance. 
Access to finance plays a very crucial role in improving the performance of firms and thus their moderating 
effect confirms a significant and positive relationship between entrepreneurial orientation and firm 
performance (Wiklund& Shepherd, 2005). The results of a research study reveals that improper access to 
financial resources created an insignificant effect on entrepreneurial orientation which also deterred the 
firm performance (Jabeen, 2014).An empirical study reveals that financial literacy shows a significant 
moderation effect on the relationship between risk management practices in enterprises and competitive 
advantage (Yang et al, 2018). Another empirical study conducted in Ghana suggests that financial literacy is 
found to positively enhance the relationship between financial access and firm performance (Adomako et al, 
2016).  
 

ROLE OF FINANCE AS A DEPENDENT OR OUTCOME VARIABLE 
Various researchers have used entrepreneurial financing as a dependent variable (Jo, 2001; Berger &Udell, 
2006; Aleesaet al, 2018; Yan et al, 2018). An empirical study conducted among agripreneurs using internet 
tests the effect of quality of information disclosed, patent information disclosed, disclosure of information 
related to educational level and information related to entrepreneurial experience on entrepreneurial 
financing. The results reveal that the impact of quality of information disclosed through social network on 
entrepreneurial financing is lower (Yan et al, 2018). An empirical study conducted in Dongola-Soudan 
measures the impact of environmental factors such as institutional, economic, social and legal on 
entrepreneurial financing. Economic environment is found to have a significant and positive effect on 
entrepreneurial financing. The economic environment is found to comprise the product and demand prices, 
banks strategies for facilitating investment in agricultural businesses and availability of resources. There is 



BIZAD 2019 Eminent Management Practices - A Vision for Sustainable Business Growth 
Organized by Dept. of Business Administration, Faculty of Management, SRM Institute of Science and Technology 

Special Issue                                               IJRAR- International Journal of Research and Analytical Reviews 123  

found to be no significant impact of legal, social and institutional environment on entrepreneurial financing 
(Aleesaet al, 2018). Few researchers in the field of entrepreneurship suggests that the external environment 
has a positive relationship with development of financing opportunities (Ahlinet al, 2011; Vanroose and 
D’Espallier, 2013). The macroeconomic environment is found to significantly impact entrepreneurial 
financing (De Soto, 2000; Autio and Fu, 2015). A research study conducted by Jo, 2001 explores the impact 
of internet on entrepreneurial financing. The study was conducted in the era when internet usage has begun 
to flourish. Finally the study suggests an online funding process which incorporates seven steps and 45 days 
duration. Step 1 being idea formation, followed by creation of business plan which amounts to 7 to 14 days. 
Then the individual must go to venture capital website and enter a plan for business which must be 
protected by a password, then he or she will receive the initial decision within a duration of a week. The 
business owner might be asked to provide further details if required. The fifth step is to fill a more elaborate 
application form online which is highly confidential. He or she receives the final decision within a time 
period of three weeks and a meeting is scheduled for the funding process to take place. These seven steps 
utilize internet which facilitates the process of entrepreneurial financing (Jo, 2001). 
 

CONCLUSION 
For any business to flourish access to appropriate financial resources is of utmost importance. Improper 
funding options and lack of proper financial resources are considered to be the major barriers or challenges 
faced by entrepreneurs. Thus there exists a need to study the role of finance in entrepreneurship research. 
The main objective of this paper is to gather literature from the past research studies both conceptual and 
empirical in order to highlight the role of finance as an independent variable or an antecedent, mediator or a 
facilitator, moderator or intervening variable and dependent or outcome variable. This paper can be used by 
researchers in the field of entrepreneurship for framing theoretical frameworks and testing them 
empirically. Various researcher’s views are incorporated in this study in the form of literature review and 
the use of finance as a moderator is only being carried out conceptually. The use of finance as a moderating 
or intervening variable lacks empirical evidence and so it opens the arena for entrepreneurial scholars to 
test empirically the moderating or intervening effect of finance in entrepreneurship research. 
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ABSTRACT: The current era of innovative business operations and managerial styles contributes more 
changes in demographic and economical conditions of overall business environment in the country. It also 
turns into hard assignment to determine answers to any type of issues and to derive proper decision amongst 
such conditions. There is multiple choices of gear to be had but their ability to copy the capability amongst 
stakeholders in actual-time decision making methods is restricted. Game theory can provide an opportunity 
of choice making approach by way of producing a hard and fast of near-surest, possible and strong results. 
The outputs from such an method can be realistic in real-time conditions when compared to the optimal 
answer given through conventional optimization strategies. Increasingly, organizations are utilizing the 
science of Game Theory to help them make excessive threat/high reward strategic selections in distinctly 
competitive markets and conditions. Modern Game Theory has been around for over 50 years antique and 
has verified a capacity to generate the precise strategic desire in a variety of different conditions, groups and 
industries. Game Theory is a powerful tool for predicting results of a set of interacting companies wherein a 
movement of a single firm at once affects the payoff of different collaborating gamers. Given that each firm 
features as part of a complex web of interactions, any business selection or action taken by using a firm 
impacts a couple of entities that interact with or inside that firm, and vice versa. Said every other way, each 
decision maker is a player in the sport of enterprise or actual time situation.  Therefore, while we make a 
decision or selecting a method we must keep in mind the ability selections and payoffs of others, preserving in 
thoughts that even as making their selections, other gamers are possibly to reflect and recall your strategy as 
properly.  This understanding is quantified via payoff calculations which permit an organization or manager 
or man or woman to formulate their choicest method for various situations. This paper examines how 
recreation principle gives treasured options as predictions assuming bounded rationality have always been 
located to be extra correct than traditional fashions over an extensive variety of software in choice making 
system. Building on aspects and concepts from decision making theory, game theory combines theory and 
experimental evidence to provide a better understanding of strategic behaviour in economic, political and 
social interactions 

 
Key Words: Competitive Decision making, Game theory model, Competitive scenario, Strategic analysis 

 
INTRODUCTION 
A Decision-maker commonly faces varieties of uncertainty. He (or she) can be uncertain approximately 
about the “Nature” –future interest fees or weather situations, the amount of extractable minerals on a tract 
of land, whether a specific development mission can be a success. Additionally, he/she may be uncertain 
about the strategic behavior of different decision-makers and their advertising regulations, their bidding 
behavior, their response to a breakdown in negotiations. Indeed, many decision-making problems involve 
direct confrontation between parties with conflicting interest’s court battles, labor/management 
negotiations and arms limitation talks. And in addition, a decision-maker must sometimes design a 
framework within which others will compete an auction format must be chosen for the letting of contracts, a 
dispute must be arbitrated, a voting agenda must be established, a regulatory mechanism must be designed. 
Game theory is the solution that we seek to help us understand how strategic decision making can be done. 
For example, managers are always confronted with constraints such as limited resources, time, very low 
budgets and sometimes incomplete information. Game theory models can help us examine choices under 
these constraints while also specifically attending to strategic interaction in which decision makers select 
their actions and of course taking into account expectations about how others will respond to them taking; 
they should also factor in their own possible actions. Either way, game theory offers an interesting 
perspective on the nature of strategic selection in both familiar and unusual circumstances. However, the 
problem with game theory emotions and feelings are not considered. It is a win-lose situation, one party has 
to lose for the sake of the nation to move forward. It can further be argued out that there is some kind of 
natural selection at work which inclines a group of decisions towards the rational and optimal. In such a 
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case game theory should not be used as a substitute for good judgment in strategic decision making, 
especially where citizens, are involved. 
 

Game Theory 
Game theory, the study of strategic decision-making, brings together disparate disciplines such as 
mathematics, psychology and philosophy. Game theory was invented by John von Neumann and Oskar 
Morgenstern in 1944 and has come a long way since then. The importance of game theory to modern 
analysis and decision-making can be gauged by the fact that since 1970, as many as 12 leading economists 
and scientists have been awarded the Nobel Prize in Economic Sciences for their contributions to game 
theory. Game theory is applied in a number of fields, including business, finance, economics, political science 
and psychology. Understanding game theory strategies—both the popular ones and some of the relatively 
lesser-known stratagems is important to enhance one’s reasoning and decision-making skills in a complex 
world. Game Theory is thus still in development and thus in 2007 Myerson, Hurwicz, and Maskin were 
awarded the Nobel Prize in Economics for their work in reverse game theory or mechanism design. They 
worked on game types where the rules of a game are actually designed while it is being played, with the 
designer having an interest to influence it’s outcome. Those concepts deal much more realistically with the 
real world of human-made rules and laws. It does have a strong similarity to the concepts of Adaptive 
Processes. One of the key elements is the necessity to extract information from the players that they would 
rather not divulge. The need to gather dependable decision-making information from uncooperative agents 
is a real business management problem. Game theory is truly interesting in terms of mathematics, but with 
little practical application, mostly because of the mentioned epistemological modeling problem. Applying 
game theory for business strategy or management thus faces many obstacles, because doing business is in 
most cases not like a sequential or simultaneous game but an unknown mix of both with an unknown set of 
players under substantial uncertainty. Each real-world actor has a long tree list of dependent decisions to 
take that ought to be looked forward and reasoned backward in theory. Because the knowledge and possible 
actions of other players are mostly based on pure assumptions, it is a good strategy to retain the ability to 
change course en-route or allow for the renegotiation of agreements.  
Game Theory is ideal for strategic situations where competitive or individual behaviors can be modeled. 
These situations include:  auctions (e.g., sealed project bids), bargaining activities (e.g., union vs 
management, pricing buy-back and revenue-sharing negotiations), product decisions (e.g., entry or exit 
markets), principal-agent decisions (e.g., compensation negotiations, supplier incentives) and supply chain 
design (e.g., capacity management, build vs. outsource decisions). Typically, multiple strategy games are 
played to model different competitors, various payoffs and potential strategies.  The objective of these 
games is to deliver a set of strategic decisions to guide competitive behavior to a desirable outcome, and an 
analysis of how a series of possible strategic moves can predict various competitive outcomes.  Different 
types of games can be utilized depending on the strategic situation, the number of players, the amount of 
information available and the timing constraints. These methodologies are not without their shortcomings 
which need to be considered in to the strategy development process.  Firstly, game theory assumes the 
players act rationally and in their self-interest.  We know that as humans, this is not always the case.  
Secondly, Game Theory assumes players act strategically and consider the competitive responses of their 
actions.  Again, our experience tells us that not every manager thinks within a strategic context.  Finally, 
Game Theory is most effective when managers understand the expected positive and negatives payoffs of 
each of their actions.  In reality, most companies often do not have enough knowledge of their own payoffs 
let alone those of their competition. Despite its shortcomings, a properly constructed game can perceptibly 
reduce business risk, yield valuable competitive insights, improve internal alignment around decisions and 
maximize strategic utility. When applied correctly, game theory can present a strategic tool for decision 
making that offers perspectives on how players may act under various circumstances. The origins of game 
theory lay in classical economic models which assume rational behaviour by individuals and firms, 
the homo economicus, when interacting in decision making. Mathematical systems have been developed to 
analyse and predict the behaviour of humans in strategic situations. As Camerer, Ho, and Chong outlined, 
these systems are based on three principal assumptions:  
a) Players form their beliefs from the analysis of what the other agents are likely to do (strategic thinking) 
b) Players make the decision that best fits given those beliefs (optimization) 
c) All players adjust their decisions and beliefs until they are mutually consistent (equilibrium).  
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The key elements of a game are to understand who the players are and what their added values are; what 
the specific rules or industry regulations are that influence the limitations of the game; what kind of tactics 
and moves to influence how the game is perceived by other players are available; and what the scope and 
the boundaries of the game are. Based on these components, Brandenburger and Nalebuff have developed 
the value net to allow to look forward and reason backward, and to be able to understand not just what the 
other players can benefit to one's own gain but also how one can benefit the other agents. The value net as a 
schematic map helps to understand all the players in the game and the interdependencies among them. To 
anticipate the behaviour of other players in the game, the agent needs to consider what are the alternative 
strategies and options, what are their incentives and payoffs, what kind of information do they know and 
how do they think. To gain advantage in the game, players have the option to change the roles of the players, 
for example by adding a new bidder or competitor; to change their added value, either by raising your own 
value added or by lowering the value of others; to change the rules of the game; to utilise tactics that change 
the other player’s perceptions; or to change the scope of the game. Further, agents can increase their 
commitment, leverage the player’s limited rationality, or exploit incomplete information for their own 
benefit. 
 

Game Theory in Strategic Business Operations 
For managers, game theory presents a strategic tool that offers perspectives on how players may act under 
various circumstances and other information that is valuable for decision making. However, the practical 
application of game theory has been lagging behind its potential in strategic decision making. One point of 
criticism is that game theory would only present one possible outcome, when in practical terms managers 
would prefer to be presented with different scenarios when faced with unprecedented, complex situations 
to decide on. Real world scenarios and situations that require decision making and strategy building are 
often messier, more dynamic and less easy to control than the assumptions of classical models like the 
prisoner's dilemma. Here decision makers face the challenge that the right balance has to be found between 
simplifying the problem enough to make it manageable, and retaining enough detail and complexity to keep 
it relevant . Additionally, in order to evaluate the proposed scenario and its outcome properly, the 
assumptions that went into the formulation of the model need to be understood. Traditional game theory 
produces the best answers and equilibriums, potentially differing for each scenario, and then predicts which 
scenario and outcome is the most likely. However, uncertainty cannot be entirely eradicated, and this 
approach comes up with various snapshots rather than a fuller picture. As a result, different models have 
been developed to address the problems and shortcomings of traditional game theory models. 
Game theory can deliver valuable insights into the strategic behaviour of stakeholders in complex water-
food-energy domains where the interactions of the stakeholders normally result in outcomes that are sub-
optimal from a system’s (central) perspective. Game theory can be applied in any field where more than one 
actor is involved in the decision making process and the final outcome depends on the participants’ strategic 
behaviour, their willingness to cooperate, risk attitude, access to information, uncertainty exposure and 
other behavioural factors. This technique reveals how the preferences of actors, their possible moves and 
counter-moves play out in strategic interactions delivering a range of outcomes. Game theory can be used to 
predict or describe how people behave and fulfil their own interests during the interactive decision making 
process. Games are defined as mathematical frameworks, consisting of a set of players, a set of strategies 
available to them (preferences or moves), and players ‘payoffs (utilities) for each combination of possible 
outcomes of the ‘game’. The main driver of each player’s decision is their potential gain. In a typical game, 
the players try to outsmart one another by anticipating each other’s decisions. The game is resolved as a 
consequence of the player’s decisions. Unlike other conventional system optimization methods, game theory 
considers a close-to-reality interest-based behaviour of the individuals rather than taking an overarching 
system perspective. As a result, game theory assesses the attainability of a system’s optimal outcomes 
starting from the current situation and with due attention to individual self-optimizing behaviours. These 
behaviours can differ in geographic scope e.g. supranational, national, regional and local and in objective, 
e.g. profit creation, preservation of environmental quality, decarburization, etc. Solutions found using game 
theory for multi-criteria multi-decision maker problems10 are normally different from those found through 
conventional decision or behaviour simulation methods such as multi-criteria decision analysis or even 
agent-based modelling. Game theory can be applied to decision making in bargaining, voting and negotiation 
situations when the dynamics of sequential interactions are not fully understood, such as in international 
climate change negotiations.  
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Strategy of Prisoner’s Dilemma 
One of the most popular and basic game theory strategies is prisoner's dilemma. This concept explores the 
decision-making strategy taken by two individuals who, by acting in their own individual best interest, end 
up with worse outcomes than if they had cooperated with each other in the first place. In the prisoner’s 
dilemma, two suspects apprehended for a crime are held in separate rooms and cannot communicate with 
each other. The prosecutor informs both Suspect 1 and Suspect 2 individually that if he confesses and 
testifies against the other, he can go free, but if he does not cooperate and the other suspect does, he will be 
sentenced to three years in prison. If both confess, they will get a two-year sentence, and if neither 
confesses, they will be sentenced to one year in prison. While cooperation is the best strategy for the two 
suspects, when confronted with such a dilemma, research shows most rational people prefer to confess and 
testify against the other person than stay silent and take the chance the other party confesses. The 
prisoner's dilemma lays the foundation for advanced game theory strategies, of which the popular ones 
include: 
 

The application of game theory in current business environment 
A mathematical application of game theory for business decisions can be described in a table form. It’s also 
known as the Game’s Normal Form in mathematics. The diagram below shows a simple matrix containing 
various sets of strategies. A set contains two approaches, one from you (in black) and the other by your 
competitor (in blue). While other factors are assumed constant and negligible, suppose both you and your 
only competitor decide to spend money on advertisement campaigns. This results, in relatively modest 
payoffs of Rs.4,00,000 for each (see the payoff pattern 4, 4). Such set of decision strategy is known as Nash 
Equilibrium which implies neither entity can improve its profit, by changing its own strategy alone involving 
an interdependence of actions. Jon Forbes Nash explained this concept in 1950’s. Furthermore, it’s visible in 
the famous Prisoners’ Dilemma. As another strategic possible measure, you and your competitor do not 
decide to advertise, get a payoff of Rs.6,00,000 (see the pattern 6, 6). Remember that in some situations, no 
advertisement policy may result in reduced expenses, and that’s why more profit. In the case, when, either 
you or your competitor alone decide to advertise, earn Rs.5,00,000 payoff on it. If you don’t promote, you 
have to bear a loss of -Rs.5,00,000 assuming your competitor utilizes your decision consequence as his/her 
opportunity (see the pattern -5, 5). In the very same way, if you advertise but your competitor does not, 
he/she has to suffer a loss of -Rs.5,00,000 (see the pattern 5, -5). 

 
You 

  Your Competitor 
Advertises Doesn’t Advertise 

Advertise (a) 4,4 (b) 5,-5 
Don’t Advertise (c) -5,5 (d) 6,6 

Competitor approach Payoff Matrix (values in Lakhs) 
 

For a layman, the initial concept of the game theory might look like just as a strategic tool to boost 
competitive abilities of a firm against its competitors only. Actually, it can also be successfully applied inside 
a firm, in the perspective of considering various internal stakeholders of a firm as players. Here is an 
example of an application of game theory where two internal entities of a firm “playing” the game against 
each other. Remember, the purpose of each player is to “win” against the other. The strategies adoption to 
bring down the rival player is purely motivated because of a simple fact if one wins the other loses; (nobody 
wants to lose). Here we have two players in this game. The player A, a manager and the player B, workers. 
The manager’s objective is to increase workers efficiency. His gain lies in the better productivity of the 
workers. On the other hand, workers “gain” is in reduced efficiency assuming a lower efficiency level 
benefits them. The manager wants to make workers more efficient without monitoring them because it 
incurs cost as well as it’s a necessary evil. However, the workers perceive monitoring threat as it compels 
them to work more along knowing, it’s also a weakness of the manager due to its extra costs. The probability 
of opting monitoring depends upon the “gains” of workers in the form of reduced efficiency. In the same 
way, the likelihood of reduced effectiveness depends on how much it costs to the manager to monitor the 
workers. If the workers’ gains are greater, or if the expenses for the manager for monitoring them are great, 
the probability of reduced efficiency will increase as well. The possible results can be in the following four 
situations of: Win-Win, Win-Lose, Lose-Win and Lose-Lose 

 
 
Manager (Player A) 

  Workers (Player B) 
Advertises Doesn’t Advertise 

Does not monitor (a) -2,+8 (b)+8,+4 
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Monitors (c) -8,0 (d) +4,+4 
Manager approach Payoff Matrix 

 

In the case of no Monitoring: 
If the manager does not monitor and workers reduce efficiency, manager get -2 and workers gains by +8. 
This is win situation for the player B i.e. the workers and a loss for the manager. Suppose workers remain 
efficient even without monitoring, their gain reduces to +4 from +8. Don’t confuse yourself here by thinking, 
why the heck they remained efficient without monitoring. Take it just as a possibility (even if there is 
0.000001% chance of such occurrence). It’s a lose situation for the workers and a winning for the manager. 
In the case of Monitoring: 
If the manager monitors but still workers don’t perform well, he faces a colossal loss as he has not only 
suffered monitoring cost, but also the reduced efficiency of the workers expressed as -8 for manager and 0 
for workers. The win-win situation lies in +4, +4. The manager monitors and the workers perform their 
duties well. 
Thus we can use this concepts to develop effective and optimal competitive strategies for setting the 
product/service prices, the level of product quantity and quality, capital budgeting, auctioning, public policy 
making, research and development, cost management and advertising. Hence we need to access the 
magnitude of the problem i.e. the cost-benefit aspect of the solution of a particular problem. If it’s worth 
bothering about it, then we have to recognize the specific business type i.e. a production firm, consultancy, 
real estate etc. along the area of application i.e. inside or outside of organization. The purpose is to avoid 
wandering in the vast subject of the game theory and shooting the bulls’ eye for time and money saving.  
Customized solutions are only required, if problems are quite peculiar and are not of general nature, 
however most of issues are dealt with general understanding of basic game types mentioned in the articles. 
The related problems are also discussed under the umbrella of strategic management. 
 

DISCUSSION  
Business is a high risk game. The way Managers approach this game is reflected in the language they use to 
describe it. Business language is full of expressions some borrowed from sports while others borrowed from 
military. However, the paradox is: unlike sports and war, business is not always about winning and losing, 
nor is it how well you play the game. When we look around the very successful businesses it is a fact that 
they have succeeded without requiring others to fail. It also true they can also miserably fail no matter how 
well they play if they make the mistake of playing the wrong game. Therefore, the essence of success in 
business mainly lies in making sure you are playing the right game, at the right time and the right place. 
Game theory as a mathematical construct is about to change the game of businesses, and this will help 
managers answer the two questions. Game theory has come of age, as it all began in 1944 with the great 
mathematician Von Neumann and economist Oskar Morgenstern who published a beautiful book called 
"Theory of Games and Economic behavior". Their work has provided a systematic way to understanding the 
behavior of players. They have clearly distinguished two types of Games: Rule-based games, players interact 
according to the specified "rules of engagement". These rules could come in form of trade agreements or 
contracts. The second type is "Freewheeling games", where players interact without any external 
hindrances, found in buying and selling, the buyers and sellers create value by transacting in unstructured 
fashion.   
 

Limitation of the study  
As with any piece of research, this study has limitations. We have studied only prisoner’s dilemma and focus 
on business strategy. The area of Game theory in relation to Business intelligence has not been explored 
fully. Further research could investigate other Game theory strategies such as but not limited to: ultimatum 
games and battle of the sexes in order to make a comparative study in decision making. It would be 
interesting to study Ultimatum games and find out how important this type of game plays in strategic 
decision making since if focus mainly on human feelings. Cooperative strategies can be used to create new 
markets at the same time expand the existing market. Once created, competitive strategies can be deployed 
to play in the market. Based on the previous statement, business is not necessarily a zero sum game where a 
win-lose situation exists. There can actually be scenarios where win-win is achieved by cooperation at the 
others where lose-lose occurs without it. The truth is, without cooperation there will be a lose-lose-lose 
situation because the competitors will end up losing on prospective market. The same market will also get 
undeserved because consumers would lose out on what would have been a potentially useful product. We 
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can conclusively say cooperation has its theoretical foundations in game theory, managers can learn from 
this on issues pertaining to communication and ways to negotiate win-win scenarios. 
 

CONCLUSION 
This outline illustrated how game theory developed from traditional game theory models to include less 
rational human attitude in game theory models. First, a selection of different types of traditional game 
theory was outlined, which operate on the basic assumption of the economics. Specifically, the non-
cooperative zero-sum game, the positive-sum game with the example of the prisoner’s dilemma, the 
negative-sum game, and cooperative bargaining theory have been defined as examples of games with 
complete information. Further, Bayesian games were illustrated using the example of the hiring of 
differently-abled workers as a game with incomplete information. Then the application of traditional game 
theory, with its implication for management and decision making, was described further. In particular, the 
challenges for managers that traditional game theory would only present one alternative as a solution to a 
problem, often without providing information on the underlying assumptions, has been addressed. To take 
into account the fact that humans have been found to not act rationally in games, the game theory has 
developed models that predict behaviour in games in real life terms, moving away from the assumption of 
the economically rationally acting agent. 
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ABSTRACT: The aim of this study is to determine whether organizational citizenship behavior influenced by 
attitudinal factors in the Ethiopian Banks (EB). It investigates the influences of job satisfaction, 
organizational commitment, and organizational justice on organizational citizenship behavior. The results 
indicate that organizational justice, job satisfaction and organizational commitment have a direct positive 
influence on employees’ organizational citizenship behavior perception. These findings indicate that major 
attitudinal factors (Organizational justice, job satisfaction and organizational commitment) are important 
predictors of organizational citizenship behavior in Ethiopian commercial Banks. It provides guidelines to 
help Bank managers to better understand how to use major attitudinal factors to improve organizational 
citizenship behavior perceptions’ of their employees. Some bank policy implications should be establishment of 
organizational citizenship behavior oriented policy within the existing organizational structure of the 
Ethiopian Commercial Banks. 

 
Key Words:  

 
1: Introduction 
Scholars of organizational citizenship behavior have recently shown interest in the qualitative distinctions 
among individual contributions at work. Some of this interest has focused on ‘organizational citizenship 
behavior or contributions not contractually rewarded, practicably enforceable by supervision (Mary A & 
Dennis W, 1996). Examples of organizational citizenship behavior include helping other employees, 
volunteering for things that are not required, making innovative suggestions to improve a department, not 
abusing the rights of coworkers, not taking extra breaks, and attending elective company meetings (Kidwell 
et al., 1997).  
Organ (1988) defines organizational citizenship behavior as “individual behavior that is discretionary, not 
directly or explicitly recognized by the formal reward system, and that in the aggregate promotes the effective 
functioning of the organization". Organ’s definition of organizational citizenship behavior includes three 
critical aspects that are central to this construct. First, organizational citizenship behaviors are thought of as 
discretionary behaviors, which are not part of the job description, and are performed by the employee as a 
result of personal choice. Second, organizational citizenship behavior go above and beyond that which is an 
enforceable requirement of the job description. Finally organizational citizenship behaviors contribute 
positively to overall organizational performance. 
Researchers have argued that exchange based frameworks are especially relevant to understanding 
discretionary behavior at work (Organ, 1990) as situational constraints may limit an individual’s ability to 
his/her in-role performance in response to employer treatment (Turnley & Feldman, 1999). Hence, 
citizenship-type behaviors may be the first to be withdrawn by an individual in response to the treatment 
he/she has received (McLean Parks & Kidder, 1994) as this response is likely to carry with it fewer negative 
repercussions than lowering in-role performance (Turnley & Feldman,2000). 
Employee attitudes cannot influence organizational effectiveness on their own; employees must also behave 
appropriately. Two employee behaviors that are important to many managers are job performance and 
retention. This study addresses that aspect of performance behavior known as organizational citizenship 
and its determinant factors. We use Organ’s (1988) five categories of organizational citizenship behavior. 
Conscientiousness means that employees carry out in role behaviors well beyond the minimum required 
levels. Altruism implies that they give help to others. Civic virtue recommends that employees responsibly 
participate in the political life of the organization. Sportsmanship shows that people do not complain but 
have positive attitudes. Courtesy means that they treat others with respect. 
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1.1 OCB and Performance 
OCB and Organizational Performance Because OCB plays a pivotal role in organizational performance, the 
concept has emerged as one of the most critical aspects of performance, and numerous studies have been 
conducted in an attempt to explore this relationship. There are different reasons why these behaviors can 
influence organizational performance. According to on social exchange theory (Blau, 1964), citizenship 
behaviors would improve work performance because they help people to help each other. Employees who 
help each other would not have to go to boss for help, leaving the boss free to do more important things. 
Organizational citizenship behavior would also help coordinate activities among group members (Podsakoff 
et al., 1997). For example, courteous people would inform each other about non routine demands, allowing 
them to take steps to alleviate problems by themselves without going to their supervisors. 
Though work has the potential to provide many rewards, most of these are best obtained through the 
largess (or at least the cooperation) of other people. The organization allocates pay, for example, while co-
workers confer or withhold their respect. For this reason, individuals should be especially attentive to the 
interpersonal climate at work. By combining the idea of willingness to individual performance, Barnard 
(1938), the pioneer researcher to examine the relationship between OCB and performance, attempted to 
explain how employees could be encouraged to add extra value to their performance level by creating a 
high-quality employee relationship. Subsequently, Katz and Kahn (1978) conducted additional research that 
revealed the unfamiliar sides of the relationship between OCB and performance.  
Accordingly, involvement in job performance takes place by starting to work in an organization and refusing 
to quit, performing prescribed tasks according to contractual obligations, and going beyond fulfilling the 
approved tasks by displaying extra performance. Throughout its history, in an effort to verify OCB’s 
collective influence on efficient and effective organizational functioning (Organ, 1988), more recent studies 
reveal OCB and its relationship to both individual (Koys, 2001; MacKenzie et al., 1991) and group level 
employee performance (Podsakoff & MacKenzie, 1997). 
According to Cohen and Vigoda (2000), OCB’s positive consequences can be traced through seven points. 
First, OCB helps to improve both high (managerial) and lower (employee) level performance within the 
organization. Second, scarce organizational resources can be used and allocated in a more efficient and 
effective way if there is an improved sense of OCB among employees. Third, improved OCB helps to shrink 
organizational maintenance expenditures because employees have positive attitudes toward organizational 
benefits. Fourth, OCB plays a crucial role in establishing a highly fruitful atmosphere among all working 
segments of the organization. Fifth, an improved sense of OCB in one organization helps to catch the 
attention of other employees both within and outside of the organization. Sixth, OCB helps to enhance the 
constancy of organizational performance, and finally, OCB helps to embrace the opportunities that are 
presented through change by encouraging employees to demonstrate civic virtue behavior.  
By conducting a survey in a regional restaurant chain, Koys (2001) promotes the idea that employee 
behaviors, more especially OCB, and satisfaction should be at the heart of one’s individual level 
performance. As a result of cross-lagged regression analysis, Koys (2001) concludes that improving 
constructive employee attitudes and job satisfaction among employees enhanced both organizational 
performance and outcomes. However, Koys’ findings do not indicate that an organization’s outcomes had a 
positive influence on the improvement of employee attitudes. Podsakoff and MacKenzie (1997) conducted 
an important study that emphasized the core of group level employee performance at a paper mill factory. 
They suggest that there is a close correlation between equality and quantity of employee performance at 
different dimensions of OCB. As a result, while altruism has a significant positive influence on quality and 
excellence, sportsmanship and altruism’s associate effect can be observed in the level of employee 
performance (Podsakoff & MacKenzie, 1997). Similar to altruism, civic virtue plays an important role by 
encouraging employees to demonstrate their full potential. If employees lack proper civic virtue, they will, 
undoubtedly, fail to contribute their maximum optimum to organizational goals. On the contrary, if 
employees are unaware of the organizational values and combine their own with them, they will also fail to 
demonstrate the desired productivity level and follow their own self-interests. Conversely, rather than 
pursuing individual interests, employees who display a proper sense of conscientiousness will comply with 
their organizational goals and thus increase the reliability of organizational functioning (Berry & 
Parasuraman, 1991). Performance management lies at the heart of the police profession. 
 

1.3. Statement of the problem. 
Analyzing behavioral studies in the commercial bank of Ethiopia, failure to give due attention in examining 
and improving its members’ behavioral capacity can be observed. Moreover, this inadequacy is far more 
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significant when considering the lack of research related to extra-role behaviors among Ethiopian 
commercial bank members. In recent years, there has been an escalating concern pertaining to the 
evaluation of attitudinal patterns that are regarded as one of the most obvious determinants of efficiency 
and effectiveness of commercial bank of Ethiopia services. In particular, because of ECB increasing effort to 
make progress in becoming number one bank in the country, the concept of OCB has gained more 
momentum in producing effective and efficient service to the customer.  
Commercial bank personnel management practices requires a sense of positively assessing an officer’s 
committed efforts. However, this approval should not consist of simply satisfaction but rather it should be 
translated into an organizational culture that promotes employee loyalty. In other words, Bank officers 
provide their optimum contribution to the efficiency and effectiveness of the overall organization; they 
cannot accomplish their full potential since they lack satisfaction, commitment and justice in performing 
their duties. Certainly, this is a concern if commercial bank officers fail to identify their own values with 
those of the CBE, put forth less effort in their work and view banking as simply a way to make a living. 
Managing bank officers requires extraordinary qualifications in understanding the human behavior. If 
managers can properly identify motivators that trigger genuine competency, they can then, perhaps, 
minimize the weaknesses and maximize the strengths that will promote officers displaying extra-role 
behaviors. 
 
Research questions  

 What are the factors affecting organizational citizenship behavior? 
 To what degree each attitudinal factor is affecting organizational citizenship behavior in the study 

area? 
 Which attitudinal factor is has the maximum impact on organizational citizenship behavior in the 

study area? 
 

2.4 Research objective 
General objectives 
The general objective of the study is to examine the relationship between OCB perceptions of commercial 
bank of Ethiopia employees and major attitudinal factors. 
 

Specific objectives 
 To identify factors affecting organizational citizenship behavior. 
 To describe each attitudinal factors affecting organizational citizenship behavior 
 To measure the extent to which each attitudinal factors are affecting organizational citizenship 

behavior 
 To rank the explanatory variables according to their degree of influence organizational citizenship 

behavior 
 

1.5 Significance of the Study  
The study deals with the organizational citizenship behavior in the commercial banking sector of Assosa 
town. Knowing the variables that determine organizational citizenship behavior and their relationship will 
help bank management to concentrate on variables that have significant influence on organizational 
citizenship behavior. And for those banks attempting to increase organizational performance, this 
information may enable them to develop strategies to enhance extra role behavior in the organization. 
Moreover, the study enables the student to acquire practical research experience and to advance the grasp 
of the literature on key variables that determine organizational citizenship behavior. Finally, the outcome of 
this study will also serve as a spring board for further research on the study area. 
 

1.6 Scope of the Study. 
To achieve the objective of the study within the time framework certain delimitations are made by the 
researcher in terms of geographical, conceptual and methodological aspects. Firstly, the study is 
geographically limited to Assosa town. Secondly, this study is intended to investigate the factors affecting 
organizational citizenship behavior (organitional justice, job satisfaction, and organizational commitment). 
And the study used perception of employees to analyze the effect of explanatory organizational behavior.  
 

1.7 Limitation of the Study 
Despite the fact that the researcher tried all the best to maximize its fruitfulness, the study would not be free 
from limitation. Because of resource and time limitation: firstly, relationship between each independent not 
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be examined variables; secondly, the result of this study dominated by the perception of employees who are 
selected by means of convenience sampling due to the difficulties to contact all employees, and finally, the 
researcher used only four banks in Assosa town as sample, as result, the findings of this study may not be 
generalized to the banking industry of the whole country Ethiopia. 
 

2. THEORETICAL REVIEW 
Employee attitudes are of immeasurable importance to an organization given their potential to influence 
behaviors relevant to occupational responsibilities. For this reason, managers take into 
account any negative attitudes exhibited by lower level employees that may possibly be indications of future 
problems. Among other work related attitudes, organizational behavior (OB) researchers place a great deal 
of emphasis on three key factors: job satisfaction, organizational commitment and organizational trust.  
In this section, employee attitudes and performance concepts, definitions and central characteristics are 
analytically examined taking into consideration the existing literature. Next, the focus is center on job 
satisfaction (JS), organizational commitment (OC) and organizational 
justice (OJ) followed by the influences that these major attitudes have on organizational citizenship 
behaviors (OCB). The discussion is broadened by offering a systematic assessment regarding interactive 
relationships between job-related attitudes and OCB. 
Context of Employee Attitudes Beginning with Frederic Winslow Taylor’s scientific management approach 
in 1911, Elton Mayo’s human relations Hawthorne experiments in 1926 and Maslow’s hierarchy of needs in 
the late 1930s, scholars have strived to identify the quickest and most efficient ways of improving 
productivity in an organization. According to Robbins (2001), by considering that the shortest distance 
between two points is a straight line; researchers have attempted to draw this line between productivity 
and other influencing organizational factors by focusing on the individual, group and structural level of 
behaviors. As a result, the individual level has been diagnosed as the most important factor in improving 
organizational productivity, effectiveness and efficiency, leading to studies that examine the complex and 
intricate nature of human behavior.  
Within the highly competitive and challenging work environment, employee attitudes and behavioral 
patterns emerged as the most important components of organizational behavior (Greenberg & Baron, 
2003). With Frederick W. Taylor’s scientific management approach, he focuses on the systematical process 
created by the engineering sector with the intention of helping both the interests of employers and society 
through eliminating waste of time and resources (Nyland, 1996). Workers at the lowest levels, especially in 
the production units, are considered as unthinking agents of the organizational principles (Tomer, 2001).  
Taylor’s approach, a mixture of science and work, points out particular work roles and ways to increase 
production activity (Denhardt, 2004) by considering employees as one of the most important components of 
the industrial machine (Ott & Russell, 2001). While researchers including Henry Fayol and Luther Gulick 
adopt Taylor’s scientific management approach, others, for example, Elton Mayo, Chester Barnard and 
Frederick Herzberg find scientific management to be inefficient with respect to the human components of 
organizations and therefore took another position. 
According to the more humanistic approach, scientific management theorists fail to consider the general 
implications of the organizational society and ignore the social problems whereas the humanistic approach 
focused, in particular, on other personal and interpersonal problems associated with organizational life 
(Harmon & Mayer, 1986). In sum, the classical management approach concentrates on the rationalization of 
work routines by assuming that people are the machines, while the humanistic approach stresses the 
importance of creating harmony among work routines, thus promoting the emotional well-being of workers 
and emphasizing the relational needs among people. By believing that many employees may be technically 
efficient but inefficient in behavioral terms; the humanistic approach depends chiefly on the organizational 
attitudes and behaviors, namely employee thoughts and feelings (Ott & Russell, 2001). 
In general, attitudes require both positive and negative evaluative statements and judgments regarding the 
surrounding environment and are composed of three basic components: cognition, evaluative and 
behavioral. Whereas cognition refers to an individual’s beliefs or assessment declaration about the 
surrounding environment, the evaluative component appears as a result of the cognition component and 
includes one’s emotional assertion about other individuals, objects or occasions. In the third component, 
assessments and feelings produced by cognition and evaluation are translated into intentional behavioral 
patterns and directed toward potential targets (Greenberg & Baron,2003; Robbins, 2001). 
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2.1 Conceptual framework 

 
 

3. RESEARCH METHODOLOGY 
3.1. Data Type and Source 
Both primary and secondary data used to investigate the organizational citizenship behavior of bank 
employees. Primary data was collected from employees on: Job satisfaction, organizational commitment, and 
organizational citizenship behavior and Secondary data were collected from bank documents, journal articles, 
employees’ suggestion box and other related sources.  
3.2. Research Strategy and Design  
To analyze the relationship between organizational citizenship behavior the researcher used quantitative. 
Quantitative approach used to examine the primary data, through statistical procedures, which was collected 
from sample employees by means of structured questionnaires. Pre-study interviews were conducted to identify 
the applicability of some indicators for the study area. The research design that was used in this study is survey 
design. A cross sectional research data was used to collect at a time. 
3.3. Sampling Techniques 
Sampling is a method of selecting sample from a given population to draw conclusion about the population. 
There are probabilities and non probability sampling techniques among the non probability sampling 
convenience sampling would be used for this study. Convenience sampling is when you take sample simply 
by asking for volunteers. The researcher employ convenience sampling techniques, because some bank 
management are not willing to give information and again distributing questionnaires and gathering data 
from employees around their unit of operation is forbidden because of their competitive nature. E.g. Dashen 
bank. Beside that employees don’t have time to get them if the researcher cannot contact them at the time of 
service other than their convenient time like tea break.  
Ethiopian commercial Bank, Awash, Wegagen bank and Anbesa banks  have  high number of employees with 
different level namely: Managers , officers, window workers, and lower staff. The target population for this 
study is window worker and officers of the outlined banks. There are four rationales to window workers 
and officers. Firstly, window workers have day to day contact to customers which in turn have direct impact 
on performance of the organization, as compared to others. Secondly, officer like loan officer can have 
relatively have enough time, to fill the questionnaire until since loan and credit customers are not too much. 
Thus, it is suitable to collect data from these employees easily and accurately. Thirdly, lower worker like 
janitor and security are not served in the all time in Ethiopia they are doing their work rotation.  Finally, it is 
difficult to get managers to provide enough information, because these employees are very few in numbers 
and get free time less frequently than others. Thus, it better to choose fund window workers and officers to 
collect data more conveniently and accurately, however, it does not mean considering the other employees 
is not unnecessary. They may have the above mentioned contribution, but it is impossible to get them at 
work time and place regularly. So the study considered window worker and officer together to be 
considered in the target population. 
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For data collection purpose the researcher approached only tolerant employees from the target population, 
since enforcing them is impossible as well as unethical. Moreover, convenience sampling is less time 
consuming and inexpensive to collect the required information.  
Ethiopian commercial bank, Awash, Ambesa and Wegagen bank of Assosa branchs were considered as one 
industry, rather than different entity. However, for data collection purpose the researcher used these banks 
as different units and data was collected from four units in equal basis, consequently the data was collected 
from four branches of the outlined bank employees.  
 To determine number of respondents from each bank the researcher use quota sampling. Quota Sampling is 
one of purposive sampling and it involves non-randomly selection of sampling units according to some fixed 
quota. The total sample size for this study is 216 from the total sample size 72 respondents were be taken 
from each bank. Among 72 respondents 36 are windo workes and the others are different officers. To avoid 
bias and errors, the data was collected on three working days of a week, namely: Monday, Wednesday, and 
Saturday. 
3.4 Sample Size  
The sample of this study is determined by using Cochran’s (1977) sample size determination formula. The 
researcher used the alpha level a prior at 0 .05, five point scales, the level of acceptable error at 3%, and 
estimated the standard deviation of the scale as 1.25.  
                                   (t)2 * (s)2  = (1.96)2(1.25)2    = 267 
                                       (d)2             (5*.03)2 

Where t = value for selected alpha level of 0.05 = 1.96 (the alpha level of 0.05 indicates the level of risk the 
researcher is willing to take that true margin of error may exceed the acceptable margin of error.) 
Where s = estimate of standard deviation in the population = 1.25. (Estimate of variance deviation for 5 
point scale calculated by using 5 [inclusive range of scale] divided by 4 [number of standard deviations  
Where d = acceptable margin of error for mean being estimated = 0.15 (number of points on primary scale * 
acceptable margin of error; points on primary scale = 5; acceptable margin of error = 0.03 (error researcher 
is willing to accept). 
3.5. Data Collection Techniques and Instrument  
The most economical data collection instruments in survey are questionnaire and interview. Collecting data 
through questionnaire is quite popular because it requires low cost even when the population is large. Thus 
the results can be more dependable and reliable. In this study, close ended questionnaire design formulated 
to collect the data. Furthermore, the questionnaire was administered using enumerators to collect data from 
the respondents. 
The questionnaire has two sections. The first section was formulated to collect data about demographic 
characteristics of the respondents. The second section consisted of 29 questions which address factors of 
organizational citizenship behavior to collect data from the respondents of the study. The second section 
splited into three instruments that determine organizational citizenship behavior namely: Job satisfaction, 
organizational justice and organizational commitment. This section of the questionnaire evaluate the 
variables on a five point likert scale ranging from 1= strongly disagree, 2= disagree, 3= neutral, 4= agree, 5= 
strongly agree.  
3.6. Data Processing and Analysis   
In the first phase of data processing the researcher edited the collected raw data to detect errors and 
omissions. Next to editing data in the field and in house, the subsequent phases were be: coding, 
classification and tabulation of collected data. The researcher used statistical and econometric analysis 
methods to analyze the collected data. A commonly used model (multiple regressionmodel) used to analyze 
the relationship between the dependent and explanatory variables. Statistical techniques of T-test   used to 
test the relationships between dependent and independent variables with the help of STATA version 12 
software packages. 
4.1 Econometric Analysis for Determinants of organizational citizenship behavior  
In this section, an econometric analysis is performed to identify what determinant factors determine 
organizational citizenship behavior. Multiple regressions’ model was run to find out the determinant factors 
of organizational citizenship behavior. The dependent variable is organizational citizenship behavior. In this 
study, the explanatory variables that are expected to determine organizational citizenship behavior are; 
organizational Commitment, job satisfaction and organizational justice. 
Reliability test was made for the main items of the questionnaire. Moreover, classical model specification 
test for multicollinearity and heteroskedesticity were made so that the data meet the assumption underlying 
the regression model. 
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4.1.1 Reliability Test of the Items 
The researcher has conducted the scale reliability test for the main items of the questionnaire. The 
reliability of the scale containing items used to measure determinants of organizational citizenship behavior 
in the commercial banks operating in Assosa town was tested using Cranach’s Alpha. According to Hair et.al, 
(2005) reliability coefficient 0.7 or higher is acceptable. The overall reliability test for the items is 81.2 
percent. Therefore the data are reliable and acceptable.  
4.1.2 Test for Multicollinearity   
Multicollinearity means that there is a linear relationship between explanatory variables which may make 
the regression model biased (Gujarati, 2003).Variance inflation factor (VIF) was employed to detect the 
multicolinearity problem and strengthen the study analysis. Theoretically, a VIF greater than 10 may 
suggest that the concerned variable is multi collinear with others in the model. The result of mean VIF for all 
variables is 4.30. Hence there is no perfect or strong co linearity between explanatory variables.  
4.1.3 Correlation Analysis  
The following Table shows the relationship between each determinant variable and organizational 
citizenship behavior. The relationship between job satisfaction and organizational citizenship behavior is (r 
= 0.36, p = 0.000) which indicates positive relationship. This signifies job satisfaction and organizational 
citizenship behavior is positively correlated. The relationship between organizational commitment and 
organizational citizenship behavior is (r = 0.32, p = 0.000) which indicates positive relationship. This 
signifies job satisfaction and organizational citizenship behavior are positively correlated. The relationship 
between organizational justice and organizational citizenship behavior is (r =0.44, p =0.00). This shows that 
organizational justice and organizational citizenship behavior are positively correlated. This means when 
organizational justice is increasing, organizational citizenship behavior is also increasing. 
Table 4.1.Correlation Analysis of Dependent and Independent Variables 

 OCB JS OC OJ 

OCB 1    
Job satisfaction  0.366** 

(0.000) 
1   

Organizational 
 commitment 

0.325** 

(0.000) 
0.091 

(0.164) 
1  

1 
Organizational Justice 0.442** 

(0.000) 
-0.039 
(0.550) 

0.187** 

(0.004) 
0.578** 

(0.000) 
** Significant at 1 percent Level   Source: Computed from survey data, 2018 
* Significant at 5 percent Level 
 

4.1.4 Relationship between organizational citizenship behavior and Explanatory Variables 
Table 4.2 Multiple Regression Result 

Variables Coef. Std. Err. t-statistics 

Job satisfaction  0.524 0.119 4.48 
(0.000)** 

Organizational commitment 0 .243 0.119 2.13 
(0.033)* 

Organizational Justice 0 .641 0.112 5.83 
(0.000)** 

 

** Significant at 1 percent Level 
* Significant at 5 percent Level 
 

 

  Source: Computed from survey data, 2018 
 

The overall significance of the model, when measured by P-value the result is 0.0000, indicates that the 
model is well fitted at 1 percent level of significance. This proves that there is a significant relationship 
between the explanatory variables and organizational citizenship behavior and the t-statistics show that the 
explanatory variables (job satisfaction, organizational commitment and organizational justice) are 
significant in determining organizational citizenship behavior. Specifically, organizational justice and job 
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