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Foreword

Let me express my happiness over ‘Vaidakthya-2@hé' | express my
gratitude to all those people who put their effamsl brains into it. Let
me also assure that ‘Naipunnya Business School alilays be a
centre for promoting innovation and excellence.

Research is an indispensable and an ever nurtutimgnsion of

academics. It is the foundation for knowledge timakes possible the
much needed innovation and application that prevideler benefit to

all the stakeholders of education. Research addsheo stock of

knowledge and provides the source of new ideashadst techniques
and findings across a whole range of disciplinarg enulti-disciplinary

areas.

There is no doubt that the emphasis on the somidtiiral, economic
and environmental impacts of research has incregseatly. As the
papers in this journal reveal we can look to a vaisge of opportunities
to build a future economy based on the existingngfths of our
resources backed by research.

Education should serve to liberate minds and tonpte democracy and
equality of opportunity. Perhaps the most importaohtribution of
professors doing research is that it creates hfiglearners. It celebrates
making mistakes while pursuing the joy of discovérliese professors
can understand and empathize with their studerts, are sharing a
similar learning process. Students who learn fridetoing learners will
surely be more likely to discover a thirst for krledge in themselves.
It is an undisputed truth that great learners nmhbkeest teachers.

Let ‘Vaidakthya’ be a source of inspiration for #tle researches to
continue their pursuit of learning to bring in irvadion.

Fr. (Dr) Paulachan Kaithottungal
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A study on Attrition among Insurance
Agents in Chennai City

Dr. Jacob P. M.

Department of Management Studies, Naipunnya Bus#&ssol,
Pongam, KorattyEast Thrissur, Kerala

j acobpul i koden@nmai | . com

Abstract— Insurance has become the necessity of every humandegree of difficulty in selling life insurance haseen

being. The rise in life style diseases and high ¢osf treatment
have made insurance mandatory for everyone. More @&
Insurance is a human intensive business where theole of
human resource is very crucial in generating busireses and
retaining the clients with the organization. Insulnce agents
contribute to a large extent to the growth of Insuance
companies. The insurance sector in India was growgnrapidly

bringing growth and employment opportunities. But n the
current decade the major challenge faced by insurare
companies was the high employee turnover or high twition

rate. This has affected the major players in thensurance
industry badly and is affecting the sale turnover. The insurance
industry is poised to grow at a fast pace, to becathe top 3 in
the world. Therefore this study was intended to eablish the
factors that are necessary to produce retention ofnsurance
agents who are otherwise called as ‘Insurance adwaiss.” The
study is focused on the public and private Insurane Companies.
The study found that the insurance companies nee@ thave an
excellent people-cantered HR policy in place. Thisvill only

arrest the attrition rates.

Keywords— Insurance Agent; Retention; Insurance Industry;
Working Condition; Remuneration

INTRODUCTION

The Life insurance industry continues to be hitHigh
attrition rates of its insurance agent with theumbers
coming down to 20.07 lakh in the June, 2015. & fihst
quarter of March, 2015, it had 20.67 lakh agenthe
industry comprising of 24 players, which had sthittee year
with total agency force of 20.67 lakh, declined &§,000
agents to 20.07 lakh agents by end June, 2015.rdicegpto
the data from the Life Insurance Council,
13,824agents have joined various companies, 174664
exited the industry. The number of agents as are RO,
2014, was 21.77 lakh, which came down to 20.07 kkion
June 30, 2015.The largest chunk of hit was takethétate-
owned Life Insurance Corporation (LIC) which hasstlo

79,000 agents, but could add only around 50,00(htage

during the reporting period.

The task of attracting Insurance agents is a ahgilhg
task. The down turn is due to the stricter regatatito plug
insurance scams, too many formalities, rising cditipe
and resistance to insure in the wake of unsettlaéns.
Many prospective insurance agents also joined dtose like
business process outsourcing. Moreover,
insurance is not glamourous. Over the past coopieears,

1

while 1

sellinge i

increasing, leading to an increasing number of &gkeaving
the industry as they don't find remunerations comsoeate
with their efforts. Insurance advisory is not yees as a full-
fledged career by today’s youth. This study woutddoking
at the various reasons for attrition of insurangerds with
reference to Ernakulam district.

A committed and satisfied employee who has a
reasonable good salary, good colleagues,
opportunities for growth usually loves his/her woakd
would never leave the organization. Unfortunatéky teality
is different. Employees start comparing what he/géts as
compared to their peers or colleagues in otherrozgéons.
They start complaining regarding working conditiorsd
also may get frustrated when they feel that theeena much
opportunities for professional growth. This ledolsttrition.
Employee Attrition is highly detrimental to an onjgation.
The reason is that the human capital is the mopbitant
asset of an organization. High Attrition is a chooproblem
in IT, ITES, BPO and Telecom industries. Recently,
Insurance and the banking industry have also béfented
by attrition rates. This high attrition rates pufl the cost of
the organization since organizations have to invest
Recruitment, Training and other costs associateteiiing
up vacancies. Similarly businesses also suffer wtherpost
remains vacant.

The Indian insurance industry has been showing a
T tremendous growth thanks to the liberalizationgie$ which

encouraged more foreign players into the markes nfore

players entered into the Indian market, the vigibilof

insurance products increased. The government fiaanc
policy in which Income tax was exempted for lifedan
medical insurance also added fuel to the growthrkisting
and Sales personnel contributed to this fast groltdwever
researchers observed that there were a lot ofi@iiin the
Insurance companies particularly among the salesopeel.
This has also contributed to a negative trend tessi the

Insurance sector.
REVIEW OF LITERATURE

Attrition is defined as reduction in the number of
employees through retirement, resignation or deHtle. rate
of shrinkage in size or number of employees is kmasg
attrition rate. Different organizations use differenethod to

fcalculate the rate of attrition. The most commomifala to

calculate the rate of attrition used by many orgatidns is:

and ample



Attrition Rate = (Number of employees who left iretyear /
Average employees in the year) * 100.
employees in a limited measure is desirable fduindf new
ideas in any type of organization. It helps orgatians to
maintain their agility in fast changing environmehtbrings
in new blood, opens up new vistas for change. itisttrin a
limited measure can thus bring gains to the orgdiua.
However if attrition increases beyond a certainelgvthe
gains are transformed into pains. Recruiters emplzt high
attrition rates significantly increase the investinenade on
employees. Investments in time and money need todue
for acquiring employees in any organization. These never
be translated into profit when attrition is highoMover, if
someone leaves the organization, the organizatlan s
deviated and hence there is a delay to reach tlectole.
The rate of attrition varies from company to compafihe
highest level of attrition is normally found in paite sectors
rather than in public sectors. Sometimes employgdian
benefits organizations positively. This might happehen a
poor performer is replaced by a more skilled empgéowand
when a retired employee replaced by a younger one.
Major Causes of Employee Attrition:

Job SatisfactionThe problem of attrition or job quitting
is high among dissatisfied employee and dissatisfacnay
be due to either intrinsic or extrinsic factorshoth.
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Unequal or substandard wage structuresnequity in pay

Attrition ofstructures or low pay is great causes of dissatisfa and

can drive some employees to quit.

Lack of Training:employees may not be trained properly
for the new position and may needed time to sdtilen with
the new job place. Similarly, the absence of aning
program may cause workers to fall behind in theirel of
performance and feel that their abilities are lagki

Employee attrition may be also costly as it recgire
different costs to be taken into account such asidtrative
costs, cost of recruitment, and cost of coveringrduthe
period when there is a vacancy, training cost fa hew
employees. (Philips, 1990) Employee attrition che
extremely devastating for any company. It makes the
employers difficult to maintain a steady and susfids
operation. Thus it is essential that Managementishbave
their own rating on employee attrition and measunenand
understand how this affects organization’s perfarcea
Losing a single key worker can decrease the likelthof a
project’s success and can reduce investors’ comfiglén the
firm (Lee & Mitchell, 200).

Many academic scholars pointed out attrition as the
correlation between job dissatisfaction and deewas
organizational commitment. The stronger the feeliofy
discontent in one’s job, the more likely one ishegin a

Work EnvironmentA good working environment has asearch for an alternative job. This perspectiveatmnition

more favourable impact and thus brings reductionthie

highlights the role of emotions and attitudes ase@edents of

number of employee turnover whereas poor workingehaviour. When an employee leaves an organizati@an

condition declines employee productivity and satiibn
level which in turn become the cause for attrition.

have a variety of effects that not only impact dre t
organization, but also the individual employee #rasociety

Job securityis an important factor in employee retentionMobley, 1982).Despite an enormous literature oritiath in

The rate of attrition is high generally in lesswsed job.

organizations, there is as yet no universally afmepccount

Work Pressure High work pressure and higheror framework for why people choose to leave (Abe)so

expectations of the employers compel many employees 1982).The phenomenon of attrition

look for other option. Hence high level of workests may
cause high rate of attrition.

is of interest to
organizations and theorists because it is sigmifica
potentially costly and relatively clear cut. It@ldescribes the

Nature of Job The extent to which the job provides anend result of a decision process. The goal of Gtfie

individual with the interesting task opportunities learning
and the chance of accept responsibility. Many stidéveal
that less interesting-repetitive and monotonous fiesults
serious job dissatisfaction and force employeetotk for
other opportunities.

Career Growth Opportunity Growth and development

are the integral part of every individual's caredf.an
employee can not foresee his path of career der@opin
his current organization, there are chances thahb#l leave
the organization as soon as he/she gets an opjigrtun

Poor relationship with immediate supervis@upervising
managers could be accountable for employee attritigheir
teams. Maximization of opportunities for
employees such as accommodate individual prefesenne
working hours, regular appraisals, providing as mgab
security as possible can help to reduce attrittdat¢hinson
&Purcell, 2003).

Feelings of not being appreciatedEmployees generally
want to be appreciated and recognized for theikwdEven
the most seasoned employee needs to be told tlathehor
she is doing is right once in a while.

individuallnsurance sales agents act as

management of attrition’ dictates that a high lewdl
sophistication, and thereby particularity, needbdachieved
by organizations in order to selectively influenhe attrition
process. However, the phenomenon has not so faregro
amenable to prediction.

Insurance sales agents operate as independentdmke
entrepreneurs and work for insurance companiemgdife,
auto, home and related insurance coverage to carsum
Typically, insurance sales agents must have hidioac
diplomas and be licensed in the state in which tkely
insurance. Some employers may require a bachelegeee.
Continuing education and training may also be resmys
intermediaries betwee
insurance companies and insurance buyers, including
individuals and business. They advise customersthen
insurance policies that best suit their needs.sSajents may
specialize in one type of insurance coverage, sischealth,
property, life and auto, or they may be well vergedeveral
forms of insurance coverage. The primary task of an
insurance sales agent is selling his or her proauiciterested
parties. To accomplish this task, insurance agemist be
active in seeking out new clients and explainingety of



coverage they may find helpful. In order to se#itiproduct
they must alsainderstand it by keeping abreast of the r

and policies that various insurers offer. In order sell

insurance, agents must obtain a license from Inse
Regulator Development Authority (IRDA) to sell imance
policies to the public and provide afteales service
including assisting at the time of a claim. Thetise may b

for life insurance, general insurance or both. ddition to

representing one life insurance Company and onelife

insurance company an agent can also represent
standaloe health insurance Company as well as Agricu

Insurance Company of India for selling crop insesmnc
Export Credit Guarantee Corporation of India foedit

insurance. Additionally, insurance sales must-out and
submit applications, issue quetanaintain client records al
prepare reports. In the event of a claim, agentp teeir

customers file and receive financial compensatiomtfieir

loss.

There are a handful of industries outside the fiied!
services industry that offer the potentifor relatively
inexperienced professionals to make significanbine at ¢
fast pace. Within the financial services industiself, few
careers match the opportunity for a quick and lgrage checl
as it does being an insurance agent. But, succesan
insurance agent doesn’'t come without a cost. Insel
agents hear a “no” far more than they hear a “y#%'.not
uncommon for the “no” to come mixed with a fair amb of
animosity. Additionally, many people hold insuraragents
in low regard, with som@eople equating them to glorifie
con men. But, for those who can tolerate the patk
rejection, the pay check and flexibility are wotttle effort

Agents focusing on the insurance market help fas
businesses, employers, and other parties tcect against a
financial loss. However, insurance agents sellingh:
coverage are either “captive” agents, which meheg bnly
sell insurance from one company, or “ncaptive”, meaning
they represent multiple insurance carriers. Instgas not ¢
profession for the thin-skinned or fainttaart. In fact, mor
than any other factor, including education and egpee,
insurance agents must possess a fighting spiréy hfust be
people who love the thrill of the hunt, the rushao$ale an
see rejection as a steppistpne to eventual success. A cal
in insurance sales is not ideal for those who Jieemselve:
as introverts, sofspoken, or afraid of conflic While
the insurance industry promises great rewardshiose whc
are willing to work hardand put up with a good amount
rejection.

RESEARCH M ETHODOLOGY

Objectives of the Study

1. To study the attrition status in private and pu
insurance companies in India.

2. To find out the job satisfaction factors in insuwra
companies.

3. To find out the cases of attrition of Insurance ager

4. To suggest measures to reduce sales force atl

The researcher has made use of descriptive reséesim

and the study relies on both secondary and pritiary
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Population and Sample:The research undertak

comprised of total population of all the employe&sking in

private and public insurance companies in ChenonaeAvith

total sample size of 200.The data was collectedn
employees of private insurance companies like HI
Standard Life and ICICI Prudgal Insurance Companie
and public insurance company LIC, from agents whuel
left the organization and from the existing empks
selected through convenience sampling technique thié

help of well drafted structured questionnaire. Beeondan
information has been obtained from company’s webs
Convenience Sampling” has been used to make rés
procedure faster by obtaining a large number

accomplished questionnaires rapidly and efficienfljhe

sample for conducting the survey contains rance agents
of private and public insurance compar

Methods of Data CollectiorPrimary data was collecte
through questionnaire. Attrition percentage waslectéd
from IRDA annual reports. Only Individual insuranagent:
have been regarded as salerce for the purpose of tt
study.

ANALYSIS

TABLE |
TABLE: 1. SALES FORCE ATTRITIONPRIVATE INSURERS VS

Period Private % Industry% LIC %
2006-07 23.37 17.2¢ 13.72
2007-08 30.34 21.2¢ 12.55
2008-09 46.43 31.9¢ 15.33
2009-10 40.56 30.31 18.53
2010-11 46.47 37.0¢ 27.16
2011-12 49.51 39.¢ 30.95
2012-13 40.81 35.7¢ 31.58
2013-14 35.07 30.51 26.89
2014-15 34.89 29.27 39.71
2015-16 33.28 32.1¢ 35.20

LIC (PERCENTAGE)

CHART: 1.1: SALES FORCE ATTRITION PRIVATI
INSURERS VS. LIQPERCENTAGE

60

50

40 /\/\

30 7 ‘\/’\ = |—private %
20 // ——Industry%
10 LIC%

Analysis: The chart and Table: 1.1 shows the mtir
observed in the financial years from 2-16. The average



attrition rate of sales force for all the obserfi@dncial years
(30.55 +
(25.1619.08 S.D) percent, whereas, for private rgxsuthis is
(38.07+£7.7 S.D) percent. Attrition rate of salescé with
private insurers is approximately two times in camgon to
Life Insurance Corporation of India.

DEMOGRAPHICS:
TABLE 2: DEMOGRAPHIC PROFILE

6.5S.D) For LIC of India this rate is only
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.000

Compensation
Career growth .000
Source: Primary data Significance at 0.05

Table-3 shows the variables that lead to job satigdn.
Based on the analysis it is observed that Job ibgcWork
Environment, Balancing Work and Family Life, Monsta
Benefits and Career Growth are significant variabte job
satisfaction.

Demographic characteristics N Percentage] TABLE-4: PEARSON CORRELATION ON VARIABLES
Gender LEADING TO ATTRITION
Male 178 89
Female 22 11 Variables 1 2 B4 5 6 7
Age group Better
21-30 84 42 1/ 9ob |4
31-40 50 25 Opport
41-50 40 20 unity
Academic qualification Salary |.000 :
Grade 12 or lower 80 40
: Target
Diploma ok
p 52 26 3| pressur| 434 152 1
UG/PG 68 34 es .000 .165
Experience NO
Below 5years 40 20 4| Time |.847(%) %41 (5*5)5 )
5-10 years 74 37 with .000 000 lLooc :
11-15 years 58 29 Family ' i
15+ 24 12 - '
- Job - .13
Compensation -247(%) |, 5~ 404
Below 10,000 52 26 S| neecurl o Tz by P T
Y ' 00C [
10,001 to 20,000 62 31 : 0
20,001to 30,000 46 23 0c L
Above 30,001 40 20 o| Relocat|.154  |.105 |1876 |474(* |
o ) ) ion .160 .340 [087|3¢€ 1) '
Table-2 Highlights the demographic profile of the o looc
respondents. Out of 200 respondents, 178 respanaeat 23
male and 22 respondents are female. 84 resporiebtsged Bad 437U |
to the age group of 21-30 years, 50 respondentsged] to | 7| work [194  |-067 4y 2779 1927 1
31- 40 years age group, 40 respondents belonged-&0 culture 1°7° 1943 10oc foz lo1c ~ [8LC
years age group, 26 respondents belonged to alibyedss i
age group. Regarding the educational qualificatR®®f the & correlation is significant| * Correlation is
respondents had Grade 12 or lower, 52 were C@#fior | 4 the 0.01 level (2-tailed). | significant at the 0.0
diploma, 68 were graduates and post graduates. &hlgf level (2-tailed).

the respondents had monthly income of below Rs0ID,62
were in the income category of Rs.10,001-20,000yéd& in
the income category of Rs.20,001-30,000, 40 wer¢han
income category of above Rs.30,000. From the té#ble
observed that 40 respondents were Below 5 years
experience, 74 respondents were 5-10 years of iexper;, 58
respondents were 11-15 years of experience and
respondents were above 15 years of experience.

TABLE: 3: ONE WAY ANOVA ON VARIABLES THAT
LEAD TO JOB SATISFACTION

Variables Sig.
Job Security .000
Work Environment .000
Balancing in Work and Family Life .001

Reasons for Leaving the Insurance Company

Better Job Opportunity, Job Opportunity, Target
I9Fessures, No Time for the Family, Job Insecurity,
Relocation and Bad Work Culture are treated ag¢hsons
fot leaving the insurance company. The researcasnd try
to get the relation between these variables to 6ntl the
significance level.

Better job opportunity is highly significant withetter
salary ¢= 0.642, p<0.01), target pressureg= (0.454,
p<0.01), and ‘No Time for the Family’ y¥ 0.847,
p<0.01).This means that the Insurance agents jehtdrget
pressures, and they do not have time to spend faitiily



which forces them to seek better jobs elsewherestteB
Salary is highly significant with ‘No Time for thEamily’
(y= 0.641, p<0.01). Availability of jobs with bettsalaries
and not able to spend quality time with family ezasons for
attrition. Target Pressure is highly significantiwiNo Time
for the Family’ §= 0.556, p<0.01) and bad work culture= (
0.437, p<0.01). Insurance agents also feel thatatyets are
quite high and thus they do not have enough timepend
with family. Target pressures and ‘No time for friare
perceived in companies with bad work culture.

Choosing a better job opportunity is linked withodo
salary as well as target pressures. Employeesttiaelthey
get better job opportunities and time to spend ityudiime
with their family if they move out of Insurance lggj jobs.
Majority of the respondents feel that there is olo $ecurity.
They also feel that if they relocate to other ptafrer selling
insurance they may not be able to get sales antlilaly to
lose their jobs.

TABLE — 5: ONE WAY ANOVA ON REASONS FOR
LEAVING INSURANCE COMPANY

Variables Sig.
Better Job Opportunity .800
Better Salary .609
Target Pressures .000
No Time for the Family 527
Job Insecurity .000
Relocation .337
Bad Work Culture .000

Source: Primary Data Sgnificant at 0.05

Table -5 describes the reasons for leaving an amser

company. From the analysis it is observed that etarg
Insecurity, and Bad Work Culture a

Pressures, Job
considered as the significant variables by the epg#s to
leave the insurance company. These factors maka to
look for better job opportunities.

Strategies to prevent Attrition:

Attrition is good for the organization as long he tate is
at normal. Because the organization can infusshftdood
and can become more creative in its approach. eiexy it
can become a problem when the attrition rate isoabal.
Hence HR departments need to come out with stiegemi
prevent attrition in workplace. From the
conducted, the researcher would like to proposdatfi@ving
strategies to prevent attrition.

1. Hire employees who are fit for the jobhis can increase

the chances of having employees who are satisfidhul w

his or her work. In other words, HR should recthi¢
right person for the right job at the right time.

2. Provide a friendly working environmentWorking
environments should be integrating stronger

study
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percent of employees rated compensation/pay ‘“very
important,” and 36 percent rated it “important,” kiray it
the top contributor to overall employee job satifitan
Balancing Work & family Life Work life balance is
exceptionally important to employees. Thereforegreéh
should be a balance between work and personal life.
Asadullah and Fernandez (2008) examined the role of
work-life balance practices and job satisfactiod found
that WLB practice has a positive relationship witip
satisfaction in both genders.

5. Job security:Job security provides workers with a much-
needed sense of structure. People want to know jibtei
is available for as long as they wish to hold ithéd job
security decreases, job satisfaction and job pmdoce
levels also decreases.

6. Career growth: Organizations that empower management
of career are more likely to enlarge employee’s
satisfaction of job (Lee 2000).

7. Organizational Culture: Kennerly (1989) revealed that
there is a relationship between job satisfaction
leadership behaviors and organizational cultuviore

specifically, organizational behaviors, like rwah
among employees, mutual trust, respect angorap
between employees and superiors can be significant

predicting factors of the job satisfaction expeced by
employee.

CONCLUSION

As the nation gears itself to development in thisibess
economy it will also witness high levels of atwitirate in the
world. Rates of attrition will be the biggest clealtje

articularly in life insurance companies. This dave a far
rgaching negative impact on the organization imgepf its
goodwill, competency, profit and level of performan
Quality manpower and its retention is one of thejoma
determining factors for organizational success. réloee
insurance service providers need to implement t&¥ec
employee retention strategies which can help themetain
employees for longer duration. Employees, espgaialsales
function, tend to move amongst insurance companfibs
high attrition rate affects the productivity of tbeganization
by draining resources like recruitment expensesnitrg and
orientation resources and the time. As high attriimpacts
the company’s resource negatively, organizationsstmu
provide better career opportunities and suitablerkwo
environment to retain the talents in their orgatiizra

social

dynamics. Research shows that being friends with co
workers results is drastically improved job satiifan.
Research published by Gallup (2015), showed that
friendly working environment, can boost employeé jo
satisfaction by 50%.

CompensationAny employee wants to be appropriately
and fairly paid for the work he or she does. An 83HR
research report released in May 2014 found thatySix
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Abstract— Brand perception is the way a consumer looks at a
brand or the values consumers attach to a brand. Téhstudy on
brand perception of Mother’s rice found that quality, price,
effect of advertisements, and word of mouth are therimary
triggers and influencers which lead to buying rice among
consumers. The study found that the consumers haweneutral
perception towards quality of the product. Howevemajority of
them have echoed that there is no advertisement fahe brand.
Other opinions by the consumers were on non-availdity of the
product with the retailers on regular basis. This an lead to a
dent in consumer loyalty towards the brand. The stdy also
brought out the various characteristics preferred n rice by the
consumers. The study explored wide range of riceonsumers
ranging from house wives, hotels to wholesalers arrdtailers.

Keywords — Brand perception, Word-of-Mouth advertising,
Consumer satisfaction, Perceived quality, Primaryriggers

INTRODUCTION

hectic lifestyles and high time paucity which heggis the
attention given to quality and health. This is aded boost
to the burgeoning of the packaged rice market dialnin a
country where thousands of rice varieties are grdosanding
has come to play a role in both the domestic a$ agthe
export market. The brand is the new mantra for esg@nd
the urban affluent and the upper middle class whih
gradually warming to the concept of buying brandise.
The packaged rice market in India was valued at INR
billion in 2012, and is growing at a CAGR of oved?93 for
the past three years. It is projected to reach ~BSR billion
by 2016. Basmati rice dominates the packaged rimeken in
India with a nearly ~75% market share. However, ehae
some other varieties present, e.g. Sona Masoaory-dpain,
Patna rice, Navarra rice, etc.

LITERATURE SURVEY

The success of a product or a brand depends upwn h

people perceive about it. For effective marketing growth
of the business, it is necessary to understanccohsumer
perception about the brand. Once the brand hasveeca
perception among majority of consumers it's verfficilt to
change.
experiences of product coming under a particulandrthat
will have some impact on how other people percehe
brand. Advertising technique is another one. Aredffe
advertising may motivate the consumer to try thedpct at
least once.

Rice, which has long held the reputation of behwyfbod
of the masses, is witnessing a silent transformatiolndia.

Brand perception can be explained as the way cosisum
looks at brand. There is no specific definition forand
perception, but with two words perception and pesz
quality we understand what brand perception iscéj®ion

When people share their positive and ivegatcan be defined as, the process by which peoplesléizn

sensory impressions into a coherent and unified/ \aé the
world around them. Though necessarily based omipdete
and unverified information, perception is equatethweality
for most practical purpose and guides human bebaviio
general. Perceived quality can be defined as, tmswmer’s
opinion of a brands ability to fulfil his or her gactations. It
may have little or nothing to do with the actuatetience of

Things have come a long way from the “touch and”feethe product, and is based on the brands currenicputage;

approach to purchasing rice by the weight to theleno era
in which the busy urban Indian consumer is begignio
place his or her trust in branded and packaged rice

consumers experience with the firms other produats, the
influence of the opinion leaders, consumer’s peeuyg, and
others.

Branded rice consumption is growing in both soush a To be little more clear brand perception meaning be
well as north India. The brand awareness of rics h&Xxplained like this, that it is the sum total of kinds of

increased more at wholesale levels and retail $evel

The popularity of packaged rice is a consequencief
comparative convenience and ease of procuring cleigh
quality rice as opposed to the labor-intensive @ssing
required in the traditional purchase from wholesgiecery
markets or rice mills. The growing middle class plape,

experience that a consumer may have faced whilegusi
brand. It estimates what consumer may feel abost
products and services coming under a brand, sedbrnes
important in marketing. As mentioned earlier consum
experience, the opinion of other consumers, theegypf
advertising, other promotional strategies followbky the

th

with its double income households, does not mind ttfompany and shifts in the economy etc, are soméhef

additional expense on a staple product, espeaijggn the

factors that can influence brand perception.
Brand perception provides clear meaning to a brémd.
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today’s world, brands are not just what they sayuatthem, to recall, recognize the brand in various situa@o link to
it s what consumers say what they are. A brandis idlentity the brand name, logo, and jingles and so on toaicert
lies in its perception. By conducting a study amongssociations in memory. Not only brand awareness the
consumers, brands can understand how they are truhain factors to create brand value but also itkeyaelement
perceived. Most brands have an imperfect sensewfthey influences consumer perceptions and attitudes. dimes
are perceived and their marketing investments nbaged on extent, products that have high level of awarereeslikely
that. to result in higher sales because without awaremess
Importance of perception: communication or transaction will be occurred. ddiéion,

Perception isn’t always half the battle, sometintissthe awareness creates a great association in consuemaoties.
entire battle. There are no facts. Everything ife lis Thereby the level of awareness can be measurechdy t
‘perception’. There are no superior products. Themeonly consumer ability to recall the brand in their mikdway to
superior perceptions in consumers’ minds. And g8 iith examine consumer brand awareness with respect to
many other ‘facts’ we assume to be true. For exangrass recognition is to ask “Have you ever heard aboandrX?”
is not green. The sky is not blue. Snow is not &hithere are (Aaker, 1996), this method reflects the level atohtbrand is
no colors in nature. Color is created in our mindthe represented in consumer mind.

frequencies of the light reflected by the grass,sky and the Brand satisfaction is, a judgment that a producteswice
snow. (Al Ries, 05, 2014). feature, or the product or service itself, provided is
Primary areas of brand perception: providing) a pleasurable level of consumption edat

When marketing researches explores brand perceptidalfilment. Satisfaction is important in creatingegirable
they need to focus on eight primary areas. Thesditgtive consumer outcomes for manufacturers and retaltesce, it
markers helps to know how consumers feel aboutaadyr is necessary to measure satisfaction. Aaker (1p@@)ted

how they respond to it. out that the way to measure satisfaction is basedhe
existing customers those who have experienced theupt
1. Emotion or service within a certain time frame.

What are the broad emotional responses consumees ha Quality of the brand is defined as evaluation afedbence
with the brand? What are the primary triggers anfldiéncers and superiority of the product (Zeithaml, 1988).slbme of
of the positive and negative reactions? the previous studies, some researchers arguedqtizity
2. Individuality cannot be defined and quality is objective which dze

What characteristics differentiate the brand- angd bmeasured. In a different thought others believedliu
association- consumers who use it? How is it sattdpom cannot be measured. Combining this two approachabty)
competing brands and how substantial or valuabéethe is divided in to objective of quality and perceptiof quality
differences? (Anselmsson, ULF, & Persson, 2007). Objective ddlify is
3. Communication evaluation of the product based on physical charistics.

How and what does the brand communicate instantly¥hile perception of quality considers subjective is
Are this messages consistent or do they change tmith, consumer evaluation of the product and judgmertt hhaed

experience, or sub-brands? on some attributes. Richard (1996) defined perckiygality

4. Social influences/ transformative potential. in terms of consumer judgment of intrinsic attrémif(taste,
Does the brand have the power to improve livesPda ingredients, nutrition value and overall quality

agent of personal or social transformation? Indian Rice Sector:

5. Competitiveness Agriculture is the main source of income for faesliin

How well does the brand separate itself from compet India and India is the second leading produceria# in the
brands? What are the key differentiators and howey thentire world, preceded only by China. The majoreric
important they are to consumers? growing areas in India are West Bengal, Uttar Pshde
6. Innovation Madhya Pradesh, Orissa, Bihar, Andhra Pradesh, m\ssa

What's the brand’s capacity for growth and reini@m® Tamil Nadu, Punjab, Maharashtra, Karnataka, Haryana
Does it have a reputation for innovation and theeptial to Gujarat, Kerala, Jammu-Kashmir, Tripura, Meghalaya,
redefine markets? Manipur, Rajasthan, Nagaland, Arunachal Pradeshakihal
7. Leadership and durability Pradesh, Mizoram, Goa, Pondicherry, Sikkim, A &Nl

Is the brand viewed as a leader in its category@sOb and D & N Haveli. According to agriculture statcsti of
commend authority and respect in the marketplasel® & India, the three largest rice-producing states/dest Bengal,
brand that's considered stable, secure, and redlevaindhra Pradesh, and Uttar Pradesh. These states are
generation after generation? contributing around 43% of the country’s rice praitut in
8. Comfort and Inspiration 2008-09.

Are people comforted and uplifted by the brand? How Indian Government has embarked on various rice
does the brand generate confidence, inspirationaadion development schemes like Special Rice Development
with consumers? Program (SRPP) and National Food Security Mission

Brand awareness is one important component of bradFSM) etc. The government carries out domesticepri
perception which is sometimes under evaluated (Aakesupport, procurement, and the distribution progianrice
1996). Consumer awareness of the brand refersetalility and also adopted various policies to support ricelyrction.



Various subsidies, ranging from fertilizer to imtigpn,

electricity, seeds, machinery, and food, are alkila
Subsidizes provided by the government helps to leegs
low and increase production. FCI implements pricdicy

through procurement and public distribution operatiThe
agency buys rough and milled rice for which a mimim
support price is announced well before the commmaeoe of
the Rabi and kharif seasons. The agency collepgsdirectly
from farmers and maintains enough rice stock attiaie.

These stocks are then subsidized by the governmedt
distributed to poorer communities across the cquiin the
trading side, commitments on rice import tariffsdan the
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finding enquires. The method used in this rese@curvey
method.

Population of the study:

The population for this study are house wives, lfete
canteen supervisors, in and around Ernakulum city.
Sampling:

Simple
technique.
Sample size:

Sample size from the population for this projecsia4.
Instruments used for the study:

1. Demographic questionnaire

random sampling was used as sampling

Uruguay Round Agreements Act (URAA) for India are2. Perception Questionnaire

bound at 0% since 2009 up until the first quarte2@f2. The
government imposed a total ban on exports of namd
rice in October 2008, partially lifted in April 2@1 and
removed the ban in September 2011. India may bedbme
largest exporter of rice with next year becaus¢hefhigher
demand anticipated from African and Middle Eastrtdas
and competitive prices.
Mother Agro products:

Mothers Agro Foods Private Limited
company incorporated on 17 February 2004. It issified as

Indian Non Government Company and is registered at

Registrar of Companies, ROC- Ernakulum. The comgany
situated a few kilometers from Cochin InternatioAaiport,
the middle part of Kerala at Angamaly.

Mothers Agro Food is a small scale industry regéste
with the directorate of industries and commerceegoment
of Kerala. The organization is owned by Mr. Varkegter
and Mrs. Dhanya Varkey. Its authorized share chfst®Rs
25,000.000 and it s paid up capital is Rs 22,20m,00
Mother's Agro Foods Private limited’s last annuatr@ral
meeting was held on 29 September 2015 and as perdse
from Ministry of Corporate Affairs (MCA), its balae sheet
was filed on 31 March 2015. The capacity of the hots
Agro Foods Private Ltd’s plant Veejay Rice Mill225 MT
per day. Mother's Rice are Exported to U.A.E, K.S.A
Kuwait, Oman, Qatar and Bahrain.

Products:

Maida: Dosa, Parotta, Cake, Vegetable spring rdflajda
Bufi, Gulab Jamun etc.
Wheat Flour: Halwa,
Doughnuts, Ladoo etc.
Sooji: Kesari, Semolina, Upma, Cake, Pani Pury,dttl.

Chappathi, Murukku, Pumpkin

OBJECTIVES OF THE STUDY

To understand brand perception of Mother’s Rice.

To understand the consumer patronage patterns
Mother’s rice.
To find out the satisfaction levels towards MotkeRice

Mother’s Rice.

RESEARCH M ETHODOLOGY
Research design:
The research design followed in this project iscdesive

visited

The study relies to a great extend on primary dake
guestionnaire consists of closed end questions.
Data collection:

For getting relevant data for the study, the redear
many places in Ernakulam like Aluva,
Kothamangalam, and Moovattupuzha etc,

Statistical treatment:
Simple percentage analysis is used in this study.

is a privateStatistical packages used: SPSS 16.0

DATA ANALYSIS

TABLE 1: DEMOGRAPHIC FACTORS

Demographic characteristics N Percentage
Gender
Male 36 29
Female 88 71
Age group
18-25 12 9.7
26-33 18 14.5
34-41 48 39
Above 42 46 37
Employment
Employed 78 63
Unemployed 46 37
Profession
House wives 54 44
Canteen supervisors 272 18
Retailers 15 12
Cooks 33 26
Income levels
Above 30000 23 19
20001-30000 56 45
10001-20000 26 21
Below 10,000 19 15
of

From table 1 it can be inferred that majority of th

participants are females (71%) followed by males%R1
To study about the effectiveness of advertisemeiits 1€ major age group is 34-41 (39%) followed by ‘abé’
(37%). Majority of the respondents are employed{p&he
unemployed category is only 37%.
major group (44%) followed by cooks (26%).

House wives fonm t
As far as
ncome levels are concerned, majority of them ar20001 —

30000 bracket (45%) followed by 10,001 20,000 (21%g a

in nature. The research includes surveys and \arfaats above 30,000 (19%.
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Low 6 4.8
TABLE 2: CONSUMER PATRONAGE PATTERNS Very low | 22 17.7
Variable N % Worth the price
Frequency of eating rice Yes 28 22.6
Daily | 115 93 No| 96 77.4
Weekly 7 6 Perceptions on Quality
Monthly 2 1 Excellent 10 8
Buy rice from Good 52 42
Retail shopg 68 55 Neutral 24 19
Super markets 31 25 Bad 20 16
Wholesalers 25 20 Worst| 18 15
Quantity of rice purchasec Stickiness of rice
5 Kgs/month| 16 13 Highly satisfied 14 11.3
10 Kgs/month| 47 38 Satisfied 66 53.2
20Kgs/month| 32 26 Neutral 24 19.4
50 Kgs/month| 28 22 Dissatisfied 16 12.9
100 Kgs/month 1 1 Highly dissatisfied 4 3.2
Frequency of buying rice Cooking time
Daily | 4 3 Highly satisfied 18 145
Weekly | 47 38 Satisfied 56 45.2
Monthly | 73 59 Neutral 36 29.0
Yearly 0 0 Dissatisfied 8 6.5
[Type of rice purchase( Highly dissatisfied 6 4.8
Rawrice| 26 21 Taste
Par boiled| 41 32 Highly satisfied 30 24.2
Basmati| 14 12 Satisfied 52 41.9
Matta rice| 43 35 Neutral 24 19.4
Brand of rice preferred Dissatisfied 14 11.3
Periyar| 29 23 Highly dissatisfied 4 3.2
Pavizham| 24 22 Aroma
Nirapara| 17 19 Highly satisfied 20 16.1
Double Horsel 27 14 Satisfied 60 48.4
Mothers| 15 12 Neutral 26 21.0
Peter's| 12 10 Dissatisfied 14 11.3
Highly dissatisfied 4 3.2
The results of the survey indicate that most of the | Gumminess
respondents are regular consumers of rice (Tahle3p of Highly satisfied 18 14.5
the number of respondents consumed rice daily. AB&66 Satisfied 37 30
of these regular consumers purchase rice froml rettaps. Neutral 30 24.2
Rice is bought in quantities from as little as 5sKg as much Dissatisfied| 26 21.0
as 100 Kgs. Generally, however, rice is often bouy Okg Highly Dissatisfied| 13 103
and 20kg quantities and 50 Kgs. Most of the respotsl Advertisements
(buy rice on a monthly basis 59% followed by 38% on a Good| 30 242
weekly basis. Very few buy on a daily basis. Theference Neutral 68 548
of rice is mostly matta rice followed by par-boiléden raw Bad 26 21'0
rice. Basmati is the lowest. Basmati is preferfed :
preparing special rice dishes like Biriyani and reee for Recommend tg gthers
idly and dosa. As far as brand preference is aoieck Yes 6 613
Periyar and Pavizham rank 1 and 2 respectively ngavi S— No 48 38.7
market share of 23% and 22% followed by Nirapara, 19%, | Product availability
Double Horse at 14%, Mothers at 12% and Peters at 10%. Y’\TS gg gfé'
0 .

TABLE 3: PERCEPTION TOWARDS MOTHERS RICE

Vaidakthya-2016

Variable N %
Price
Very high 40 32.3
High 46 37.1
Neither high nor Low| 10 8.1
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From Table 3: As far as price is concerned 69%itffieit price
is on the higher side, 77% did not feel that it isrth the
price, 50% felt Quality is good, 80% felt that stiokss of
Mothers rice is good, 64% are satisfied with thekatiess,
59% felt the cooking time is less, 65% are satistigtth the



taste, 64% of the respondents are satisfied witlatbma of

Mothers rice, Only 44% are satisfied with the gumesiof [1]
Mothers rice, 30% felt that advertisements are gdidp 2]
said that they would recommend Mothers rice to rsth48%
felt that the product availability is satisfactory. [3]

CONCLUSION

The study was conducted to understand how peop[fg
perceive Mother’s rice promoted by Mother's Agrools [5]
Private Limited. The study was conducted among
housewives, with 124 samples. By analysing datavas (6]
found that there is neither good nor bad perceptiorong
consumers towards Mother’s rice. However, Qualiyce, [7]
effect of advertisements, and Availability of theoguct are
the primary triggers and influencers which leadgtmd or
bad perception among consumers. 9]

Perception of Rice also is dependent on charatiteris
like stickiness, gumminess, cooking time and offaetors.
From this study it is found that most of them aaésdied or
having neutral opinion about quality of mother'sexi

It is also found that Advertisements of Mother'seriare
not effective. By improving their advertisementsthiers rice
can improve brand perception and increase the dertas
also found that high price is a factor which premenl'
consumers from purchasing Mother's Rice, in order t
increase sales volume, the company can provide offees 2.
to consumers. It is also noticed during the stuubt fpoor
availability of the product, also can create badcegtion
among some of the retailers and consumers. Itdessary to ,
take proper actions to solve this problem.

(8]

[10]
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Abstract— Enterprises involved in e-tailing are very concened
about the e-tailing trust, because it is one of thmost influencing
factor in online purchase behaviour. Studies reveat that there
is a strong positive relationship between e-tailingtrust and

online purchase intention. Also there are studieshit identified

the determinants of e-tailing trust. Due to some fiudulent
activities have been reported in online transactios, people in
Kerala is still concerned about the online purchase The present
study is done in Ernakulam and Thrissur Districts d Kerala.

This study focused on the elements of e-tailing tai and to test
whether e-tailing trust will predict the online purchase
intention. A survey conducted among 150 people ofhem 46%

of the participants were female, 88% of the peoplevere
youth (between 20 to 35 years of age$tructural equation

modeling was used to analyse the data. The resulibows that
perceived online security, privacy concern and comumication

influence the e-tailing trust and e-tailing trust nfluence online
purchase intention. The result also shows that peeived risk
and assurance have no effect on e-tailing trust. Ehpresent
study will help the online retailers to focus on tke areas that
affect the e-tailing trust, so that they can influace the
customer’s online purchase intention.

Keywords— E-tailing Trust, Perceived Risk, Perceived Online
Security, Privacy Concern, Assurance, CommunicationOnline
Purchase Intention.

INTRODUCTION

Nowadays there is a substantial increase in thelpeo
who prefer to purchase online. According to the@RN'
Indian Online Retail Market Analysis report, thelina
retailing in India has been growing at an exceptiomte.
People shop online because they feel that onlimestoffer
better prices, shopping online is convenient, @nlgiores
provide more variety of products etc. Online shagphave
some disadvantages such as shipping rates, wdidinthe
product to get delivered, disputes in refunds/retuetc.
Fraud is a growing problem in online retailing. 18 as well

as customers are vulnerable to fraud. Customersr af{m

receiving goods, and then allegedly replaced thmst they
ordered with fake items, which they would returnotaine
retailer is on one side and on the other side thexe been
cases of customers getting a brick instead of aa@hbence
trust is one of the very important factors in oalnetailing.
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Managing and building the trust in e-tailing is asfethe
biggest challenge faced by the online retail emiseg. To
create a long-term association with the customdme retail
enterprises need to build and manage customeritrastline
retailers. Recently online retailers like Flipkartd Amazon
are trying to build customer trust through theiveddisement
focused on timely delivery, easy return policiesigioal
products etc. It indicates that the online retailetearly
understood the need of building trust in e-tailihgorder to
have a good marketing strategy, online companiexi ree
deeper understanding on the elements of trusttailiag and
how it affects the purchase intention. There areioua
factors that affect the trust in online retaileclsas perceived
risk, perceived security, perceived ease of use,
communication, information privacy, assurance. Tfter
effect of trust in e-tailing is also important basa if the
customer trusts the online retailer, it will leada change in
their purchase behavior. The customers will haymsitive
attitude towards e-tailing which will increase thaitention
to purchase online.

Even though the number of online purchases has been
increasing, there are people still having doubtoimline
retailers became the reason for this research. prasent
study focused on the factors influencing e-tailitrgist
(perceived risk, perceived security, communication,
information privacy, assurance) and whether thisttwill
affect the online purchase intention of customens.this
study the factors of e-tailing trust and its effect online
purchase intention is represented with a relatignsmodel
followed by the methods, measures and results.

LITERATURE REVIEW
A. Perceived Risk

According to Bauer (1960) perceived risk is the
certainty and unfavorable consequences related
consumers’ expectation. Perceived risk is an uaugyt
phenomenon faced by customers due to their wrordy an
unsuitable decisions in the purchasing process gadeirom
their subjective assessments in the decision mabingess
(Murphy and Enis, 1986). According to Taylor (1974)
perceived risk is the uncertainty and undesirable
consequences due to unsuitable decision. Limitegsipal
access to products and sales personnel enlargddvibleof

to
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perceived risk in online purchasing (Forsythe ahd Z003; recommendation and customers’ satisfaction letters,
Park and Stoel 2005). Perceived risk reduces tHmgviess incentives and other guarantees such as money back
of customers to purchase online (Baratal, 2007). Product guarantee (Peterson et al, 2007).
risk is the perception that the product purchasedy m
malfunction (Kim et al, 2008). Product risk is the lossE. Communication
suffered when a brand or product does not functsn
expected, is largely due to the customers’ laclalufity to As electronic trust is affected by communities amtine
exactly assess the quality of the product onlineafBagaet communication, word of mouth advertising among
al., 2000). Customers fear that the delivery willdedayed communities’ members can increase trust in the (i
due to the seller won't deliver within the timerfra agreed 2004). Communication can be defined as “the forasalvell
with customers, or products may be damaged whedl&édn as informal sharing of meaningful and timely infation”
and transported, or no proper packaging and hapdliming (Anderson and Narus, 1990). Real-time interactifast

transportation(Claudia, 2012). online response, and personalization of messages@ne
methods to increase a website’s social presencéeiiGad
B. Perceived Online Security Straub, 2001). Communication is considered as a

multidimensional construct and it constitutes opsn speed
Perceived security relies on the reliability of fieyment of response, and quality of information (Mukherjae &

methods as well as the data transmission and stoiay Nath P., 2003).
perceived security is the perception of customer tioa
quality of tools and processes used for persorfatrimation F. E-tailing Trust
transmission and storage (Kolsaker and Payne, 2002)
Security is the basic concern of the customers wbwald like When a person trusts the other party, feelings of
to shop online (Suh and Han, 2003). Online shoppees confidence and security arises within the persevatds the
increasingly finding themselves exposed to securisks other (Rempel, Holmes, and Zanna, 1985). Moorm@al.
during their online purchases. Security risks imedhe risks (1993) define trust as the willingness to depend am
like information and/or networks manipulation (e.gexchange partner in whom one has confidence. Tsute
destruction, modification or selling of data) orieas types tendency of one party that is willing to accept #wtions of
of misuse and fraud (N.K. Malhotra, S.S. Kim, J.aAgal, the other party even though the first party is being
2004). Perceived online security is defined as quion of protected by the second party and fail to contreldctions of
online users, how they are protected from secuetgted the second party (Mayer, Davis and Shoorman,
risks. Kim et al (2008) explained Perceived Securityl995).According taJarvenpaa et al. (2000, trust in e-retailer
Protection (PSP) as customers’ perception thatiritexnet returns a customer’s dependence on an e-retaileymwh
vendor will fulfill the requirements of security Ush as capable of providing its customers with the best

authentication, integrity, and encryption). products/services, non-deception and fulfillmentueDto
uncertainty in information and fear of opportunigmonline
C. Privacy Concern transactions, trust has been identified as the mostial

validating factor in e-commerc&éfen et al., 2004)
Sheehan and Hoy (1999) stated that customers try to

avoid websites that require personal data for tegien, also G. Online Purchase Intention

leading some people to falsify or provide incompldetails.

Information security and privacy are concerned witle According to Dodds, Monroe and Grewal (1991)

uncertainty associated with how personal informmatis purchase intention comes into consideration wheastomer

managed by online enterprises and who has accés¥tiun is most likely seeking to purchase some productesvice.

(2009). Rapp et al. (2009) found that most custender not Purchase intention can also be defined as a comsume

know how their private information will be handladd used. intention to develop an online relationship and ehav
transactions with an online retailer (Zwass, 192&cording

D. Assurance to Pavlou (2003), online purchase intention is tasion
where a consumer is willing and intends to makenenl

System assurance is defined as reliability andrigoof transactions.

trading system that guides to the safe and sueddssérnet

transactions. Trust in the reliability of interrieinsactions is THEORETICAL FRAMEWORK

important for customers. So the system assurardisal in

the creation and maintenance of e-tailing trustd&e et al. A. The E-tailing Trust Model

(2010) divide assurance into three categories pyiva

assurance, process assurance and technical assufidre The present study suggests a model for E-tailingsfrr

company's overall reliability increases if their bwesite that includes antecedent variables of e-tailingsttrand its

contains guarantees criteria (Kaplan & Nieschwi@@)3). consequence on online purchase intention as exulain

To increase the perceived reliability of websitéwy may fig.1.

provide privacy policy statements, third party gudees, Tabatabaei S. A. et al. (2014) explained the variou
factors (perceived risk, perceived security, peregiease of
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use, communication, information privacy, assurantegt
affecting trust. When a customer has a higher a@egfdrust
to the seller, the customer will bring out highexgcke of
intentions to purchase (Jarvenpaa and Tractins@99 land
Gefen and Straub, 2004). Chen and Barnes (2007%afeh
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internet more than 2 hours per session.
B. Measurement instruments

1) E-tailing Trust: Seven-item scale was designed for this
study to measure e-tailing trust. Participant’s cpption

(2000) found that trust is a main factor in affagtipurchase towards e-tailer’'s integrity, ability and benevaienwere

intention. Other scholars also substantiated thsitige
relationship between online trust and purchasentites
(Yoon, 200, Balasubramanian et al., 2003; Grabmawutér
and Kaluscha, 2003; Pavlou, 2003; Gefen and StizQ().

Perceived Risk

Perceived Online
Security

Online Purchase
Intentior

Privacy Concern E-tailing

Trust

Assurance

Communication

(Source: developed for the study)
Fig.1. Hypothesized E-tailing Trust model

B. Hypotheses

H1: Perceived risk will be significantly related Estailing
Trust

H2: Perceived Online Security will be significantislated to
E-tailing Trust

H3: Privacy Concern will be significantly relateal E-tailing
Trust

H4: Assurance will be significantly related to Hitey Trust
H5: Communication will be significantly related Ebtailing
Trust

H6: E-tailing Trust will be significantly relatecb tOnline
Purchase Intention

H7: E-tailing Trust will mediate the relationshiptiveen the
antecedents of E-tailing Trust and Online Purchatention

METHOD
A. Participants and Procedure

A guestionnaire was sent to various people in Hrlzak
& Thrissur District. 150 people responded to
guestionnaire. 46% of the participants were femd88o of
the people were between the age of 20 to 35 and vi@eé
between the age of 36 to 60. 18% of people usengtéor
communication, 28% of people use internet
business/work, 34% of people use internet for edocand

assessed through these items. Participants indictueir
responses on a five-point Likert scale with (1)sa®ngly
disagree to (5) as strongly agree. All of the 8&rAgitrust
items except two loaded 0.60 or higher with craader
loadings less than 0.30. The two items loaded b&l@® and
had a higher cross-factor loading were removed ftoene-
tailing trust scale resulting in a five-item scée= 0.77).

2) Elements of E-tailing TrusPerceived risk was measured
by six items corresponding to the risk associatétl anline
purchases. Participants indicated their responsea five-
point Likert scale with (1) as strongly agree tp S strongly
disagree. All of the perceived risk items excepé dmaded
0.60 or higher with cross-factor loadings less tha80. The
one item loaded below 0.40 and had a higher craxcseif
loading was removed from the perceived risk scasilting

in a five-item scaleo( = 0.68). Perceived online security was
measured by four items such as security featu@dged by
the e-tailer, secure payment, secure in providiegsgnal
information and display of terms and conditionsaailine
transaction. Participants indicated their respomses five-
point Likert scale with (1) as strongly agree tp S strongly
disagree. All of the perceived online security iteexcept
one loaded 0.70 or higher with cross-factor loaslilegs than
0.30. The one item loaded below 0.40 and had aehigloss-
factor loading was removed from the perceived @nlin
security scale resulting in a three-item scale=( 0.65).
Privacy concern was measured by four items reladethe
privacy of purchaser in terms of his/her personefais.
Participants indicated their responses on a fivietpoikert
scale with (1) as strongly agree to (5) as stromfibagree.
All of the privacy concern items except one loa@®e60 or
higher with cross-factor loadings less than 0.3te dne item
loaded below 0.40 and had a higher cross-factatihgawas
removed from the privacy concern scale resulting three-

item scale ¢ = 0.61). Assurance was measured by three items

corresponding to the guarantee and promise givethée-
tailer. Participants indicated their responses divexpoint
Likert scale with (1) as strongly agree to (5) aorgly
disagree. All of the assurance items loaded 0.6Qigher
with cross-factor loadings less than 0.3@ € 0.65).

Communication was measured by five items related to

openness, speed of responses and quality of infamma
provided by the e-tailer Participants indicategithesponses

then a five-point Likert scale with (1) as stronglgree to (5)

as strongly disagree. All of the communication ieexcept
one loaded 0.70 or higher with cross-factor loaslilegs than
0.30. The one item loaded below 0.40 and had aehigloss-

fofactor loading was removed from the communicatioales

resulting in a four-item scale € 0.78).

information search and 20% of people use internet fo

entertainment and online shopping. 34% of people us§ Online Purchase IntentionOnline Purchase Intention

internet less than 1 hour per session, 44% of peapée scale was measured by four items correspondinghéo t
internet 1 to 2 hour per session and 22% of peagske
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intention (interest, willingness, plan and likely purchase
online). Participants indicated their responses dive-point
Likert scale with (1) as strongly disagree to (5)sarongly
agree. All of the online purchase intention iteimaded 0.80
or higher with cross-factor loadings less than (x300.91).

DATA ANALYSIS AND RESULT

For testing all five hypotheses simultaneouslyictiral
equation modeling (SEM) technique was used by eypdo
WarpPLS software package. The scale scores weik ase
the input for each analysis. To create structuiagon
model, seven latent variables were defined and these
connected by creating links among them. Fig.2 &gmts the
SEM of e-tailing trust. The hypothesis for the camsence of
e-tailing trust was tested using PLS regressionyaiza The
result explains that e-tailing trust has causedgaifgcant
amount of variance on online purchase intentiofrQR31,
p<.001). The e-tailing trust has also predictednenpurchase
intention (0.56, p<.01). This result supported hipesis H6.

A. The elements of e-tailing trust

To test the hypotheses for the antecedents ofliegtai
trust, PLS regression analysis (Warp 2) was comdluchAs
shown in Fig.2, perceived online security *¢B.105,
p=.042), privacy concern (R0.139, p=.040) and

communication (R=0.355, p<.001) variables explained a

significant amount of variance on e-tailing truBerceived
risk (RP=-0.015, p=0.418) and assurance *{R.012,
p=0.424) was found to be not significant on e4tgjlitrust.
Perceived online security3£0.23, p=.04), privacy concern
(Bp=0.23, p=.04) and communicatiof$=0.52, p<.01) have
predicted e-tailing trust; however perceived riskda
assurance relationship on e-tailing trust was fawnide weak
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B. Mediating effects of e-tailing trust

Baron and Kenny (1986) say that there are three
conditions which need to be satisfied to confirmdragon.
First, the causal variables (in this context, eletmieof e-
tailing trust) must be related to the mediatorg(éirtg trust).
Second, the mediator affects the outcome variabiding
purchase intention). Third, a significant relatibetween
causal variable (elements of e-tailing trust) andcome
variable (online purchase intention) will be rediidpartial
mediation) or will no longer be significant (full editation)
when controlling for the mediator.

The first two conditions have been satisfied andde if the
third condition is met, it should be examined ifeth
antecedents are related to the consequence dirgrtiaust.

Fig.3.The Impact of E-tailing Trust Elements on i@alPurchase Intention
In order to test for the above mediation model wher

and insignificant =-0.03, p=.42 and=-0.03, p=.42). The elements of the e-tailing trust are related torenipurchase

results support hypotheses H2, H3 and H5 but dags
support hypothesis H1 and H4.

Fig.2. Mediating effect of E-tailing Trust
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¢ntention, additional PLS regression analyses wdope —

irst in which online purchase intention was regegbk on
elements of e-tailing trust alone and then with ¢hgiling
trust variable controlled. For online purchase ntitsn, the
elements of e-tailing trust explained 69% of thearare but
it was dropped to 31% (p<0.001) with e-tailing trust
measures controlled (Fig.3). The results providetigda
support to hypothesis H7. For online purchase tiganthe
variance explained by the elements was moderagelyced
when the e-tailing trust variable was controlledheT
perceived risk and assurance were found to berniifisignt in
explaining the variances both on e-tailing trustl amline
purchase intention. Privacy concern found insigaifit in
explaining the variance on online purchase intentio
However, overall results suggest that the relatigns
between elements of e-tailing trust and online pase
intention is partially mediated by e-tailing trust.

To test whether there is any difference in e-tgiltrust
and online purchase intention between male and leenta
Test was used (using SPSS software) and it wasdfouet
there is no significant difference in e-tailinggtwand online
purchase intention (p=.251 and p=.129) between raake
female.



DISCUSSION

Customer trust is area where online enterprisesvary
much concerned about, because it is one of therfathat
determine the purchase behavior. It will be helfpdulthe e-
tailers to understand the elements of trust andritsact on
purchase intention. The present study was condutte
identify the significant factors that influence theust in
online retailer and the relationship between angitrust and
online purchase intention. Even though it was assuthat
there were five factors which could predict theaitirtg trust,
the perceived risk and assurance did not pred&iettailing
trust. Communication was found to be the stronglipter of
e-tailing trust. Perceived risk and assurance didshow any
significant relationship with either e-tailing ttusr purchase
intention, i.e. people don't feel any online rigkdadon’t even
consider the guarantee provided by the online leztaihen
they make online purchases. The results of theysalso
suggest that if people perceive that online segigiprovided
by the e-tailer, their privacy is taken care by éxtiler and
the online retailer communicates well, then theysttrthe
online retailer. And the trust in e-tailer will kéao online
purchase intention.

Although the present study considered severabfaatf
e-tailing trust, there are other variables that hhide
important for e-tailing trust such as ease of useline
experience etc. This gives scope for future researc e-
tailing trust. This study did not consider conseyss of e-
tailing trust other than online purchase intentidhe study
was conducted in Ernakulam and Thrissur distridtshe
state of Kerala. As a result caution should be rtake
generalizing the results to a larger population.

The results of the study will be useful for theegprises
involved in online retailing. It will be helpful fothem to
understand the factors affecting online trust theréocus on
those factors that create trust in online retailerorder to
have a online purchase intention trust in e-taferecessary.
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Online enterprises have to focus on providing ehoug

security features that is necessary for an onliapsaction.
The privacy of the customer should be maintainedeyT
should be transparent and prompt in their commtioicgo

the customers.

CONCLUSION

The results of the study recommend that e-tailingttis
predicted by a number of antecedent variablesilingdrust
is positively related to online purchase intentiomd e-tailing
trust mediates the relationship between elementstafling
trust and online purchase intention.
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Abstract- Enterprise risk management is an important partof
current organizations. Social media activities havebecome
highly relevant and necessary for corporate strateg especially
marketing strategy. The paper has reviewed the sai media
activities of Indian higher education institutions and gathered Higher education institutions in India are colleges
an understanding of how the social media activitieare directed  universities, Business Schools, Stand-alone higher
towards enterprise risk management. All the obsen@ educational institutions, autonomous institutionsnd a
educational institutions are using social media dectly towards  ynjversities, deemed universities, etc. The rislks thallenge
marketing strategy and indirectly towards enterprise risk o threaten the higher educational institution barclassified
management. The primary risk being addressed is fancial risk .4, 0. Financial risk and Reputational risk. &gial risks

that may happen due to reputation risk. The socialmedia tv b db tati isk and rdsel d
activities are aimed at reputation building towards quality can mostly beé caused by reputation risk and ravefgause
by natural calamities or accidents. Financial riske

education and thereby ensure enough admissions toveycome ' a . :
financial risk of not having enough funds for the egular identified in advance as we have insurers and they

operation and also the sustainability of the instittions may be mitigated. Financial risks of educational instiwis are

under threat. classified as: risk to property, risk to studentisk to
employees and liability risk. Reputation risk caisa from

Keywords - Enterprise Risk Management, Higher Education academic quality —deterioration, academic discipline

PART I: OVERVIEW OF HIGHER EDUCATIONAL
INSTITUTIONS AND THEIR RISKS

Institutions, Social Media, Financial Risk, Reputaion Risk deterioration, values and ethics not being pradfise.
INTRODUCTION PART II: THE SOCIAL MEDIA STRATEGY
Risk is inadvertent in the organizational enviromme\ll In ‘What's Your Social Media Strategy?’ Wilson, H.

organiz_ations f_ace_ ris_ks specific to their in_dusir)d Sector. - james et al. presented through Harvard Business\Réveir
_Edu_ca’qonal Institutions, especially _hlgher Edmt' research which analysed 1100 companies’ strategieb
mstltu_tlorl;_sl_ are fa:j:mg a erlde hrange Ofd”SkSh thetke their OIpractices across different countries and continexasducted
sustainability and growth threatened. The preseay in-depth interview on 70 executives who were legdincial
educational institutions are techno sawy and €Y o4z strategies. They identified four major sigas:
driven that every aspect of these institution amenected 10 gictive practitioner, creative experimenter, isbmedia

the latest technology. Enterprise Resource Planns\g yonsformer and social media champion. Predictive
happening is introduced into educational institsiahrough 5 citioner confines the usage of social medisspecific
tailor made software that make it possible forthelique 50ag  of business. Creative experimenter embraces

systems to be ‘?OV?fed and governed by thq SOfth' uncertainty be applying social media is small téstslentify
edgcatlonal Institutions have e.mbrace.d social mehid 1, 1o improve discrete functions and practicesci&o
d|g|FaI marketing through the various pg|d and fresources e 4jq champions take large initiatives for prediealesults
available through technology. Enterprise Risk Ma&ment . q\ing various functions and levels and also eenal
(ERM). IS no_exception; hlgher education institutioare parties. Social media transformers enable largelesca
using it knowmgly or unknowmgly._ : interactions that extend to external stakeholdaf®wing
_The paper is an attempt to review the risks of adanal ;o hanies to use the unexpected to improve thetheydo
institutions and how they are mitigated or managggdheir p ciness
alignment to social media. The paper is presenteéur Social Media Author guidelines developed by Oxford
parts: Part |, deals with the overview of educalon i ersity Press presents the following best peastifor
institutions and the various risks they can be eBOOIO, gq0ia) media.OUP uses social media that are asws)lblog.
Part Il, presents the literature review on sociatlia strategy, Up.com, twitter, youtube, facebook, flikr, linkedin
Part IIl, reviews how various educational instituis have ! ’ ’ BTRR e
deployed social media as a strategy to overcontaiogisks goodreads, tumblr, quora, Bz?\se_d on their Inputsisit
-2 ) 2 @ = : important for educational institutions to exhibihotight
s_peplﬁc to educational institutions, Part IV, suairses the leadership through social media to avoid the risksnected
findings and makes suggestions. with quality of education and reputation. It is ionfant that
the social media pages of the educational ingbitsti are
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updated on a regular basis, ideally weekly for bJoggutube, business, uses social media to engage consumess. Th
facebook and daily for twitter. Posts in the soamddia must methodology of the study was that a case studesgmted,
be friendly and casual and more humane. Educatiorfallowed by an in-depth interview with the small diness
institutions must present themselves as more cortynunowner, andaccompanied by an analysis of the busmes

oriented and concerned with the general intereiepublic.
It is important to be as concise as possible atowsof the
social media lose interest in lengthy content amel eéntire
idea of arousing interest in the visitors mightlbst. There
could be queries and comments in the social mediEhwy
must be addressed immediately. It is important tloe

Facebook and Twitter posts. Theresults of the isdy
revealed the different strategies the owner usedsutldand
maintain relationships with consumers. The studyctaled
with adiscussion of the lessons learned from tremaech:
networking and creatingrelationships with otheribesses,
increases brand exposure; focusing more onreldtipashan

educational institutions to keep up the social mestiquette
and the ethical values. Sources of postings and lneas
must be acknowledged and credit due must be gBkgs
must be based on the expertise of individuals aesligvith
the blogs and not based on what can be totallyol@d. All
these practices if religiously followed will ensutieat the
academic quality reputation will be held high anstial

sales, increases sales; interesting content premote
interaction; and one main barrier to entry is arle®y curve.

PART IlI

The study was carried out on the basis of the sowdia
activities of higher education educational insidns in India.
media can take the institution’s reputation to tgeheights.  Today all educational institutions are dependentsonial

Most social media strategy study is related to alocimedia for their marketing, improving admission by
marketing. Social Media Marketing: Measuring Itsgenerating awareness through social media, infagntire
Effectiveness and Identifying the Target Market byentire world of the remarkable things they do impas, etc.
Pradiptarini and Stephen Brokaw, speaks of howuses of Approximately, the facebook, twitter, linkedin, @sgof 25
social media sites as part of a company’s markedtrategy higher educational institutions were skimmed araheed to
has increased significantly over the years. Souiadlia sites See and understand the strategy they adopt for risk
have been evolving since late 1990s and have be@@nagement in their social media. One common and
significant popularity over the past decade. Despiteir unchanging theme observed in the social media eit¢ke
popularity, there is too limited information on tkey issues higher educational institutions is their wide rangé
concerning the effectiveness of social media margetvays programs in the campus. The postings in the sitesaageted
to measure its Return On Investment (ROI) and atget at potential students and the strategy is to sustdmissions
market. In their study, Twitter activities and ttsales of the institution concerned. The risks of highdueational
performance of five companies from the Fortune 50mstitutions can be financial or reputation riskeTrisk to
companies and its competitors were analysed tdtifgiethe reputation can lead to financial risk of the orgation. The
correlation between the company involvement in aoci social media sites of higher educational institwgi@re very
media sites and its financial outcomes(ROI). Alevith the much tuned to guard the institution from reputatiek. In
study of the companies, a survey of 1000 Universify order to improve the consistent quality educatimpriession
Wisconsin- La Crosse’s students was conductedtermiéne  Of the institution through social media sites reguipdating
whether generation Y is the main audience of theiaso iS happening.
media marketing, and to find the relation betwede t  Higher education institutions of all types in theuotry
respondents’ involvement in social media marketangd are under intensive competition. Competition canfdmed
changes in their buying decisions. The study fotivat the successfully with the right strategies or else cetitipn can
effectiveness of social media marketing is highiffienced become a risk. To manage the risk that arises from
by its messages/contents quality, the marketintfgolas the competition higher education institutions are spegeffort,
company is associated with. Further, a complextaatbugh ~ energy and engagement in social media sites. Bhefrom
analysis is of the strategy is needed in orderdrumtely competition can lead to financial risk, which caa d threat
measure the return on investment of the social anedothe sustainability of the institution. Social medharketing
marketing. It was also found that generation Y ddné the Strategy of higher educational institutions is assing the
main users of the social media sites, but theynatéhe main issue.Thus social media sites are enabling theaisadtlity
target audience of the social media marketing. of the higher educational institutions.

Cox, Sarah L. M.S., Purdue University, wrote in her Higher educational institutions have used the s$ocedia
article ‘Social Media Marketing in aSmall Busine#sCase Sites to handle public fury and public accusat®ome of the
Study’ under the guidance of Major Professofecent news across the country has stood witneghiso
MihaelaVorvoreanu(May 2012) that in today’s sociadia Whenever public fury burns against an institutione t
driven environment, it is essential that smalresponsible individuals from the institution comruate
businessesunderstand Facebook, Twitter, and théegies clear, defending, genuine messages that guard
behind using social media forgrowing their busineBisey institutions. Without social media sites this wouldt have
found that unfortunately, many small businessesiatohave been possible. If public fury had not been handhedway it
astrategy when they begin using social media. Tipgse of is being done through social media, the institutisould
this study was tounderstand how the owner of a Ismdlave met with institutional risk.
business, recognized for using social mediato gtoe

the
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CONCLUSION

The study titled Enterprise Risk Management in Idigh
Education Institutions in India was a humble attemepsee
how higher education institutions in India are gy out it
using social media strategy. In the attempt toycarrt the
study, the findings were interesting: The higheucadional
institutions are using social media sites as tleal for
marketing. The social media sites are used
improve their visibility, presence and thereforemégbion
strengthening. If not, they will face both reputati and
financial risk. Further, any mishap in the campusamund

(1
(2]
(3]
(4]
(5]

1Qe)

the campus is carefully and gently handled in the

socialmedia, to clarify the public and remove ampénding
risk. Thus social media to a great extent is cotmtkand
working for the image building of the institutiomrough
various mechanisms.
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Abstract— Tourism is travel for recreational, leisure, or lusiness
purposes, usually of a limited duration. Tourism iscommonly
associated with trans-national travel, but may alsorefer to

travel to another location within the same country.Backwater

tourism in Alappuzha is riddled with a host of prodems; but

future prospects of it are tremendous. A lot of stdies have been
done about problems of backwater tourism in Kerala,some of
them focusing on Alappuzha backwaters. Only very f& studies
have touched upon prospects of backwater tourisnpn how to
enhance prospects by way of raising service qualitievel and
influencing behavioural intention of tourists. The study found

that among tourists knew about Alappuzha back watetourism

from brochures/pamphlets. About sixty-two percent & overall

satisfaction was explained by the OM aspects in Appuzha
backwaters. On the whole it was found that, the careptual

model based on which the research study was condadt was
statistically significant on Overall Satisfaction.

Keywords — Cruise tourism, backwater tourism, Tourist,
Overall satisfaction, Web 2.0.

INTRODUCTION

in, 2 acobpulikoden@nail.com

providers, but also to local government bodies #odt
community. Therefore, carefully devised strategiasd
operating procedures are undertaken to achieve high
satisfaction along with proper benchmarking initias
(Zhu Mingfang, 2011).

In spite of higher satisfaction ratings many tooris
service providers have experienced high customézctien
(Oliver, 1999; Taylor, 1998). It is not a guaranteat high
satisfaction index will result in increase in numbé visitors
and increase in revenue to the destinations. Du¢hi®
phenomenon some researchers have stopped with mere
satisfaction measurement and have changed oveéudgisg
the causal relationship of satisfaction. Evolvinthaoretical
construct in a system of cause-effect relationshgpof
utmost importance without which mere satisfaction
measurement is meaningless. It is very importastudy the
causal linkage between the causes and how it léads
consumer satisfaction (Oliver, 1980; Fornell, 198@tnell et
al. 1996).

The purpose of this research is to explore ther-inte
relationship among overall satisfaction variableswith

Backwater tourism in Kerala has unique featuregtense competition and customers growing soplaitit; it

(Vijayakumar, 2008). Kerala Tourism won Gold pripe its

print campaign titled ‘The Great Backwaters’ lavedhast
year, beating tough competition from major tourlsoards of
the world. The print campaign presents the Staveaser

bodies as a single destination and once-in-aififeti
experience for travellers, in the big league of Great Wall
of China and the Great Barrier Reef of Australifouseboats
are the mainstay of backwater tourism in Alappuzhay

have opened up the tourism- potential
backwaters to the outside world..

is customer satisfaction that has emerged as ortbeokey
constructs within the contemporary marketing litera
(Gracious, 2005). Ultimately it is Satisfaction tth& crucial
to sustain the competitiveness of the tourism itrgusorld
over (Meng, Tepanon and Uysal, 2008).

LITERATURE SURVEY

of Alappuzh@ourism: According to WTO - tourism is defined by “the set

of activities of a person traveling to a place a@éshis/her

So far, only very few researches have been donetabasual environment for at least one night, but thas a year,

backwater tourism in Alappuzha district, Keralaswas by
(Siby Zacharias, et al., (2008), (Ashish Varughez@l3),
(Issac George and Saji Kuriakose, 2012), (SudhEe9]1),
and a few others, as given in literature reviewt tBese have
not been exhaustive in bringing out the causal agek
between the problems/ destination attributes andradv
tourist satisfaction and how tourist satisfactioould be a
critical factor in fulfilling the ultimate aim ofre industry —
enhancing business prospects and achieving pritifigab
break-even. Problems and destination attributeinatély
impact or influence tourist satisfaction and thHséhavioural
intention. The final target to be achieved by amsibess
enterprise is customer retention and word-of-mquutblicity
through satisfaction, and how to cross the profitgtbreak
even mark. Overall satisfaction of tourists is dantal
importance to destination management process asd

and whose main purpose of travel is other tharexeecise of

an activity remunerated from within the place @dif

Tourists in general are classified into followirat@gories —

a) Domestic Tourists: People visiting other destinadioin
their own country

b) Inbound Tourists: People of a country living abroad
coming back to visit their own country

c) Outbound Tourists: Visitors coming from another
country

d) Internal Tourists: This encompasses both domestit a
inbound tourists.

e) National Tourists: This combines both domestic and

outbound tourists

f) International Tourists: It refers to inbound totgisand
outbound tourists. (Source: WTO)

it World economy has always had tourism, a popular

benefits reaches not only to tourism goods and iserv pastime as one of its major component of servickistry
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(Bansal and Eiselt, 2004).
benefitted from decrease in international travettgoincrease
in disposable income, spread of education and aseran
leisure time. The tourism product is a unique, fadeted
service product. It is intangible and cannot ben@rad or
experienced before purchase. At the internatiomsdlel|
tourism has been growing by leaps and bounds. Iboke
(1999), found that service sector’'s contribution tioe
developed economies world over is around two thiofls
GDP. It is estimated by WTO that, tourism’s shanethe
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Traditionally tourism shaAlappuzha TourismThe present day Alappuzha district had

been carved out of Ernakulam and Kollam distrietsl@th of
August, 1957. The name Alleppey, was changed as
‘Alappuzha’ as per GO(P) No0.133/90/RD dated 7.2.90.
Alappuzha has a very rich historical past, with ooercial
relationships with even ancient Greece and Ronis.dtland
mass between the Arabian Sea on the west and sdaw
level farm lands (paddy) running into lakhs of laees in the
east. Kuttanad, the rice bowl of Kerala has beeplaze
similar to Netherlands. British Viceroy, Lord Carsonce

world wide GDP comes to nine percent. The moneyisited then Alleppey and in amazement and adroinakie

expended by tourists in visiting country or tourisrports in
the year 2013 was estimated at USD 1.3 trilliomich
formed around six percent of total exports in therld/in that
year. In fact tourism statistics show that, intéiovaal tourist
arrivals witnessed the highest growth rate at sgernent in
the year 2012 in Asia-pacific region. This was elgs
followed by African region with six percent. Intetional
tourist arrivals are expected to take a quantumpjum a
trillion and above in the early decades of tweritsticentury.
Indian Tourism Industryit is acknowledged by economists
and sociologists alike that, tourism has been cgrofrage in
India. Tourism’s contribution in our country is niftd if we
take the direct impact as well as indirect and gedlueffect.

It has causal linkage with the growth of infrasture, both
direct and supporting infrastructures.
generation tourism sector has the largest spreat;ohe
shortcoming in many cases is its employments assosel.

exclaimed, ‘Alleppey, the Venice of the East. Naturas

unleashed her beauty here’. Truly it is Venice vétkes and

land strips intermingling and canals criss-crossitige

Alappuzha town. To the east of the town is Vembalreice,

which forms the backwaters of Alappuzha, alongdiggh

green paddy fields of Kuttanad dotted with cocopatm

trees. Now, Alappuzha has a pride of place in theism

map of the world.

Places of interest:

1.Pathiramanal (Island in the midst of backwaters): This is a
place which attracts tourists, with its nesting cplaof
migratory birds. Local and other domestic touriate
attracted more than foreign tourists.

2.R-Block This is a complex of below sea level reclaimed

In  employmen farming land in Kuttanad, protected by dykes sd the

surrounding waters do not gush into it and flood At
cruise through this area in a boat would be a mabier

The competitiveness report released by World Ecanom experience.

Forum in 2013 shows India in poor light with a rark of
65th among a pack of 140 countries, and only 1dtAsia
pacific region.
‘Incredible India’ catching up with other countriés our
region, and the numbers have been increasing premaly.

3.Karumadikuttan: This is an 11th century statue of Lord
Buddha.

But there is hope with our campaigd.Kumarakodi Twenty km south of Alappuzha, Mahakavi

Kumaranasan, one of the greatest poets of moderal&e
who was drowned in a boat mishap was laid to rest.h

Tourism in Kerala:Tourism in Kerala has almost become a®. Saradha Mandiram Mavelikkara: This was built by

inseparable part of the State’s economy. Total, eltim and
foreign, contribution to the State’s exchequer vedmut
twelve percent of the State GDP, in the year 20K&rala
has become a much sought after destination, themkke
vigorous campaigning under the brand “God’s ownntigu.
The National Geographic Traveller, after detaileidg
selected Kerala as one among fifty places to bigedisn a
person’s life time. Another study assigned Kerala tank —
one among ten paradises on earth. The governmeKerala
have been pursuing tourism with all interest, beeawow the
government as well as the people know that touisrhe
State’s main industry, it being dependent on natanel
Kerala is endowed with pristine nature. Also, ire tBtate
tourism has become a most important engine of enano
growth.

Kerala has been taking up tourism development itiesv
with the help of private partners in the PPP motéh a
view to enlarge the activities the State has brouglt a
vision statement to be followed up in true spiAtso, the
State has entered into a partnership agreement\WithcC,
to expand tourism promotion activities to the intgional
arena and to make use of the expertise of the ity in
building tourism infrastructure. (Source:
http://tourism.gov.ih
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A.R.Rajaraja Varma, one among the greatest poeafs an
grammarians of Malayalam language.

6.Krishnapuram Palace This was built by Marthanda
Varma, in 18th century in Karthikappally, and isnaus
for mural paintings.

7. Alappuzha Beachrhis is indeed a place worthy of visit. It
has a pier (Kadalpalam), extending into the seaisioder
137 years old.

8. Sea View ParkThe park offers swimming facilities in a
swimming pool, near the beach.

9. Vembanad Lake(ln Alappuzha, this lake has local name —
Punnamada Kayal), Vembanad Lake is the largestitake
the state of Kerala. It is also counted as onéheflargest
lakes in India. fww.wikipedia.org

Cruise TourismCartwright, R., and Baird, C. (1999) in their

book “The development and growth of the cruise atddi,

defined cruising as a multi-centre holiday wherei yake
your hotel with you from centre to centre. They sayise

tourism is one among the fastest growing segmeiits o

tourism industry.

Travel on Backwater Cruises in Kerala with Kerala
Backwater and experience a delightful journey tdaad
where earth, sea and sky come together in harmohg.
backwaters of Kerala are a series of interconnected
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waterways, lakes, inlets and riverine estuarie$ fhian an 1. To study the effect of tourism service delivery teys,

intermeshed network along the coast of Kerala,andihe on the overall Satisfaction of Backwater cruise.

local people of the Kerala backwaters, travel azs¢hwaters 2. To study the influence of Marketing aspects of merv
and carry out their traditional occupations, sushfarming delivery system

and fishing on its fertile banks. The scenic beaotythe 3. To study the influence of Operations Management YOM
backwaters has also led to its being developed tmirgst aspects of the service delivery system

destination in recent times. Traveling in the baatew cruise

is very enjoyable. The Kerala backwaters are anclidi Hypothesis of the study:

brackish lagoons and lakes lying parallel to thabdan Sea

coast (known as the Malabar Coast) of Kerala state H; : Service Delivery does not contribute to overall
southern India. Backwater cruises in Kerala areediout on Satisfaction in backwater cruise.

large converted traditional boats. These boats edall H,. Marketing aspects of do not have a significantuieifice
"Kettuvalloms" were traditionally used as grain des, to on overall Satisfaction of Backwater cruise towrist

transport the rice harvested in the fertile fieddisngside the Hi: Operations Management (OM) do not have significan
Kerala Backwaters. Converted to accommodate taurise influence on overall Satisfaction of Backwater seutourists
houseboats have a sleeping area, with toilets,disireg area

and a sit out on the deck. In house boats tousstrest at RESEARCH METHODOLOGY

ease on a houseboat at night and observe the foéauti

countryside while sitting on the deck during the.daood is Conceptual FrameworkThe performance only SERVPERF
cooked on board the houseboat by the accompanyaify s model (Cronin.J.J and Taylor.S.A, 1992), along with
The facility available in the houseboats makestaroaphere functional management (Moutinho. L, 2000) conssusere

in which the tourist can have a relaxing time sgehe birds adapted to suit general and specific charactesisté
and aquatic life along the banks of the Kerala betkrs. backwater tourism in Alappuzha.

Tourist can also see the local people in villagema the Population of the StudyThe population for this study was
banks of Kerala backwaters. backwater cruise tourists who had undertaken crdigéng

Customer satisfaction in Tourisnespite a large body of the survey period, from April through August, 201As per
literature available on satisfaction research inegal, only a the statistics available, total number of touristss 2,80425
few academic studies have focused directly on custo in 2013 visiting Alappuzha district.

satisfaction amongst tourists. Satisfaction hasmewlysed Sample SizeThe Yamane scale, (Yamane scale, 1967) was
by tourism researchers within a variety of dimensiof used for arriving at the sample size. Accordingvamane
tourist trips. The main goals of these studies wergevelop scale, at 95 % confidence level, the number of saspl
instruments or measures of satisfaction with toyrieduct- (obtained responses) is 400 for a population > @,0@.
elements, often with the purpose of suggestingigtsir However, in order to avoid the risk of poor resmoastotal
perceived importance regarding overall satisfactiod, to a number of 900 questionnaires were used. 571 respons
certain extent, making suggestions for the industryvhat to  (63.44 %) received, 27 were incomplete; only 544ic¢de
focus on regarding product developments. Ross aod |Uused for statistical analysis.

Ahola (1991), for instance, study satisfaction withitural Sampling DesignSince assessment of population could not
tours, while Hsieh, O'Leary and Morrison (1994)dstu be exact in this case and also the population regdaiidely
differences among packaged and non-packaged tOtingr ~scattered, Convenience sampling method was folowe
researchers focus on satisfaction with certain aispef a Profile of the Respondent$he respondents selected for the

tour, e.g. hotels (e.g. Saleh and Ryan 1992; H&denhaug survey were domestic as well as foreign touristgghut

and Engset 1999). discrimination between them) who has had backweigise
While the customer satisfaction literature inclgimose in Alappuzha during the survey period — April thgbu

within tourism has been dominated by measuremetioaf August, 2014.

customers perceive products and services (Barskg2;19 Statistical TreatmentThe raw scores of the inventories were

Bojanic 1996; Bojanic and Rosen 1994; Chadee aniisbta loaded into the Statistical Package for Social 18me

1995; 1996; Saleh and Ryan 1992). There has beee s (SPSS). Data was analysed using SPSS version 16 fo

research done with regard to the assessment of eehses Windows.

the level of satisfaction in addition to the prodand service

encountered. Since satisfaction may also relagetjrto the ANALYSIS

consumer’s needs and motives than do attributeyg, gshould i . i .

also be highly relevant, despite the recognitiorat th Analysis of Socio-Demographic Variables:

evaluations are expected to be subjective in nature
TABLE 1: DISTRIBUTION OF SOCIO-DEMOGRAPHIC

OBJECTIVES OF THE STUDY INFORMATION RELATED TO RESPONDENTS—
TOURISTS
This study aims to bring out the factors which cimite to
overall customer satisfaction towards backwaterisou The Socio — Demographic Fre Percentag
o ; ; ; quency
objectives are listed below: Information e
| India - Kerala 305 56.10
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Socio — Demographic Percentag Socio — Demographic Percentag
; Frequency . Frequency
Information e Information e
India — Tamil 65 11.90 visited More than 5 3 0.60
Nadu Alappuzha times
India - 30 550 backwaters Total 544 100.00
Karnataka ) Spouse 272 50.00
Nationality | India - Family and
Maharashtra 18 330 Travelling children 88 16.20
India - Other 18 3.30 with Tour group 112 20.60
Foreign - USA 23 4.20 Business
Foreign - UK 19 3.50 associates 2 13.20
Foreign - 12 220 Total 544 100.00
Germany ] Previous trip 89 16.40
Foreign - 15 280 Internet 163 30.00
France Knew Brochures/pam 33 6.10
Foreign - Other 39 7.20 about phlets ]
544 100.00 Alappuzha | Word-of-mouth 117 21.50
Male 430 79.00 backwaters| Advertisements 142 26.10
Gender Female 114 21.00 from Total 544 100.00
Total 544 100.00 Gold star 248 45.60
Under 21 years 22 4.00 Class of Silver star 12 2.20
22 — 35 years 184 33.80 houseboat Other 284 52.20
36 — 50 years 259 47.60 cruised Total 544 100.00
51 — 65 years 46 8.50 Less than 12
Age group Over 65 years 33 6.10 Time spent hours 288 52.90
Total 544 100.00 in 12 -24 hours 219 40.30
Married 428 78.70 houseboat| More than 24 37 6.80
Marital Unmarried 116 21.30 hours '
status | Total 544 100.00 Total 544 100.00
High school 26 4.80 50 % 76 14.00
Universit 60 % 64 11.80
degree Y 244 44.90 Possibility 70 % 107 19.70
Level of -5 tessional to Re-visit 80 % 171 31.40
education degree 274 50.40 90 % 126 23.20
Total 544 100.00 Total 544 100.00
Government 69 12.70 Out of the total respondents (tourists) of 544, {8B.14
job ' %) were Indian nationals; among them those from lkera
Professional job 197 36.20 were 305 (56.10% of total), those from Tamilnadu
Self-employed 61 11.20 constituted 65 (11.90%), from Karnataka 30 (5.50%9mf
House- Maharashtra 18 (3.30%) and others 18 (3.30%). Of the
Occupation| wife/Home 64 11.80 foreign tourists of 108 (19.85% of total), thosenfrdJSA
maker were 23 (4.20% of total), UK 19 (3.50%), France 18(2),
Other 153 28.10 Germany 12 (2.20%) and others 39 (7.20 %).
Total 544 100.00 Of the total respondents (tourists) of 544, male
Up to INR constituted 79 % (430) and female 21% (114).Respusde
30000 9 1.70 were grouped into five age groups — the largesid86-50
INR 31000 - years (47.60%), next 22-35 years (33.80%), then 5§e@s
40000 44 8.10 (8.50%), over 65 years 6.10%) and under 21 yeaf94).0
AV. INR 41000 - Of the total, 78.70% were married and 21.30% unntarrie
Monthly 50000 175 32.20 Of the three groups based on level of education,
; Professional degree holders were 50.40%, univedgtyree
ifnacrglrlale Abg(\)/golcl)\lR 208 38.20 44.90% and high school 4.80%.
Other 108 19.90 Occupation-wise, professional job hol_ders formed
Total 544 100.00 36.20%, government job 12.70%, housewife-homemaker
First-time 455 8360 11.80%, sellf—employed 11.20%, gnd. others 28.10%.
No. of > 31times 82 15' 10 Of the five Av. Monthly _famlly income groups, above
times 2 5 tmes 7 0 '70 INR 50000 formed largest with 38.20%, next 4100060
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31000 — 40000 with 8.10% and up to Rs. 30000 omM@%.
First time visitors were in majority with 83.60%gth2 —
3 times and above forming the rest.

a. Predictors: MARKETING FACTOR -1
b. Dependent Variable: Overall Satisfaction

The largest group was travelling with spouse — 5084t
with a tour group — 20.60%, next with family andldren —
16.20%, then with business associates — 13.20%.

Survey could not find anybody travelling alone.

Internet provided information to maximum respondent

The R value is 0.733; It indicates a high degree of
correlation. The Rvalue shows how much of the dependent
variable, Overall satisfaction, can be explained te
independent variable, Marketing aspects. In thiseceR
Square value is 53.70%, which is good.

30%, next advertisements (26.10%), Word-of-mouth
21.50%, brochures/pamphlets only 6.10%.
s TABLE 4

Among houseboat classifications respondents chose FEe ression of OM Factor and Overall Satisfaction of
cruise, Gold star formed 45.60%, Silver Star onB0% and 9
un-classified (others) formed largest with 52.20%. reszolndens R Adusted S E n

Majority of respondents (52.90%) spent less than 1'%'0 € S Réuse 'E :forct) €
hours, 40.30% spent between 12 to 24 hours and6&0£6 1 a7 qéjl"’ge gligre 54'1'225%
more than 24 hours. - - - -

More than half of respondents (seventy percentadroye
possibility) — marked their intention to re-visit.

a. Predictors: OM FACTOR -1
b. Dependent Variable: Overall Satisfaction

TABLE 2: One-way ANOVA for Overall Satisfaction of

respondents
Sum of | df Mean F Sig.
Squares Square
Between 5.419 9 .602 1.221 279
Groups
Within 263.314 | 534 493
Groups
Total | 268.733 | 543

F=1221 and p
differences among the ten categories of touriststh b
domestic and foreign, with regard to overall satisbn,
were not statistically significant.

Hypothesis Testing: Regression Analysis
Hy:
Satisfaction in backwater cruise.
TABLE 3: Regression of Tangible Factors and Overall
Satisfaction of respondents - Tourists

Model R R Adjusted R | Std. Error of the
Square Square Estimate
1 845 | 714 714 .37624

a. Predictors: TANGIBLE FACTOR -1
b. Dependent variable: Overall Satisfaction

The R = 0.845, It indicates a high degree of catieh.
The R shows, how much of the dependent variable, Over
satisfaction, is explained by the independent wéeia
Tangible. R Square is coefficient of determinatiém.this
case, R Square is 71.40 %, which is a high value.

H,. Marketing aspects of do not have a significant irfice

on overall Satisfaction of Backwater cruise tolgist
TABLE 3

Regression of Marketing Factor and Overall Sattgfacof

respondents - Tourists

Model R R Adjusted | Std. Error of the
Square R Estimate
Square
1 733 | 537 .536 47915
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= 0.279 which is > 0.05. That rhean

Service Delivery does not contribute to overal

The R value = 0.787. The’Rhows how much of the
dependent variable, Overall satisfaction, can h@agéxed by
the independent variable, OM aspects. R Squaré.20&6 ,
which is large enough.

DiscussioN

From descriptive analysis, it was observed thap 9ff
the tourists wanted to re-visit Alappuzha and Haalhighest
satisfaction (Mean score = 4. 52); One way ANOVAwhd
that, there was significant difference between edéht
groups in overall satisfaction.
Internet was the single largest information-sourethe
tourists (30%); Word-of-Mouttiormed 21.5 percent, that is
more than a fifth of the tourists surveyed got infation
through Word-of-Mouth.That meant, “Satisfied Customers
were selling for them”. Satisfied tourists tend to
communicate their positive experience to othersrgwof
|rnouth) and they tend touy the product repeatedly (re-buy)
(e.g. Barsky 1992Hallowell 1996; Kozak and Rimmington
2000; Pizam 1994)That establishes the importance of
leveraging factors which can enhance tourists’ sfatition
and favourably influence their behavioural intemtio

Another interesting finding was that almost all thie
respondents expressed desire to re-visit; neaxgnse five
percent with strong desire to visit agdlinis essential on the
part of service providers to keep connect with rthei
customers, so that their interest to re-visit iptkalive; also
to encourage them to extend their stay.

ecommendations and Suggestions:

This study has brought out the following importeggults —

Overall Satisfaction of backwater cruise tourists i
Alappuzha was greatly influenced by all the varsbl
measured — (Tangibles - 71% of Overall Satisfactizes
explained by Tangibles. But, visual appeal of ptaisi
facilities had very little influence ; Empathy €9.% |,
Reliability of service delivery - 66% , Assuraraspects -
65% , OM aspects - 62 % , Financial aspects - 60% |,
Responsiveness of service delivery system - 58 Seryice
Quality aspects - 56 % and Marketing aspects 953

Destination managers, government officials, houaebo
owners, all related service providers, personneidtiag
tourist-interface and all stakeholders interesteeinhancing



the prospects of backwater cruise tourism in Alabhgu
district may rejig and prioritize their businesstidties
accordingly.

In the light of the study, it is suggested that tberism
business stakeholders, especially service providetstheir
personnel take steps to give special attentionraviging
good accommodation facilities to tourists. Nowe fact is
among the more than 1000 houseboats operating ffiena
modern facilities are provided in the Gold Star &itver
Star certified few houseboats; also
uncategorized. Class accommodation should inclagithang
a ‘high end’ tourist. MICE tourist in particulamvill look for

— clean air-conditioned bedrooms with five-star ehot September.

facilities. Trained housekeepers sensing and tegndhe
requirements of customers have to be around. Fowt
beverages have to be cooked hygienically by clzefd, kept
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As far as marketing aspects are concerned, Toumidts
the role of promotion channels a very importanttdadn
building their satisfaction. They felt, the pronuatichannels
should provide information much ahead of theirtvis that
they could take informed decisions. This is sonmgthihe
service providers should take note of. They havprtwide
all information through whatever channels possiileluding
internet. Also, tourists felt, the competition ftuisers, with
number of houseboats going up, should not go tonacious

in some of thstage; instead it should serve as a cause foedsirg the

quality of service to the tourists. Unfortunatetpmpetition
plays not good role in lean season of the year fhday to
Cruise tariff is another aspect tautistthered
about. They wanted it to be reasonable, not gdingugh the
roof.

Brady and Cronin,Jr (2001), points out that itas the

in sanitized condition and served with hygiene andervice provider to take care of customer’s peioaptand

cleanliness of high order, by trained servers,amdy on the
dining table but also wherever tourists demand ftilev
enjoying their cruise in the houseboat. Cleanlinesbath
and toilet is one thing tourists worry much abddbdern
user-friendly toilets have to be provided with elisential
facilities. Differently-abled people must have spéc
facilities. After all, bathroom should be anotherellw
maintained room. Another area of concern for theists is
physical condition of the surrounding water bodg. & now,
it is not in so good a condition, especially durithg lean
months when river flow into the lake is not good amater
level in the lake and interlinking canals goes dol@redging
of lake and canals, also cleaning of the water botiyhe
solid waste and litter is of paramount importareeing the
prospects of the tourism business here, numbeouddboats
is on the rise. This poses a problem to the alreadwded
houseboat-population; also this adds to the detgitm of
water body. Checks and balances have to be in,pdacthat
the fragile environment of the lake — a UN declaRaimsar
site Wetland — is not subjected to dangerous lewfls
pollution, and even threatening the livelihood obsh
communities who depend on the lake for fishing atain
collection; also for their daily chores (Priyadarsa008).

One thing the tourists were found interested, kntt o
much, was the visual appeal of the physical féedit That
meant, tourists do not go much by what it looke ldutside,
but what offers to them for their pleasure cruise.

About sixty-two percent of overall satisfaction was

explained by the OM aspects in Alappuzha backwatekd
is a crucial factor in deciding the fate any busmactivity,
by systematizing the whole process from beginningrd. In
the case of tourism, taking it as service deliv@rstem, OM
aspects must find place in executing day-todayvitiets.
Tourist-friendly operating schedule is the most amant
factor tourists are looking for most. That is jaiitag the
schedule of operations to the requirement of ttaissthout
compromising operational efficiency. In the end miirg
over the tourist is ultimate aim of a tourism seevprovider.
Providing right service at right time is anotherctta.
Tourists, both domestic and foreign, like to gootlgh the
cruise smoothly without hassles. The service prergcand
their staff have to take care of these factors gbwa
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plan and act accordingly. It is their finding thagising
service quality level is the way to gain advantaigeugh
satisfaction of customers.

All stakeholders in the prospects of backwaterismrin

Alappuzha - tourism department of the government,

destination managers, pollution control board, kbost
owners and staff — all may take care of genericksqecifics
of service delivery system, so that future prospedyt this
business is improved.

Ostrom and laobucci (1995) posit that, customerHisis
needs and wants and looks for fulfilling that. @user
evaluates a service on the basis of how much ofidgsls are
realized by that service. Backwater service prawdm
Alappuzha has to work to further improve upon lad factors
to make up, if there is any gap, so that theiraustrs return
very much satisfied.

First Prime Minister of India, Pandit Jawaharlathxu
said, “Receive a tourist, and send off a friend”.
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Abstract — Attaining the most feasible performance is
considered as the most significant aim of all orgamations. As
such, organizations are required to concentrate orthe Job
Performance for sustainment of the organization in a
competitive world. An employee’s performance is dermined
during job performance reviews, with an employer t&ing into
account factors such as leadership skills, time magement,
organizational skills and productivity to analyze ech employee
on an individual basis. Job performance reviews areften done
yearly and can determine, whether an employee is ght for
promotion or should be fired. KLF Nirmal had problems such
as turnover, job dissatisfaction and strain in intepersonal
relationships among its employees. This has impaa the job
performance of its employees. Based on this backgrod a study
was undertaken to find out to understand the perfomance level
of managers and supervisors so as to suggest chamga the
respective areas of work life. The study focuses on
understanding the emotional intelligence of the maagers and
supervisors and its link to their performance levelon the job.
The findings of the study indicate that emotionalrtelligence has
an impact on the performance level of the managerand
supervisors.

Keywords — Job Performance, Emotional Intelligence,
Leadership, Time Management, Organizational Skills,
Productivity

INTRODUCTION

Changes in today’s world with the globalisation of

issues, knowledge workers and economic is demanihiag
employees to better prepared, open and flexiblmanaging
daily works. Now other than the high degree of kleulge,
experience, education, and skills, employers knuat work
efficiency of an employee is closely related to &omal
intelligence of a person. This is because the emalt
aspects such as high self-confidence, adaptahitign faced
with problems and obstacles in the workplace, nadév
themselves to achieve common goal, work effectiviely
teamwork and have the skills to deal with the donfis

%j acobpul i koden@mai | . com

Emotional intelligence (El) is the ability of an
individual's internal and exists to manage and aartheir
emotions as well as others. It is also an effectasor to
create and maintain human relationship that cad teathe
achievement of common goal and organisational
effectiveness. Emotional Intelligence is an effesti
understanding of us and others to have a goodiaesiip
with other people, and to adapt and cope with their
environment to become more successful in dealinth wi
environmental demand.

OBJECTIVES OF THE STUDY

. To understand the level of performance of the marsag
and supervisors.

. To understand the level of emotional intelligendethe
managers and supervisors.

. To study the impact of emotional intelligence oa tavel
of performance and their ability to take highereljobs
in the organization.

HYPOTHESIS OF THE STUDY

Null Hypothesis (H). There is no significant difference
between managers and supervisors with respecthto jo
performance.
Null Hypothesis (k). Managers and supervisors
performance scores don't correlate with emaotional
intelligence score.

COMPANY PROFILE
The triumphant saga of KLF Nirmal industries can be
traced to the year 1944, when a family startedibeompany
at Irinjalakuda “KPL oil mills”. This is still coridered as one
of the pioneers of the coconut industry in Keralzew KPL
oil mills got in to very smooth order. Founded bgienary
businessman, the Late Mr. K.L. Francis, the KLFndraame
today is the assurance of quality and purity tolioms of
consumers not only in its home state of Kerala,abs in the

2.

needed in the environment of work and improving th&dian and International markets. KLF, Nirmal intfies is

performance of a job and adapt with work environmém
the organization emotional intelligence is the arfethe
important measurement for a successful life to some
eventually will lead to success of organization. diions
motivate people to respond quickly
stimuli n the environment, which helps improve t@ances
of success and survival.
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toin a short span of time and today

situated at the serene environment of Irinjalaki@dhrissur
district at Kerala state. The plant is situatechiplot of 14
acres near by Christ College Irinjalakuda. The potidn of
the firm started onsiFebruary 1992. It has established itself
it produces inadket
about 4800 tonnes of coconut oil in the brand nathé
Nirmal.



LITERATURE REVIEW

Emotional Intelligence: Emotional intelligence isfisthed
as the “set of abilities that involve perceivingdareasoning
abstractly with information that emerges from feg$”. It is
the ability to determine emotions in ourselves tmbecome
sensitive to what was perceived from the envirortraed the
circle of people who interact with us. It is alsospible that
emotional intelligence is the use of emotional klealge to
handle the situation and make plans and decisiasedon
emotions that felt.
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Job Performance: Job performance is the way emefoye
perform their work. An employee’s performance is
determined during job performance reviews, with an
employer taking into account factors such as leddprskills,
time management, organizational skills and prodiigtito
analyse each employee on an individual basis.
performance reviews are often done yearly and edagrohine
raise eligibility, whether an employee is right fmomotion
or even if an employee should be fired. Human perémce
is a result of the actions or behaviour of all raéptrocesses
that are not observable. This includes problem isglv

Job

According to Dulewicz& Higgs (1999) “Emotional decision making, programme planning, and reasotBagey

Intelligence is an intelligence and an awarenessaging
personal emotions and others feeling”. That il about
sensitivity and influencing others, motivating abpalancing
motivation and monitoring to achieve self-intuitjgrecision
(conscientiousness) and ethical behaviour.

Emotional Intelligence is important because it ssially
used to understand ourselves and others.
understanding of the emotional intelligence helpsselves
about the emotional approach as a signal for umtterstand
the emotions. With the existence of emotional ligehce, it
will provide an important message about what iscdya
going on and how people will react. Then it wils@lhelp
someone to analysing the situation in certain abzsgd on
their emotional information to help them to takettbe
decision. It also helps to improve self-management
There are four categories of emotional intelligenc

& Robert, 2003). Overall assessment on the perfocaaf
the employee is usually involving the performanesuit and
work process such as evaluating how the employe¢heo
work and results achieved from that second prodsss
considered as performance. (Soltani & Iraj 2003)

As cited in Gryn(2010), Viswesvaran (1993 in Lopmts

Througboe) refers that there are 10 dimension of jotioperance.

These dimensions of job performance depend onaheea of

job. 10 dimensions of job performance are overab |
performance, productivity, communication, effodbjrelated

knowledge, interpersonal skills, quality, leadepshrule

following, administrative skills.

Emotional Intelligence and Job Performandsccording to

Kamal, Y (2001), Job satisfaction is an attitude af

employee over a period of his job so the factors

satisfaction and dissatisfaction changes over énog. Also,

of

* Self-awareness: If a person has a well sense &f selesearch studies shows that Job satisfaction hasgative
awareness he understands his own strengths gRg¢pact on employee turnover and an increase in svage

weakness, as well as how his/her actions affeetrsth
« Self-regulation: this categorized people always toy

positively affect job satisfaction. Emotional Intgénce and
Job satisfaction go hand in hand. It is generatipsidered

manage themselves properly. They are having thétyjua that employees with higher emotional intelligencél have

of adaptability, transparency, achievement oriémat
initiative, optimism.

« Self-motivated: If a person is emotionally intgéint he
will try to reveal his emotions and exercise rastravhen
needed. Such kinds of people are self-motivatedy Ene
optimistic when they find disappointment and drivan
an ambitions.

< Empathy: The quality of empathy helps to understiued
human nature and making relationship with otheraan
emotional level. The ability to empathize allowperson
to provide great service and respond accuratelythers
concern.

higher job satisfaction. This is because the enmg#sywith
higher emotional intelligence are able to develmatsgies to
overcome the possible consequences which may euisef
stress whereas those with less emotional inteltigermon’t
be in a position to overcome the stress situafioraddition,
in a group setting employees with higher El will &lgle to
influence the emotions of others in such a manhat, they
will be able to boost their own as well as othersah

Theoretical framework Emotional intelligence is a set of
competencies, which direct and control one's fgslin
towards work and performance at work. These set of

Mayer, Salvoes and Carso gave the definition of th@mpetencies are the ability of the individual tmizol and

emotional intelligence as “the capacity to reasdioud
emotions to enhance thinking. It includes the gbilio

manage his or her moods and impulses on the jobwifigy
one's emotions and feelings as they occur, anchguone's

accurately perceive emotions, to access and genergglf to the changed situation, requires the emation

emotions so as to assist thought, to understandi@mabd
knowledge, and to reflectively regulate emotiongtomote
emotional and intellectual growth. Baron and Golemare
the pioneers of the mixed model and they introdutted

competency, emotional maturity and emotional safitsit
that are demanded on the job. In a work situation,
performance of the employees depends on workindy wit
group of people with different ideas, suggestioasd

approach according to their conducted studies amde g opinions. Effective use of emotional intelligendees better

another definition to the emotional intelligence the ability
to recognize and regulate emotions both within 6K and
within others and also an array of non-cognitivapabilities,
competencies, and skills that influences one’sitgbiio

team harmony.(Ashforth et al,1995) Leaders, inipaldr,
need high emotional intelligence, because theyesspt the
organization to the customers, they interact whi highest
number of people within and outside the organiratmd

succeed in coping with environmental demands anfley set the tone for employee morale. Leaders Wi

pressures.
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emotional intelligence are able to understand their RESULTS
employee’s needs and provide them with constructiveevel of employee performance of manager and sigoerv
feedback. Success in sales requires emotionalligmete TABLE 1. MANAGERS AVERAGE LEVEL OF
ability to understand the customer and provide iservo PERFORMANCE
customers. (Bridget Murray, 1998). Emotional intehce in N Mean SD
the organization supports in identification of eoydes | Average Performance 63 2371 4152
emotional intelligence level and its impact on emyge | score for the year ] ]
performance on the job. This would act as an indicéor Valid N (list wise) 63 - R
promotion of employees in the organization.

Emotional intelligence represents a set of compitsen Source: Field survey

that perceive, understand and regulate emotiomaliselves TABLE 2: SUPERVISOR AVERAGE LEVEL OF
and in others. These emotional competencies anndda PERFORMANCE

capabilities based on emotional intelligence theadl to N Mean SD
superior performance. The emotional intelligencedeto ["Average Performance

developed by Daniel. Goleman is applied to undadstie | score for the year 62 2.563| 4839
emotional intelligence of the employees at the \stud Valid N (list wise) 62 ; ;
organization. According to Daniel. Goleman, emation

intelligence can be organized into four dimensionsS™ The herformance level of managers and SUPervisors i
representing the recognition of emotions in oursgland in depicted in the table.1 and 2, the level of permoe is
others, as well as the regulation of emotions irselves in  ,<cessed on the scale of 1 to 5 and where ieduisl to low
others. Each dimension consists of a set of emakion,,q 5 i equal to high. The average level of meamesand
competencies that people must possess to fulfilt thgangard deviation is indicated at 2.371 and .4Tb2. mean
dimensions of emotional intelligence. The dimensiare as 4,4 standard deviation score of supervisors aré32and
under:- 4839
Self-awareness: It refers to having a deep undeistg of Table 3 shows the overall performance of the engsoy

one's own emotions as well as strengths, weakngeaRes y the organization is low, therefore performanggpraisal

and motives. L mean score of 2.467 is indicated which falls urttierlower
Self-management: This represents how well we obotr o4 ¢ the scale.

redirect our internal states, impulses and ressurce
Social awareness: It is mainly about empathy, MavVifrABIE: 3. OVERALL PERFORMANCE OF THE

understanding and sensitivity to the feelings, gids and \jANAGERS AND SUPERVISORS
situations of others.

. ; . Designation SD
Relationship management: It refers to managing rothe of the N Mean | SD error
people’s emotions. Employee mean
Avg. Manager 63| 2.371 .4152 .05283

RESEARCH METHODOLOGY Score | Supervisor | 62| 2563 .4839 .06l

or the
y;ear 125| 2.467| .4495% .2922

o1

Research DesignThe research design adopted for the stug
is Descriptive. The major purpose of using suchigihess
description of the state of affairs as it existsgant.
Population: The population of the study were manager an
employees of KLF Nirmal.

2}

ABLE: 4. COMPARISON BETWEEN THE MANAGERS
ND SUPERVISOR ON PERFORMANCE LEVEL

Sampling:Simple random sampling was adopted. A total of Levene's _
150 questionnaires were distributed out of which5 12 Test for , Sig.
completed questionnaires were returned Equality | Sig. t (2-
Data Collection:Primary data was collected directly from the of tailed)
employees both managers and supervisors. Main eafrc Variances

the primary data is the questionnaires. Average | Equal

Methodology:Following the collection of data. The data wag SCO'€ | varances, . 992| - 019
processed by applying descriptive statistics, st tand | forthe | assumed 2.375
correlation. Descriptive statistics was appliedutwerstand | Y&&r

the level of managers and supervisor performancelevel qu_"""

of emotional intelligence among managers and sig@ns variances 2372 019
T-test was applied to understand the comparisomwesst not

managers and supervisors level of performance ernjab. assumed

Finally, correlation was derived between emotional

intelligence and performance level of managers and Table 4 shows test of averages to compare the
supervisors. performance appraisal score of the managers arehssprs.

Tools for AnalysisSPSS Ver. 17.0, MS Excel The test takes into consideration variance strach@vene’s
test for quality of variance is applied. At 5% levef
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significance, we observe that the P Value is greti@n the
level of significance that is (0.992>0.05), thus wensider
that the facts of the two groups assume equal vegidJnder
this assumption, we observe that P Value for wsirfeans is
less than the level of significance (0.019<0.05),aance we
can reject Null Hypotheses No.1 at 5% level of Sigance,

which indicates that there is no significant diffiece between
managers and supervisors performance appraisa&sscor

Level of emotional intelligence among the managans
supervisors

TABLE: 5. EMOTIONAL INTELLIGENCE MEAN SCORE
OF LEVEL OF MANAGERS AND SUPERVISORS.

Managers Supervisors
>4 3-4 <3 >4 | 3-4 <3

Emotional 3.174 2,647

awareness

Self 2.841 2.605

Assessment

Self Esteem 3.000 2.507
Trust worthy 2.984 2.258
Responsibility 2.777 2.464

Flexibility 3.142 2.563

Innovation 3.079 2.450
Achievement 2.952 2.464
Org. commt. 2.761 2.704

Initiative 3.063 2.497

Optimism 2.936 2.591
Understanding 2.968 2.577

Developing 3.047 2.478

Political 3.253 2.746
awareness
Influence 2.952 2.704
Feedback 3.174 2.619
Contlict 2761 2,647
mgmt.

Leadership 2.698 2.5Q7
Change leader 2.873 2.436
Relationships 3.158 2.577

Flexibility 3.206 2.121

Team 2.762 2.761

The study on level of emotional intelligence of thanagers
and supervisors is shown in table.5, the analy$ighe
managers level of emotional intelligence indicatiat
managers are moderate on emotional awarenesgssefm,
flexibility, adaptability, innovation, initiative,opportunity
taking, developing others, service orientation, itjwall
awareness, Feedback, building relationships ardbmmiative
flexibility.
assessment, self-control, trustworthiness, congoigsness,
responsibility, Achievement drive,

diversity, influence and

Persuasion, conflict management, leadership, cheatgdyst
and team building. The level of performance of the
Supervisors show low level of emotional intelligenan all
the variables.
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TABLE: 6. CORRELATION BETWEEN EMOTIONAL
INTELLIGENCE AND THE PERFORMANCE LEVEL OF
MANAGERS AND SUPERVISORS

El Scores | PERF.
Scores

Emotional PC .080
inteligence | sig. (1-tailed)| 188
Score
employees N 125 125
Performance| PC Sig. (1- .080 1
Score of Tailed) .188
employees N 125 125

Correlation analysis was done which is shown iretéb to
understand the impact of emotional intelligence on
performance of the managers and supervisors. Tédtse
show that there is no significant correlation betwethe
emotional intelligences score and performance aggira
scores, as the co-efficient correlation is assumangery
ungeneralizable value of 0.080, further, the Nufpbtthesis
No.2 is accepted which implies that performancenahagers
and supervisors are not as per the expectationshef
management as they are not able to manage theiiogralb
intelligence on the job.

DISCUSSION

The study found that managers and supervisors sthwer
level of performance in the organization. The conyplhas to
take measures to upgrade their technical and &ifs g0
enhance their performance on the job. Managers $tver
level of emotional intelligence in key areas likehievement
drive, teambuilding, flexibility and adaptabilitygs these
factors are very much critical for the job. The amigation
has to arrange for a training program on how toetgy
emotional intelligence and apply it on the job foigher
managerial skills. The supervisors show a lowerrelleaf
emotional intelligence on the job, which would hayreater
impact on job performance. The supervisors are ¢o b
enlightened about the importance of emotional ligehce
for higher performance on the job. The managers and
supervisors are not able to meet the expected leVel
performance on the job, as they are not able toagmmheir
emotions. The managers and supervisors have tohigker
level roles and responsibility in the organisatiorthe future
and for this they have to develop their skills lre tarea of
self-esteem, self-control, innovation and develgpathers.
The organization at the time of employee selectimuist
adapt administering emotional intelligence test getecting

The managers are low on accurate -selfright person for the right job and this would enterthe

performance of the employee on the job and thenizgtion.

organizational
commitment, optimism, understanding others, develpp
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Abstract- Financial Inclusion has become the new buzzword and
has caught the attention of policy makers, econonis and
research scholars. When we say finance is the lifdgeod of any
enterprise, financial Inclusion, as an inclusive grwth’s symbol
today for the vibrant economy like India. Financial Inclusion
would facilitate all inclusive participation especally focussing
the vulnerable and disadvantaged people such as wviea
sections and low income groups in the financial vaé chain.
This paper aims to study an overview of financial riclusion
initiatives in India and its position in the global platform.
Further the paper evaluates the necessities, chatiges and
opportunities in the same domain. However, India’osition in
the financial inclusion arena may give more clarity if she can be
compared with her peer especially the country likeChina. The
Reserve Bank of India (RBI) and various committeeson
financial inclusion have initiated and push forwardthe growth
aspects of the supply side of financial inclusionFinancial
Inclusion is more vibrant in the rural scene and ginificant
achievements were made under the regime of NDA gawenent
through the schemes like PMJDY, MUDRA and DBT etc.

Keywords Financial Inclusion, RBI, PMJDY, China, Financial
Inclusion Index, Bank branches, ATM

INTRODUCTION

“Financial Inclusion is the delivery of financiarwices at
affordable costs to vast sections of disadvantaayedi low
income groups”. Even after 70 years of independdaigge
section of population still remains unbanked anditéd
access to financial services. Financial Incluspaxpected to
make significant improvements in the economy, esgfigdn
the rural India.

To quote the Committee on Financial Inclusion cwhir
by Rangarajan, (2008) “Financial inclusion may kérted as
the process of ensuring access to financial ses\aod timely
adequate credit where needed by vulnerable grougs as
weaker sections and low income groups at an affileda
cost”.

FINANCIAL INCLUSION IN INDIA

A. Why Financial Inclusion is important for India?

The policy makers in India have been focussing o

financial inclusion of rural and semi-rural areas three
important significant needs. Inclusion of rural iendn the
economic growth story of India is more significafian
focussing the developed cities and urban spacesindia
only 35 percent population have formal bank accaban
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versus an average of 41 percent in developing auogn
(World Bank Report 2012). The recent initiativeg the

government and the Reserve Bank of India (RBI) haaele

significant improvements in the progress of finahci
inclusion in India.

Prevent — ‘ Credit

the leak in Avenues
the facilitates
subsidies growth

Inculcate
the saving
habit

Fig. 1 Significance of Financial Inclusion in India

B. Financial Inclusion Present Condition

Notable numbers of fiscal 2013

India’s financial inclusion
score on a scale of 100

o enased 1 9
50.1

Number of districts in India with
CRISIL Inclusix score of 100

11.7crore

Number of new savings accounts
opened, the most in a year

8.4%

Growth in bank branches in fiscal
2013, the highest in 4 fiscals

18.8crore

Total number of loan accounts in
India, just a fourth of the total
savings accounts

82.0crore

Total number of savings bank
accounts in India

(Source : CRISIL)

Fig.2 Present Condition of Fl in India

C. Financial Inclusion Initiatives in India
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RBI has also taken several measures in 2014 to extgm
Financial inclusion is certainly not a recent pheoon. financial inclusion, such as granting in-princiglpproval to
In India, the earliest effort at financial inclusican be traced the largest MFI in India to commence banking openat
back to 1904, to the beginning of the co-operatimeement. permitting non-banking financial companies to ad a
A focal event in the evolution of financial inclosi was the business correspondents for banks, and issuinglyugd on
bank nationalization programme in 1969, when 14 omajdifferentiated banking licenses for small banks pagments
commercial banks were nationalized; the lead bamleme banks based on the recommendations of the comnuttee

was introduced subsequently. As a result, branchese
opened in large numbers across the nation, evareas that
were outside the reach of banks until then.

The agenda for financial inclusion was galvanizedhie
early 2000s in India following the publication ofspate of
findings about the lack of financial inclusion aitsl direct
correlation to poverty. Varied studies have provit
exclusion from the banking system results in a ofs§ per
cent to the country’s gross domestic product (GDP).

Policymakers in
ramifications of leaving a huge section of the dapan out

“Comprehensive Financial Services for Small Bussessand
Low Income Households” chaired by Dr Nachiket Mor.

D. Financial Inclusion Progress in India

India’s financial inclusion progress can be witreabs
through CRISIL Inclusix. It is an comprehensive Itdo
measure the financial inclusion of national levey b
incorporating three important parameters.

(a) Branch Penetration (BP)

India are acutely aware of the (b) Credit Penetration (CP), and

(c) Deposit Penetration (DP)

of the development process, and hence, are degignin

appropriate policies for financial inclusion. Complenting
the government’s efforts, the Reserve Bank of In@R8I)
has, over the years, undertaken numerous initetueh as
introduction of priority sector lending requiremgnfor
banks, establishment of regional rural banks (RRBs) self-

help group-bank linkage programmes to augment the

availability of financial services to the poor amarginalized
segments of the society.

In February 2011, the Government of India and tiekan
Banks’ Association (IBA) jointly launched Swabhinmasa
nationwide programme for financial inclusion. Swatb&an
aimed to bring the deprived sections of society ithe
banking network and ensure that the benefits ohewtc
growth percolate to all levels. It looked to fagite opening
of bank accounts, provide need-based credit andttesme
facilities, and promote financial literacy in rutatia.

RBI also initiated the requirement that banks pievino-
frills accounts, improve the outreach of bankingvees
through the business facilitator and business spomedent
models, and set up goals to provide access to fdyarking
to 74,414 villages with a population of over 2,688ch. This
target of covering villages with a population ofeov2,000
was largely achieved by March 2012 (99.7 per céng.goal
towards financial inclusion was accordingly refinedJune
2012; in the Financial Inclusion Plan 2013-16, lsahiave
shared a roadmap to cover the remaining villages.

In August 2014, the Government of India launchee th
Pradhan Mantri Jan-Dhan Yojanto facilitate access to all

kinds of financial services to the excluded sediofisociety.
The first phase targets provision of universal asd® bank
facilities in all areas, except areas with conrmngti
constraints, and increase in the level of finandiracy,

while the second phase aims to provide access dditcr

insurance and pension services.
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Fig. 2 CRISIL Inclusix Score — Region-wise 2014

Southern region tops in CRISIL Inclusix with 76.them
comparing with the national score of 50.1

II. COMPARING INDIA WITH CHINA

An easy way to understand India’s Financial Induasi
position will be comparing with its economic counptart
China. The following table (Table 1) showing thenparison
of major financial access indicators between Iragtid China.

China has better economic indicators in many aspéot
in the past two decades India achieved significant
improvements in major economic parameters. Thewelig
comparison may helps to evaluate the two Asian @Tin
super powers in financial accessibility aspect.



TABLE 1
Financial Accessibility India versus China (2014)

Parameters India China

ATMs per 100,000

adults 18.07

55.03

ATMS per 1000 Sq.

e 54.90

65.49

Commercial bank
branches per 100,000
adults

13.04 8.06

Commercial bank
branches per 1000 Sq.
Km

39.59 9.59

Deposit accounts with
commercial banks pe
1,000 adults

1358.38 45.20

Loan accounts with
commercial banks pe
1,000 adults

153.64 Not Available

Outstanding deposits
with commercial banks
as percent of GDP

62.87 137.28

Outstanding loans with
commercial banks as
percent of GDP

49.65 0.92

(Source : IMF)

India’'s ATMs and commercial bank branches penetnats

comparable with China in the recent times and digpesses
in a faster rate than China. Outstanding deposits laans
against GDP, India really lagging behind China.
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CONCLUSION

Financial inclusion is an equalizer that enablésiizens
to contribute to economic growth and to gain framindia
was ahead of its times when it first ushered irariiial
inclusion by nationalizing its banks in mid-1969dathen
coming up with a slew of policies to operationalizeThe
track record is a mix of successes and failuress Phaper
tries to capture some of these and visualize whatia will
gain and what it may lose over the next three or féiecades.
Considering India's growing economic importance el
projections that the Indian economy will be as bi the
United States economy around 2050. To achieve this,
policy makers need to devise innovative ways tovide
financial services especially for rural India. Teeonomic
upswing will mesh with India's socio-political and
environmental processes that also influence firsnci
inclusion; and what the different scenarios mighirb2050.
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Abstract- The initiatives of Government for poverty alleviation
failed to bear a fruitful result since the real obgctive of initiative
was the temporary relief to poor people by way ofubsidies but
not the gradual reduction of poverty level. This dstitute
segment of the society should be provided with kndedge on
power of capital, guidance as to how to use the cég most
productively and be urged to emerge as the succeskf
entrepreneur. This can easily be achieved by emp@ning them
with power of microcredit. Empowerment of women isone of
the major issues in a developing country like Indiafor many
decades. Women are integral part of the society arttiey should
be given opportunity and right to take part in the decision
making. This becomes a reality only when she is famcially
independent. Over the years various efforts have le@ made by
many Government and Non-Government organizations to
promote women empowerment especially in rural areasMlicro
finance is the one of the outcomes of such effortglicro Finance
is emerging as powerful tool of poverty alleviationin India. It
aims to provide financial and non financial assistace to the
poor who have no access to commercial Banks. Itvery strong
instrument to take women from household to ‘real itegral part’
of the economy by enhancing the realm of financiahclusion.
The potential of micro finance institutions for theempowerment
of women has been much debated question. This papfrcuses
on the nature of this debate.

Keywords Microfinance, Empowerment, Women
Empowerment, Poverty Alleviation, Micro Credit.

INTRODUCTION

Even after marking a substantial progress in fir@nc
sector after the introduction of recent reformmsliridia, it is
disheartening to note that nearly half of the rin@liseholds
even today do not have any access to any source
institutional funds or otherwise. Government tries help
them by way of subsidies and other help but thegiatives
hardly reduce their poverty levels and are not ragleerm
solution. Hence the major challenge before bankse isring
financially excluded group under banking fold. Btite
illiteracy, poverty and lack of organization makibss task
easier said than done. The Government of Indiadintred a
new concept named ‘financial inclusion ‘to tacklpist
problem. Financial inclusion may be defined asphscess
of ensuring the timely and adequate credit and sacde
financial services to weaker sections and low ine@roups
at an affordable cost.

The actual development should offer equal bendfits

women in several five year plans and central aratest
financial budgets. The term unorganised sectomwised in
the Indian context is defined by National Commissfor
Enterprises in the Unorganised Sector, in their dRepn
Conditions of Work and Promotion of Livelihoods ihe
Unorganised Sector as consisting of all unincorporated
private enterprises owned by individuals or houtsho
engaged in the sale or production of goods andicgsv
operated on a proprietary or partnership basis vaitid less
than ten total workers'The problems of women working in
un-orgainsed sectors especially those who weregeaga
self employment activities has intensified after tiberation,
privatization and globalization wave in India. TWwemen’s
enormous contribution to the agriculture sector sgoe
unnoticed and non- monetized. In this context,ouifactors
— economic, organizational, political and culturalhaving
impact on micro finance which is being channelized
empower women has been emphasized.

There are four types of self-employed or unorgahisector

workers.

» Hawkers, vendors and small business women selling
vegetable, fruit, fish, eggs and other food itehmjsehold
goods and clothes.

» Home-based workers like Weavers, Potters, Bidi and
Agarbatti workers, Papad Rollers, ready-made garmen
workers, women who process agricultural productd an
artisans.

* Manual labourers & service providers like agrictdiu
labourers, construction workers, contract labourers
handcart pullers, head-loaders, domestic workerd an

ofaundry workers.

» Producers.

It is said that women should be given preferenceném
while granting the micro finance loan. A few ratbes for
providing women with loans have been that:

1. Women are not treated at par with men in labourketar
and so need more help in securing sustainableHoeadls.

2. Studies show that repayment rates on loans and
contributions to family well-being are often highamong
women than among men (Mayoux 1999).

A. Concept of Microfinance

Microfinance (MF) is often defined as provisionfafancial

men and women. The women have been lagging behindServices for poor and low-income clients by a smvi

almost all sectors especially unorganized sectespite the
many development measures taken for the upliftmant
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provider called ‘Micro Finance Institutions’ (MFIs)These
institutions resort to newly developed methods dher last
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30 years to deliver very small loans to unsalakiedowers, inter linkage mechanism between SHGs (Self-helpugsh
taking little or no collateral. The taskforce onpportive NGOs (Non Governmental organisations) and bankszsSH
policy and Regulatory Framework for Microfinanceshaare constituted and fostered by NGOs and only after
defined microfinance as “Provision of thrift, credind other accomplishing the standard set by NGO with resgect
financial services and products of very small anteua the internal thrift and other credit operation, SHGs cagek and
poor in rural, semi-urban or urban areas for engblhem to avail credit from bank. SHGs are under the stricusny of
raise their income levels and improve living staddd As NGO even after the linkage with bank. The SHG-Bank
per Micro Credit Special Cell of the Reserve Barfkl@dia , linkage programme, which has been in place sin@2 18
the borrowal amounts up to the limit of Rs.2500fuld be India has provided about Rs.76.97 Lakh for SHGHamaby
considered as micro credit products and this amcamd be 2014 (www.nabard.o)g. Another organiastion which has
gradually increased up to Rs.40000/- over a peabtime made its own mark in Micro finance services is SIDB
which roughly equals to $500 — a standard for Séuia as Foundation for Micro Credit (SFMC). It was launchegthe
per international perceptions. SIDBI Bank in January 1999 for channelising fundsthe

poor in line with the success of pilot phase of Mi€Credit

The term “Micro” literally means “small”. Microfiance Scheme.

is a near substitute for banking facility to enage savings
habit and provide investment facility to the pooreSpoor. TABLE 1
In short, Micro Finance means providing very poeople Highlights of the SHG-Bank Linkage Programme 2054-1
who are considered to be economically active wétywsmall
loans to help them carry out activities to generatenues

L 8 Achievements
which in turn allow them to cover their needs ahdse of Sl ;

. - : Particulars . . .
their families, even if these revenues are low.cidfinance | No. Phys_lcal F_InanCIaI
is the supply of loans, savings, and other basiantial (No.in lakh) | (in crore)

services to the poor. Historical context can helplan how
specialized MFIs developed over the last few dezade 1
Between the 1950s and 1970s, governments and dorjors
focused on providing subsidized agricultural creditsmall
and marginal farmers, in hopes of raising proditytiand | Out of total SHGs - exclusivé 66.52 9264.33
incomes. During the 1980s, micro-enterprise creditd) Women SHGs
concentrated on providing loans to poor women t@sh in
tiny businesses, enabling them to accumulate aasetsaise

household income and welfare. These experimentsiteelsin | S;tLM‘;fSGtg?' SHGs- undey 30.52 4424.03
the emergence of nongovernmental organizations (§G(Q
that provided financial services for the poor. he t1990s,
many of these institutions transformed themselvet® i| Out of total SHGs -undef 4.33 1071.81
formal financial institutions in order to accessdam-lend | ™ | NULM/SISRY
client savings, thus enhancing their outreach.

Total number of SHGs | 76.97 11059.86
saving linked with banks

o . - . 2 Total number of SHGs | 16.26 27582.31
_ The modern use of the term "microfinancing ha_\sotsts credit linked during 2014-15
in Bangladesh dating back to the 1970s. The fosnal
institution to offer services under the head of Mifinance Total number of SHGs credit 14.48 24419.75

was Grameen Bank of Bangladesh with the microfieanc (i) linked during 2014-16
pioneer Muhammad Yunus. It is from there that tlieeo
countries started borrowing the micro finance modsl
poverty eradication strategy. India’s the secondgdst (i) Total number of SHGs credit 6.43 9487.69
populated country with more than 1200 million peopl linked during 2014-17
India's GDP finds a place in the top 15 economieshe
world. Contrary to this, around 300 million people below

the poverty line, i.e. their income is less than &g day | (i) Iﬁ;ih”d”uﬂﬁgrzgflf_qgs credft 1.05 1871.55
according to the World Bank and the poorest arelwkarns
$1 per day. Out of this 300 million people, a whiogp80%  (Source: www.nabard.ojg

have access to credit only through informal _soutrlamchlt Shri Mahila SEWA (Self Employed Womén Association)
funds local landlords. They are exploited by thes : ' ; . -
. - o s ahakari Bank was the first MFI in private sectoiridia. It
unorgansied and unregulated ‘financial giants’ #rid adds . o - o
. | I . started its operation in 1974 for providing banksggvices to
misery to their already worse condition. So it was need of . : .
the poor women employed in the unorganized seator i

hou_r to_give b'rt.h to Micro Finance Iljst|tut|ons ki4) in Ahmadabad in Gujarat. This Bank was establishedhat
India. The National Bank for Agriculture and Ruralinitiative of 4000 self emploved women workers who
Development (NABARD) brooded over this idea, cdjstal ploy

. S - ; contributed a share of Rs10 each. Its prime ohjeds to
on it and started the concept of microfinance iidnlt is a '
reach to maximum number of poor women workers eadag
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in the unorganized sector and provide them suitfibdancial
services for socio-economic empowerment and
development, through their own management and higer
The Self Help Groups (SHGS) is the dominant micrarfice
methodology in India. A group of people preferab$/to 20
individuals belonging to a community having the sasocial
and economic background voluntarily constitute gneup.
They pool their savings for the benefit of all mearsof the
groups. Savings of some fixed amount is collecegularly,
say daily or weekly. The same collected savings ttie
form of loan when any member in the group is incheé
money. SHGs can avail of external finance by MRrIbanks
which increases the resources available to thepgrou

Vaidakthya-2016
its policy significance. According to Malhotra, Stér and

sdffoender (2002), although empowerment has beenifident

as a primary development goal, neither the WorldiBaor

any other major development agency has developed a
rigorous method for measuring and tracking changésvels

of empowerment.

C. Women Empowerment

It is estimated that 1.3 billion people live in ahge
poverty around the globe, out of which 70 percerd a
women. These impoverished women are deprived bfsitp
live with dignity, opportunities of livelihood arttheir voices
are unheard. The World Bank defines empowermetithas

Robinson (2001) gives a very credible definition oprocess of increasing the capacity of individualgmups to

microfinance. According to him, “Microfinance regerto
small scale financial services for both credit aegosit-that
are provided to people who farm or fish or herderape
small or
recycled, repaired or traded; provide serviceskwor wages
or commissions; gain income from renting out sraatiount
of land, vehicle, draft animals, or machinery apol¢; and to
other individuals and local groups in developingimies in
both rural and urban areas”. The “Microfinance” kiag is

implemented and executed through groups comprisifiSAP),

individuals. The groups are formed either in jdiability or
co-obligation mode. Some salient features of MF are
1.Group plays an important role
monitoring and recovery.

2.Savings/ thrift are given top most priority. Saviogmes
first and is followed by credit.

3.Credit is linked with savings/thrift

4. Zero subsidies.

Poor people always save some little amount outhefrt
income in informal ways. They invest in assets saglgold,
jewellery, domestic animals, building materialsdahings
that can be easily exchanged for cash. Most oftithes
these mobilized savings are not invested in proderct
activities. Here comes the role of micro finance.

B. Empowerment

Empowerment implies expansion of assets
capabilities of people to influence control and dhol
accountable institution that affects their livesdild Bank
Resource Book). Empowerments is the process ofliegadr
authorizing an individual to think, behave, takdi@t and
control work in an autonomous way. It is the statéeelings
of self-empowered to take control of one’s own uhgstlt
includes both controls over resources (Physicalméiy
Intellectual and Financial) and over ideology (BElivalues
and attitudes) (Batliwala, 1994). Empowerment tyea
means increasing the capacity of individuals orugsoto
make effective development and life choices antdainsform
these choices into desired actions and outcomes by
nature a process and/or outcome.

One major point of debate with regard to empowetnits

make choices and to transform those choices ingirete
actions and outcomes. Socio economic developmeinpf
community is largely decided by how empowered women

microenterprises where goods are produceate. How to bring women into the mainstream of oral

development has been a major concern of governriiéuet.
ministry of rural development has special programanel
allocated funds for women empowerment. The schdikes
Swarnagayanti Grameen Swarazgar Yojona (SGSY)rdndi
Awas Yojona (IAJ), National Social Assistance Pesgme
Restructured Rural Sanitation Programme,
Accelerated Rural Water Supply programme (ARWSP,
Integrated Rural Development Programme (IRDP),

in credit appraisaDevelopment of Women and Children in Rural Areas

(DWCRA) and the Jowahar Rozgar Yojana (JRY) have
special components to empower women. The goverhafen
India recently launched schemes, viz EShakti, d@dyshini
Programme, Rajiv. Gandhi Mahila Vikas Pariyojana
(RGMVP) for exclusive development of SHGs.

This paper puts forward how micro finance has rabi
extensive recognition as a strategy for multifadete
empowerment of women. This paper seeks to exanhee t
impact of Micro finance with respect to povertyeaition,
financial security and socioeconomic empowermentuodl
women and challenges to accomplish the same. Amtaff
also made to suggest the ways to increase women
empowerment.

and

WOMEN EMPOWERMENTAND MICRO FINANCE : DIFFERENT
PERSPECTIVES

Microfinance is an initiative to provide accesdit@ncial
and non-financial services to unsalaried peopleemple who
live in poverty. In developing countries like Indiawave is
created to bring up women entrepreneurs and make take
active participation in development process of toentry.
Microfinance is a powerful tool to self-empower tpeor
people especially women at world level and esplgcial
developing countries. The problem of women’s agdes
credit was given particular emphasis at the fink¢rnational
Women's Conference in Mexico in 1975 as part of the
emerging awareness of the importance of women’s

measurement. Measurement becomes important becduseproductive role both for national economies, andfomen’s
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rights. As aftermath of this conference Women'srio women who were very poor before entering the pnogna
Banking network was set up to encourage the cpeditision have started an economic activity with a loan aadehbuilt
to women. Many women’s organizations were set up tap savings and thus enjoy financial freedom.
promote the slogan, “savings and credit: a wayntrease
women’s incomes and bring them together to addgessler When a woman joins SHG, she also begins the prookss
issues”. The micro finance evolution started in Q9% capitalisation in her life. Capitalization is unsierod as the
Bangladesh became broader and broader by mid d¥s198process of formation of capital towards sustairigbihnd
From the mid-1980s there was a mushrooming of donagrowth, at the level of the individual as well agtee level of
government and NGO-sponsored credit programmesén tthe household. Usually when she joins SHG, it is first
wake of the 1985 Nairobi women’s conference (Mayowexposure to (formal) banking. She is usually alyeiadca debt
1995a). With the passage of time microfinance be&cam trap and hence has to first redeem her debts béfdtding
means to come out of poverty and women empowerimgnt up her capital base through savings and then loahs.

positively influencing women’s decision making powat
household level. By the end of 2000, microfinaneevises
had reached over 79 million of the poorest of tharlav It
has a long way to go in provision of financial andn
financial resources to women for the increased eihg of
their family and community.

Financial services ‘Women's repayment and.
premiums

! il

1 financial menagement

Increased staus and
changing roles

Fig.1 Microfinance and Women'’s Empowerment: DifferBerspectives.

The different areas of women empowerment as showhe
Figure 1 includes increasémtome fromwomen’sactivities,

increasedonfidence andkills power to challengend change
genderrelations women’s networks andmobility, women'’s
and children’s well-being, increased control ovacame,
assets and resources, increased access to mgrkeesty
reduction, increased nutrition, health, literacyl d&vappiness.
These parameters of empowerment are are discussed h

A. Economic Empowerment Perspective

Hunt and Kasynathan (2002) describes that microfiea

programs for women have positive impact on econom

growth by improving women income generating adteit
Increased access to microfinance services by waraeread
to their economic empowerment. Women take full artipl

charge of household financial management which lesab

them to access significant amounts of money inrtbain
right for the first time. This capacitates womergtt started

with their own new economic activities or expance th

existing activities. This income generation acivihelps
women to acquire assets or raise their status irsdtmld
economic. Increased participation in economic & may
raise women’s status and dignity in society. Wittreased
status it becomes easier to get access to furithende and
supportive services to expand their business horis&mme
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moment she starts saving, she builds up an asesetqweriod
of time, which ultimately helps her in either stagtup a new
enterprise or upgrading her existing one, or to tnfieture
consumption expenditures.

NABARD conducts financial literacy programmes aguiar
intervals to enable the Women SHGs to make betoiide
resources available to them for their all roundedeyment.
The SHG-Bank Linkage Programme was given a renewed
thrust with the launch of SHG-2 by NABARD. The facof
SHG-2 is on voluntary savings, cash credit as demex
mode of lending, scope for multiple borrowings bKMG
members in keeping with repaying capacity, avetnogaeet
higher credit requirements for livelihood creation.

TABLE 2
Progress in implementation of Women Self Help Group
(WSHG) Scheme

Total no. of
WSHGs WSHGs
WSHGs . )
. sanctioned savings (_:red|t
Period linked linked
to the . .
anchor (Rs.in (Rs.in
Lakhs) lakhs)
agency
September 2015 203847 176655 88990
June 2015 202847 171721 84439
March 2015 201447 168662 82332
December 2014 209097 200865 93812
September 2014 201647 186790 6998
June 2014 197417 157372 55106
icMarch 2014 196433 149820 50875
December 2013 184183 113042 23451
March 2013 134275 50001 11106
(Source:.www.nabard.ory

As mentioned in above table, the enormous increasetal
number of WSHG sanctioned, WSHG savings linked and
WSHG credit linked is clear indication of economic
empowerment of women through SHG in the last 3 gear
The three indicators have increased by 51.82%, 2%3.8nd
701.28% respectively. When the availability of ctedi
increases, women make sincere effort to augmergatiegs



amount and be financially strong and less affedigdany
monetary crisis.

Women workers, especially those in the informat@ebave
been largely bypassed by the formal banking irt#bits.
However, they are economically active, and havdiris
expenditure patterns, depending upon their tradevark,
their family situation and their socio -economicnddions.
SEWA Bank has brought about remarkable changelpinge
on an intimate knowledge of its client's expenditpatterns,
in order to develop appropriate products and sesvic
Accordingly, the experience of SEWA Bank over thst130
years has resulted in 3 main products to broadlgtriese
different financial needs. The customized and imtive
financial products like micro insurance and micrengion
reduce the women'’s financial risk and burden also.

B. Household Well Being Perspective

Increasing women’s access to microfinance can &z@e
household well being when women use microfinance
services for the activities of other household mersbfor
example husbands or children. Sometimes women ate
directly engaged in income generating activitiest &ct as
intermediary between mobilisation of savings andvfgion
of credit. This gives opportunity for women to apla more
active role in intra-household decision-making. Mém as
member of micro finance community will be benefittby
increasing expenditure on children’s nutrition atlication,
particularly for girls. Women are most likely tmviest
additional earnings in the health and nutritionalters of the
household and in children’s education. This meédwas the
targeting of women has a wider positive impact bitdcand
household poverty reduction, measured in termsutrdtion,
consumption and well-being.
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Women's increased economic activity coupled withieased
decision-making in the household can lead to wistarial
and political empowerment. When women make a greate
contribution to household well-being, the acceledat
confidence and sense of self worth are the addutcomes.
The formation of support group, the increased dmnfce and
enhanced knowledge and skill can lead to improveus for
all women in a community. Women who were not pdrt o
SHG may be inspired by member women who gain reéspec
house and society to follow their path. This briresout
revolutionary and reformatory change in the society

The negative impacts of gender inequality on adical
productivity and investment are well documenteda®ten
and Bhanu 1999; World Bank 2006). The focus on wume
empowerment in the context of microfinance bringdight
the significance of gender relations in policy depenent
circles more prominently than ever before. Rolevofnen in
the development of today’s growing world can neber
forgotten. Micro finance reiterates the significaraf gender
equality in child and health related, economic autial
mobility decisions. MFI identifies opportunitiespristraints
and bottlenecks within industries and addresshalte with
needed attention and formulate strategies linkimgmen to
existing services and infrastructure, developingw ne
technology, and building information networks. Tligsan
effort to reduce the gender bias in labour market.

Gender equality is an essential component of ecénom
growth, enabling women to become more effectivenentic
actors (Klasen 2002). Some MFIs have developed eyend
awareness as integral part of their programmesitigd the
gender gap on aspects such as women’'s ownershgmf
control over assets, women holding custody of ineom
women gaining access to domestic and communitycoan

Rahman and Khandker show that Grameen Bank and BRAgher resources. Some also tie up with legal assons and

have been successful in expanding the opporturofieslf-

provide legal advice. Microfinance groups may take

employment for their members (A. Rahman and S. Rollective action to address gender inequalitiethiwi the

Khandker, 1994). Self employment generates a higttern
than wages (Hossain et al., 2000). Further, Raharah
Khandker’'s paper shows that labour-force participatates

community, including such issues as gender violeacd
local decision making. In the microfinance progragsmof

the Community Development Centre (CODEC) in

among women have increased compared with thosemf nBangladesh and the Cameroon Gatsby Trust (CGT),andn

members living in control villages. The latter oftdo not
have the necessary credits and other inputs tb whatheir
own enterprises. Finally, Hossain states that tleenbers’

women form single-sex groups, which then form pairt
mixed-sex federations. The organizational gendelicyo
supports women'’s equal representation in leaderahithe

careful choice of projects, cooperation with treffstand peer federation level. The separate discussion spacevémen
pressure also contribute to the successful fightirey has meant that issues such as domestic violenaejast
poverty. Presence of financial services helps toalru divorce can be raised. Women’s group leaders thesept
economy to grow and reduce the poverty. Accessaiking these cases for discussion at the mixed meetingh w
capital can substantially accelerate the adaptatfamodern support from programme staff.
agricultural technologies and production and thereb
improving the ability of the rural sector to mediet Holvoet (2005) finds that in direct bank-borroweinimal
subsistence need of the poor. It also helps toym®dhe credit, women do not gain much in terms of decisitaking
surplus in primary and intermediary products regghifor patterns. However, when loans are channelled throug
urban consumption, export, and avoid environmentalomen’s groups and are combined with more investriten
degradation (World Bank, 2003). social intermediation, substantial shifts in demismaking
patterns are observed. This involves a remarkabift &

C. Social and Political Empowerment Perspective norm-following and male decision- making to more
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bargaining and sole female decision-making. Shdsfithat
the effects are even more striking when women Haeen
members of a group for a longer period and espgaidien
greater emphasis has been
intermediation. Social group intermediation had ttar
gradually transformed groups into actors of loaatitutional
change.

CHALLENGES TO WOMEN EMPOWERMENT THROUGH
M ICROFINANCE

Empowerment of women through micro finance is amajed
by many factors. Just handing money to women avidgy
them access to financial assets and resourcessraanew
set of challenges for women, thus balancing theee&pce of
empowerment with the experience of extra burderab@er
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loans accrued to men and other household membaes, t

responsibility and accountability for repaying tlwans lay
with the woman client, which caused increased e

laid on genuine sociitess and dependency (Kabeer 1998; Goetz and G886
Rahman 1999; Todd 1996). As women take the extra

financial responsibility of repayment, they are cled to
borrow from other sources at higher interest rategay
back loans which eventually make them heavily indéblt
has also been argued that such loans hardly putiemoand
their households out of poverty (Fisher and Srig2xD2).

Kabeer (1998) found that many women continue tdsteg
land and productive assets in their husband’s nbevause
of inheritance laws. Even when women use loanstHeir
own activities, women'’s choice of activity and thigility to
increase their incomes by investing in producticéivities
are largely restricted by gender inequalities iceas to other,

1998; Mayoux 1998). The strong focus of women'supplementary resources for investment; respoitgihd

empowerment leads to dilution of
sustainability of MFIs, and which in turn forces MFo

efficiency andack of time due to maintenance of household and

psychological stress and ill health caused by ek

place less importance on women empowerment progesnmpurden. In a study of the relationship of economic
Many Impressive literatures clearly points out ¢hallenges empowerment to microfinance in West Bengal, Bai062
and gaps between the goals and the empowermenttigbte reports that among women who had taken out loams fo
of microfinance programmes that target women. Thesgcome-generating activities, only 5 per cent régihaving
challenges can be in economic, politico-organizetio total autonomous control over the money. Researshew
ideological and cultural in nature. that if social meetings are only about monetarpdaations,
women’s existing networks which were acting as sstre

Are the economic goals of efficiency and sustailitgbof  buster may come under serious strain.

MFIs are rationally compatible with the goals of
empowerment? Some people affirmatively say ‘yegabse
the repayments habits are better among women aydatte
co-operative. MFIs will have vivid idea of what wem
clients have and what they want and can offer ldhasare effective poverty alleviation and women empowernteot?
appropriate and sustainable. In the views and épex of Based on a comprehensive review of the extanttitee, we
Damian von Stauffenberg, founder and chairman afan identify key areas that can help to enhance the
MicroRate, the first rating agency to specialize ireffectiveness of microfinance as an anti-povertgrivention.
microfinance, “MFIs which concentrate exclusivelyn o
women may place ideological goals ahead of technich. Users of micro finance should be imparted thghou
competence. Whether this is true remains to be grdv knowledge on the market and potential profitabijlitiius
There are organizations such as the Self Employeth&’'s make the choice of business easy.
Association (SEWA) and Working Women’s Forum (India2. It is also important to accept the fact that Mkhfluence
(WWF) in India to take care of women’s right,on women’'s empowerment is exclusive to women amshat
empowerment. MFIs should concentrate more on itegry  be applied in a similar way to men who borrow. Wonaad
objective of financial sustainability. men may share the positive impacts of MF, but thgative

effect on women empowerment is entirely differaonf that
Another argument is that the donor agencies grand f of men. This is because of the gender inequalitiemen
taking into account the outreach and institutionalace in terms of social conditions such as patnalrculture.
sustainability  criteria. The women empowermen8. Special efforts are to be made to make diffecategories
programmes will question the financial sustainapitf MFIs  of women benefiting from. Women who are dependemt o
and availability of fund from donor agencies attastage. their husbands, and have limited skills are thstlbanefited
The incentive structures lead many MFIs to considexategory. In order to fulfil the objective of empenng
including programme elements intentionally empongtior women, institutions should first provide skills arget
women as ‘extras’ or ‘luxuries’ rather than as ategral part information on the existing lives and financial abpity of
of their programme design and goals. — Chestonkantth  these women.
2002 While there are certain studies showing tle#teb lives 4. The first task of a MFI is to ensure that therdls are
can be built by integrating microfinance programméth  provided with basic facilities. The first phaseloén should
programmes such as education and health (Dunfodd 20 go for improving their living condition which boastip the
Research conducted on perspectives of women loaalf confidence. After which MFI can grant loans $tarting
borrowers in Bangladesh has emphasized the negadjpect up small viable businesses.
of micro finance. Findings show that although tleadfits of
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The biggest question is how micro finance can balema
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5. Provide multipurpose loan or composite creditiftome to be taken and followed religiously. If governmeklFIs
generation, housing improvement and consumptiop@tp  and other service providers join their hands in gt
6. It is necessary to identify how culture intesaatith alleviation and women empowerment, it can be ong¢hef
microfinance. This will guarantee an effectivebest MF models other countries will be looking fard/ to
implementation of microcredit programmes. MFIs dHou borrowing from India.
come out with different programmes suiting diffareualture.
This requires a more comprehensive pre analysisultfire
much prior to designing the women empowerment
programmes.
7. Monitoring the end uses of loans should bengtireened.
8. The clients may be lost when a crisis preveonts people
from continuing payments. MF should start lookirigracro
insurance and pension as very important financiatpcts
like loan.
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Abstract The concept of entrepreneurship has a long historin
the business sector with major objective of creatio of value
through innovation, but now corporate awareness ahdat triple
bottom-line-profit, society and environment leads gganization
to long-term sustainability. Nowadays, corporate fifils its social
responsibility through CSR and by adopting environnental
friendly practices and processes. Apart from fulfiling its
traditional objective of profit making, corporate sets social and
environmental objective too. Social entrepreneurs se business
skills and knowledge to create enterprises that aomplish social
purposes. Social entrepreneurship has been widelyecognized
as a successful way that leads to significant chaggyin the social
and economic contexts for poor and marginalized grgps. Social
problems—health, education, economic, environmentaland
cultural are main area of concern for the social
entrepreneurship. They take innovative initiativesto build new
social arrangements through mobilized resources anbBusiness
principle in response to those social problems, rher than
profit. Social entrepreneurship is a way to catalye social
transformation rather than profit making. Mohammad Yunus
and Gramin Bank, Mr. V. Kurian and Amul, N. K. Chau dhari
and Jaipur rugs, and SKS micro-finance are few suassful
examples before us telling that how they took inititive to solve
social problems as their main objective along withprofit
making.

Keywords Social Entrepreneurship, Profit Making, CSR, Soail
Problems, Social Transformation.

INTRODUCTION

Social entrepreneurs are individuals with
solutions to society’s most pressing social prolsleffhey
are ambitious and persistent, tackling major sdasmles an
offering new ideas for wide-scale change.
entrepreneurs find what is not working and sohesfiloblem
by changing the system, spreading the solution,
persuading entire societies to move in differemeations.
Social entrepreneurs often seem to be possessetthelry
ideas, committing their lives to changing the dii@t of their
field. They are visionaries, but also realists, aarck
ultimately concerned with the practical implemeiatat of
their vision. Social entrepreneurs present usentdiy,
understandable, and ethical ideas that engage pvieked
support in order to maximize the number of citizére will
stand up, seize their idea, and implement it. Legdiocial
entrepreneurs are mass recruiters of local charejemm—
role models proving that citizens who channel tigas into
action can do almost anything. Social entreprenaipsly
business principles and leadership skills to addmescial
issues. They build mission-driven businesses aina¢

innowativ

solving social problems, direct their professioskills and
training toward helping people in need, or use rthei
entrepreneurial skills to found nonprofits that irseovative
business  models. Conventionakntrepreneurgypically
measure performance mofit, revenuesand increases

in stock pricesbut social entrepreneurs also take into account
a positive "return to society".

Social entrepreneurship typically attempts to ferth
broad social, cultural, and environmental goalsermft
associated with theoluntary sector. At times, profit also may
be a consideration for social enterprises, butasoan end in
itself, but rather as a means to further the samiatultural
goals of the organization. In the 2010s, social
entrepreneurship is facilitated by the use of Ithernet,
which helps people who are not geographically cietenho
share the same goals to collaborate to achievealsgoals
and facilitates the dissemination of information.
Governmental and non-governmental organizations of
various countries are working to improve the cdodié of
socially deprived population but lack of fund, mstre
effort, improper implementation and control and,
mishandling of limited fund are some major factmrde paid
heed to, to improve the condition of downtroddennéed
has arisen that well-being people from the soc#tgl new
breed of entrepreneurs should step forward to ifyesbcial
problems and their source; and thus form a commlerci
organization on principles of management and
entrepreneurship where they can earn profit alorith w
creating social change for a more sustainable gocie
Social entrepreneurs play the role of change aganthe

g social sector by:
Socia!

-Adopting a mission to create and sustain sociaievénot
a}just private value)

-Recognizing and relentlessly pursuing new oppdtiesito

serve that mission

-Engaging in a process of continuous innovatiompéation,

and learning

-Acting boldly without being limited by resourcesarmently

in hand

-Exhibiting heightened accountability to the consncies

served and for the outcomes created.

A. Entrepreneurship

The concept of entrepreneurship was first estadudisin
the 1700, and its meaning has further evolved svee. It is

g believed that one who starts a business is an etreur.
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Some economists believed that an entrepreneur éswimo
bears risk; some believed him to be an innovatoninEnt The word entrepreneurship is a mixed blessing. I@n t
management guru Peter Ducker views him as who lactuapositive side, it connotes a special, innate abiibtsense and
searches for change, responds to it, and explo#tage as an act on opportunity, combining out-of-the-box thimfgiwith a
opportunity. Entrepreneurship stimulates economiowmth, unique brand of determination to create or bringuab
generates employment and brings prosperity in Bociesomething new to the world. On the negative side,
Entrepreneurship means introducing new thingsnfirsand entrepreneurship is an ex posts term, becausepestieurial
business acumen to transform innovation into ecamomactivities require a passage of time before theie tmpact is
goods. It is the capacity and willingness to depelarganize evident. Interestingly, we don't call someone wihabibits all
and manage a business venture along with any ofsksin of the personal characteristics of an entrepreneur
order to make profit. In economics, entreprenegrshiopportunity sensing, out-of-the-box thinking, and
combined with land, labor, natural resource andtabpan determination — yet who failed miserably in hisher venture
produce profit. According to Business Dictionary,an entrepreneur; we call him or her a businesarfailEven
entrepreneurial spirit is characterized by innavatand risk someone like Bob Young, of Red Hat Software fanse, i
taking. In a simple form, anyone who can organimanage, called a “serial entrepreneur” only after his fissiccess; i.e.,
and assume risk of a business or enterprise istagpeeneur. all of his prior failures are dubbed the work ofsarial
entrepreneur only after the occurrence of his finstcess.
B. Social Entrepreneurship The problem wittex post definitions is that they tend to be ill
defined. It's simply harder to get your arms arowndat's
Social entrepreneurship means coming up with auvent unproven. An entrepreneur can certainly claim teobe, but
to bring about a desired social change while fowsdn without at least one notch on the belt, the satef@imed will
social problems.Social entrepreneurship is the attempt tdave a tough time persuading investors to place. Adtose
draw upon business techniques and private secmpaghes investors, in turn, must be willing to assume geeaisk as
to find solutions to social, cultural or environn@n they assess the credibility of would-be entreprenemnd the
problems. This concept may be applied to a variety opotential impact of formative ventures.
organizations with different sizes, aims, and legli&ocial
entrepreneurs are individuals with innovative dohg to Even with these considerations, we believe that
societies’ most pressing social problems. Theyaanbitious appropriating entrepreneurship for the term social
and persistent, tackling major social issues aferiofy new entrepreneurship requires wrestling with what weualty
ideas for wide scale change. mean by entrepreneurship. Is it simply alertness to
opportunity? Creativity? Determination? Althougleske and
other behavioural characteristics are part of tteeysand
WHY “SOCIAL " ENTREPRENEURSHIP certainly provide important clues for prospectiverdstors,
they are not the whole story. Such descriptorsats@ used to
Social entrepreneurs act as the change agented@ty describe inventors, artists, corporate executiees other
seizing opportunities others miss to improve systeimvent societal actors. Like most students of entreprestepy we
new approaches, and create solutions to changetgdor begin with French economist Jean-Baptiste Say, inhihe
the better. While a business entrepreneur mightitere early 19th century described the entrepreneur as veimo
entirely new industries, a social entrepreneur P& “shifts economic resources out of an area of loavet into an
innovative solutions to social problems and theplements area of higher productivity and greater yield,” ritsy

them on a large scale. expanding the literal translation from the Frentne who
. undertakes,” to encompass the concept of valueticrea
C. History Writing a century later, Austrian economist Joseph

Schumpeter built upon this basic concept of valuation,

Any definition of the term “social entrepreneurshipust  contributing what is arguably the most influeniidgéa about
start with the word “entrepreneurship.” The wordc¢®&l”  entrepreneurship. Schumpeter identified in the egmemeur
simply modifies entrepreneurship. If entrepreneigrsloesn’t  the force required to drive economic progress, @ibadich
have a clear meaning, then modifying it with soci@in't  economies would become static, structurally imnipéd,
accomplish  much, either.The concept and term socighd subject to decay. Enter the Unternehmer, Schterip
entrepreneurship has been tossed around sinced8@s.11t  entrepreneurial  spirit, who identifies a commercial
was even popular in the ‘80s and ‘90s when soméhef opportunity — whether a material, product, servia,
greatest social entrepreneurs of all time were wmgrlon pusiness — and organizes a venture to implement it.
their social ventures to address timely issues aschlack of Successful entrepreneurship, he argues, sets ofhain
financial self-sufficiency in Bangladesh and redgci reaction, encouraging other entrepreneurs to éexpbn and
environmental impact of cleaning products in theitéth ultimately propagate the innovation to the point'akative
States. The twenty-first century also saw the obeyreat destruction,” a state at which the new venture afidits
social entrepreneurs aiming to encourage literpay,shoes related ventures effectively render existing prasluservices,
on the feet of millions of children, and give sigbtthose in and business models obsolete.
need.
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Despite casting the dramatis personae in heroimster powerful Investors.
Schumpeter’'s analysis grounds entrepreneurshipinwith
system, ascribing to the entrepreneur’s role admiaal E. Awards
impact, both disruptive and generative. Schumpstes the
entrepreneur as an agent of change within the darge The Tech Awards recognize winners in six categories
economy. Peter Drucker, on the other hand, doesseet each category, there are two winners. One willeiner
entrepreneurs as necessarily agents of changeehassbut $75,000 and the other $25,000. This will be annednat a
rather as canny and committed exploiters of changgala on November 15, 2012. David Whitman, Vice
According to Drucker, “the entrepreneur always sees for President, visited with me about the event. Thiecsen
change, responds to it, and exploits it as an dppity,”a process is completely independent and the prize egon
premise picked up by Israel Kirzner, who identifieguarantees the attention of the participants. Tingrenment
“alertness” as the entrepreneur’s most critical litgbi Award was given to Arup K. Sen Gupta for his tedbgg
Regardless of whether they cast the entrepreneum asthat will transform arsenic-poisoned water intoesmonomic
breakthrough innovator or an early exploiter, thgsr opportunity for 200 million affected people in Soeast Asia
universally associate entrepreneurship with oppistu and to Lehr, Inc. for their patented propane outthaaotor
Entrepreneurs are believed to have an exceptidviiyato  that will eliminate marine fuel spills and reduceethyl-
see and seize upon new opportunities, the commitiaueth mercury-causing particulate emissions by up to &@ent.
drive required to pursue them, and an unflinchirigingnese
to bear the inherent risks. The MicrosoftEducationAward was given to Literacy
Bridgefor their low cost audio book used to provide basi
Building from this theoretical base, we believe tthahealth and agricultural training to the world’s pest people
entrepreneurship describes the combination of d@egbrin  with locally produced content and to Teach Al their
which an opportunity is situated, a set of personaluccessful efforts to really educate people glgbalbout
characteristics required to identify and pursue s thiAlDS, even in places that ban sex education. Thendé¢me
opportunity, and the creation of a particular outeo To M. Swanson Young Innovator Award went to Angaza
explore and illustrate our definition of entreprership, we Designfor their technology allowing off-the-grid Africarnto
will take a close look at a few contemporary Amanc pre-pay for clean solar power at prices lower tkarpsene
entrepreneurs: Steve Jobs and Steve Wozniak of eAprind to Safe Agua Peru for their work in developimater
Computer, Pierre Omidyar and Jeff Skoll of eBaynAmd conservation and improved sanitation in the Cermrdé
Mike Moore of Snugli, and Fred Smith of FedEXx. slum outside LimaNov 21, 2013.

D. Indian Scenario March 2016: The Nokia Health Award went to Bio Lite for their
efficient, pollution-reducing indoor cooking stowkat can
NDTV Prime has launched “the real deal’, a telensi significantly reduce the estimated 2 million anndaaths
show and 360 degree media property on impact imgeand related to indoor wood stove cooking and to Embface
social entrepreneurship. From waste managers, sskitheir low cost baby warmer that could help savedneds of
development, financial and meal visionaries to fmsnand thousands of pre-term babies every year. Nov 12,20he
health care managers, the contestants will fightitin a set Flextronics Economic Development Award was given
of innovative challenges that will test skills régal to be a to Grameen Foundation USA for their training witmagl
social entrepreneur. These include empathy, resiie farmers in Uganda, allowing them to significanttyciease
resourcefulness, ethics, partnering, leadershipllinge yields and profits and to Pamela C. Ronald, Davigchll
bartering and networking. and KenongXu for their flood-resistant rice thaglgls three

to five times as much as conventional strains vtaihg
The real deal will find feature and fund the coyisttbest floods.Jul 22, 2015.

social entrepreneurs. Amarsing, CEO Founder Clogstél;

Audrey Selian, Director, Artha Initiative; Jayesfaré’kh, The Sustainable Energy Award goes to Eco-Fuel
Managing Partner at Jungle Ventures; Radha KapoQtfrica for their technology that allows for the a@msion of
Founder and Director of the Indian School of desagnd agricultural and municipal waste into fuel and ifizr,
innovation; and Kartik Desai, Principal, Asha Impaue the reducing po”ution and improving food Supp|ies aO(Simpa
Judges for this event. In order for India to reheh potential Networks for their technology allowing for off-thygrid

our brilliant social Entrepreneurs need to readirshand for Indians to access clean solar power using a paypasgo
that they need investment with real money. Thiswsh® pricing model.feb 22, 2016.

about struggle and triumph and winning the ultimeésl
which not only benefits a single entrepreneur ahdirt £ Trajts of Social Entrepreneurship:
enterprise but potentially, the entire country leh@he Real

Deal”. These “for profit” social enterprises alsonk towards Try to shrug off the constraints of ideology oraiiiine
long term social impact. NDTV Prime is proud to ®av|gentify and apply practical solutions to sociablpiems,
incubated and given form to an idea that celebnatesotes combining innovation, resourcefulness, and

and put social entrepreneurs on the same platfoith Wopportunity. Innovate by finding a new product, awne
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service, or a new approach to a social problEotus-first

and foremost-on social value creation and, in Hpatit, are
willing to share their innovations and insights fithers to (i
replicate.Jump in before ensuring they are fully resourced.
Have an unwavering belief in everyone’s innate cdpa [2]
often regardless of education, to contribute megfity to
economic and social development. Show a dogge%]
determination that pushes them to take risks tlhers
wouldn’t dare Balance their passion for change with a zeal to
measure and monitor their impaklave a great deal to teach [4]
change makers in other sectors. Display a heaftipaiience
(e.g., they don’t do well in bureaucracies, whi@n aaise [5]
succession issues as their organizations grow—amdsa
inevitably become more bureaucratién unwavering belief  [6]
in the innate capacity of all people to contriboteaningfully

to economic and social developmeAt.driving passion to 7]
make that happen. A healthy impatience. Social
Entrepreneurs cannot sit back and wait for chandsappen

— they are the change drivers. (8l

CONCLUSION [9]

The field of social entrepreneurship is quickly deéng
established, and supporting organizations have gadetbut

10
the true potential of the movement has hardly bapped. ol
When we combine the efficiency and innovation o$ibass
with the compassion and insight of charity, theutess a  [11]

powerful new way to fight poverty, hunger, illnessnd
inequality. Social entrepreneurship signals theerafive to
drive social change, and it is that potential pgywith its
lasting, transformational benefit to society, thats the field
and its practitioners apart.
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Abstract Organizational Citizenship Behaviour (OCB) is
discretionary behaviour that is not part of an empbyee’s formal
job requirement, but it is that which promotes the effective
functioning of the organization.. The purpose of tis study was
to identify the Organizational citizenship behaviou. This study

was conducted in Arts and Sciences colleges in Paclterry and

for this purpose 200 teaching staffs from Arts andSciences
colleges in Pondicherry were taken as sample. Fimtjs of this
study is Organizational citizenship behaviours oféaching staffs
are low. According to the obtained results from thé study, some
suggestions are presented, Organizing activities |\idh

consolidate organizational integration, taking preautions for

achievement, declaring the expectations for successand

creating an organizational culture can develop thecitizenship

behaviours of teaching staffs.

Keywords Organizational Citizenship Behaviour, Arts and
Science Colleges in Pondicherry, Teaching Staffs

INTRODUCTION

between OCB and sales performance on an individasis
given the impact such a finding could ultimatelwé&an an
organization’s ability to encourage certain behaxgo The
literature on various types of citizenship behavidsi revied
here.

A. Helping behaviour:
Helping behaviour has been identified as an importa
form of citizenship behaviour by virtually everyomdno has
worked in this area (cf. Borman & Motowidlo, 199397;
George & Brief, 1992). Conceptually, helping beloavi
involves voluntarily helping others with, or pretieg the
occurrence of, workrelated problems. The first paErtthis
definition (helping others with work-related profis)
includes Organ’s altruism, peacemaking, and chaeirg
dimensions. The second part of the definition cagstunotion
of courtesy, which involves helping others by taksteps to
prevent the creation of problems for coworkers. Eicgl
research has generally confirmed the fact thatglthese

This study is about the organizational citizenshiparious forms of helping behaviour load on a sirfgtgor.

behaviour and how the teaching staffs of Arts anti®e
Colleges in Pondicherry, and as their attachmentafod
identification with their Colleges. Where Organinatl
citizenship behaviour is performed voluntarily wath

B. Sportsmanship
Sportsmanship is a form of citizenship behavioat tas
received much less attention in the literature. &@rdnas

external rewards .This paper is organized as fdlowdefined sportsmanship as “a willingness to tolergte

Introduction to organizational
application of this study among the teaching staffsArts
and Science Colleges in Pondicherry.

A. Organizational citizenship behaviour

Organizational citizenship behaviours
employee work behaviours such as helping othessjirgi
late or working weekends, performing at levels teateed
enforceable  standards, tolerating  impositions
inconveniences on the job, and being actively iwedlin
company affairs (Organ, 1988).

REVIEW OF LITERATURE

agonstruct.

citizenship  behaviou inevitable inconveniences and impositions of worithout
complaining.” However, his definition seems sometwha

narrower than the label of this construct would lynp

C. Organizational loyalty:
Organizational loyalty consists of loyal boosterismd

(OCBs) arerganizational loyalty, spreading goodwill and jciing the

organization (George & Brief, 1992), and the enihgs
supporting, and defending organizational
Essentially, organizational loyalty dsta
promoting the organization to outsiders, protectiagd
defending it against external threats, and
committed to it even under adverse conditions. ifreary
research by Moorman and Blakely (1995) has indic#ibat
this dimension is distinct from several other forro

Organ (1988) considered OCB to be a cumulativeceffecitizenship behaviour, although a confirmatory éactnalysis

of the actions of individuals, and while in relevaasearch
OCB is measured on an individual basis, the cunwalat

in a follow-up study conducted by Blakely.

effect of individual OCB levels, which is thougletitepresent D. Organizational compliance:

organizational levels of OCB, has traditionally beke focus
of OCB research. This interpretation of OCB hasbsiglely

Organizational
research in the citizenship behaviour area. Thisedsion

objectives

remginin

compliance has a long tradition of

accepted and employed in research. However, thesebi® has been called generalized compliance. Organigtio
some value in considering the more direct relatigms
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obedience by Graham (1991) and following organizreti employees engage in to improve their knowledgdlsskind
rules and procedures by Borman (1993). This dineensiabilities. this might include “seeking out and taki
appears to capture a person’s internalization axweémance advantage of advanced training courses, keepingaabiof
of the organization's rules, regulations, and pdoces, the latest developments in one’s field and areagewen
which results in a scrupulous adherence to themn evhen learning a new set of skills so as to expand thgeaf one’s
no one observes or monitors compliance. The retisdrthis contributions to an organization.” Interestingly,elfs
behaviour is regarded as a form of citizenship bieha is development has not received any empirical confilonain
that even though everyone is expected to obey coynpathe citizenship behaviour literature. However, éed appear
regulations, rules, and procedures at all times,nymato be a discretionary form of employee behaviouat tis
employees simply do not. Therefore, an employee whamnceptually distinct from the other citizenshiphaeour
religiously obeys all rules and regulations, evdremwno one dimensions, and might be expected to improve orgdioinal
is watching, is regarded as an especially “goddeait” effectiveness through somewhat different mechanims

the other forms of citizenship behaviour.
E. Individual initiative:

Another dimension that several researchers have OBJECTIVES OF THE STUDY
identified as a form of citizenship behaviour islle > To study about the organizational citizenship
individual initiative. This form of OCB is extrade only in behaviour in Arts and Science Colleges in and afoun
the sense that it involves engaging in task-relataviours Pondicherry.
at a level that is so far beyond minimally required » To analyze the various factors influencing
generally expected levels that it takes on a valynflavor. Organizational Citizenship Behaviour
Such behaviours include voluntary acts of creatiand » To suggest some ways to improve the

innovation designed to improve one’s task or the Organizational Citizenship Behaviour
organization’s performance, persisting with extnghesiasm

and effort to accomplish one’s job, volunteeringtaée on , _TABLE1 ,

extra responsibilites, and encouraging others he t Questionnaire and Data Analysis

orge_mization to do the same. AII_ of these behadalare "cRITERIA SA A N D | sD
the idea that the employee is going “above and heythe
call of duty. This dimension is similar to Organ’s
conscientiousness and Blakely’s personal industnl @ Gffered ideas to improve thg 45 46 25 | 35| 29
individual initiative constructs making construaiv
suggestions construct, Motowidlo’s  persisting  wi
enthusiasm and volunteering to carry out task it/
constructs, Morrison and Phelps’ taking charge atkw| before requesting help from others
construct. (Borman & Motowidlo, 1993, 1997). Helping tendency towards the cp-65 50 35| 25| 25

hfunctioning of the Institutions
Initiative to identify and solve problem 30 70 40 10 | 50

workers

F. Civic virtue:

The next dimension is derived from Graham'’s disicuss
of the responsibilities that employees have asz#mis” of
an organization (Graham, 1991). Civic virtue reprgs a
macro-level interest in, or commitment to, the orgation
as a whole. This is shown by a willingness to paoite | Not taking extra breaks in their work 85 45 36 | 20| 14
actively in its governance (e.g., attend meetirggage in | timing
policy debates, express one’s opinion about whategy the Attendance at work is above the nofmt0 70 40 | 25| 25
organization ought to follow, etc.); to monitor it
environment for threats and opportunities (e.ggpkep with
changes in the industry that might affect the oizgtion); Attended functions which is nat 46 45 45 | 35| 29
and to look out for its best interests (e.g., répgrfire | required but improves the institution
hazards or suspicious activities, locking doors,)geven at | image
great personal cost. These behaviours reflect sop&r
recognition of being part of a larger whole in ga@me way
that citizens are members of a country and acchet |t
responsibilities which that entails. This dimensiwas been| Showing genuine concern  arld64 51 36 | 28| 29
referred to as civic virtue by Organ (1990). courtesy among staff members

Attending voluntary meeting 70 40 25 4 25

Obeying institutional rules when np 80 50 30 20 20

one is watching

S of the institutions

Proud to tell others that | am part pf50 65 25 | 35| 25

the institution

G. Self development:
The final dimension is self development. Based lo& t FINDINGS
work of Katz (1964), George and Brief (1992) idéed

developing oneself as a key dimension of citizemshiggo, of respondents agreed that they Offered ideas to
behaviour. Self-development includes voluntary beh&rs jnprove the functioning of the Institutions, 70% of
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respondents agreed that they Initiative to ideraifl solve CONCLUSIONS
problem before requesting help from others. 65% of
respondents strongly agreed that they helping t®ye Research on the topic of organizational citizenship
towards the co-workers is good. 70% of respondents aehaviours has dramatically increased over the gasade.
strongly agreed that they are Attending voluntariHowever, this rapid growth in research has resuitethe
meeting,.80% of respondents are strongly agreedtiiey development of several Problems, including the riedzktter
are Obeying institutional rules when no one is Watg understand the conceptual similarities and diffeesn
them. 85% of respondents are strongly agreed tlegt dhe between various forms of citizenship behaviour. EEand
Not taking extra breaks in their work timing.70% ofevery institution has to focus on the organizationa
respondents are agreed that the Attendance atiwathove citizenship behaviour of the betterment and effecti
the norm of the institutions.46% of respondentssdrengly functioning of the organization or institutions.
agreed that they are Attended functions whictotsrequired
but improves the institution image.65% of responslent
agreed that they are Proud to tell others that Hreypart of REFERENCES
the institution, 64% of respondents are stronglyeadrthat

they are Showing genuine concern and courtesy arstify [l Allen, T, Bamard, S., Rush, M., & Russell, J. (@D0Ratings of
organizational citizenship behaviour: Does the seumake a

members. difference? Human ResourceManagement Review, 197H.14.
[2] Barron, R. M., & Kenny, D. A. (1986). The moderatoediator
SUGGESTIONS AND RECOMMENDATIONS variable distinction in social psychology researdbonceptual,
strategic, and statistical consideration Jowrwa/Pefsonality and

; i ; Social Psychology, 57(6), 1173-1182.

Even.thqugh th_e.re is _Iow pos[tlve gttltude towartthe (8] Bolino, M. C, Tumley. W. H. & Bloodgood, J. M. (22D
Orgamzat'onal C't'zenSh'p behaviour in arts andersoe Citizenship behaviour and the creation of sociabiteh in

colleges in Pondicherry. But there is problem woirming the organizations. Academy of Management Review,2138%-522.
other work related activities in the institutionslelping  [4]  Bolino, M., & Tumley, W. (2003). Going the extralmiCultivating
tendency towards other staffs is moderately high, tBe and managing employee citizenship behaviour. Acgdesh

R . . . Management Executive, 77(3), 60-71.
institution has to improve the ways of improvingdan (5; podsakoff, P., MacKenzie, S., Moorman, R., & Fetier (1990).

providing the counselling programmes to improve the Transformational leader behaviours and their effem followers'
relationship among the staffs in the institutionsda trust in leader, satisfaction, and organizatioritienship behaviour.
organization has to recognize the staffs for tagiraordinary Leadership Quarterly, 1(2), 107-142.

performance in their work.
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The Employers Perspective on a Suggestive
Model of Low Cost Management Education for
Small and Medium Enterprise Management

Arun George Joseph
Department of Business Administration, Marian Caodléquttikkanam

ar un. geor ge@rar

Abstract- Management is the art and science of getting thgs
done through people. Management education is very uch
sought after these days by student, employees andhgoyers
alike. As businesses are going global, even localtrepreneurs
seek ways to expand their horizons vertically and drizontally.
In this light, role of people with managerial skils are crucial.
They make men, machine and money multiply. Two majo
challenges in the field of management education that, quality
education is very much expensive, and there existslot of entry
barriers like entrance tests, interviews, group disussion etc.
Though there are executive postgraduate programs in
management, they are mostly taken up by professiolsa in
higher management cadres. The distance education u® of
management education is having quality issues, sudigts are
generalized, and enrolment to graduation rate is par. The
courses are mostly designed in such a way to sugquirements
of large firms. The job profile of management gradates passing
out from lower ranked institutes, are less charmingand less
paid. The gap between theory and practice in manageent
education is huge. On the other hand, we can seeatha lot of
firms employ people with good managerial skills and
commitment to work, even though they might lack informal
management education. When people with good managar
skills, take up the charge, there is significant cinge in the
performance of the organization. The informal disassion with
various employers shows that, if during the initialyears, these
junior managers are trained well, they can delivergreat results.
Polishing managerial skills can give value addition for
employees and employers alike. Employees get morpliftment
and employers could get best results. This studyesns from the
observation that the researcher has made, across gtoups of
students in the degree classroom for undergraduate
management program. Group learning and ICT enabled,
particularly smart phone based learning has lead taignificant
improvement of managerial subject knowledge and pretice
among the group of students, especially among theeds
privileged. Even weak students could learn bettein less time
and more interest in the subject were created. Thetarted
taking up more initiatives and with better efficiercy. The cost
involved was too minimal, but results were very eéctive. This
model can be replicated in universities and organational
trainings alike. This study intends to seek the enipyers
perspective, with regards to the perceived outcomef giving a
low cost, group based, ICT enabled, tailor made, rpctical
management education for the value addition to eximg and
new employees of junior management grades. Rathetan
traditional lecturing , the education model focuseson local
industry specific case studies, expert sharing, go$kill training,
visit to industries, social media based shared edation, video
classes, simulation, role-play, skill sharing etcPrimary data
collection is made in the form of questionnaires fsim local
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employers of 20 various sectors. Knowing the empleys needs
will help to make tailor made course so that the $mlars get
exactly what is required. Thus, this study checks tat should be
the outcomes that managerial skills education shodldeliver,
when imparted to all sections of the society at aoWw cost and
high performance guarantee.

Keywords- Enterprise Management, Role of Technology,

Contemporary Issues and challenges in Enterprise
Management, Small and Medium  Enterprise
Management

INTRODUCTION

Management is the art of knowing what you want ¢o d
and seeing that it is done in the best possibleneran F.W
Taylor. As there is no universally accepted defnitfor
management, it is difficult to define it. But a gim
traditional definition, defines it as the "art oétgng things
done by others". This definition brings in two ekams
namely accomplishment of objectives, and directibgroup
activities towards the goal. The weakness of tkfindion is
that firstly it uses the word "art", whereas mamagast is not
merely an art, but it is both art and science. 8dlg the
definition does not state the various functionsaahanager
clearly.

A more elaborate definition given by George R. Yerr
defines management as a process "consisting ohipign
organizing, actuating and controlling, performediétermine
and accomplish the objectives by the use of peapié
resources." Firstly it considers management asracgss"
i.e. a systematic way of doing things. Secondistates four
management activities: Planning, organizing, agtgatand
controlling. Planning is thinking of actions in adhce.
Organizing is coordination of the human and materia
resources of an organization. Actuating is motomatand
direction of subordinates. Controlling means therpt to
ensure no deviation from the norm or plan. Thirdlgtates
that manager uses people and other resourcesx&mpée a
manager who wants to increase the sales, mightaryonly
to increase the sales force, but also to incredsertising
budget. And fourthly, it states that managemenblvaes the
act of achieving the organization's objectives.

Management education is very much sought afterethes
days by student, employees and employers alike. As
businesses are going global, even local entreprenseek
ways to expand their horizons vertically and hamizadly. In



this light, role of people with managerial skillseacrucial.
They make men, machine and money multiply. Mostes
are known by the name BBA, BBM, MBA, PGDM, PGF
etc.

Two major challenges in the field of managen
educaibn is that, quality education is very much expeeg
and there exists a lot of entry barriers like emte tests
interviews, group discussion etc.

Management is a much sougdfter field for Indians
Today, the best and brightest students want toy
management because it is a sure way to-paitl jobs with
great prospects for advancement. In 2008there were ove
102,000 students studying for a Masters of Busi
Administration or its equivalent. But are managetssmools
up to the challengef@roviding able recruits to compani
that need them the most?

The short answer is no. Many of the 2,000 or
management schools recognised by the All India Cibdior
Technical Education (AICTE) have minimal facultyost of
whom have little practicaéxperience in management &
who undertake little research of decent qualitysodla scar
250300 management schools allow themselves to be—
something that would make for easy assessr
Management schools should be at the apex of mareg
educaion, for older students with work experience, that
isn't so today.

Though there are executive postgraduate progran
management, they are mostly taken up by profedsidn:
higher management cadres. The distance educaticie 1ok
management educatids having quality issues, subjects
generalized, and enrolment to graduation rate isr.pdhe
courses are mostly designed in such a way to
requirements of large firms. The job profile of ragamen
graduates passing out from lower ranked intes, are less
charming and less paid. The gap between theoryeaxtice
in management education is huge.

On the other hand, we can see that a lot of firmpley
people with good managerial skills and commitmenivork,
even though they might lack inorfmal managemei
education. When people with good managerial skilke ug
the charge, there is significant change in thegoerédnce o
the organization. The informal discussion with ivas
employers shows that, if during the initial yedrsese juror
managers are trained well, they can deliver greatilts.
Polishing managerial skills can give value additifor
employees and employers alike. Employees get |
upliftment and employers could get best re:

This study stems from the observatioattthe researchi
has made, across 2 groups of students in the delpEsroon
for undergraduate management program. Group legarial
ICT enabled, particularly smart phone based legrhas leac
to significant improvement of managerial subjectwfedce
and practice among the group of students, espgcationg
the less privileged. Even weak students couldhléatter in
less time and more interest in the subject weratete They
started taking up more initiatives and with be#ficiency

The cosinvolved was too minimal, but results were v
effective. This model can be replicated in univ@si anc
organizational trainings alike. This study interidsseek the

51

Vaidakthya-2016
employers perspective, with regards to the perdedtgcome
of giving a low costgroup based, ICT enabled, tailor ma
practical management education for the value adito
existing and new employees of junior managemerdes

Rather than traditional lecturing , the educationdsi
focuses on local industry specific case stt, expert sharing,
soft skill training, visit to industries, social dia basec
shared education, video classes, simulation, rédg, skill
sharing etc.

Primary data collection is made in the form
guestionnaires from local employers of 20 varioastars.
Knowing the employers needs will help to make taiteade
course so that the scholars get exactly what igired, Thus
this study checks what should be the outcomes
managerial skills education should deliver, whepanted tc
all sections of th society at a low cost and high performa
guarantee.

Mobile phone users in IndiaA lot of studies are
happening on the growth of mobile phone usagedralriThe
number of mobile Internet users in India is progecto
double and cross the 300 millianark by 2017 from 15
million users at present, a new report by Intearat Mobile
Association of India (IAMAI) and consultancy firmRMG.

Though India has low Internet penetration at 1
compared with other developed and developing ectes
that have p to 90% penetration, the country has the -
largest Internet user base in the world, with mibran 30C
million users, of which more than 50% are mc-only
Internet users.

The number of mobile Internet users in India isestpd
to grow to 314 millim by the end of 2017 with a CAC
(compounded annual growth rate) of around 28% far
period 2013-2017, according to the report authored
Akhilesh Tuteja, partner and head of the technolegyical,
and Ashvin Vellody, partner, management consultiat
KPMG. This impressive growth would drive India tedome
one of the leading Internet markets in the worldhwhnore
than 50% of Internet user base being meonly Internet
users.

MOEBILE PHONE SUBSCRIBERS IN INDIA
(Figures in Million)

*hone Subscribers

Q32014 Q4 2014




The growth will be led by the government’s Digitatia
initiative, collaboration among mobile Internet ecosys
stakeholders and innovative content and serviceriaffs
from mobile-based services playerBigital India is ar
umbrella programme that encompasses providing rat
access to all by creating infrastruetpdelivering governmet
services on the Web and mobile phone promotingtali
literacy and increasing electronic manufacturingatality.

Mobile internet “SBI’

|n India (m mllllon)
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In the 201415 Union budget, the government commit
Rs500crore for building infrastructure, as per thetional
Rural Internet and Technology Mission, with
additionalRs.100crore for improving governance with th
aim to increase tele-density in rural arégse content as we
as service providers have emerged as importanéIstéders
for the growth of mobile Internet.

Meaningful and compelling content can be an imp
driver for enabling adoption of mobile Internet.adlitional
services like voice, SMS are gradually being repdady
mobile data services, said the report. Indian neobdnten
usage islominated by email, social networking, chat, ga
and news. While these categories gained populbataust
they fulfil multiple needs of consumers, the positisocial
and economic impact of the Internet is probably ifioéth

The report said mobile phes were being touted as ¢
of the greatest mediums of changike giving people
without a bank account access to financial serviaed
providing health services in rural areas. “The reluata
services would help to tackle key issues plaguitigcatiot,
health, finance, agriculture and governance indyidt said
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A screen shot of google playstore showing mobilgliegtions for
management education

On the consumer side, increase in smartphone pdiost
and increasing demand for Interesed services such as
chat, social media, video and music through the ila«
medium will accelerate growth in mobile Interneage

MOOC model A massive open online course (MOOC) i
model for delivering learning content online to apgrsor
who wants tdake a course, with no limit on attendal

A Small Private Online Course (SPOC) refers to raiva
of a MOOC (Massive Open Online Course) used looaiti
oncampus students. University of California Berke
Professor Armando Fox coined the word 013 to refer to a
localized instance of a MOOC course that was in inse
business-to-business context.

SPOCs support blended learning and flipped classi
learning, which variously combine online resourcasd
technology with personal engagement betv faculty and
students. Early research results point to improlesaning
and student outcomes using such appro..

When a SPOC is implemented at an institution, imceet
with students, faculty determines which featured aourse
content to utlize. Tis can include video lecture
assessments (with immediate feedback), interatzhe (with
immediate feedback) amtiscussion forun used in MOOCs.
Using MOOC technology allows the faculty to organtheir
time with students in different ways, such illowing more
time in class for projedbased work instead of gradi
assignments or preparing lectures. SPOCs have
analogized to “next generation textbooks,” by alloy
faculty to decide how to use some or all parthef$PO(In
a SPOC as in a MOO&tudents typically access interact
content at their own pace. Instructors set thein grading
scale.

SPOC model used currently by the researcher use

following methodology

« Shuffling students into various groups at ranc- New
groups, new leaders

» Facilitating group discussions and activit— academic,
extra curricular

e Sharing articles, mobile apps, news items, vid
advertisements, cases, interactive 3D charts, pialgs,



etc in class and in Virtual groups — social mediapdle

platform etc
* Mentoring and Facilitating for Individual and Group .

The results prove to be very great with increasetess
rate; more enthusiasm to take initiatives and npteeements
availed by students. The zeal for study and manageme
practice has significantly improved.

If this model is taken out of traditional classragnio .
existing managers practicing in companies, this feayefit
them as well.

The extension model proposed for the industry feitius
on facilitating role, rather than traditional leghg; the
education model will have the following features .
*  Grouping based on industry — one group at a time .
¢ One time meeting biweekly (3 hour in the evening)
* Local industry specific case studies — create aathl
e Expert sharing's — video conferencing, recorded
e Soft skill training
*  Visit to industries
e App based/social media based shared education
« Role play , Games
e Skill sharing ...

e Online evaluations - customized moodle/ mooc
« MCQ, case analysis

Sectors covered
Food production/ Bakery Book stall
Govt. Contractor Jewellery .

Grocery and provisions store Hotel/ Lodging

Fuel distribution Metal crusher

Steel and Cement Electrical goods

Event management Educational institution .
Rubber products Textiles

Wood based/ Furniture Medical/Clinic y
Electronics Automobile .
Banker/ Financiers Builders/ Developers

A pilot study was conducted among the employers in
Kottayam district Kerala to find out the perceivegtcomes
they wish from such an education model. One eagbierar .
from following sectors were interviewed. The stwdll help
to popularise management education and deliver more
benefits to industry and the society, especiallyhimse who
are deprived of conventional management educasiod, to
know the feasibility of developing an extension eation
program in management.

A questionnaire with 30 questions was asked toillsal f
in during the personal interview with the entreanrs

53

Vaidakthya-2016
M AJOR OBJECTIVES OF THE STUDY

To know the feasibility of developing an extension
education program in management for small and nmediu
enterprise management.

To know the employers attitude towards impartirigva
cost, ICT enabled management education.

To know the employers preferences, so as to knoat wh
the curriculum should contain.

LIMITATIONS
Itis only a pilot study
Done in a short time.
Respondents were mostly first/ second generatiamgo
entrepreneurs / employers (age 20-35) .
Small sample size of 20, and a Localised study.
As it is a new concept, the idea had to be expthimell
beforehand to the respondents

M AJOR FINDINGS

55% of the young managers are graduates

70% of them believes that Management training heps
improve employer-employee relationship

47% of employers believe that management education
helps in polishing management skills and rightadte in
employees. It can boost employee morale, improve
productivity, customer relations and help in expagd
business further

62% of respondents believe that it can reduce ereptoy
workload and the employees themselves will tralrers

in the organisation

65% respondents believe that Training practice tedp
employees in improving their career 85 % agrees that
Training method can develop team work and leadgrshi
skills

Most of them are ready to sponsor such a program as
they believe it can improve the industrial growth
altogether.

Major challenges is finding time and convincing
employees for such an education programme

Employers are fully convinced about the fruits of
training

But they need more assurance and clarity on hoauitd

be done

They feel that value addition for all stakeholderghe
most needed outcome

Polishing management skills can help the emplogees
things with more efficiency, and they will feel neor
uplifted

They don't fear that the employees may leave the
organisation after this. Even if it happens, they tlaappy
about making an employee grow personally



CONCLUSION

Education becomes useful when it is used for thdll
wellbeing of individuals and society. Managementthe 2]
science and art of getting things done through leeop
Management can be learned and made better by q@acti
Managers help in making use of the resources oftingety  [3]
in a very fruitful way. As technology is changinqida (4]
providing us new avenues to excel, this can be wetjused [5]
for imparting management training to youngsters.
Technologies like smart phone are drastically chapghe  [6]
world around us. The youngsters are very much glathe (]
virtual world, technology creates. This technolagy act as 8]
a double edged sword. Other than wasting time itiako
media, gaming etc, the technology can be used very
productively. If we can channelize their time amergy they
spend with modern technology, to practical and pctige
pursuits, it is then India is really going to gaiut of
technology. Practicing managers without formalntireg can
polish their skills to contribute better to soci@yartphone
based group model of management education
significantly reduce cost and time and can yieldhdexful
results to young managers, entrepreneurs, famitiesiety
and economy. More studies and researches needdoneein
this field to make it a successful extension model.

This model of group based, ICT enabled education ca
help in moulding 'screenagers' as 'intrapreneurs'.

can
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Abstract- In today’s era of internet proliferation, the prevalence
of online shopping has increased. The growing usé imternet in

India has created a basis for tremendous prospecfer online

retailers; knowledge of factors affecting consumerbuying

behavior can help retailers develop their marketingUse of
internet amongst youths has increased over the ped of time
and this has provided new prospect for online retéérs.
Research paper makes an attempt to study the impacof
demographic factors of online buying behaviour of guths
exclusively in Alappuzha. Factors taken into consieration for
the study are demographic factors like age, gendeeducation,
pocket money. And also other factors like internetfacility,

security of website, time delivery. Data collectedhrough the
guestionnaire and direct interview. Age group conslered is in
between 19-25. The Statistical tool taken for thmterpretation

purpose was factor analysis.

Key words- Online Shopping, Youths, Internet Security

INTRODUCTION

Internet has changed the way of businesses, comsu
communication, interact and consumer transactions
worldwide. On-line shopping is a recent phenomeimothe
field of E-Business and is definitely going to e future of
shopping in the world. Consumers especially youtins
playing an important role in online shopping. Thereasing
use of Internet by the younger generation in Iqdt@vides an
emerging prospect for online retailers. Most of tbenpanies
are running their on-line portals to sell their guots/services
on-line. Though online shopping is very common iolgs
India, its growth in Indian Market, which is a largand
strategic consumer market, is still not in linehnihe global
market. If online retailers know the factors affegtindian
youths’ buying behaviour, and the associations betwthese
factors and type of online buyers, then they carthéx
develop their marketing strategies to convert pidén
customers into active ones. The present reseapmr paakes
an attempt to study the impact of demographic factaf
online buying behavior of youths. Online shopplbehavior
(also called online buying behavior and
shopping/buying behavior) refers to the procegsunEhasing
products or services via the Internet. The processists of
five steps similar to those associated with traddi
shopping behavior (Liang and Lai, 2000). In theidsp
online shopping process, when potential consunasegnize
a need for some merchandise or service, they gthdo
Internet and search.
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Interne?

Although many studies examined various factorsctifig on
online shopping behavior independently, most ofnthe
isolated a few major factors, usually between thand six
factors (Chen, 2009). The drawback of ignoring séactors
is that the compound effects resulted from therautions
among the factors included in the research andethux
included are often ignored and missing, which tlaagls to
the findings to be lack of generalisability.

OBJECTIVES OF THE STUDY

To identify the factors affecting online shopping
amongst youths.

The study the effect of demographics on the factors
affecting online shopping amongst youths.

RESEARCH M ETHODOLOGY

The research design is primarily descriptive inurat
ample selection was judgmental in nature, as leatalata

mEom the population for this study was Youths ofgpuzha.

hose youths was considered who use online shopping
Sample size for this study was 100 was taken into
consideration. Primary data was collected by usiluged
end questionnaire. The current study utilizes a -non
probability sampling techniques that is convenience
sampling.

The demographic variables considered for the aisalys
are gender, age, Educational Background and poo&aty.
For the purpose of determining the factors affertthe
online shopping amongst youths Factor analysis was
conducted on the survey data using SPSS. The aalys
resulted into following factors : 1) Internet Fitgil 2) Ease
of Process, 3) Security of Website, 4) Timely Detiv

REVIEW OF LITERATURE

The studies are mainly about consumer behavior on
nline shopping( Menon and Kahn, (2002); Childersle
2001); Mathwick et al., (2001) concluded that @ali
shopping features can be either consumers’ pemeptdf
functional and utilitarian dimensions, like “easeuse” and
“usefulness”, or their perceptions of emotional dretionic
dimensions like “enjoyment by including both usliian and
hedonic dimensions, aspects from the informatimiesys or
technology literature, as well as the consumer ‘ieha
literature are integrated in our framework. (Bur&e al.,



(2002) In addition to these relevant online shoggdematures,
also exogenous factors are considered that modéhate
relationships between the core constructs of tu@dwork.
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Since the p value is 0.017 and is less than 0.G5,can
conclude that age and timely delivery does sigaifity
affect the online shopping amongst youths. Hencé nu

Sultan and Henrichs (2000)n his study concluded that hypothesis is rejected.

the consumer’s willingness to and preference fapédg the
Internet as his or her shopping medium was alsditipely
related to income, household size, and innovatisene
Vijay, Sai.T. & Balaji, M. S. (May 2009), revealed that
Consumers, all over the world, increasingly shitfrom the
crowded stores to the one-click online shoppingmfair
However,
shopping is far from being the most preferred foai

in spite of the convenience offered, amlin

B. Hypothesis 2

H2: There is no significant relationship among Gamd
internet facility, ease of process security of vilehgsimely
delivery

Since the p value is 0.024 and is less than 0.@5¢can
conclude gender and internet facility does sigaiiity affect

shopping in India. A survey among 150 internet siserthe online shopping amongst youths. Hence null thgsis is

including both users and non-users of online shuppivas
carried out to understand why some purchase onlimie
others do not. The results suggested that convemiand
saving of time drive Indian consumers to shop aliwhile
security and privacy concerns dissuade them froimgdeo.
Overall website quality of a web page is one of et
considerable factors that persuade online shop@hegrgill
and Chen (2005) recognized that
characteristics are the dominant factor which wrfices
consumer perception of online purchase decisionimgak
Ranganthan and Ganapathy (2002) identified thatindtion
content, design, security and privacy featureshefwebsite
influence purchase decision. The study reveals buate
variety of products are valued most by online-stewpp

rejected. Since the p value is 0.837 and is mae €05, we

can conclude that gender and ease of process dmes n

significantly affect the online shopping amongstuyrs.
Hence we can accept the null hypothesis. Since tredue is
0.655 and is more than 0.05, we can conclude #radey and
security of website does not significantly affebe tonline

shopping amongst youths. Hence we can accept the nu
web site desidrypothesis. Since the p value is 0.031 and istleess 0.05,

we can conclude that gender and timely deliverysdoe
significantly affect the online shopping among ywutHence
null hypothesis is rejected.

C. Hypothesis 3

followed by detailed product information and companH3: There is no significant relationship among ediomal

profile.
HYPOTHESES

H1: There is no significant relationship among Ageernet
facility, ease of process security of website, tintelivery
H2: There is no significant relationship among Gamd
internet facility, ease of process security of viehgimely
delivery

H3: There is no significant relationship among edional
background, internet facility, ease of process sgclof
website, timely delivery

H4: There is no significant relationship among petakoney,
internet facility, ease of process security of viehgimely
delivery

DATA ANALYSIS AND INTERPRETATION
A. Hypothesis 1

H1: There is no significant relationship among Agpgernet
facility, ease of process security of website, tindelivery.
Since the p value is 0.618 and is more than 0.@5¢can
conclude that age and internet facility does nghificantly
affect the online shopping amongst youths. Hencecame
accept the null hypothesis. Since the p value590and is
more than 0.05, we can conclude that age and égseaess
does not significantly affect the online shoppingoagst
youths. Hence we can accept the null hypothesieSihe p
value is 0.031 and is less than 0.05, we can cdedlat age
and security of website does significantly affeo¢ tonline
shopping amongst youths. Hence null hypothesigjected.
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background, internet facility, ease of process ©cLof
website, timely delivery

There is no significant relationship among
educational background, internet facility, ease pofcess
security of website, timely delivery. Since the plue is
0.041 and is less than 0.05, we can conclude thatagional
background and internet facility does significardlifect the
online shopping amongst youths. Hence null hypashées
rejected. Since the p value is 0.038 and is less €05, we
can conclude that educational background and gsgcafi
website does significantly affect the online shagpamongst
youths. Hence null hypothesis is rejected. Sineeptialue is
0.029 and is less than 0.05, we can conclude thatagional
background and timely delivery does significantffeet the
online shopping amongst youths. Hence null hypaghes
rejected.

D. Hypothesis 4
H4: There is no significant relationship among peiakoney,

internet facility, ease of process security of viehgimely
delivery

Since the p value is 0.512 and is more than 0.@5, w

can conclude that pocket money and internet fgdalites not
significantly affect the online shopping amongstuis.
Hence we can accept the null hypothesis. Since tredue is
0.022 and is less than 0.05, we can conclude thakgb
money and ease of process does significantly atffieconline
shopping amongst youths. Hence null hypothesigjected.
Since the p value is 0.661 and is more than 0.@G5,can
conclude that pocket money and security of welmkis not
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significantly affect the online shopping amongstutyts. CONCLUSION
Hence we can accept the null hypotheSiace the p value is
0.002 and is less than 0.05, we can conclude thekep
money and timely delivery does significantly affettte
online shopping amongst youths. Hence null hypashiss

rejected

The large numbers of studies have been conducted by
various research scholars and academicians ndtioaad
across the globe, exploring the factors that mégcabnline
buying behavior of various consumers. This reseammik is
an attempt to explore the factors that may affeetattitude
of consumers in Alappuzha towards online shoppifige
study was conducted by drawing a sample of 100
respondents.

FINDINGS

1: Age and internet facility does not significantjfect the
online shopping amongst youths.
2: Age and ease of process does not significaifgct the
online shopping amongst youths.
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Abstract— The retailer- manufacturer relationship is very
important to the success of an organization. Espetly in case of
organizations that are very much dependent on retéérs.

PDDPs’ 80% of products are sold through the retailes. Thus

retailers have a significant role in the sales of BPDP milk.

Therefore through the study PDDP wants to know the
satisfaction level of its retailers. Thus through his study the
following questions will be answered: What is the wrent

satisfaction level of retailers?, What are their egectations?,
What are the problems they face in the current markt?, To find

the answers to the above mentioned questions thesearcher
made a study on the important factors that affect etailer's

satisfaction like — marketing support, dealer margns,
perception on quality of products, price, logisticsand brand

image of the company

Relation, Brand

Keywords—Satisfaction, Retailer,

Image

Support,

INTRODUCTION

The demand for dairy products is still rising abdut
percent per year and the competition in the daidustry is
also increasing. In this competitive dairy maniathilers are
one of the important factors that determine thecess of a
dairy company. Because in the new market scenatailers
play the role of a “gatekeeper” within many produchains
connecting suppliers with consumers and vice veiSa.the
satisfaction of the retailers are very importantthe in the
dairy industry. PDDP is dairy company and the 80%t®f
products are sold through the retailers. Therefetailers are
very significant factor for the success of PDDP. this
research the researcher made an attempt to know DiteP
retailers satisfaction level and the areas thatdnée
concentrate to increase the satisfaction levehefétailers.

LITERATURE REVIEW

affective and other undiscovered psychological and
physiological dynamics. Analysing the definitionsf o
satisfaction, it is a relative concept and als@gdlin relation

to a standard. So when we are trying to definesfsation we
will get different definitions. That is why most dhe
researchers explain retailer satisfaction as aopatseeling
that retailers compare perceived quality perforreamdth
expectations.

The retailer is an intermediary in the marketingrofels.
They are the people who maintain contact with coresg
and the producer. They are the important connedtirkgin
the mechanism of marketing. In the new industsiatld the
role of the retailers grew since the 70's’ from ian@e
distributor to a partner (Zntez, Janz, Morsche®)= p.5.).
The transformation of market from a production nearto
customer demand market, the role of retailers ie
relationship between the producer and its finaltamers
gained significance. Through the use of new teamplike
scanner or computerized customer loyalty prograets the
retailers to obtain more information about the oostrs,
their needs, habits and preferences (Zntez, Jaorsdiett,
2005, p.5.). So it is said that the retailers kntveir
customers and have a greater influence on them.

The wishes, desires and preferences of its cuaadt
potential customers are nowadays the heart ofdtigtaes of
management and marketing (Schellhase, Hardock, énw
2000, pp. 106-121.). To have a long- term succdssa o
company, it is important in to have satisfied cowto.
Because of this reason, customer satisfaction becawore
popular in the researches. It is because of th@itapt more
detailed studies had conducted and also going stoeer
satisfaction. In between the study of the satigfacof the
channel members where neglected.

In all the satisfaction measurement the key quesiso

satisfaction, but no exact definition is found. €mshers
define the mind of retailers as the black box. Oaly

channel members. In survey of Schellhase, Hardobkyein
in the period from January to March 1995 identifitsh

observer can see what goes in and what comes outdbu factors that influence the satisfaction of the iteta. These

what happened inside. Satisfaction can result feomery
simple or a complex process. It involves extensivgnitive,

factors are contact person, package, selling priomst
corporation, product management, price policy, sale
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conditions, quality and flexibilittand conditions (Schellhas
Hardock, Ohlwein, 2000, pp. 106-121.).

In the study of PDDP retailers’ satisfaction levake
above mentioned ten factors are reduced to sinifador the
convenience of the study. The six factors are sup
delivery, promdion, image, packaging, and price. So in
study the researcher is studying the level of fation due
to these factors. The dependent variable of thelystis
Retailer Satisfaction and independent variablessapport,
delivery, promotion, brand iage, packaging and pri

OBJECTIVES
A. Primary Objective:
* To know the retailers satisfaction level of PDDHRkr
B. Secondary Objectives:

« To identify the retailer satisfaction factors whiche
significant to PDDP

e To understand the relationship betweenarketing

support,delivery of the product, brand image, pri

promotion and packaging on satisfaction level of Retaile

e To understand the problems faced by PDDP rete

e To suggest measures to improve retailer’'s satisfa

THEORETICAL FRAMEWORK

HYPOTHESIS

e H1: There is no relationship between retail
satisfaction and the PDDP’s marketing sup.

e H2: There is no relationship between retail
satisfaction and the delivery system of PL

e H3: There is no relationship between retail
satsfaction and the brand image of PC

e H4: There is no relationship between retail
satisfaction and promotional activities of PC

e H5: There is no relationship between retail

satisfaction and packaging of PDDP milk
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RESEARCH M ETHODOLOGY

Research ifollowing a descriptive. The main problem
which the research will focus is the analysis ofiter's
satisfaction level of PDDP and asking relevant tjoesaires
to the retailers of PDDP. The information needed tfee
study will be the retailer's safaction on selling PDD
products, an overview of the problem, situation @t sor
of problems the retailers faces regarding selliigPBDP
products. For this research, judging satisfactewel is done
by asking questions and doing survey on tltailers. Some
of the experiences and observations are also aspdepare
the questionnaire. For getting insight of the comypand its
services some feedbacks were obtained from exesutinc
the team members of PDDP. These areas which wi
focused m the research and by defining these problems ¢
important steps will be suggested to solve the e
situation to help the company for their managendecision

For measurement and scaling, I[-Comparative
technique is selected because each objdll be scaled
independently from other objects in the stimulust.teA
Likert Scale has been used for the measuremeracatithg.

To conduct the analysis, each statement is assigr
numerical score ranging from 1 to 5. So the pofrétmngly
agree $ 5, and strongly disagree is 1. Survey and obsenv
are the two basic methods for obtaining quantiéapvimary
data in descriptive research. Both of these methiedsire
some procedure for standardizing the -collection process
so that the databtained are internally consistent and car
analysed in a uniform and coherent man

Target population is the collection of elementbjects
that posses the information sought by the resemrahd
about which inferences are to be made. Populeof this
research could be the retailers of PDDP. The pdpuland
its attributes are elucidated as below

Element of population: An element is the object wl
which or from which the information is desired. Télement
of target population of the resehr study will be all the
retailers of PDDP.

Sampling Unit: A sample unit is an element thal
available for selection at some stage of the sangpdrocess
Sampling unit will be for identifying the elemerdsailable
for providing information. For thisesearch, the sampling
unit will be the PDDP retailers those who are imdkulum
district.

Extent: Extent refers to the geographical bound:
within which the research is conducted. Due totitme and
resource constraints the extent of the target lation of this
research is limited only to the PDDP retailers iakkanad,
Palarivattom and Aluva area.



Time: The time factor is the period under consitiera
for selecting the target population. The time fraroes
selecting target population and figuring the santplivas
begun on % November 2015 and ended on“Rovember
2015.

By considering all this factors and discussing witly
guide the sample size is considered to be arounetallers
from three different distributive areas of Ernakulu
Kakanad, Palarivattom and Aluva area are seleatedhis
because these areas have more retailers compareitheo
areas. | also found that the total numbers of legtliin these
areas are 55 and it is near to my sample size.h&ndactor
is that the supplies to these three areas are inpdaree
different teams’ staff. So these are will provideoegh
relevant information for the research.

ANALYSIS

TABLE 1
Total Retailers Satisfaction level of PDDP

VARIABLES N Mean
SATISFACTION 45 3.563
SUPPORT 45 3.9733
DELIVERY 45 4.0148
PROMOTION 45 3.2722
IMAGE 45 3.8278
PACKAGING 45 3.6389
PRICE 45 3.9037
TABLE 2

Multiple Regression analysis

Model Summary

Mod | R R Adjusted Sig.F Durbin-

el R? Change Watson

1 .799 | .638 .581 .000 2.130
a

a. Predictors: (Constant), PRICE, IMAGE, PACKAGINBELIVERY,
PROMOTION, SUPPORT
b. Dependent Variable: SATISFACTION

TABLE 3
Coefficient$
Model Unstand Stand t Sig.
ardized C ardized C
B Std. | Beta
error
(Constant) -480 | 1.097 -437 664
SUPPORT 315 .090 447 3.49p .001
DELIVERY 195 | .073 334 2.682] .011
PROMOTION | -.017 | .097 | -.019 -171]  .865
IMAGE 312 .094 .353 3.312| .002
PACKAGING | .037 .103 .038 .363 719
PRICE 187 | 204 | .093 919| 364
a. Dependent Variable: SATISFACTION
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Regression equation
Satisfaction = 0.447 *(Support System) + 0.334 fiicgay
system)+0.353*(image) + constant

INFERENCE Regression analysis model summary result
shows that the reliability is .799% and the R SquéB38%.
The coefficients result shows the significance leoé
different factors. The significance of delivery i601%,
delivery .011%, image .002%, price .364%, packagii§%d
and promotion .865%.

TABLE 5
Correlation analysis between satisfaction and diffefactors

&
—_ < o
5 . > Q z
< o o =y Q
[y o w o w b4
2} o > = o % S
= o ] @) < (@] Q
< o) w x s < o
n 0 [a) a = o o
c
59
o o iy R i~ d S
el "8 | 8| 2|8 |9
[a <) : : :
@)
R o o o ™ N <
] S =} < =] o} ©
25 e e «© Q ® ™~
wn ~
N 45 45 45 45 45 45 45
**  Correlation is significant at the 0.01 level -@iled). *.
Correlation is significant at the 0.05 level (2l¢d).

INFERENCE The correlation analysis tells the how much
each factor is related to the satisfaction of tilers. The
correlation level of support is .659%, delivery .984image
427%, packaging .021% , price -.046% and promotion -
.070%.

FINDINGS

A. Total Retailers Satisfaction level on PDDPhave given
seven questions for knowing the satisfaction orfeckht
factors. After the analysis we got 3.563% of satisfam out

of 5 on these questions. | have also asked growuestions

to each factors. The response to the group of ipumsstor the
satisfaction on support gave 3.9733%, distributicdd148%,
image 3.8278%, price 3.9037%, package 3.6389 and
promotion 3.2722%.

B. Multiple Regression analysifRegression analysis model
summary result shows that the reliability is .7998d the R
Square .638%. The coefficients results show theifgignce
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level of different factors. The significance of popt is CONCLUSION
.001%, delivery .011%, image .002%, price .364%, From the study it was observed that Support giwethb
packaging .719% and promotion .865%. The R squargevalorganisation to the retailers, effective delivetyight time in
tells that the 63.8% of retailer's satisfaction iplained by good condition and Brand Image of the product rgreater
these factors. The most significant factors amdrese are influence on Retailer satisfaction. These indeesteio the
support, delivery, image and price. Packaging awdnption  Retailer relationship management. The same is igigtield
are less significant. by the correlation analysis. From the regressiadysbne can
conclude support system had greatest influencellotha
C. Correlation analysis between satisfaction andeddht three factors. The most striking fact is that umldustomers
factors The correlation analysis tells the how much eactetailers are not allured by loud promotion, flaryot
factor is related to the satisfaction of the retml The packing or price.
correlation level of support is .659%, delivery .984image Consolidating the survey report with the interviéeld
427%, packaging .021%, price -.046% and promotion with the target group it can be inferred that thedpcct finds
.070%. Support, delivery, image, and packaging #&e tits place in store shelves as a complementary ptodine
positively correlated factors with retailer's sédistion. The study shows that the retailers’ satisfaction evehoait of
other factors like promotion and price are neg#&yive proper support system, efficient delivery systend &nand

correlated. image.
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Abstract Exchange rates play a vital role in international tade
and developments of economies. In this article weytto explore
the impact of macroeconomic factors of India on theexchange
rate movements. The major macroeconomic factors caidered
in the study are GDP, Interest rate, Inflation, Curent account
balance and Capital inflows. Macroeconomic factorsor the last
15 years are studied against the Exchange rate ofSD. An
attempt has been made to find the degree of corrdlan between
the exchange rate and its macroeconomic determinast

international trade are aware about exchange isks, they
may prefer to switch to domestic activities wherefigs are
relatively less uncertain rather than continuingding in
foreign markets. Alternatively, international tems may
attempt to use forward foreign exchange markewrder to
hedge against any possible losses.
The exchange rates can be fully consistent with

fundamental economic variables, such as relatiieegr and

Keywords — Exchange rate, GDP, Current account balance, macroeconomic policies, while still responding essieely to

Interest rate, Inflation and Capital inflows

INTRODUCTION

shocks to those variables before adjusting gragdallnew
long-term equilibrium levels.

Exchange Rate Fluctuation

Macroeconomic variables play a vital role in the According to Madura, J. (2006) and Rugman, M.A.,
economic development. There are many researche® beCollinson, S. & Hodgetts, R.M. (2006) fluctuatioirs the

conducted in association of macroeconomic variakléh

exchange rate. There are number of macroeconoroiorfa
such as inflation, interest rate, national incorcerrent
account balance, capital inflows and various gowenmt
interventions. Growth of an economy is closely tedawith

monetary stability, and stable monetary policydsemtial for
economic stability. If all the macroeconomic fundartals
are strong, then naturally exchange rate will kabibzed.
Basically it is the true reflection of how much auatry is
improving. So the major factors affecting the cooe rates
are identified through literature survey and theg laflation,

exchange rates are due to change in demand antly safpp
currencies. Fluctuation in exchange rate coulddumd with
the help of different macroeconomic factors thdecs the
demand and supply. When fluctuation occurs, the new
exchange rate is determined where demand and sop#Eys
together at an equilibrium level. On the other haBbda,
C.(2004) and Meese, R. (1990) after examining sdver
studies concluded that the economist is not ablked¢ognize
why exchange rate fluctuates. Ray, H. (2008) argined
there is a positive relationship between macroegonio
variables and exchange rate. The relationship isitipe

Interest rates, GDP, Current account balance anmpitaa when time factor is involved.

inflows.

According to Medura, J. (2006) common factors that

Currency fluctuations are simply the ongoing changesffect on demand and supply of currency are inftatiates,

between the relative values of the currency issoyedbne

national income growth rate, relative interest rabechange

country when compared to a different currency. €hesate expectations, government intervention, termsrare,

changes are something that occur every day andtéfie
relative rate of exchange between various currsnoie a
continual basis. In the era of globalization andaficial
liberalization, exchange rate plays an importanke rin
international trade and finance for a small opezneay like
India. This is because movements in exchange adfiest the
profitability of Multinationals and increase exclgan
exposure to enterprises and financial institutions.

India has witnessed recent episode of excessiwailityl
leading to sudden and sharp depreciation of IndRapee
against US Dollar. In 2011, the Indian Rupee bredcthe
46.0 Rupees per Dollar mark & reached up to 68.dgeRs
per Dollar in 2016, its all-time low rate againsbl@r.
International trade and investment decisions becamee
difficult due to volatile exchange rate becauseatility
increases exchange rate risk. If the participants
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political stability and public debt etc.

Exchange rate fluctuation or stability is the majoncern
which determines the quantum and direction of fprdrade
and commerce (F. Allen and D. Gale, 2004). Exchaage
fluctuation and its effect on the volume of intdfoaal trade
is an important subject for empirical investigati@fter the
adoption of floating exchange rate 1973. Exchang r
fluctuation is defined as the risk associated witipredicted
movements in exchange rate. Macroeconomic varisdulel
as interest rate, inflation rate, balance of paymsetax rate
etc. influence the exchange rate randomly. These
macroeconomic variables are unstable and volat¢ifeedding
on the state of the economy prevailing in theirntaes (E.
Kocenda and J. Valachy, 2006). In addition, incedasross
border currency flows due to foreign direct investhand
kervice like banking, insurance, education, tourcsmse the
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exchange rate fluctuate randomly. country borders in a specific time period. Thisudes value
The objective of this paper is to determine thatrehship of production of monetary and non-monetary goodd an
between the macroeconomic factors mentioned and thervices within a country. An alternative concegtpss
exchange rate fluctuations. This paper is organized national product, or GNP, counts all the output tbé
follows:- Sectionl, introduces the topic and discuke residents of a country.
importance of Exchange rates; Section 2, explaims t Understanding the impact of exchange rate flucbnati
relationship between exchange rate and importaoh a nation's GDP is crucial to the implementatioh
macroeconomic variables; Section 3, explains thsuccessful trade policy. In an economic climate nehe
methodology and data while Section 4, discussesebglts countries are focused on improving their outputemfby

obtained by analysis and Section5, concludes therpa permitting their currencies to lose value, thistdachas
become increasingly important.
LITERATURE REVIEW This implies that the trade account can only imprafv

domestic output growth exceeds domestic absorption.

Interest rates play a significant role in exchamge&e Devaluation improves the trade balance if the suiisin
determination. The interest rates are adjustedtejiaby the towards domestic goods in response to the relatioe shift
central bank as part economic management. If ioflaty  boosts output more than absorption. In an econoeay full
pressure prevails in the country, the central baitlkncrease employment, or one facing severe bottlenecks impection,
base lending rate to curtail the money supply amtmeg output is unlikely to increase and the trade badaren only
people and companies to make borrowings expen3iie. improve if absorption declines. Inflationary pressu also
relative interest rate is an important factor whiofluences undermine the relative price shifts that inducerramease in

exchange rates. According to Kim, S. & Roubini,(R000), export production and a decline in consumptionnaorted
whenever there is a positive change in interest, réfie  goods (Dunn and Mutti, 2000)

exchange rate appreciates and whenever there egative Economic growth is the increase in the standariviofg
change in interest rate, there is a decrease inaexye rate at in a nation's population with sustained growth frarsimple,
the domestic level. low-income economy to a modern, high-income economy

This increase in the general price level of goodd a The growth of an economy is thought of not only as
services in an economy is inflation, measured bg thncrease in productive capacity but also as andwgment in
Consumer Price Index. In other words price risenfation  the quality of life to the people of that econonijany
and the same is depreciation of home currency ibuntries were facing financial constraints pattidy
international parlance. When the home inflatiorerist high  developing countries like India, where bank loan® a

the home currency will lose value and vice versgdlation restricted to some favourable groups of companied a
and exchange rate are positively correlated. A tgunith  personage investors

lower inflation exhibits a rising currency value dawice Foreign capital will tend to flow into countriesathhave
versa. Exchange rate hike indicates the loss ofehaumrency strong governments, dynamic economies and stable
value. currencies. A nation needs to have a relativelyblsta

The balance of payments (BOP) is a net indicator @rrency to attract investment capital from foreigwestors.
outflow and inflow of foreign currencies. Outflowand Otherwise, the prospect of exchange losses inflidy
inflows are caused by international trade and ses/{A. J. currency depreciation may deter overseas investors.
Makin 2007). The BOP comprises current account and Capital inflows may result in an increase in agsites
financial account. The current account includescm@ndise, and an appreciation of nominal and real exchandesra
services, interest, dividends, unilateral transfensl errors Capital inflows can affect asset prices in threg/sveFirst,
and omissions. The inflows are credited and outflaave foreign portfolio inflows can directly affect theeshand for
debited to this current account and finally theutéisy net assets. For example, capital inflows to stock miarkerease
balance indicates the surplus or deficit generated year. the demand and, therefore, price of stocks. In timii
The financial account records the FDIs and thefplst portfolio inflows may subsequently affect other kets. For
investments’ inflows and outflows. Both these agteu example, as capital flows into stock markets, gricerease,
jointly determine the foreign exchange reservedlaie in a put the expected return on stocks may decreasestons
country (S. Tenreyro, 2007). may then seek higher returns in other asset marketh as

Gross domestic product (GDP) is the market valuallof real estate and bonds, thereby putting upward pressn
officially recognized final goods and services proed other asset prices.
within a country in a given period. GDP per capg&often Second, capital inflows may result in an increase i
considered an indicator of a country's standardivdfig. money supply and liquidity, which in turn may boestset
When there is a fixed or pegged exchange ratersysdteen prices. Capital inflows tend to cause nominal amadl r
the trade shocks has negative impact on the reaP.GDexchange rates to appreciate. If monetary autheritiish to
However, McPherson, M.F., & Rakovski, T. (2000)avoid that they must intervene in the foreign exgemarket
concluded that there is no relationship of grossektic to offset excess demand for the local currency byiry
product (GDP) and interest rate with exchange rate. foreign currency. This results in an accumulatidrfopeign

Gross domestic product is defined as the monetalyev exchange reserves and, accordingly, domestic msnggly.
of all the finished goods and services producediwithe When this leads to an increase in liquidity flowsoi asset
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markets, asset prices may surge. The foreign egehan
intervention may be sterilized by selling governtnen

METHODOLOGY

securities through an open market operation. Howeie
sterilization is partial, then liquidity and asgmices may
increase.

Since last decade Indian foreign exchange markst ha
undergone significant changes and has been suthjerfew
shocks. Macroeconomic factors such as Inflationerfst

Third, capital inflows tend to fuel strong economicrate, GDP, Current account balance, Capital infléevsthe

growth—as past studies have shown— and lead to
increase in asset prices in several ways. Monetgpansion
following capital inflow may lead to an economic dno.
Falling world interest rates may lead to consumptand
investment booms, and also lower domestic interatgs,.
which in turn may boost investment. And, for a @d8bt
country, a fall in world interest rates will indugecome and
substitution effects, which may also lead to a comstion
boom. Capital inflows tend to lead to an appreciatof
nominal and real exchange rates. Under a floatkuhpange
rate regime, foreign portfolio inflows would dirgctaffect
the demand for domestic currency assets, whichslgad
appreciation in the nominal exchange rate. Combiwét
sticky prices, the real exchange rate can alsoegjgie. On
the other hand, under a managed float, if the naopet
authority intervenes in the foreign exchange martet
nominal appreciation may be avoided. However, thal r

st fifteen years against the average Exchangs @&tINR/
USD from 2000 to 2015 taken for the study. SinceDUS
the currency index for all international tradedsitvital to
conduct the study on the exchange rate against USD.

Hypothesis

Hqo: Exchange rate has no relationship with any of the
macroeconomic variables like Inflation, InteresttdRaGDP
Growth & Current Account Balance, Capital inflows

H1: High inflation leads to appreciation of Exchangatdrof

a currency.

H.: High interest rate results in appreciation in Exehange
rate of currency.

Hs: Exchange rate has negative correlation with GDRvHr
rate.

H4 Exchange rate has negative relationship with otirre

exchange rate may still appreciate. As discussed¢ccount balance and capital inflows.
consumption and investment booms are likely todase the

; ; TABLE |
Ence of nohn tradetlj gOdeS mor(ej tZan thgz p_rlceanfetd_g%ods MACROECONOMIC INDICATORS IN INDIA (2000-2015)

ecause the supply of non-traded goods Is mor an Year Capital | Current | Interest| CPI GDP usb
the supply of traded goods. inflows | Alc rate | annual

A current account deficit occurs when a countrynsise| 2000-01 8534]  -2666 12.29 348 4764 4494

more money on the goods and services it importa tha ggg;g; 1322(7) 3232& ﬁ-gg 5-3”23 ggg-?? 22'383
receives for the Igooqls ar;]d services 'L exp}?rtqthar_wczrrgs, 2003-04 | 17338 14083 1146 32 _ 61857 46.582
more money is leaving the country than flowing ifttoThe 555105 T 28620 247t 10.90 348 72169 45817
current account consists of money received and paidor [2005.06 | 24954  -9903 10.76 547 83402 a1
goods, services, investments, salaries, pensiom@atg to [ 2006-07 | 46171]  -9564 11.19 6.93 94912 45.307
foreign workers and money workers send to familyrers | 2007-08 | 107902 -15738  13.02 551 123870 41849
abroad. When a country has a current account tefichust | 2008-091 7835 -27914 1331 9\7 1224410 43.505
make up for the shortfall. A current account defig [aoot0| 51624 38183 1219 14.97 1,36537 48405
. P . ' - ) 2010-11| 61103 -4805] 8.38 9.47 1,708]46  45.726
flnfjlnCEd from the Capltal account and the flnana@ount, 2011-12 65324 ~78154 10.117 6.49 1,843|02 46.572
which contains the money a country, sends out aimfy®in [ 2012-13| 91989 -8816] 106 1117 1,835/82 53.438
from buying and selling tangible assets and foreigrrency | 2013-14| 47906 -32397  10.29 943 1,875]16 58.598

Current account deficits are common in highly deped
countries and in highly underdeveloped countriesur@ries

with emerging markets typically have current acdoun

surpluses.

Whether a current account deficit is bad or notedels on
why it exists and how it is being paid for. A curte@ccount
deficit might exist because a country is importthg inputs
for goods it will export later; it may then creadecurrent
account surplus. It can also mean that foreignstors see
the country as a desirable place to invest. Whiledomestic
country will pay returns to those foreign investothe
additional capital can help expand the domestinert. On
the other hand, a country could be overspendingxpensive
exports when it would be better off increasing dstice
production. Also, a longstanding current accoufficitecould
saddle future generations with debt and interegineats. A
current account deficit also puts a country at $Kacing
financial or political pressure from foreign supps.
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Source: RBI Publications (World Development Indica}

DISCUSSION

Impact of various macroeconomic variables on Exgkan
rate has been studied with the help of Carl Pe&son
correlation analysis. The result of this correlatemalysis is
as follows:

1) Current Account vs. Exchange Raféhe analysis show
that there is no significant relationship betwebka Current
Account and Exchange rate since the value of rniy e
0.280.

The value of any currency is expected to fall whka current
account is in deficit, and more likely to rise whéme current
account is in surplus. Though this relationshipn@ extremely
systematic yet the data represent a moderate impastchange rate
on the balance of current account.

2) Inflation vs. Exchange RateThe Inflation rate and
Exchange rate are not much correlated and thestitati



analysis shows that there is a direct correlatietwben
inflation rate and Exchange rate since the valueief0.219.
When the inflation rate is high there is alwaysoagibility of
depreciation of the currency leading to an
Exchange rate value.
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unemployment not considered so it may give diammaii
opposite results. On the basis of above analystsiit be
concluded that Indian Rupee has shown high vdiatiiver
incrdasdhe years. There are various probable reasonsiats=bavith
it. India was receiving capital inflows even amidentinued

3) Interest Rate vs. Exchange Rafhe Interest rate and global uncertainty in 2009-11 as its domestic mklavas
Exchange rate are comparatively more correlated tha positive.

other variables, and the statistical analysis shibvasthere is
a positive correlation between interest rate archamge rate
since the value of r is 0.425.

4) Capital Inflow vs. Exchange Rat&he analysis of the
correlation between these two variables show thatet is
mild negative relationship between the Capitalanit an
Exchange rate as the value of r is -0.277. Thisnsi¢hat as
the Capital inflows are increasing the currencyrapiates
thereby bringing down the Exchange rate. (3]
5) GDP vs. Exchange RateThe analysis of correlation [4]
between these two variables show that there is derate
positive relationship between the GDP an Exchamge as
the value of r is 0.592.

The exchange rate and income may not drift apattién [g)
long run, but in the short run they have weak amtiréct
relationship. The statistical results indicate th#te
relationship between the two variables is not \g&gyificant.
However, they are indirectly linked through severahnnels
including imports of goodsé& services, agricultupabduction
and foreign aid.

The statistical analysis of various macroeconomit’
variables shows that:

Ho: This hypothesis is rejected as it has been founad t [10]
Exchange rates is in correlation with many variatdach as
interest rate, inflation rate & GDP Growth rateeither direct

or indirect manner.

Hi: This hypothesis is accepted as a correlation fesn b [11]
found between inflation rate and exchange rateabées.

H,: This hypothesis is accepted as moderate direﬁtZ]
correlation has been found between interest ragxéange
rate.

Hs: This hypothesis is rejected as a direct corratatias
been found between exchange rate & GDP growth

H4 This hypothesis is accepted as there is a negative
correlation between Current account balance & exgbaate

and Capital inflows & exchange rate.

(1

(2

(5]

(7]
8l

CONCLUSION

In this research macroeconomic variables of pasteHss
are chosen to investigate its impact on exchangeofdJSD.
Interestingly variables like GDP show the opposite
relationships. For instance, GDP should influende t
exchange rate positively as per theory but theltesihow
the opposite. We interpret this as true for thesasons;
firstly the currency values of US is fairly stromgehe
strength comes from confidence of public and inmesand
not from economic variable prevailing in these does.
Secondly the independent variables have complex
interrelationships and interactions among themseivhich
may not be captured by a correlation analysis.dfithe US
macroeconomic variable like inflation, interest erat
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AbstractOver the past few decades, most of the research Puthisigamani, 2007; Holmes, Sadana & Rath, 20105econd,

studies in entrepreneurship, entrepreneurial risk § considered
to be related to monetary concerns and sociologicalsks are
overlooked. This work in albeit deals with risks asociated with
social challenges and a conceptual model is devedapwith the
help of the literature review. This conceptual modeis further

explained with the help of a qualitative analysishat was carried
out in Kerala. Five social risk factors were identiied: mobility

constraints, male hegemony, institutional void, pereived
discomfort, and social stigma. The paper concludeswith

recommendations for policy makers and researchers.

The research paper is to highlight the concept ofogial risk
in the literature of female entrepreneurship. This study is
derived from a large data set, from which the respases of 40
female entrepreneurs are analyzed in this paper. Fé social risk
factors were identified: mobility constraints, male hegemony,
institutional void, perceived discomfort, and socihstigma. The
paper concludes with recommendations for policy madrs and
researchers. This paper develops the theoretical woept of
social risk and applies it to the situation of Indan female
entrepreneurs. Even though the Indian economy is gwing, a
considerable number of Indian women are in povertyand are
vulnerable to abuse and gender discriminatory pradtes
(Cossman & Kapur, 1993; Holmes, Sadana & Rath, 20)00n
the other hand, India carries a history of renownedwomen
prime ministers, businesswomen, and actresses (Gleps1994;
Ghose, 2007; Tan, 2011). Neverthless, these women dot
represent the entire population. Some women in Indi are
victims of acid attacks, child marriage, and the dwry system
(Ghose, 1994; CBS News, 2005; Gold, 2011). The dgwaystem
and child marriages are said to have been abolishatbcades ago
(Central Statistical Organisation, 2002); howeverin rural areas,
such practices still prevail (Holmes, Sadana & Rath2010). The
government of India has introduced many incentivego help
women overcome the obstacles in Indian society ando
encourage small businesses (Seth, 2001; Planningn@uission,
2007). In the sixth 5-year plan, for example, the ayvernment
provided assistance for women to start and run busesses (Seth,
2001; Planning Commission, 2007). In spite of suppgdrom the
government and changing social attitudes, howeverlndian
women are still victims of male hegemony (Anagol,080; Swain
& Wallentin, 2009; Chakraborty, 2010). Such socialattitudes
instill fear in the minds of female entrepreneursand this fear of
being socially penalized by the society is defingd this paper as
a part of the social risk concept. In the followingsection, social
risk is defined and explained according to Solvic'§1999) work
on the perception of risk. First, various literature is reviewed to
explain the origin of the concept, and two relatedconcepts,
perceived risk and affect heuristic, are explainedSolvic, 1999;
Finucane, Alhakami, Slovic & Johnson, 2000). Theseoncepts
are related to the plight of Indian women, who havebeen
victims of physical and emotional harassment (Karupannan &
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the research methodology is presented, followed bythe
empirical findings. Finally, the paper summarizes lhe salient
points and concludes with recommendations for reseehers and
government officials.

KeywordsFemale Entrepreneurs, Risk, Social Assessment,

Mobility Constraints, Social Stigma.

INTRODUCTION

This paper develops the theoretical concept ofaaisk
and applies it to the situation of Indian femalérepreneurs.
Even though the Indian economy is growing, a carsidle
number of Indian women are in poverty and are valble to
abuse and gender discriminatory practices (Cossi&an
Kapur, 1993; Holmes, Sadana & Rath, 2010). On thero
hand, India carries a history of renowned womermeri
ministers, businesswomen, and actresses (Ghose4; 199
Ghose, 2007; Tan, 2011). Nonetheless, these womarot
represent the entire population. Some women inalratie
victims of acid attacks, child marriage, and the&vdosystem
(Ghose, 1994; CBS News, 2005; Gold, 2011). The dowr
system and child marriages are said to have beelishbd
decades ago (Central Statistical Organisation, 2002
however, in rural areas, such practices still pig¥olmes,
Sadana & Rath, 2010). The government of India has
introduced many incentives to help women overcohme t
obstacles in Indian society and to encourage dmaihesses
(Seth, 2001; Planning Commission, 2007). In théhsbeyear
plan, for example, the government provided assistafior
women to start and run businesses (Seth, 2001;niAtan
Commission, 2007). In spite of support from the eyovnent
and changing social attitudes, however, Indian woras
still victims of male hegemony (Anagol, 2010; Swain
Wallentin, 2009; Chakraborty, 2010). Such sociditiates
instill fear in the minds of female entrepreneausd this fear
of being socially penalized by the society is dedinn this
paper as a part of the social risk concept.

In the following section, social risk is defined dan
explained according to Solvic’'s (1999) work on the
perception of risk. First, various literature isviewed to
explain the origin of the concept, and two relatedcepts,
perceived risk and affect heuristic, are explair{€olvic,
1999; Finucane, Alhakami, Slovic & Johnson, 200)ese
concepts are related to the plight of Indian wonvemp have
been victims of physical and emotional harassment
(Karuppannan & Puthisigamani, 2007; Holmes, Sadana



Rath, 2010). Second, the research methodologyesepted,
followed by the empirical findings. Finally, the pmx
summarizes the salient points and
recommendations for researchers and governmentadéfi

LITERATURE SCANNING

The concept of social risk, widely used in risk Isgis
research, is mostly related to communicable diseésqy.,
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two men. Such behavior creates social risk and radiye
affects entrepreneurial activities.

concludes with

The rationale for such mistreatment may date ba@00
BC, when the Manusmriti was written (Budhwar, Sani
Bhatnagar, 2005). The Manusmriti is widely refertedin
much literature as promoting negative social stigagainst
Indian women. Bayly (1999, p. 14) defined the Mantis as
“an encyclopeaedic treatise in verse on human conduct
morality and sacred obligations.” The Manusmritpidéed a

AIDS), natural disasters (such as floods) and a#verwoman as having no direct relationship with Godhea, her

economic conditions (like unemployment) that theeathe
ecosystem, and the health of humanity (Burris, 2@@en
& Sobo, 2000; Guran & Turnock, 2000). The idea afial
risk is still not widely recognized in the entrepearship
literature, but in another discipline, Burris (2042 S122)
defined social risk as “the danger that an indigldwill be
socially or economically penalized should he or Beeome
identified with an expensive, disfavoured, or fereedical
condition.” Burris’ (2000) focus was on health issubut it is
also possible for a healthy individual to be sdgiand
economically penalized. This is apparent among aimdi
women. For example, a recent paper written by Glizdaty
(2010) has discussed the social risks Indian woemglure by
being sexually involved with their boyfriends. Ihe
relationship is known to the public, such womenl viié
treated as pariahs; thus, to overcome this souielyced
risk, women portray themselves as “good girls” ilblic and
conceal their relationship (Chakraborty, 2010). Udio
Chakraborty’s paper did not deal with the theorysotial
risk in depth, clear inferences can be derived frber
writing. Hence, the concept can be related to megat
emotions. Responses arising from faint negativéipes
emotions are called affect heuristics (Slovic, 1,99@ucane

god was held to be her husband (Anagol, 2010). d@ssi
women were believed to achieve salvation only af&ing
on a male form (Anagol, 2010). Such perceptions are
believed to permeate society even into the tweffitst
century, resulting in differential treatment of wem(Benson
and Yukongdi, 2005). It is possible to argue thadidn
society has gone through many changes, one of whith
empower women. In spite of the recent changes, heme
Indian women are far from being empowered, as gratny
continually forges new forms of domination over wem
(Anagol, 2010, p. 541; Swain & Wallentin, 2009).uEh a
new form of male domination over women is evidemt i
Rogers’ (2008) study, in which he analyzed the eaas
sexual harassment of female students in a Southarind
college. According to Rogers (2008), changes in a0
economic power result in sexual harassment ascioaao
the perceived devaluing of men’s social status.ddeiit is
possible to conclude that such social attitudesaacatalyst
for social risk.

Studies on female entrepreneurship identify othpees of
risk also, in addition to social risk. Often, thencept of risk
in the literature on female entrepreneurship relate

et al2000; Slovic, Finucane, Peters & MacGregor, 2004, fvomen’s reluctance to endure monetary risk (Butt&er
312). Slovicet al. (2004) explained that an affect heuristicRosen, 1988; Jianonkoplos & Bernasek, 1998; Verlgeul

guides a person’'s perception of risk. In this papee
perception of risk is the fear of being sociallynpkzed by
society, which is defined a®cial risk

It can be argued that affect heuristics—in particul
negative emotions—are evident among men as well

Thurik, 2001). Nonetheless, other social scientietsre
explored risk beyond the periphery of financial kris
Yordanova and Alexandrova-Boshnakova (2011, p. 288)
suggested that women are risk averse because Hudy |
opportunities as compared to their male countespart
Barthermore, risk related to gender differencelgs alaimed

women. However, some studies (e.g. Gustafson, 1998;be related to occupational affiliation; thattise perception
Kahan, Braman, Gastil, Slovic & Mertz, 2005) havef risk is higher among managers than in professiike

demonstrated that there are higher levels of feaorg

government officials and professors (Xie, Wang &, 2003;

women than in men. Women are said to interpret riskordanova & Alexandrova-Boshnakova, 2011). Herceai

differently from their counterparts because thewehan
underlying fear of being sexually assaulted (Gsstaf 1998,
p. 807), with their perception of risk being retate the fear
of rape and other forms of sexual assault (Gustafs898, p.

be assumed that risk among female entrepreneursbean
related to judgment bias (Yordanova & Alexandrova-
Boshnakova, 2011), which is a predisposed opinBarries,
1984). Barnes (1984, p. 135) explains judgment lzas

807; Kahanet al. 2005). In India, in public places andentrepreneurs’ tendency to reject information that

working in such establishments as beauty salonmemoare
vulnerable to being sexually assaulte@ihe Times of India

inconsistent with their initial behavior. Thus, grdent bias is
also highly likely to apply to this study becausany past

2011 cited in Narendran, 2011; Razdan, 2011) . Suefudies (Mandelbaum, 1974; Azad, 1989; Mishra, 1996
incidents of sexual assault constrain mobility @uversely Benson & Yukongdi, 2005) have indicated that Indian
affect women’s pursuit of entrepreneurial actiatieMany women are submissive and accepting of male domeanc
newspaper articles have revealed the atrocities@fteasing Thus, “perceived discomfort” may be created: taeven if

(1) in India. This year (15 May, 2011), for examptee women do not encounter gender bias, they might feel

Hindustan TimegRazdan, 2011) reported that two womewulnerable in facing certain situations involvirfeetopposite
were brutally attacked when they rejected the adesrof
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sex. This idea will be further elaborated uporhia findings. The non-monetary issues were classified into five
categories: male hegemony, mobility constraintstjtutional
The literature on the state of Kerala reveals ibtoa void, social stigma, and perceived discomfort. Ehdise
suitable platform for this research as Kerala hameyl factors illustrated in the diagram create negatweotions,
international recognition for a high level of théwygical which lead to social risk. These five factors weised to
quality of life, low infant mortality rate, highfé expectancy, code the data.
and high literacy (Subrahmanian, 1990). One redspthis
development is governmental reforms (Ramachandr@@i, The sample population used for this study consisted
Kurien, 2000, Franke & Chasin, 2000, Jeffrey, 2@086). women who owned and ran businesses with more than t
Nonetheless, despite its attractive portfolio, Keres also employees. This criterion was to ensure the vighof the
renowned for its official red tape (Navaprabha, @00 business. The data was collected from the Distndtistries
harassment against women (The Hindu, 2006, 200¥, aCentre at Thiruvananthapuram, Kerala. As discussed
rigid social structure (Dumont 1970). Navaprabh@0(® has studies by Sinha (2005), the data in developingtraas are
shown the difficulties faced by female entrepreseim inadequate and outdated, and even for a relatigehall
getting loans, licenses, electricity, and otherasfructure study, collecting raw data is a tedious processusThhe
facilities from the government. Such intricaciesnstfrom the investigation was started with data of 3701 female
government’s failures to accomplish the outcomepfeo entrepreneurs available from the District Industi@entre in
expect from the government, a situation that Mad Warti’'s  Thiruvananthapuram. Based on the past literatwiewe the
(2009) paper refers to as “institutional void.” Bhone might investigators assumed response rate of 33 per Teatefore,
expect that such factors as male hegemony, mobilithe sample size was set at 504, but many businegses
constraints, social stigma, and perceived discamfas closed down, so the investigator only collected &&inple.
discussed earlier, would contribute to social riskkerala Both quantitative and qualitative analyses wereduge the
and, in turn, slow down the entrepreneurial adégitof concept of social risk is new, only the qualitatiesponses

women. were used for this paper, only 40 survey partidipanovided
a detailed response for further investigation ia fbllowing
RESEARCH M ETHODOLOGY section.
From the available literature, a conceptual mocel be FINDINGS
developed. Figure 1 was constructed with the hélghe
model explained in Finucaret al. (2000), and Sloviet al. The responses from 40 female entrepreneurs were

(2004). The model is further modified and connected compiled into a research matrix (see Table 1). & dbdhows
demonstrate the link between social risk and bari® that “institutional void” and “perceived discomfodccurred
female entrepreneurship in Kerala, India more often than the other variables. This situatcnurred

because in the process of coding the data, it wtset that

female entrepreneurs lacked faith in the governmeamd

often made suppositions instead of providing fa€is. the

Mobility ' . . other hand, when discussing harassment of any kincen
Compone Negative may have withheld certain information. So “perceive

Erplerasi s oepion of i discomfort” can be seen as overlapping many ofiskaes

discussed by the female entrepreneurs, becausetievegh

there was no evidence to suggest gender abuse, didey

indicate discomfort in facing certain situations.

Perceived
Discomfort TABLE | RESEARCH MATRIX
A. Mobility Constraints and Male Hegemony
Fig. 1 Conceptual Model of Social Risk
Topics I G ESRINAE AR = bl pad achipod R - RRaf i) o bR bad Bl e B Al DA P S F A bl B=R bR el AR S - R
Male X X X x| |x X X[x X
Hegemony
MObIht}:’ X X X
Constraints
ez x| x| x| x| x X x| x| |x|x|x|x|x| |x|x X X| x| x|x|x|x
Paddvd x| x| x| X x| x x| x| x| x x| x| x| x X x| x| x|x
Discomfort
Social Stigma x| [x] |X X X X|x




Mobility constraint, especially in the form of seu
harassment in public transports, is commonly seen
developing countries like India. There is a dearththe
literature regarding this issue even though it iglely
discussed in the Indian media. In the present stody three
female entrepreneurs mentioned mobility constrainks
female entrepreneur elaborated on her responsimgsthat a
male companion, even a five-year-old boy, makesoaman
feel safe to travel at night:

It is unsafe for a woman to travel in the streetd 2200
[midnight]. Help from a man, especially a fathenslp,
is essential; ...at least a boy of five years old giNe a
woman security to travel at night.

This situation
domestic and public spheres as mentioned in RA@éR3).

reinforces male domination in bottentrepreneur
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was stolen.
i In addition, three female entrepreneurs stated e
require confirmation of their knowledge and ability run
their business:

It is difficult to convince a man about the qualdf my
product. It takes a lot of effort to change the ateg
mindset of a man and convince him to sell my presiuc
at his shop. It is difficult for a woman [who hasd
experience or [is without] a family member to ashisr
business.

Trust is an issue not only in relation to male ouostrs,
but also in relation to government agencies. Onmafe
mentioned that government officiale ar
reluctant to disburse loans to women.

Another female entrepreneur, who runs a beautynsalo

expressed society’s attitude towards women traxgliate at
night. Beauty salon owners who dress brides antlyappir
makeup, especially for an Islamic wedding, are ireguto
travel late at night because Muslim ceremoniesiaréhe
evening.

When | get an opportunity to dress Muslim briddsave
to travel at night. When | travel at night, peoglart to
gossip, and it affects my reputation.

A third female entrepreneur expressed her discadniior
travelling late at night but unfortunately, sherdicelaborate
on her statement. Further probing was avoided atept her
privacy. The women’s statements, however, can kidatad
with recent articles in newspapers. When eve-tgagias
researched oifhe Times of India website, about twenty-
four hits were obtained from the past year. Onesstory
was about the harassment of a woman in Mumbailéldato
the death of her two male friends (Singh, 2011)oTof the
woman’s friends who came to her rescue were atthekel
died of the injuries (Singh, 2011). This news causestir in
India and increased concern for women’s safety tblip.
Such cases are being frequently reported
newspapers in India. Such behaviours
hegemony in Indian society.

in various
reinforce  malterbal beauty products. | had to approach goverhoféines

B. Institutional Void

As the literature review explained, an institutibmaid
occurs when such institutions as governmental éxgdaons
fail to accomplish their expected tasks (Mair & Ma2009).
In this case, government is expected to facilitate
environment conducive for entrepreneurial actisgitieln
contrast to the expected outcome, female entreprsrspoke
of the hostility of government officials and theilifficulties
in overcoming red tape. One female entrepreneutiored
that following governmental procedures is like lgein
punished. In addition, female entrepreneurs alsatioeed
their difficulties in seeking support from the gowement
compared to private banks.

Fourteen female entrepreneurs spoke of their ditfies
in getting through governmental red tape. One adnth
explained the tedious process she had to folloexpmand her
business. She was already running a beauty salnin lthe
last couple of years, she decided to extend henéssto the
manufacture of cosmetic products, such as face sndskdo
this, she needed land for her business, which mredui
approval from the government. Regrettably, the gsescwas
cumbersome:

It was difficult for me to get approval to manufaet

many times. | had to get approval from the drugtadn
office for my herbal product [and] also needed 12Q0are

The problems related to male hegemony were mertionéet of land to start the manufacturing unit. lbkame many

by nine female entrepreneurs. A female entreprerefarred
to the phone calls she received from men requesgngces,
even though she had emphasized that her businedsrse
services only for women:

| receive abusive phone calls from men. Even thpugh
this is a ladies’ beauty parlour, men call to ask f
appointments and ask why we can’t provide servioes
men as well.

days to get approval from the drug control boatter| had
to buy 1200 square feet [of land] and build a maotufring
house.

An entrepreneur who runs a food manufacturing alsi
narrated an unpleasant incident with her neighbebg was
a government official:

A neighbour of ours started to create problemaiforHe
said he would report to the government various lerob
with my business. This eventually created problevits

Another female entrepreneur mentioned various abuse our workers. The trade union started to influence o

from her neighbours. Her neighbours started to aknel her

workers, so the workers went on strike, asking for

business property to show their objection toward he benefits like gratuities and so on. We were ndilégor

business:
When | started the business, people in this loes ased
to use foul language. These people also used &b rste
office supplies, like the light bulbs. Even my etegity
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providing such benefits because the workers were
employed at a piece rate. The workers filed a lait; s
and we had to close down the industry. Later onywoe

the case, but | was not in an emotional state-tpemn it.
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Thus, as she demonstrated, problems with governmestcial stigma. The caste of an entrepreneur magciaff

officials, employees, and trade unions compelledthelose
her first business.

Furthermore, female entrepreneurs expressed
reluctance to approach government officials withabe
company of a male. A woman mentioned her diffictitty
seeking assistance from

business profit. (2) Brahmins, for example are tagens;
and conversely, non-Brahmins are usually non-vegets

th&ecause Brahmins consider the consumption of ntediet

impure (Dumont 1970), food cooked by non-Brahmims o
non-vegetarians is also considered a taboo as Iper t

the government without hezspondent. Thus, if a catering business employs- no

husband’s support. Women feel unsafe when appnogchiBrahmins, it will lose the Brahmin customers. Tliere, a

government officials, usually from the fear of tgpisexually
harassed. There is no evidence, however, for argshment
from the officials, so this could be categorizeddem
“perceived discomfort.”

C. Perceived discomfort and Social stigma

When the data was coded, many references to “peatei
discomfort” were found in the research.
discomfort” may include the fear of dealing withpleasant
situations. For instance, one of the entreprendfets
uncomfortable buying raw materials from a storageility
with only male employees. To avoid the situatidis female
entrepreneur asks a friend or a family member tmepany
her. In a similar way, another female entrepremeentioned
drunken men in her store. These women did not ateithat
these men inflicted any bodily harm, so it can oig
assumed that they were suffering from
discomfort.”

female entrepreneur from an upper caste family {Biia)
who ran a catering business lost her customersna®f her
employees spread word that she employed non-Brahmin
her business.

CONCLUSION AND RECOMMENDATIONS

This adds to the literature on female

paper

“Perceive@ntrepreneurship by introducing and explaining ¢cbacept

of social risk in connection with female entrepnamsein
India. Slovic (1999) and Finucam al.’s (2000) discussions
on risk perception were employed as the theoretical
framework. These researchers discussed three iewial)
perceived benefit, ii) affect heuristics, and iiiisk
perception—but only two of those variables weredusethis
study, and Slovic’s model was modified to fit thiation of
female entrepreneurs in Kerala. Nevertheless, tenty of

“perceivethe research on female entrepreneurship deals thiéh

monetary aspect of risk, instead of the social aspee.,

Likewise, a female entrepreneur in a constructiofocial risk.

business mentioned that some of her male custosmensd
many hours talking to her in her office, and othemgue with
her:

Some men unnecessarily spend time sitting in tfieeof
in front of me. Some others argue for no reasohaas a
woman.

Social risk was analysed in this paper with thep hefl
qualitative analysis, from which was derived thneain
issues faced by women entrepreneurs in India: fitwbil
constraints, male hegemony, and institutional vdiven
though the Indian economy is experiencing high eoun
growth, women are not safe in Indian cities as theg
susceptible to harassment and some incidents eazh tb
death. The government needs to take steps to reghrader

This incident may not be gender related, but femalgequality if the cities in India are to becomeesdh addition

entrepreneurs feel it is unpleasant to deal witlthsu
situations. They consider it to be gender relafedowner of
a driving school mentioned that men use abusivguage to
her. These men might also use abuse languageéaatdsp of
gender, so there
discrimination. Thus, these incidents may be takaly as
creating emotional distress rather than any phi$iaem or
evidence of gender discrimination.

One entrepreneur indicated the reluctance of petiple
accept it when women say “no” to them. Furthermae,

to the safety issues, government procedures areuset
friendly. Many female entrepreneurs criticized the
cumbersome procedures and male hegemony in govatnme
departments, which slowed down their business. Some

is no evidence to show gendépmen also reported the influence of male hegemiony

regard to other aspects. For instance, a few female
entrepreneurs felt the need to have a male famiéynber
along when they approach government officials. Thésp
feel uncomfortable visiting a warehouse by thenesNt can
be difficult to tell if women’s feelings about meme owing

survey participant suggested that customers preger to_genuine gender differe_nces or hara;sment,_ dr@social
purchase clothes stitched by men rather than by emomstigma that has been cultivated by society. In taatdisexual

because they perceive the quality of clothes sddhy men
to be better. The above responses show perceigedrdfort,
but simultaneously; it can also be presumed to lsodcal
stigma.

harassment against women is frequently reportethdian
newspapers. The allegations reported in the newespap
combined with centuries-long discourses on maleidante,
create negative emotions in female entreprenedrsf these

While the above responses demonstrate perceivetgments together form a barrier to entrepreneadtvities.

discomfort, they can be presumed to reveal sotigina as
well. All the female entrepreneurs, who mentionedbfems
with social stigma, commented on their immediataifaand
relatives’ disapproval of their business. Sociafgrehension
connected to religion has also been noted as anefs
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Women could be taught to feel safe with men, dedpiter

experiences they may have had. For this study, hemyet

was not possible to urge them to reveal their égpees, as

harassment is a sensitive topic, and they may Heaa
reservations against disclosing such encounters.
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Abstract— It is essential for enterprises to know whether
packaging has any role on buying behavior especiglin case of Farley & Armstrong, 2007). Thus package performs an
food products. Several studies have investigatedsises such as important role in marketing and could be treatedras of the
packages as a means of attracting the attention @onsumers mgst important factors influencing consumer’s passh
and packages as a means of communication as well asneans decision. In this context, seeking to maximize the
of communicating brand and product meaning. However not effectiveness of package in a buying place, thearehes of

many studies have been conducted on role of packagi on K its el t d their i i . .
impulse buying behavior especially in food products The Package, Its elements and their impact on impulsgniy

purpose of this research is to examine the effect packaging ©Pehavior became a relevann this study four important
attributes on impulsive buying of packaged food prducts. This factors related with the packaging such as labatkage
research also identified the relationship betweerhe dependent quality, convenient packaging and package desiga ar
(impulsive buying) and independent variables (packging justified to calculate the relationship with thepiaise buying
attributes). This is the primary research and datahas been decision.

collected through questionnaire and for analysis pygose SPSS

software has been used. In this study a survey wasnducted LITERATURE REVIEW

among 132 consumers of food products in Thrissur &
Ernakulam District. In this study 41.2% was femaleand 58.8%
was male respondents. A seven-item scale was designto

measure the impulsive buying behavior of packagedobd . . .
products consumers as well as sixteen-item scale svéesigned to Kotler and Keller (2012) explain packaging as “tie

measure the packaging attributes (Label, Quality, Gnvenience activities of designing and producing the contaifer a
and Design). It has been observed that the packagjrattributes ~ product”. It is considered as the buyer’s first ex@nce with
has significant role in impulsive buying behavior.This study the brand. It draws the attention of consumers iasgires
concludes that the packaging elements like conveniee and product choice. The package design acts as an famor
package design are more important factors when coomers  factor in purchase and also affects consumer’s pasthase
making any impulse buying decision. This study wilhelp the  ayperiences. Bed Nath Sharma (2008) studied ortireis
enterprises to focus on packaging attributes espetly in practice of branding, packaging and labeling of meaducts
package design and convenience, which will make ahges on . .
the impulse buying behavior in_consumer prodL_Jct manufacturing units ar?d_fouhd_tt
information regarding the product such as: ingnetdie
guidelines to use, price, produced and expiry adte are
concerned by the potential buyer. Mahdia Farrulkd &i al.
(2011) study revealed that packaging has positalation
| NTRODUCTION with consumer buying behavior. According to Wells,
Moriarty, & Burnett (2006), packaging design shouié
Packaging plays an important role on marketing petal  unique and attractive, as it is the final adventieat seen by
A true packaging absorbs a lot of customers ankingtease the consumer before they decide which brand to hase.
people’s intention on buying product. Nowadaysaffect of Packaging convenience means how consumers use the
packaging attributes on consumers buying behavias hpackage. Convenient packaging starts with a packzaeis
changed due to increasing self-service and changiegsy to open as well as easy to close (Hogan, 2007)
consumers’ life style. Package becomes an ultirsating Consumers are constantly seeking items that arg tas
proposition and stimulating impulsive buying belayi handle, open, and reclose, easy to store, eassetalthough
increasing market share and reducing promotiorstsco some consumers want packages that are tamper-proof
According to Rundh (2005) package attracts consismeichildproof, also want reusable and disposable meka
attention to particular brand, enhances its imagad
influences consumer’s perceptions about productsoAl B. Impulse Buying
package imparts unique value to products (Silay@eece,
2004), works as a tool for differentiation, i.e. Igw Ritu Kuvykaite, Aiste Dovaliene, laura Navickie ()
consumers to choose the product from wide rangsinofar  pointed out that packaging is an important tooinarketing
products, stimulates consumer’s buying behavior li@/e communications mainly at the point of purchase and
encourages impulsive buying behavior. F.L. Lifu 12p
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found the effect of packaging on consumer’s buyéhgice monthly income more than 50000, 40.6% of people have
and on impulse buying. To activate impulsive buyingmonthly income below 20000 and 37.5% of people’s
enterprises can focus on unique and attractive gz monthly income is in the range of 20000-50000. & .&f
designs. Packaging design plays an important tdleegpoint people have Post Graduation, 26.5% of people ha@e U
of purchase to seek attention and bring about @&hage. qualification. 47.1% people purchase packaged foodyzts
According to Karbasivar & Yarahmadi (2011), promotl frequently, 20.6% people buy packaged food produety
signage (cash discount) as well as in-store forspldy frequently.

(window display) has important role to encouragestoners

to buying impulse. B. Measurement instruments

1) Impulse BuyingSeven-item scale was designed for this

THEORETICAL FRAMEWORK study to measure impulse Buying. Participant’s itsjyve
_ _ buying behavior was assessed through these items.
A. The Packaging-Impulse Buying Model Participants indicated their responses on a fivietpoikert

scale with (1) as strongly disagree to (5) as gisoagree.
The present study suggests Packaging - ImpulsenBuyiThe value of Cronbach's Alpha € 0.91) is bigger than 0.7
model that includes packaging elements (label, g€k and also positive, which shows the reliability afpéndent
quality, convenient packaging and package desigu) i&s variable (impulse buying).

effect on impulse buying as explained in fig.1. 2) Elements of Packagindfour-item scale was designed for
this study to measure label. Participant’s peroeptin label
_ Fé?ckagi?g _ of packaged food products was assessed througé itleess.
ements

Participants indicated their responses on a fivietploikert

scale with (1) as strongly disagree to (5) as gfsoagree.
Label The value of Cronbach's Alpha € 0.80) is bigger than 0.7
and also positive, which shows the reliability nfiépendent
variable (label). Four-item scale was designedtlies study
to measure package quality. Participant’'s percaptim
Impulse Buying package quality of packaged food products was ssdes
through these items. Participants indicated thesponses on
a five-point Likert scale with (1) as strongly disee to (5) as
Dependent Variable strongly agree. The value of Cronbach's Alpha (0.869) is
bigger than 0.7 and also positive, which showsrétiability
of independent variable (package quality). Foumitecale
was designed for this study to measure convenigckaging.
Participant’'s perception on convenient packaging of
Independent Variable packaged food products was assessed through ttess. i
] Participants indicated their responses on a fivietpoikert
. (Sourqe. developeq for the study) . scale with (1) as strongly disagree to (5) as sisoagree.
Fig.1. Hypothesized Packaging-impulse Buying model The value of Cronbach's Alpha € 0.689) is bigger than 0.7
and also positive, which shows the reliability nfiépendent
B. Hypotheses variable (convenient packaging). Four-item scales wa
designed for this study to measure package design.
H1: There is relationship between Label and ImpBlsging.  Participant’s perception on package design of pgettdood
H2: There is relationship between Package Qualitg aproducts was assessed through these items. Partisip

Package Quality

A 4

Convenient
Packagin

Package Design

Impulse Buying. indicated their responses on a five-point Likedlsawith (1)
H3: There is relationship between Convenient andulse as strongly disagree to (5) as strongly agree. Vidiee of
Buying. Cronbach's Alphao( = 0.854) is bigger than 0.7 and also
H4: There is relationship between Package Desigd apositive, which shows the reliability of indepentieariable
Impulse Buying (package design).’

Method

DATA ANALYSIS, RESULTS AND FINDINGS
A. Participants and Procedure
_ _ _ _ For testing the hypotheses, correlation and maltip
A questionnaire was sent to various people in Hilzak  regressions was used by employing SPSS softwakagac
& Thrissur District. 132 people responded to the

questionnaire. 41.2% of the participants were fenra2e4%
of the people were between the age of 20 to 351and%
were between the age of 36 to 60. 21.9% of people ha
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A. Correlations TABLE Il
TABLE Il CORRELATION BETWEENCONVENIENCE AND IMPULSE BUYING
CORRELATION BETWEENLABEL AND IMPULSEBUYING
Impulse Impulse ]
Label ] Conveniencg
Buying Buying
Pearson Correlatio 1 084" Pearson Correlatior 1 657"
Impulse Buying Sig. (2-tailed) .001 Impulse Buying Sig. (2-tailed) .000
N 132 132 N 132 132
Pearson Correlatiol 284" 1 Pearson Correlatio]  .657" 1
Label Sig. (2-tailed) .001 Convenience Sig. (2-tailed) .000
N 132 132 N 132 132

**_Correlation is significant at the 0.01 lever(@iled). **_Correlation is significant at the 0.01 leveH@iled).

Table | represents the table of correlation betweem
variables - impu|se buymg and |abe|’ are posiy'\mjrre|ated Table Il representS the table of correlation hetw two
(r= .284, p = .001). There is moderate relatiowieen these variables - impulse buying and convenient packagamg
two variables which is significant. The results ot H1. So  Positively correlated (r= .657, p = .000). Theremsderate
we can say that the label has an influence on |mph“y|ng relation between these two variables which is ﬁmt The
results support H3. So we can say that the conmenie

packaging has an influence on impulse buying.

TABLE Il
CORRELATION BETWEENPACKAGE QUALITY AND IMPULSEBUYING
TABLE IV
Impulse . CORRELATION BETWEENPACKAGE DESIGN AND IMPULSE BUYING
) Quiality
Buying Impulse ]
] ) ] Design
Pearson Correlatior] 1 535 Buying
Impulse Buying Sig. (2-tailed) .000 Pearson Correlatio 1 557"
N 132 132 Impulse Buying Sig. (2-tailed) .000
Pearson Correlatior] .535" 1 N 132 132
Package Quality  Sig. (2-tailed) .000 Pearson Correlatiof  .557" 1
N 132 132 Package Desigr  Sig. (2-tailed) .000
**_Correlation is significant at the 0.01 leveH@iled). N 132 132

Table Il represents the table of correlation betwavo
variables - impulse buying and package quality parstively
correlated (r= .535, p = .000). There is moderatiation
between these two variables which is significarite Fesults Table IV represents the table of correlation betwavo
support H2. So we can say that the package quadisyan Variables - impulse buying and package designpasively
influence on impulse buying. correlated (r= .557, p = .000). There is moderatation
between these two variables which is significartite Tesults
support H4. So we can say that the package designah
influence on impulse buying.

**_Correlation is significant at the 0.01 leveH@iled).
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B. Regression Analysis

TABLE V
MODEL SUMMARY
Mode] Adjusted R | Std. Error off Durbin-
R R Squarg )
I Square |the Estimatd Watson
1 763 .582 .569 .64434 1.873

a. Predictors: (Constant), Design, Quality, Coneroe, Label

b. Dependent Variable: Impulse Buyin

Vaidakthya-2016

In above table the R Square is the co-efficient (¢
determination. Value of R square is 0.582 which msea
58.2% of the variance in the dependent variable lsan
predicted from independent variable.

TABLE VI
ANOVA
Sum of Mean )
Model df Sig.
Squares Square
1 Regressio] 73.482 4 18.371 | 44.248|.000°
Residual] 52.727 127 415
Total 126.209 | 131
a. Predictos: (Constant), Design, Quali

Convenience, Label

b. Dependent Variable: Impulse Buying

TABLE VII
COEFFICIENTS
Model Unstandardized| Standardizeq t |Sig.
Coefficients Coefficients
B |Std. Erro Beta
1 (Constant)| .204 .305 .668 | .50
5
Label =727 121 -.552 -5.991] .00
0
Quality .189 .104 .145 1.817].07
2
Conveniencq .822 117 .617 7.0041.00
0
Design .499 .107 461 4.663].00
0

a. Dependent Variable: Impulse Buyi

The specified regression equation takes the foligwi
form:

The significant level in ANOVA table shows that the|mpu|se Buymg =+ By (Labe|) +B, (Package Qua"ty) B3
combination of variables significantly predicts tependant (Convenient Packaging)p,(Package Design)

variable.

1) Model for Packaging-Impulse BuyingThe objective of
the regression in this study is to find such anatiqn that
could be used to find the impact of predictors epahdent
variable (impulse buying).
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So equation will be as follows
Impulse Buying = 0.204 — 0.72Fabel) + 0.189Package
Quality) + 0.822(Convenient Packaging) + 0.49Package
Design)

The significant levels of label, package quality,
convenient packaging and package design are 0@0@2,
0.000 and 0.000 respectively. This test shows tihat
coefficients of the predictor are statisticallyrsficant at less
than ten percent level of significance.

C. t-Test and ANOVA

To test whether there is any difference in impulsging
between male and female, t-Test was used (usingSSPS
software) and it was found that there is no sigaifit
difference in impulse buying (p=.770) between maled
female. Also to test whether there is any diffeeerin
impulse buying belonging to different income groups



ANOVA was used (using SPSS software) and it wasidou
that there is no significant difference in impulbeaying
(p=.259) belonging to different income groups. (1

CONCLUSION 2l

Results of research on role of packaging on impulgg]
buying of packaged food products suggests following
conclusions: (4]

« Packaging should be treated as one of most imgortan
tool in today’s marketing communications, and reggli
more detail analysis of its elements and the immdct (5]
those elements on impulse buying.

« Packaging elements such as label, package quality,
convenient packaging and package design has
influence in impulse buying.

« All independent variables (packaging elements) ipted [7]
the dependent variable (impulse buying)

e Convenience and package design are the most immort?s]
elements of package in explaining impulse buying, i
enterprises has to focus on these package elerteents
create impulsive buying behavior in consumers dfl
packaged food products. [

e The present study found that there is no differeimce
consumers impulsive buying behavior based on gender
and income level, i.e. enterprises can formulate tH11]
marketing strategy (related to impulse buying) with
considering gender and income level of consumers.
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Abstract— This paper makes an attempt to analyse the ) ) ) )

corporate social responsibility expenditure made bythe ~aside a portion of their profit. Moreover, the dooas were
Indian companies during the financial year 2014-15. not transparent and lacked account§b|llty. In ordehave
Thirty Indian companies from the top 100 companies Petter transparency and accountability, the govemtnof
(based on Market capitalization) were selected fothe Ndia made it mandatory for companies to carry O&R
study. Section 135 of Companies Act 2013 introduceay ~ activities under the Companies Act, 2013. ~ Secfi85 of
the Indian government has made an impact on the the Companies Act is applicable to companies whiate a
spending by the companies for CSR companies. A Net worth of Rs 500 crore or more, or annual tuemayf Rs

comparison of CSR expenditures between public and 1000 crore or more or a net profit of Rs 5 crorenare.
private sectors has been made to see how they haveJnder this act, every qualifying company is reqite set
performed. Various sectors were also compared to se aside 2% of its average net profit for the immedyate
how they have performed in their CSR expenditure. ie ~Preceding — financial three years for CSR activities
study also investigates how the selected companiasd ~(Mansukhlal Hiralal & Company; India: Corporate #oc

the sectors they belong to have performed in meetinthe ~ Responsibility - Indian Companies Act 2013).
206 CSR mandate. This study makes an attempt to analyse the CSR

expenditure of Indian companies for 2014-15. Thelstwill
Keywords— CSR, Public and private sectors, PAT, investigate if there is a relationship betweenrtaeprofit and
Market capitalization CSR expenditure, how public and private companitsrdn
their CSR expenditure pattern and how far the canigsa
| NTRODUCTION have conformed to the Section 135 of the CompaAis
The concept of Corporate Social Responsibility (FSR2013.
stems from the business community’s concern foresies.

This concern has been there from the part of besesfor LITERATURE REVIEW
centuries, albeit explicit activities associatedhwéorporate ) o
social responsibilities started happening onlyHe tast few The term Corporate Social Responsibility has been

decades. The concept of CSR is defined by the tnitéommonly used since the 1960s and is explained as a
Nations Industrial Development Organization (UNID®) Company's sense of responsibility towards the comitgu
terms of the responsiveness of businesses to stalesly’ and environment in which it operates. CSR is alstinéd as
legal, ethical, social and environmental expectatio the continuing commitment by business to behabecally
(www.unido.org/csr.html) and contribute to economic development while imprgvhe
Many believe that business cannot claim to be iexjst quality of life of the workforce and their families well as
only for making profit for their stakeholders, whehey are ©Of the local community and society at large.” (Worl
undertaking operations that can fundamentalffect the Business Council for Sustainable Development) Pr_ofl
lives of people, positively or negatively.(Unitdtations Making is not seen as the sole purpose of the éssin
Industrial Development Organization, Vienna, 2002). anymore. According to Carrol (1999), business shoul
A lot of multi-national companies and companie€Mmbrace economic, legal, ethical and philanthropic
operating in developed countries contribute towane responsibilities. CSR is considered as the aafwitand
growth and well-being of the communities and sgctéey initiatives of a company related to its perceivedistal and
affect and on which they depend. In India, Commni@takeholders’ obligations (Browp and Dacin 1997n Sad
contributed to philanthropic activities by donatitg non- Bhattacharya 2001; Varadarajan and Menon 1988). A
governmental organizations and their own trustsweier, 9€nuine socially responsible corporation shouldtreohappy
this amount varied and as it was not mandated tgy tWith carrying out the minimum that is required e tlaw,
government, several companies, even after makinge hubut §h0u|d go beyond th_ls and contribute its stakifl_Ts.
profits were not keen in contributing to the sogiey setting Archie Carroll (1979) defined CSR more broadly asial
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responsibility of business includes the economiegal,
ethical and discretionary expectations that sociedg of
organizations at a given point of time. The maialgef CSR
is to align a company’s social and environmentdivdies
with its business purposes and values. On thissepuhe
company may be able to lessen risks, enhancegtgaton,
and contribute to its business results ( Rangaas€hKarim,

2015). Several multinational companies carry outRCSthe government.

activities contributing to the country in which theperate.

Several Indian companies have also been contridptitin
the community through philanthropic activities atwhations
made to non-governmental organizations. The iniwtdn of
the Companies Act 2013 by the government of Indisuees
more accountability for the CSR activities of tre@mpanies.
Clause 135 of the Act defines the CSR activitied &@nis
applicable to companies which make and annual uamof
Rs.10000 crore or more, or a net worth of Rs. S@becor
more or a net profit of Rs. 5 crore or more. Thenpanies
are also supposed to set aside 2% of their avenagit in
the immediately preceding three years, for CSRtwities.
(Ministry of Corporate Affairs, Government of Ingliarhe
CSR rules specify that a company which does nott riese
criteria for three consecutive financial years neeticomply
with the CSR regulations. The report of the Board
Directors attached to the annual financial repartsthe
company would also need to attach an annual reyfattie
CSR activities and the prescribed CSR expenditilitee
Ministry of Corporate Affairs has notified Sectid35 and
Schedule VII of the Companies Act 2013 as well s t
provisions of the Companies (Corporate
Responsibility Policy) Rules, 2014 to come intoeefffrom
April 1, 2014 ( Ekta Bahl, 2014).

Therefore, the financial year 2014-2015 marks aitgy
point, where we can see companies publishing theinBes
Responsibility Report attached to their annual repith the
actual expenditure for CSR activities and a mattiesdlency
to spend 2% of their Profit After Tax (PAT) for CSR.

The researcher has identified similar studies cotetlin
the Indian context. In a study conducted by SamgBensal
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are putting a lot of emphasis on people and thegplalong
with profits. These social, ecological and econowatues
will help the organizations in their integral grdwtThis
study which focuses on the CSR expenditure of Imdia
companies will give an idea about the trend amamtjah
companies towards CSR expenditure, especially after
CSR mandate (section 135 of Companies Act 2013ngby
The comparison of CSR expenditure
between public and private sector companies willegi
awareness about the commitment level of privatetosec
companies to the society. It will also be usefut tbe
stakeholders to know if companies are spending noore
CSR activities as the PAT increases. It will creae
impression among the stakeholders that companesaetr
just focused on making profit but are committedhte CSR
values. The study will also help the authority &e df the
companies are meeting the mandate of spending 2PA®f
for CSR.

OBJECIVES FO THE STUDY

» To study if there is a relationship between PAT £SR

expenditure of the companies

To study the effect of the size of the firms @dson

market capitalization) on PAT-CSR correlation

» To make a comparative study of the CSR experatitof
public and private Indian companies

» To know if and to what extent various sectorsehenet the

2% CSR target (2% PAT for CSR) by making a

comparative study of the CSR expenditure of various

sectors

» To understand the contribution of various sectorghe
total CSR expenditure for the fiscal year 2014-15

RESEARCH METHODOLOGY

For the purpose of the study, 30 large scale orgéipns
(both public and private sector companies) in Indiaich
belong to different sectors have been selectedse tigirty
companies were randomly selected from a list of 100

and Shachi Rai (2014), on CSR expenditure of Indig@Pmpanies listed by BSE based on their market aiagition
companies, it was found that CSR expenditure bylipub (Top Companies in India by Market CapitalizatiorBSE;

sector firms increased considerably in 2012-13 caren to
2011-12, CSR expenditure has helped firms to irseréheir
profitability, and the correlation between profinda CSR
expenditure was enhanced as the size of the fiomreased.
Another study conducted by Alka H. Shah(2015), ssted
that only 40% of the Indian private companies hgmbreed
CSR spending at or above 2% of net profits and ob#te
public sector companies had reported spending latvb2%
of net profits for the year 2013-2014. This implighat the
introduction of Section 135, Companies Act 2013 hdlve a
major impact on the CSR spending for these companithe
financial year 2014-2015.

RATIONALE OF THE STUDY

Corporate Social Responsibility is an effective waly
achieving the goals of a business. There are coieparhich

29 Apr 14:29). To accomplish the objectives, seeoydiata
were collected mainly from annual reports of théected
companies, business responsibility reports of trapanies,
and other websites (moneycontrol.com, ngobox.ofd)e
data of Profit After Tax (PAT) of the selected canfes for
three financial years (from 2012-13 to 2014-15) ewer
collected and the average was calculated. The CSR
expenditure of the selected companies for the Gizhryear
2014-2015, was also collected from the business
responsibility reports of the companies.

Statistical tools- regression, percentage, averagere
used for analysis of the data. Charts and tables wsed to
present the result of the analysis.

DATA ANALYSIS
A correlation test between PAT of the selected
companies and their corresponding CSR expendifarethe
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financial year 2014-15, gives a correlation coéffit of 0.91,
showing a strong, positive correlation. PAT-CSRrelation
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companies expended much higher on average than the

required (Rs. 129.7 crores against Rs. 106.64 syqFegure

coefficients for companies based on their size Kketar 4)

capitalization) was plotted against market cap eordelation
was found to be positive and very strong (Figure 1)

Fig.1: PAT-CSR correlation vs. market capitalizatio

Out of the 30 companies selected, 10 were from tt
public sector and the rest from private sector. akierage
CSR expenditures for the public sector and privsdetor
companies were compared it and was found that psbkitor
companies were slightly better in the expenditiigyre 2)

PAT-CSR correlation vs. Market cap
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To study the performance of various sectors witpeet
to CSR expenditure in comparison with the mand&@&R
expenditure, the selected companies were groupieds@ven
groups based on the use of their products, andwbege of
actual expenditure of each sector was comparedredhired
expenditure (Figure 5).

Figure 6, shows how each sector has performed in
meeting the 2% CSR mandate. This was done by congputi
the percentage of actual expenditure on the maddate
expenditure. A 100% indicates that the sector hagptetely

selected companies with the reqUired CSR eXpem“Umet the mandate, less than 100 means the secsbiois of

showed that the companies have spent more thairedqn
average for CSR activities (Rs. 131.53 crores adlis.
117.49 crores)(Figure 3). Likewise, a comparisotwben
public and private sector companies was perforroeddtual
vs. required CSR expenditure, which revealed thhtlew
public sector companies spent slightly less thenntlndated
(Rs.135.19 crores against Rs. 139.19crores), prigsattor
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meeting the target and more than 100 indicatesthieasector
has met beyond the target.
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A percent analysis was done to find the contributd
each sector to the total CSR expenditure (Figure 7)
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RESULTS AND DISCUSSION

It was found that there is a positive correlati@tvween
profit and CSR expenditure. The probability of sgieg for
CSR activities does not vary much irrespectivehef size of
the firm. This seems to be the result of the CSRdate
(companies Act 2013, section 135) given by the gavent
of India which took effect for financial year 201%: The
companies regardless of its size (based on market
capitalization) will be spending on CSR purely lthea their
profit. The PAT-CSR correlation is .92 for companigp to
Rs.50000 crore Market Cap, while it is .89 for camigs up
to Rs. 500000 crore market Cap. A study conducted b
Sangeetha Bansal and Sachi Rai in December 201€Séh
activities of Indian companies had shown that trebability
of high spending on CSR increased as the sizeefitims
increased. The data used for the analysis were freriod
when the CSR Act was not mandatory.

The actual CSR expenditure of the selected companie
was found to be more than the mandated amount.shoig's
the willingness of the companies to spend more labnd
the mandated amount. This becomes more evident finem
fact that almost 60% of the selected companies (t 61030)
have spent more than 2% of their PAT. A comparisbn o
private and public sector firms reveals that altifoprivate
sector is spending less than public sector, privssetor
companies are spending much more than the mandated
expenditure (about 22% in excess). Public sectorspasit
close to the mandated expenditure.

Out of the seven sectors identified, four sectoesew
found to meet the 2% CSR mandate. While consumetgjoo
Oil & Gas, Cement, Iron & Steel and IT sectors $p@n
excess of the mandated amount, Infrastructure, rAatile
and Banking sectors have spent less than requd@asumer
Goods sector has performed extremely well by spendi
about 64% in excess of the 2% PAT, Banking & Finance
sector was the least in spending (about 20% shothef
mandated expenditure).
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The companies in the Oil & Gas sector and ConsumgH] (2016) ANNUAL REPORT - Bharat Petroleum. Availablat

Goods have contributed the largest percentage afuam

(28% each) to the total CSR expenditure; it is d3#y for

) [16]
automobile sector and 5% for infrastructure sector
companies.

[17]
CONCLUSION

The concept of CSR has the ability to bring chariges

the development of the economy. It focuses on adig the
problems of the society which will result in thetdgral
growth of the country. In the light of the new Iglgtion

[18]

[19]

(Companies Act 2013), which made companies sper@iig [20]

of their
contributing increasingly towards CSR activities ik
interesting to note that many companies are spgndin
excess of the mandated expenditure, and almost

profits on CSR mandatory companies are

[21]
all

companies are making an attempt to spend around 2% o

their profits. Irrespective of the size of the canp,
contributions are made by the companies accordinthé
mandate.
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Abstract- The ever changing technology has opened the doars
e-commerce to a global sphere. Online shops now eff
everything for a shopping enthusiast, from productsfor daily

use to super luxury cars. The demand for e-commercés
increasing day by day because of the unlimited choe offered,
the traffic free purchase and the door delivery whth is a boon
to the time crunched customers. At the same timehé advent of
online shopping in luxury goods industry has stirrel some
questions. Some of the prominent questions are ‘Whteer the

online luxury stores would replace the brick and maar

businesses? Whether a luxury product can create aappeal to a
potential customer if displayed online? And ‘whenuxury goods
are sold online will it tamper the perceived qualiy? The focus of
the study is to understand the perceptions of thentine shopper
towards buying luxury products online.

Keywords -luxury, status, conspicuous, brand prominence,
branding, reference groups, counterfeit goods

INTRODUCTION

The Internet was one of the greatest inventiortaén2 '
century. It has opened its boundaries to everytavajlable
on the planet. No one believed that, it would hdéen
possible to connect with so many people through thode.
As the days pass by there are newer applicatioat Hhas
been launched to take care of the needs of marhiadigh
the click of a button. One of the latest uses dérimet has
been the availability of shopping sites. Custoneas visit
different sites and have a look at the productsttiey would
like to buy and compare its prices. This has ouekedhe
barriers of time and distance and brought in thevenience
of procuring the favorite product in the conveniemt one’s
bedroom. There are several products ranging fram phd
needles to cars and housing now available onlirmveyer,
the advent of this mode of buying luxury producthick
require a touch and feel has been questionablee Sdrthe
prominent questions posed by researchers were: dililhe
selling replace the traditional ‘brick and mortéisinesses
offered by luxury brands? Whether products purcthasdine
can create an appeal in the minds of the custdndésplayed

customer, to flash sales or standard full-pricedity fashion
goods. In India Darveys,
boutiques/sellers of luxury fashion goods to sedintbags,

has partnered with 260

Clothing, Shoes and accessories from around 60dbran

through the portal darveys.com. Currently India Bmerged
as an attractive destination for retailers arodneddiobe.

Many online stores have started offering the exgmee of
a retail store online. iPhone owners can comple¢esales
process themselves by using the Apple Store apphein
own devices. Customers only need to scan the bascoitthe
products they wish to buy with their iPhone’s camenline
and pick them up from their local Apple Store. Sbnables
Apple customers to get a real shopping experiemaetiends
the best of in-store with the best of online. Watmahe
world’s largest retailer, offers a “Scan & Go” apimt lets
customers scan their items as they shop. The cestohave
the option to buy products online and pick theminsgtore
(run.com). PPR e-Business VP, Federico Barbiasis ghat
it is possible to create real online luxury expecies and
expand brand accessibility.

However, brands like Chanel, Hermes and Céline have

refrained from offering their clothing and access®rfor
purchase online. They wanted people to visit theitique,

touch, see and try on the clothes and get a finstha

experience. Accordingly they feel that the in-stexperience
allows them to engage their customers directly. aKiah
Sharkey de Solis, Managing Director at ad agencyiMp
Image and Content felt that selling clothes throwgtine
could be "cannibalizing in-store traffic® (Mau, 201
However, currently Chanel has launched a smallegafgts
products online, and also made it available at ¢tigicom.
Lack of empirical research in this subject has tledhe
ongoing debate on whether luxury brand thrivesnicks’ or
‘clicks’ environment or both. This problem raisesegtions
in terms of understanding the consumer perceptfamntne
luxury brand/product in comparison to an offlinexuay
brand/product. The present study thus examines
importance of having online shopping sites as caoagpdo

online? Whether product purchased online have mervioffine stores and if so what attributes need t@bphasized

backup? Whether products purchased online deliwvalitg?

or addressed by marketers in order to achieve &iy®s

Online shopping sites have been looking into thBOSition in their domain.

possibility of selling luxury products. Sites likehe
Darveys.com, Elitify.com, and Dolce & Gabbana hstated
promoting their products online. Some of thesessitave
online customer care services through which theiocosr
can chat online and order the product. The rangeraducts

available online also have gone a sea change. ©nlin

shopping sites in the west now offer everythingrfrourated
selections, hand-picked by the personal cybersstgli the
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OBJECTIVES OF THE STUDY:

The study on the perception of online shoppers tdsva

luxury products tries to answer the following quess:
1. Can online luxury stores create exclusivity andspige
as compared to offline store?

their brand image and equity?

the

2. Can luxury products be sold online without diluting



. Can luxury products when offered online continue
enjoy brand trust and brand loyalty?

post-purchase?

Proposed Model

Brand
Exclusivity

Online Consumer
Perception

Brand
Trust

Post
Purchase

The Luxury products industry:

The luxury industry had its beginnings by the Frencare considered as higher

“Haute Couture” which literally means “elegant sewl
Eventhough it started off with its focus on art am@sthetics,
it went through dramatic changes, due to changetkeha
conditions. The global luxury market currently sagped €1
trillion in retail sales value in 2015. The markmisted a
healthy growth of 5 percent year-over-year (at tamts
exchange rates). The growth has primarily comenftbe
following sectors. Luxury cars contributed to 8rqemt
market, luxury hospitality had 7 percent, and farés stood
at 6 percent (Bain report, 2015). The personal dyxgoods
market — including leather accessories, fashiond thaxury
and fragrance & cosmetics — reach€d53 billion in
2015. However, the luxury segment witnessed only
percent growth at current exchange rates, whileatteal
growth is significantly slowing to 1-2 percent (Baieport,
2015). Eventhough branded stores are still the inimm
selling channel for personal luxury products, hgviG6
percent of market share, the e-commerce or onlgikng
channels grew to 7 percent in 2015, nearly doubiisg
penetration as compared to 2012 (Bain report, 2016
luxury goods market in India is growing at a fast@ of 18%
and is projected to reach USD 15 million by 2016e Tuture
outlook for the Indian luxury market is positives dhe
segment is expected to witness strong performaiie
Newswire, 2015).

Even though there are different varieties of luxgoods
available in the luxury segment, only the top pteamibrands
and entry level luxury products were considered tioe
study.
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to REVIEW OF LITERATURE

. Can online luxury store offer an ongoing relatidpsh Luxury products:

The definition of luxury is quite complex (Stegeman
2006). While most words describe luxury as an
extravagance, prestige, or elitism, it is diffictdtarrive at a
single definition for luxury. Luxury products cahe
characterized by excellent quality, at a very higite, rare
or unique, having the ability to provide excellénhctional
benefits and that are likely to provide intangiblnefits too
by satisfying the emotional desires for sensoriatification
and psychological as those for status and predlige to the
ability to transfer their symbolic value to consusie
(Raluca, 2014).

A consumer of luxury product/brand prefers to have
heightened status and thus doesn’t mind being edaod a
premium price (Jackson & Haid, 2002). Researchense
proposed four central features for a luxury brarithey are
perceived exclusivity, well recognized brand idintihigh
level of brand awareness and strong sales and roasto
support (Phau & Prendergast, 2001; Birtwistle, 2005 the
recent context, a new term ‘masstige’ has emergddu term
“masstige brands” is used to denote products winiffar
‘prestige to the masses’ (Kapferer and Bastien,9B0(p
312). Brands like Coach, Godiva, Starbucks, Fp3ssisot
and Victoria's Secret (Silverstein and Fiske 2q031) fall
in this category. Although these brands do fulfill the
characteristics of luxury products/brands by dé&bni they

Masstige brands create symbolic benefits and ges$ti the
consumer (Keller, 2009).
Store image plays a crucial part in attracting congtrs to

a store (Newman&Cullen 2002). There are two elemémt
store image. One element is attributed to the iphls
characteristics of the products that are sold estore like,
quality; price and psychological effects the pradutave on
the consumer. The second element is the extentrirderior

of the store which includes store layout, atmosphend

displays (Newman, Cullen, 2002). Previous reseaschave

found that maintaining a premium image for luxumards

through its own stores is crucial (Keller, 2009)uxury

I¥rands like Gucci, Louis Vuitton and Vertu provideinique
shopping experience through their outstanding servan

exclusive retail environment, and their selectiarmels of
distribution. Thus it is found that luxury brands/gucts

spend millions to create a unique shopping expeeen

Brand image is defined as the impression in thednoifi

the consumer about the total personality of thadhréhe real
and imaginary qualities and its shortcomings (Bes#n
Dictionary, 2015). In a study conducted in Hongni§p
researchers found that the brand image increagadtycand

sales of both luxury as well as non-luxury prodetong &
(Zaichowsky, 1999). Brand equity is defined as amesion

of both quantitative and qualitative elements of thrand.
Some of the factors that create brand equity amand®
Awareness, Perceived Quality, Brand Loyalty, andngr
Associations (David A. Aaker, 1991). The equity tbk

luxury product/brand is very much dependent onnitagery

of the luxury product/brand which the consumer lias
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than middle-market brands.



his/her mind. This may be attributed to either p®jagical
and social needs or both (Keller, 2009).
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2015).The ecommerce industry in India is valuedbat?
billion and expected to grow at 35% each year (Alsspt

Post-purchase behavior can be defined as a comniitm@®wC study, 2014). The online market has variouarpaters
towards using a product or a service, even whererothfor consumers to make it their favorite place obgbing.

alternatives are available (Chen & Chen,
behavior is defined based on the reinforcementrihéuat
pleasant outcomes generate repeat behavior. Tisaston
generated thus will
intentions (Reisinger, 2009). Research has dernatestthat
luxury goods are premium products which are suggohty
excellent service (Cheng, 2006). The luxury markset
characterized by a high level of advice while pasihg a
product and after-sales service (Kapferer & BastR09b).
Thus the luxury consumer is not prepared to gigbance for
a new brand (Danziger, 2008).

A common feature found in all luxury brands/produate
that price is never quoted. The price of luxurydurats are
communicated through its store image, interiors atate
aesthetics. The philosophy of luxury products/bsasdould
be to keep it rare and exclusive through few sgllints,
specific locations, and sales persons who are letyaable
and able to communicate the specific selling pooftghe
product (Kapferer & Bastien, 2009).  Thus mosttio¢
luxury brands/products present themselves throbgin bwn
brand stores, so that they have full control of pneduct,
prices and store image. Flag ship stores and niesmutlets
are perceived as a metaphor for placing objects @ha
desired most (Kapferer & Bastien, 2009). Expera@nti
environments which offer the luxury consumer toctowand
feel the product are highly essential (Schmitt let1895).
Product visibility and reputation and brand idgntitrough
“signature” architect-designed buildings have bgentrend
for luxury brands/products (Kirby & Kent, 2010).

2010). sThHowever, low prices and price comparisons have liben

main factors for making online shopping the faworit
shopping place (Sinha, 2000). Howe

produce post-purchase behdviora One of the primary reasons for buying luxury prdduc

online has been the convenience it offered (Lawtidmaver,
2008). The consumer can sit in the convenienchisiher
bedroom and make purchases. The consumer also has
opportunity to go for greater selection while chogsthe
product online as more products will be displayadthe
website. Other benefits include the availability ppoduct
information and reviews which help the consumer
choosing the right product. However, precautiongeh® be
taken to understand whether the site is authentit the
payment sites are trustworthy.

Luxury companies always felt that it was not polesiio
sell their products online due to exclusivity ancegtige
associated with the product. There was anothéeflibht the
luxury shopper would not prefer products online tlu¢heir
discriminating taste, and personalized customeficeiwhich
they prefer while buying the product. This myth was
shattered when Net-A-Porter opened its ecommerdesitee
to sell luxury products. The success of Net-A-Pownas, the
right digital presence coupled with customer carevidled
through online which helped consumers to buy thghtri
product. Currently the luxury goods market is eated at
€850 billion in 2014 has grown by 7% (Bain study12)
The personal luxury market is estimated at €22Bohilin
2014and is growing by 5%. The online luxury prodsetes
are estimated to €9 bilion and growing by 20 per

in

There are a large number of trademarked countedfeitcent.Companies like Louis Vuitton, Chanel, or Gartivho

products available in the luxury segment (Verdiets&arch
Co, 2007). This is likely to damage the reputatafthe
luxury brand (Kapferer & Bastien, 2009). Whileocdising a
luxury product, consumers look at the brand rathan the
features of the product (Grossman & Shapiro, 1988n
Kempen, 2004; Husic & Cicic, 2009). Thus the existe of
counterfeit product in the market can cause mormha the
luxury brands/products which are purchased dutstquiality
(Kapferer & Bastien, 2009). Thus as counterfeit duais
with low quality, flourish in the market it will h& a negative
effect on the perceived quality on a luxury brawith the
boom of internet shopping, the possibility of gali
counterfeit products has also boomed. Now manufergu
and marketers of counterfeit products are able dach
customers in any part of the world. One of thesosa of
counterfeit products thriving is the lower pricess@mpared
to the original product. There are several deatetme who
supply ‘look alike’, or ‘replicas’ of the originddrand.

Online shopping:

With global e-retail sales touching 1.7 trillion RD15

(statista.com), online shopping has become theedast

growing activity on the internet. Reports from USim that
55 per cent of the Internet users report onlineppha
(Nielsen, 2014). The number of internet usersnitid has

reached 354 million by the end of June 2015 (IAMAI,
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once considered not having online retail shops rdaged
their own luxury portals and has been incorporating
ecommerce in their marketing setup (Okonkwo, 2009).

RESEARCH M ETHODOLOGY

The study sample was defined as male or female
respondents, aged 18 years and older. The sampling
procedure used for the study was simple random l&agnp
technique. Respondents were asked texpress
their agreement/disagreement with statements aregpbint
Likert type scale with anchors rangifgom *“1 =
strongly disagree” and “5 = strongly agree”. Denagdyic
characteristics of respondents are presented gsieineies
and percentages in Table 1

TABLE 1
DEMOGRAPHIC PROFILE OF RESPONDENTS

Have vyou purchased Luxury 69% 31%
Products online?

Do you consider any of these % N

products as luxury?

Chopard 15% 18
Boss 3% 4
Dolce & Gabbana 6% 7
Armani 7% 8




Vaidakthya-2016

Gucci 5% 6 As far as age group was concerned the majorityhef t
Louis Vuitton 15% 18 shoppers were in 34-41, 32% followed by 26-33, 28%.
Chanel 10% 12 Males were 54% and females 46%.
Cartier 21% 25 Marital status 59% was married and 39% unmarried.
Dior 18% 22 Majority of the respondents were graduates, 74%
Age Group As far as specialization was concerned, 52% were
18-25 222" 26 technology related and 36% commerce.
gijj 5202 gg Income 56% had an annual income above 3 but below 5
4148 14% 17 lakhs and 22% above 5.but bglow 7 lakhs. _
Above 49 2% 3 _34% spent 2hrs./daily online and 31% spent 3hrsy/dail
Gender online.
Male 54% 65 The favorite ecommerce website was Amazon 43%
Female 46% 55 followe(_JI b_y Flipkart 24% and eBay 21%.
Marital Status Majority of the shoppers 45% spent between Rs.2000-
Married 59% 71 3999 per month whereas 33% spent between 4000-5999.
Unmarried 39% 47
Divorced 2% 2 TABLE Il
Qualification Perceptions on whether luxury products should tered
SSLC 0% 0 online
Higher secondary 4% 5 Question Y | N (%)
Undergraduate 17% 20 (%)
Graduate 74% 89 Do you think that luxury brands should be 75 o5
Doctorate 5% 6 offered online
Specialization I would feel more relaxed when buying
Technology 52% 63 luxury online than in a luxury shop. 68 32
Xr‘:'g'ca' Sciences 2%/0% 212 | often shop luxury online. 100 0
Commarce 3(?% 73 :)rscf)deun(gsmany hours’ online buying luxury 73 27
'Bnggfveﬁ;iﬁnnum 2% 5 I trust the quality pf luxury products even 88 12
Above 1 below 3 1206 12 if they are sold online.
Above 3 below 5 S6% 67 Luxury pro_ducts should_ be sold only 71 29
Above 5 below 7 2206 6 through their branded online stores.
Above 7 lakhs 6% 8 )
Time spent online daily *  75% felt that luxury brands should be offered online
1hr/daily 18% 21 *  68% felt relaxed buying online.
2 hrs/daily 34% 41 » All, 100% respondents shop online
3 hrs/daily 31% 37 » 73% spend time searching and buying products
4 hrs/daily 12% 15 online.
more than 4hrs/daily 5% 6 +  88% trust luxury products sold online.
Favorite  online  website for «  71% felt that branded stores should offer products
purchasing luxury products: online
Amazon 43;%’ 52 From this survey, it is clear that online is a cleofor
Eﬁ?&’an 2220//5 225 luxury shoppers, but would be glad if it is offerémm
Snapdeal 3% 3 branded online stores.
Infibeam 1% 1 TABLE IIl
Branded stores. - 8% 10 Correlation estimates between luxury value dimerssio
Amount spent for purchasing
luxury goods per month:
2000- 3999 45% 52 Variables Brand | Brand | Brand PuF:grS];se
4000-5999 33% 41 exclusivity | Image Trust behavior
6000-7999 12% 15 Brand
Above 8000. 10% 12 exclusivity 1 556 260" .308'
The survey started off with asking a question ortivbr Brand Image 7 1 5o 526
the respondents have purchased luxury productsneonli Brand Trust 438 569 1 71F
recently. 69% of the respondents have purchasedtrand Post Purchase
data of those respondents were only utilized ferdtrvey. Behavior 097 406 i !
Cartier 21%, Dior 18%l.ouis Vuitton & Chopard 15% %p<.01

were the brands known by majority of the luxury [gbers.
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From the table it was found that Brand exclusivisy
correlated to Brand image, Brand trust, and Posthase
behavior.

Brand image is correlated with Brand exclusivityaid
Trust, and Post Purchase behavior.

Brand Trust is correlated with Brand exclusivityraBd
image, and Post Purchase behavior.

Post purchase behavior is correlated with Brandgamand
Brand Trust but not with brand exclusivity.

DisSCUsSIONS

Can online luxury stores create exclusivity and ptige as
compared to offline stores?

One of the most distinguishable and sacred charstite
of a luxury brand is itseexclusivity Exclusivity is created
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together by making use of brand communities onlifidais
can help luxury brands to create the feeling ofsédsion’
between the consumers and their brand. Mercedeg’8en
GenerationBenz.com has a brand community whichnis a
invited only forum for Gen Y (Chang, 2008).

The online store may lack the senses of “touch fart
but the internet can utlize music, texture, spamed
community to create an aesthetic brand charactéreormhe
luxury consumers, who are heavy users of interaat, then
be engaged through these modes to create an esclusi
community who will use the brand as well as promibte
online through eWOM marketing.

Can luxury products be sold online without diluting
their brand image and equity?

Brands are now considered as major assets of the

through uniqueness, scarcity and rarity of the drarorganization. As a result they are now being meabuo

(Mortelmans, 2005). Heine (2010, p.1), defines lyx{arands
as “images” in the minds of its consumers that cdsepof
associations with a high price, quality, aestheatiijty and
specialty”. This exclusivity can be maintained bgvimg
branded stores in prime locations and with highliuatore
aesthetics so as to project the highest level gkiphl and
psychological values so as to provide a “touch fsd’ of
the product (Vigneron/Johnson 1999).

The internet by nature is a democratic medium and i
difficult to maintain such exclusivity on the int&t. Another
issue facing the luxury marketers has been the tedigit
products cheap imitations and heavy discountingc®ints
and offers on the product carry the risk of erodihg
prestige and exclusivity of those consumers whosymir

know their worth (Kapferer, 2012). Brand equityshzeen
described as the series of associations that itnhtiee minds
of the customer. This may be beyond its offeringtie
objective product itself (Keller & Lehman, 2006i). the case
of Luxury products, the equity may be intangiblad anay
reside in its imagery. This imagery may be peratias how
the brand/product satisfies the psychological adsbcial
needs of the consumer. The imagery may be influrge
advertisements of the product/brand and word of tthou
publicity (Keller, 2009). Kapferer & Bastien (2012rgue
that practicing e-commerce in luxury brands/prosanline
is extremely dangerous. They believe that onlinepping
undermines the feelings of exclusivity, reducesdfferts to
access luxury and diminishes the personalizationthef

brand value (Wee, Tan, and Cheok 1995; Okonkwo R00%ransaction, or the relationship with the custonfuzanne
As a result many luxury marketers have shied awaynf (2014) argued that if luxury brands/products comivated a
offering their products online. However due to theernet's holistic and consistent brand identity, in their lioa
increased usage and the decreased return from priférketing strategy, it does not get changed ovetnighus
advertising, luxury brands are now creating theiwno |uxury brands need not be afraid of diluting theiand image
ecommerce sites (Okonkwo 2009, 2010). Chanel has ngy selling online. The results of the study suppdithe claim

created the Chanel Official Instagram page (H&2044).

Currently, the internet has opened the vistas wédibing
with unlimited opportunities for digital communigat. The
key values of the luxury brand can be conveyedhie t
consumer through pictures, videos and 3D produ
presentations. Endorsements by celebrities andschgt
brand evangelists and advocates that promote dialogn be
utilized on the internet platform.

This technology can be utilized to create an exetus
experience for the customer. Since exclusive dtmrations
have their own store design, store aesthetics asyplags
which enhance the luxury and exclusivity, the witbssalso
can be designed in such a manner that it shoulatecran
exclusive shopping experience (Omansan et al, 200

that brand image does not get eroded easily, pedvithe
brand identity is conveyed consistently in all nedikg
communications and through all communication chemmfes

a result, there are various brands which have ssbadéy
plositioned their brands/product online. Currenggyveral
luxury brands have adopted online exclusive shopd a
identified online stores as one of their fastesbwgng
distribution channels.

Can luxury products when offered online continue &njoy
brand trust and brand loyalty?

Luxury goods are different from other products gyvof
their prestige, exclusivity, rarity, authenticitpdauniqueness
QVigneron & Johnson, 1999). Moreover a unique feanf a

Luxury companies like Louis Vuitton have their ownluxury brand is the trust that the consumers hanethe

merchandise and is sold only in their own boutiquEse
same principle can be applied for online storeand not to
be sold with other brands.

Luxury brands are also associated with exclusieeigof
customers who would like to set themselves apan fothers
(Jensen, Schau, Muniz, & Arnould, 2009). Online ka#ing
enables luxury marketers to identify and link tbisnmunity

87

product or brand (Kapferer & Bastien, 2012). Thisst was
not created in a day; rather it was created byistpaand
communicating knowledge, experience and commitntent
all the stakeholders’ (Anido Freire, 2014). Witletrise of
new brands and products, luxury has moved fromusict
rich clientele to wider audiences. Hence compafses the
big question of positioning the uniqueness, bramdttand



brand image (Anido Freire, 2014). While it is eas\create
a brand trust in a one-to-one relationship in dlinef store, it
is difficult to create the same in an online storeThus,
luxury brands should create exclusive channels
communication to communicate brand trust by denmatisg
competence and expertise (Sung & Kim, 2010). Tleee
several studies which demonstrate that the peareptof
brand trust is strongly influenced by consumer’aleations

and communicated by WOM (Bhattacharya & Sen, 20033ustomers to buy the product and

Accordingly, various studies have shown that regeabcial
interactions contribute to trust. (Williams, 200Byands like
Burberry, which has ventured into social media ssili&e
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always thrived craftsmanship, innovation, exclugivi
pricing, prestige and more so on social preschiptidBrands
like Louis Vuitton, Chanel had their initial sucsedue to a
afose community of fans. The goal of CRM in luxueyail is
to offer the brand/product according to customeedseso
that he/she has a delightful experience in buying asing
the product. Samantha (2010), contented thatioakttip
marketing in luxury retail can stimulate prospeetiv
reinforce existing
customers to continue buying the product/brand.epp@rs
and Rogers (2001) argue that differentiation indpicis and
promotion should be maintained for luxury produmcause

Facebook, Twitter and YouTube and launched its owdifferent customers need different products and may

websites for customers to share their experieriebar et al.,
2011). Gucci has its own social

represent different levels of value to a companyloday

networking siteluxury brands have their own exclusive websiteugh

Guccieyeweb.com; through these networks, luxuryntiéa which they build communities (Kim & Ko 2010; Okonl

have been sharing exclusive experiences of itswnass.
Some luxury brands even encourage consumers te Hineir
stories and pictures in the online brand commusifldeine

2009). This effort engenders affection and stinadalesire
for luxury. Building online communities through CRMso
enable the development of trust (Williams, 2001Y.his

& Berghaus, 2014; Kim & Ko, 2012). This sharing ofinfluences consumer’s affective commitment towatts

experiences has substantial consumptive charaatserias
well: members not only write, share and upload, dmtively

receive, browse, and observe content and other ewemb

Kim & Ko (2012), found that luxury brand’s onlinedal
media presence influences value equity, relatigngjuity
and brand trust.

brand (Casalo et al, 2008). In a wporelationships have
always been the key to the success of luxury brands

CONCLUSION
Purchasing power of people is fueled particulanytie
new emerging markets in Asia (Joy et al., 2014, f&agy,

Brand loyalty can be described as “a deeply held014; Kim & Ko, 2012; Tynan et al., 2010; Vignerén

commitment to re-buy or
product/service consistently in the future, despitaational
influences” (Oliver, 1999, p. 34). It is found thaustomer
satisfaction is an antecedent of brand loyalty (€l 1999).
In addition, research has found a positive relatm
between brand loyalty and brand trust (Chaudhuri
Holbrook, 2001; Sirdeshmukh et al., 2002). Sevstatlies
have found that online brand communities contritatbrand
loyalty through social connectedness online (e.gpdi2 et
al.,, 2013; Casalo et al., 2010; Laroche et al.,32@012;
Zhou et al., 2012). Luxury products which are sigreto
other goods, due to the quality, rarity and exekeisess
engender brand enthusiasts, to share their exjpesemnline
in a social environment (Kapferer & Bastien, 20221ido
Freire, 2014). Thus luxury marketers should useptheer of
online social networking to create brand commusitind
explore the opportunities of social networks (Zagi013).

Can online luxury store offer an ongoing relationgh post-
purchase?

A post-purchase relationship is highly essentidéririg
for any product purchased.
concerned about Customer
(CRM).
pronounced. With the advent of technology, conssraad
sellers have more interest in maintaining a refestnip.
Sellers can push their product information to tbaesumer,

and the consumer can choose products based on thedt

experience. The only issue is that the phone usnand
email addresses get exchanged through several haddsan

re-patronize a preferredohnson, 1999; Nueno & Quelch, 1998). This hastedea

many premium and luxury brands to go for promotingir
products online. Various industries have also sthtb tap
into luxury market to push premium products inte tiew
luxury segments (Truong et al.,, 2008). Thus theutyx
&dustry has become a macroeconomic sector comgrisi
various companies fashion, premium, or luxury (Kaef,
2014). The emerging markets and particularly themjn of
online social networks imply that the digital luyumarkets
will grow exponentially. However there is a growing
skepticism towards online stores. With the adverfit o
ecommerce, online stores should be designed inrdacoe
with the image of the product or brand. Online esoshould
be able to convey a feeling of exclusivity, andateean
excellent experience for the visitors. Similarhetproduct
range should be wider than in the physical stotéshis can
be taken into consideration, there will not be aegl risk of
the brands becoming too popular and thus lose their
exclusivity due to brand dilution. Thus marketefduxury
products/brands should increasingly use social anddi
create better branding communities, customer oelaliips,

Organizations are nosvem and brand loyalty.
Relationship Management
In the case of luxury products CRM is more
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Abstract— Microfinance can be considered as the powerful tool
for empowerment of women which is considered as wikavhen
compared to their male counterparts. Generally in hdia, micro
finance is offered by Self Help Groups (SHGs). Thprimary aim
of study is to analyse the influence made by micrisfance
organisation on different aspects of empowerment ckcted
toward female in society. Data were collected froml80 women
working in different self help groups which are firanced by
different microfinance organisations. Microfinance programs
have the potential to transform power relations andempower
the poor—both men and women. In well-run microfinarce
programs, there is a relationship of respect betwee the
provider and the client that is inherently empowering. Contrary
to conventional wisdom, they have shown that it ia very good
idea to lend to the poor and to women. More than 3 women
respondent are agreed to the fact that after theytarted with self
help group their decision making regarding family panning,
children marriage, sending daughters to school hascreased.
The factor which is influenced by microfinance andself help
groups by people as more than 60% of women are agré to that
their political involvement, access to informationfrom all round
the world and education status of families has immved. But
entrepreneurial skills are not influenced by microfnance helped
self help groups which are due to the unavailabilit of other
helps from government and other organisations.

Keywords: SHGs, Women Empowerment, Micro finance

INTRODUCTION

Microfinance is now more than 25 years of age sitge
birth in Bangladesh by professor Mohammad Yunusutgh
establishing Grameen Bank. The year 2005 was & stohe
in history of Microfinance when it is declared abl Wear of
Microcredit this paved the way for more influx ofiyate
organisation into the domain which was really cdestd
Only for NGOs. The revelation of Micro credit Summi
Council of practitioners in 1998 that more thanethfourth
of total clients for microcredit are women. Thessults were
based on the study conducted among 925 membeutitatis
around the globe. So, microfinance can be considasethe
powerful tool for empowerment of fairer sex which i
considered as weak when compared to their
counterparts. India is taken brave steps for empoge
women by bringing 33% reservation for women in liegige
but these will provide the benefit at peripheralele Many

still people who do not benefit from such schenige to
many factors like lack of education, conservatismd a
probably, malfunctioning management system of SHGs,
multitudes are left behind on the road to developmef
these women are the worse affected. There neduoks some
understanding as to what are the reasons thatesr@atap
between potential female beneficiaries of microditrand
MF lending institutions or SHGs.

How can the rural woman be empowered, both socially
and economically through a micro finance program®vH
can we create opportunities for millions of poanfkes who
can follow the footsteps of their successful andeamning
women folk? In a country like Kenya, women canrbup to
85 percent of their daily calorie intake just fetgh water.
Yet equality between men and women is more tharatiem
of social justice — it's a fundamental human righit gender
equality also makes good economic sense. When women
have equal access to education, and go on to ipaitcfully
in business and economic decision-making, theyaakey
driving force against poverty. Women with equalhtiyare
better educated, healthier, and have greater adoeksd,
jobs, and financial resources. Their increasediegrpower
in turn raises household incomes. By enhancing wome
control over decision-making in the household, @nd
equality also translates into better prospectsgaadter well-
being of children, reducing poverty of future geatems.

REVIEW OF LITERATURE

Gender equality and women empowerment is central to
achieving the Millennium Development Goals (MDGEBhe
proposed study aims at understanding the reasansofo
availability or rather non accessibility of crettit women of
poor families. If a micro finance scheme were to be
introduced what could be the possible benefit, ¢her
leading to empowerment of women? Empowerment of
women can be based on different factors like corpiom
expenditure resulting from micro finance, contribat to
child health and nutrition, say in family plannidgcisions,

maf@ving decisions, self employment opportunities anally,

female activism. Human society has always triefigbt for
equal opportunities. Through micro finance women b&e
uplifted to a status equal to her male counterparthe study

researchers have argued that in empowerment of wonik Proposed what are the changes which have brobght

microfinance can play an important role due to tfaest
influence it makes on the social and financial ugabf

microfinance institutions in well organised and allent
performing self help groups. What are the primaagtdrs

women. Studies have revealed that women are thaepriWhich are influenced by the microfinance in socéaid

borrowers of micro finance. They also ensure themmt
repayment of credit. Generally in India, micro fice is

financial upliftment of organisation?

offered by Self Help Groups (SHGs). Though there af® Empowerment

umpteen numbers of SHGs operating all over Intheret are
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Empowerment is defined as the self reliance anél sel



respect which is provided to achieve excellencemfro
harnessing the potential which is given by almigtatyeach
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community development, and social service providiée
literacy, health care, and infrastructure. This rapph of

individual (Cheston and Kuhn, 2002). These researchensicrofinance is mainly targeted for poverty eratima and

further argues that empowerment is related to ohanghe
status of the individual which gives power to iridival to

make choices freely without any influence of exéérorce.

Empowerment is also stated as the set of activitibich

helps women to change the perception about thersealnd
performing roles which were termed as male domahatde
process of empowerment occurs at different levedsd can
be household level, community and national levepolicy

making level (Zafar, 2002). Some
empowerment as the process of bringing the peopewere
not given importance while making decision to thaim
process of decision making.

Empowerment is also related to financial sustaiitglof
individual if a process provides the individual @mee which
will enable individual to take part in decision nrak
(Rowlands, 1995). Individual are empowered whely the
provided to choose among the different alternatiwéhout
the influence of any external force or factor. Tfisedom
should change the direction of the decision makivith
controlling both power and resources. The centrahte of
any empowerment is ‘Power’ the definition and iroptions
of power can be understand in different ways. Tlaestwo
aspects for power which is termed as power overpawier
on. Power on is termed when there is set hieraathével
which surely explains the relationship related tcigion
making of the individual or group. Power with inves when
a group of individual are taking decisions whereytlhave
collective and common goal for achieving self cdefice,
self awareness and assertiveness (Oxaal and BE@&n).

community development through overall developmefit o
society. In India where more than 45% of total pafiah is
under poverty line in which shows higher level otprty for
female. Microfinance can change picture of housthol
through providing new avenues of revenue which will
improve the financial stability of households. Tdssumption

is that increasing women’s access to microfinanitieewable
them to make greater contribution to household rimeo

researchers definghich is believed to translate into well being feomen and

result in changes gender inequality.
1) Financial sustainability ParadigmThis underlies
the models of microfinance promoted since the n@@5Lby
most donor agencies. Large programs which are tpbdé
and self supporting and that, compete with othdvape
banking institutions and capable of raising fundent
international financial markets, is the ultimatenapf such
endeavours. Financial sustainability is seen astiaddto
create institutions which reach significant numtaoér the
poor. The success of the programs is measuredrims tef
covering costs from incomes. The need for targetingnen
is justified on grounds of high female repaymem¢saand the
need to stimulate women’s economic activity. lbaieved
that increasing women’s access to microfinanceiceswill
in itself lead to individual economic empowermehbugh
enabling women’s decisions about savings and cresitto
set up micro enterprise, increasing incomes undheir t
control.
B. Economic impact of microfinance

Women's access to credit is generally believedsult in

Paradigms of Microfinance Institutions towards Wometheir economic empowerment. As a result, the proniof

Empowerment

Different researchers were agreed to the point rihiato
finance should target women as they are major qrortf
clients and also upliftment of women will surelylirence the
family and nation. According to Mayoux (2005) orsisaof
different understanding, aim of the organisationiclvhis
based on different policies and priorities which enfluenced
by the relationship of microfinance objectives agehder
based policies. There are three major divisionsariadthe
researcher which is feminist empowerment paradpgpaerty
reduction paradigm and financial sustainabilitygoigm.

Feminist empowerment paradigmMicrofinance is

microfinance to women has been called for by variou
international and national organizations in light their
productive role for economic development and worsen’
rights. However, many still question the empowering
capacity of credit in relation to the economic sbcand
political conditions of women. (Mayoux, 2002)

The impact of microfinance on income has been oleser
to be variable. It appears that for the majoritybofrowers
income increases are small and even in some caggsive.
This is due to the fact that most women invest xisting
activities which are low profit and insecure. Indaibn,

women’s choices and ability to increase income is

mainly focussed on spreading awareness towardsegendonstrained by gender inequalities in access toeroth

equality among the organisation which is working@men
upliftment. In this paradigm microfinance organisatare

working with the broad strategy for promoting womeraccess

upliftment through providing economic and socioiicdl
empowerment. Therefore this type of paradigm dedlsthe
opportunities and limitations of the organisatiohieth are
working for upliftment of women. Further microfinaa will
help to build the knowledge database based oncpzatory
principles and developing conditions which will pige
women the chances to develop in the society.

Poverty reduction paradigmThis is most widely used
approach for microfinance where major objective faos
programs such as development of sustainable lveth,
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resources for investment in household respongitalitd lack
of mobility (Mayoux, 2002). Hence, the presumptitirat
to credit automatically leads to women’s
empowerment is not often true. This is because wowith
access to credit are usually unable to gain andntaiai
control of it. In addition there are additional alivantages
that women face including inability to access infation,
productive resources and social networks that hitieir
access to and control of resources (Mayoux, 2003).
mentioned earlier, access to microfinance, by angel has a
positive economic impact. The impact becomes lafger
those closer to the poverty line and it also insesawith the
duration of membership or intensity of loans as ers
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begin to invest in assets rather than consumpfiborquch microfinance activities has implications for women’
and Haley 2001). empowerment within the household were investigdteda
Microfinance delivery in various points of the wibthas number of studies with varying results. Intra-hdusd
improved the economic position of households, eaimgn decision-making was one commonly investigated iidic of
the asset base and diversification in to highemurret women’s empowerment. While there is evidence that
occupations among members. However, there are alsanicrofinance can have an impact on women’s role in
number of issues within the women’'s empowermertousehold decision-making, it has not occurred lgvienall
framework that impede the poverty reduction cagaot contexts or in all areas of decision-making (Chestmd
microfinance (Skarlatos, 2004). First the sizeha bbans is Kuhn, 2002). The other social impact of microfinaris on
too small which does not enable the women to makeg | domestic violence. Domestic violence might reveatiiee a
lasting income change for the household. Seconthlg, declining or an increasing trend with women’s ascés
increased access to credit in the same geograpgaccauld microfinance (Goetz and Gupta, 1996). The reasorthe
contribute to market saturation of products proglidey decline could be the increase in awareness amomgyfa
women. This is because poor women usually engage rimembers that provides women a public forum whery th
similar businesses. Thirdly, there is the possibithat the discuss matters that were previously kept privat€ly the
women’s successful business might have a negatip@adt other hand, according to the report compiled byh¢Ran,
on the girl child who might be required to help meother 1999) an increase in domestic violence has beesrodd for
leaving the school. 70 percent of 120 women borrowers of Grameen Bank
Women have a stake in the overall economic achiem¢m (microfinance institute found in Bangladesh) follag their
of the household. However, in societies where theme involvement in microfinance.
restrictions on women’s public mobility the impactds

microfinance on women are marginal or even nontemtsIn RESEARCH M ETHODOLOGY
addition, the economic impact of microfinance onnvem
depends on whether they have full control over lhen The primary aim of study is to analyse the influentade
secured and their voice in house hold decision nipGoetz by microfinance organisation on different aspects o
and Gupta, 1996). empowerment directed toward female in society. Bhigly
is descriptive in nature which was completed using
Social impact of microfinance guestionnaire survey method. In this study uniaedlysis is

In addition to economic impacts, social change® algvomen who are working as a part of self help growpgh
result from the work of micro finance organizatidisbeer, are sponsored by microfinance organisation. Thporeses
2005). The delivery of microfinance is expecteddsult in  from the respondents are collected using previouslylated
social changes because women working in groups cgHestionnaire in past studies.
achieve what might not be achievable individuaMicro Data collection:
finance organization strategies provide the pooe th Data were collected from 180 women working in
possibility of belonging to a group they choosepitesthe different self help groups which are financed byfedent
socially or economically imposed relationships (Kah microfinance organisations. Out of this 30 respenaere
2005). This allows for meeting with others of siamil found unusable due to different reasons like indetep
experience and share knowledge. Such practicefeict @re gquestionnaire, non respondent answers etc. Ouhisfl50
believed to empower them both individually and edlively. responses were found valid for using in study. Bedpnts
The provision of financial services is directly asisted with were asked to provide response based on five gemantic
two specific sets of social relations. The firslate to scale where “1” indicates decreased very much respo
interactions with the staff of the organizationsehhhave the alternative to “5” indicated increased very muclspense
potential to bring change through training and ptwtivities.  alternative. First six scales were used to measlifferent
The second set of social relations is those betweembers factors of social empowerment like involvement iocial
of the groups organized by microfinance organizetio activities, family education status, political itvement,
However, these groups do not embody the same phiscof —access to knowledge information and skill, relagitp with
organization or the same kind of relationships leetw different agencies, and entrepreneurial activitidext five
members (Mayoux, 2005). scales were used to measure different factors ofaric

Child education also improves with the provision ofmpowerment like income, savings, indebtedness,
microfinance. In this regard, the delivery of mimance to accessibility to credit, and income generatingvétas.
women results in greater return as compared to (Keher,

2005). Microfinance members are also expected tee ha _ DATA ANALYSIS o _

enhanced decision making powers regarding reproguct ~Social empowerment of women in India is most imoit
rights than non-members. These include the decision @Spect for improving present status of women irieceit
abortion, contraception use, and number of childred age Parts in India. When we talk about empowermentewfidle
at marriage for their daughter. In addition, theelihood of ~the primary need is to increase the participatibwamen in
female decision making has been increases whemetimg ~ the society where they can put forward their vietmsthis
loans through women's groups rather than to indiaid Study conducted we have analysed the responsesmemw
women (Goetz and Gupta, 1996). Claims that pagtiop in regarding the influence microfinance has helpedthair
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development. Out of 100 respondent more than 50% are

agreed to the fact that there involvement in theiado
activities have increased when compared to the itlstno
microfinance activities. This is not only the factshich is
influenced by microfinance and self help groupgpbgple as
more than 60% of women are agreed to that theitiqalli
involvement, access to information from all rouhé tvorld
and education status of families has improved. B
entrepreneurial skills are not influenced by migrahce
helped self help groups which are due to the uteitity of
other helps from government and other organisatiBugher
self help group has also influenced the accesitii more
development agencies which is helping these wonmen
develop and flourish. The details are providedhia table 1
below
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credit

Indebtedness 2 16 7 36 37
Income generating 6 12 30 43 9
Activities

ut In Indian society women are not allowed to takeisien

in the family as these are considered as male dupdn
aspects in the family. In the study we tried tafifiself help
group financed helped by microfinance has helpethemin
the area to change the perception. In the studwas
?oncluded that about 66% of the respondents arethiegt
have started playing important part in decision imgk
process of family. More than 50% women respondeat ar
agreed to the fact that after they started with Iselp group

TABLE | ; o X . . N
DIFFERENT ASPECTS OF SOCIAL EMPOWERMENT their decision making regarding family planning,ildten
SD D N A SA marriage, sending daughters to school has incre&sedstill
Involvement 7 15 31 37 10 the qlecision making regarding byying and. sellingmfe’_[s is
in social dominated by male counterpart in the family so worienk
activities it is because of lack of information. The resultisthshows
Family 3 31 20 36 10 the results are shown below in table 3.
education
Status
Political 3 31 20 36 10 TABLE III
involvement THE DIFFERENT ASPECTS OF DECISION MAKING IN THE FAIY
Access to 6 16 37 34 7 SD D N A SA
information Farmil
Contact with| 8 32 28 23 9 Y 3 1 26 46 14
Planning
development Children
agencies marriage 3 11 20 56 10
Entrepreneuria 4 11 36 36 13 Buvin g and
| abilities ying 7 15 31 37 10
selling of asset|
Education to
Financial empowerment is the most important aspecgirls 3 31 20 36 10
when related to women as this is primary constré@mt | All  decision
individual which restrict their participation in dsion ;‘Z'git:td o 3 31 20 36 10
making. The study has taken different aspect oarfamal Y
empowerment like raise in the annual income of fami DISCUSSION

savings which are generated by the individual, easyess
for credit when in need, indebtedness and more nigco
generating activities. In the study data shows ahaut equal
number of respondents are agreed to the perspehtveelf
help group has played an important role in increaghe
income of the family which is helping individual tndulge
in more income generating activities and save fetteb
future. Debt from external sources are always plageuel
role in suppressing development of individual ar@men in

Gender equality and women's empowerment are human
rights that lie at the heart of development and the
achievement of the Millennium Development Goalssjiite
the progress that has been made, six out of tewoold's
poorest people are still women and girls, less ttapercent
of the world's parliamentarians are women, twodshiof all
children shut outside the school gates are girts aoth in
times of armed conflict and behind closed doordane,

the society. This study shows that about half o th,men are still systematically subjected to viokenc

respondents are agreed to the fact that microfmamas
played an important role for getting credit andrdasing the
debts on the family. The results based on the respof the

individual are shown in table 2 below
TABLE II
DIFFERENT ASPECTS OF FINANCIAL EMPOWERMENT

SD D N A SA
Income
' 8 1 20 | 56 | 10
savings
Accessibilty  to| 3 26 20 41 10
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Six out of ten of the world poorest people are womho
must, as the primary family caretakers and produoéfood,
shoulder the burden of tilling land, grinding gragarrying
water and cooking. Yet some 75 percent of the verld
women cannot get bank loans because they havediopai
insecure jobs and are not entitled to property esmip. This
is one reason why women comprise more than 50 peofe
the world population but own only one percent & tiorld's
wealth.

Equality between men and women is more than a matte
of social justice — it's a fundamental human rightit gender
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equality also makes good economic sense. When womieave reason to want to see their groups succeed.

have equal access to education, and go on to ipattcfully

in business and economic decision-making, theyaatey
driving force against poverty. Women with equalhtgyare
better educated, healthier, and have greater adoeksd, [
jobs, and financial resources. Their increasediegrpower 2]
in turn raises household incomes. By enhancing wome
control over decision-making in the household, @end
equality also translates into better prospectsgaadter well-
being of children, reducing poverty of future geatems.

In modern times, micro-finance seems to have eaamed
almost mythical reputation as the panacea for thblpms of
underdevelopment. In microfinance schemes we a8
presented with the acceptable face of entrepreseuri
capitalism. Money made available at “competitivates is [5]
lent to collectives of the poor and landless, tgpicreferred
to as Self-Help Groups (SHGs) or Thrift groups.nhany [©]
countries Non-Governmental Organizations (NGOs) agan 7]
micro-loans, but in India the banking system itdef also
taken on this role. Individually, the members of gelf-help
groups would not normally be able to access loanalla
These are poor people who could not provide colihtas a
guarantee. As a result, the most economically desatged
members of developing communities are normally elkni
access to the finance that they could use tohidtrtselves out
of their poverty.

Microfinance programs have the potential to tramsfo
power relations and empower the poor—both men artl]
women. In well-run microfinance programs, there ds
relationship of respect between the provider are dlent
that is inherently empowering. Contrary to convemdl
wisdom, they have shown that it is a very good itel@nd to
the poor and to women. Susy Cheston and Lisa Kagal(
p.4) say that women account for nearly 74 percéthe19.3
million of the world’s poorest people now being st by
microfinance institutions. Most of these women haceess
to credit to invest in businesses that they own apedrate
themselves. The vast majority of them have excellef™
repayment records, in spite of the daily hardshiiey face. [16]
In India, ideals of small-scale economic activityithin
modified and emancipatory village structures ndityireend
to take on a partially Gandhian hue. However, them@so a
gendered dimension to microfinance, mainly because,
India as elsewhere, most SHGs have been formedobyew
and exclusively for women. Examples such as Srikhan
women’s schemes and the Bangladesh experience [
Grameen Bank illustrate the female orientation aficin
micro-finance. Two factors appear to underlie thender
bias. First, there is a widespread perception Wahen are
more responsible than men. With a greater awarevfegse
needs of family, women are thought to be less ke
squander loans on unproductive consumption, whemess
are reckoned to be likely to waste their money fm,
example, alcohol and “other” women. Women are also
thought to be less likely to default on their pexaoloans
because they value their honour highly. Seconcli@ftthat
poor women are doubly oppressed by virtue of bo#art
poverty and their subordinate status to men in rthei
households is perceived to mean that women hav&omea
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(3]

(8]

19

[10]

[12]

[13]

[14]

[17]

[18]
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Abstract— We are living in a global village and all this came
true ever since the commencement of Globalisationftar the

World War Il which later accelerated considerably snce the
mid 1980’s. Globalisation has led to growing interdpendence of
countries and increasing integration of trade, finace, people
and ideas in a single global market place. Internédnal trade

and cross-border investment flows are the core elesnts of this
integration. The global trade had been showing a Iadthy

growth and along with the international trade, the rate of

investments also increased at a rapid pace. Theséovf of

investments where in billions and tilted the globaltrade along

with it. The investments also contributed to the bth ethical and

unethical/sin part of the business. In the 20th ceuary, ethical

investments were mainly focused and based on peoplesocial
views. Sin investments are basically subjective thameans
different to different investors. In early 1990s, thical

investments began to focus mainly on environmentasues, and
ethical investors moved away from coal and fossil uél

companies considering those companies as unethicalhe

concept of ethics in business differs from peopleotpeople. To
some investors, a company which manufactures or pnootes an
abortion pill is an unethical company. For other irvestors, an
unethical company may be one which drills oil fromor near

environmentally sensitive locations. Some think tha the

investment becomes sin when the investments are ¢gompanies
that deal in tobacco, alcohol and other products demed to be
"harmful" to the social well-being of the society. Thus the

ethical aspect of investments is a matter of prefence. This
article is mainly focused on how the ethical as wlelas sin
investments influences the international trade.

Keywords— Sin investment, Ethical Investment,
Sustainable Investment, Sin stock, Society, Busires
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INTRODUCTION
The history of investments had always been in faafu
ethical or on moral valueS'The modern concept of ethical

mt.ac.in

A major concern was raised the world over on ethica
investment on the context of Vietham Warby the
establishment of Pax Fund in 1971. It was two Uhite
Methodist Church ministers who set up this fund.eyh
introduced this fund by getting motivated from tkalization
that not supporting the wars meant something mbem t
simply not investing in arms manufactures. The &ees
found that their fund could have been investedoimes other
companies caught up in the war, not only in the emer
manufacturers of chemicals.

The world also witnessed a global boycott movement
against apartheid South Africa which brought isswds
ethical investment and socially responsible investir(SRI)
particularly in the US. Later it led to the divesimi from
South Africa. The world has always been concernedhe
ethical part of the various investments and anstment can
become ethically or socially responsible only whtme
environmental, social, and ethical principles & thvestors
start influencing their investment decisions. Arvastor’s
choice is also influenced by the returns on invesits and
also on the impact it may have on the environmenthvis
becoming increasingly important nowadays.

Selection of Investment avenues: Now the quest®n i
“How does an investor select ethical investment
avenues?”"Generally speaking, there are two waysnibst
common method, negative screening, in which thestor
avoids the investment in companies or projects whlic not
meet the ethical standards (i.e. invests in tobawocarms).
Another method is positive screening which dirette
investor to invest only in those companies whichveha
commitment to responsible business practices, mtedu
and/or services and to the society. All ethicalestments
will not have the same green criteria or returrfgrerance.
So the investors should do a research before sajetliie
investment to ensure that the investments meet the

investment is considered by many as the Quakeinvestment criteria as well as green criteria.

Philadelphia Yearly Meeting in 1758 prohibited ite@mbers
from participating in the slave trade. In the |a&th century,
the founder of the Methodist church John Wesleyssted a
detailed set of principles for the 'right use ofrmay. As per
these principles, one’s neighbour should not bembdr
through his business practices. It also suggesteitliag all
industrial processes which involve harmful minerals
(Corporate Watch Magazine # 54 | summer 2013).

95

HISTORY OF ETHICAL INVESTMENT

Ethical investment is an honoured idea. The questio
the ethics in making an investment goes back adt lea
Biblical periods and the prevention in Jewish lamv usury.
John Wesley, who founded Methodism, emphasised 094
that the use of money was the second most imposteaject
of New Testament teaching. He came with four coutbes
addresses entitled: ‘Earn all you can’; ‘But notte expense
of conscience’; ‘Not at the expense of our neighlibou
wealth’; ‘Not at the expense of our neighbours’ Itiéa



(Jacob, 1996:2).

Since then these themes have
investments. Nevertheless, what is currently famnilas
‘ethical investment’ is the custom of investing dishon the
basis of a set of ethical criteria - is more rec@&ntring the
first half of this century a number of organisatiaelated to
the Church had adopted a variety of ethical praioibs on
definite kinds of investment, predominantly thodeick have
become known as ‘sin stocks’: alcohol, tobacco, lgamg
and arms. The pioneer fund was set up in US in 188 a
policy of purposely screening certain investmentsethical
grounds (Harrington, 1992:6). Nevertheless, theretur
interest in ethical investment began in the lat€0k9 An
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Responsibility.” The ethical investors consider en@bout

influenced ethicthe ethical norms and values than the monetaryngtd he

Social Investment Forum (2005), a national noniprof
organisation promoting the concept, practice, armvth of
socially responsible investing, describes sociedlyponsible
investing as “an investment process that consitlerssocial
and environmental consequences of investments,
positive and negative, within the context of rigggdinancial
analysis.”

(EIRIS, 1996a:5) According to him a typical listethical
concerns of ethical funds includes ‘alcohol, anirresting,
gambling, greenhouse gases, health and safety Ha®gac
human rights abuses, intensive farming, military

both

initiative was formed such that a number of churcinvolvement, nuclear power, ozone depletion, piki;

investment funds initiated to explore ways of aimid
investments in companies either operational in IS&ftica
or caught up in the Vietnam war. In continuationthé in
1970 the first ethical mutual fund, the Pax Worldh&, was
established (Harrington, 1992:7). This was soolofetd by
the Dreyfus Third Century Fund in 1972.

The Church Commissioners of the Church of England iputs it:

the UK had started imposing some ethical restmation their
investments since 1948 just like as it had happéméide US
it was not until the late 1960s that discussionaoegbout

pornography, roads, South Africa...third world cems,
tobacco, tropical hardwoods, water pollution’. Thbuhere
are contradictions on including all the above itdmghe list
but most of these topics relate to genuine ethicablems
and forms of harm.

As the Friends Provident Stewardship marketing rrate
‘through their investments, many people yma
inadvertently support practices which they woulddfi
objectionable: pacifists may support the arms trade
conservationists may contribute to environmentatretion,

ethical unit trusts. Charles Jacob in late 1960% was soon religious people may support oppression and exloit,

to be the investment manager of the Central BoBFdnance
of the Methodist Church, started to explore thelihood of
setting up an ethical unit trust in UK, similar tteat of US
ethical mutual funds. He also was successful inirgethe
practical support of First Investors, an asset mameent

non-smokers may help the tobacco industry, andtaeges
may invest in factory farming.’ (Stewardship, 1995:

SELECTION OF INVESTMENTS
The selection of investments is of great importane®re

company, and encouragement from Richard Rowntrgbeof making the investment decision. The various efféctsan

Joseph Rowntree Social Services Trust. In 197 3galeith
Jeremy Edwards, of First Investors, he organis@doaosal

make on the society or a group of people and tines t
economy etc are all of great relevance. There basetan

for a trust entitled ‘Stewardship’ encouraged hyaasage on effective tracking system which can restrict andhitli

the rightful use of money in the ‘Parable of thdehits’ in St.
Matthew’s Gospel (Matthew 25: 14-29). The majorexsf
the US ethical mutual funds which displeased Jaand
Rowntree was their prevailing negative importance
avoiding companies occupied in unethical activitiéte
therefore sought to develop a trust with a mordanuptic
approach.

THE CONCEPT OF ETHICAL INVESTMENT

unethical investments. According to Cowton (199, 13-

32) ethical investment is the use of ethical andacriteria

in the selection and management of investment gt
ogenerally company shares. Ethical investors mayidavo
investing in companies doing business which is hinat to

the investors. They follow ESG strategy in investine
management and selection which brings together
Environmental, Social and Governance (ESG) conatiters
rather than just reliance on financial returns @sk factors

Eurosif defines SRI as, “Sustainable and Respamsitalone. The general concerns against unethical imesgs or

Investing (SRI) is a generic term covering any type
investment process that combines investors’
objectives with their concerns about Environmen&dcial
and Governance (ESG) issues”. Ethical investment
‘socially responsible investment’ has always faegetbt of
disagreements among the various among
companies and academicians. Generally it is thegmtion
of ethical and social values and environmental ickenations
into investment decisions, rather than financisines. Both
these terms are used interchangeably. It is algmlpo as
sustainable or responsible investment.

Sin investments have become more visible and more

firncimeaningful across different parts of the world. THthical

investment took the form of a social movement thfou
which investors expressed their disagreement about
companies’ misbehaviour. Ethical investment isobgiog a

investosocial movement and makes an attempt to changel swder

or social structures (Tarrow, 1998). When thesengba are
happening in each country, it will affect the imational
trade transactions across countries. The awareaess
struggle against unethical investment are beconmrage
visible and thus bringing more and more road blacksin

According to the US-based Forum for Sustainable arinvestments across geographical boundaries. Theemod

Responsible Investment, ethical investment is ‘@cess of
identifying and investing in companies that meettaie
baseline standards or criteria of

investment or business world are becoming highliatile
and it in turn are attracting more unethical investas it does

Corporate  Sociprovide a better returns even during recessiongiffibus as
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there are a lot of uncertainty regarding the effectess of
fiscal, monetary and exchange rate policies arehventions
vis-s-vis the creation of present output and, moreortant,
their impact on future economic growth and a sgtsewell-
being. And while not everyone agrees on the wisdafm
pursuing down the Socially Responsible Investinglf$ath
(Sheehan, 2002).

SIN INVESTMENT

The term Sin investment or sin stocks is the opposi
the concept of ethical investment. While investimgsin
stocks, the investor looks only to the financialures. He
ignores the ethical and social values of the irmest. This
investment is called ‘sin’ not because it focusaly do the
financial returns, but stock of the company in vbhice
invests either directly involved in or associatathvactivities
considered to be unethical or immoral. The investare
making profits by spoiling the ethical norms antles of the
society. Sin stocks include the stocks of the caorigsafrom
the sectors like alcohol, tobacco, gambling, sdated
industries, weapons manufacturers and the militRgople
prefer these stocks because they perform well énntlarket.
According to researchers from Princeton Universitg the
University of British Columbia, “sin stocks outperfm
comparables even after controlling for well-knoweturn
predictors.” A recent report from Sig Fig found ttHain 8
investors own at least one “vice” stock, which twnpany
categorized as companies in the tobacco, alcolsine or
marijuana industries.

SIN INVESTMENTS AND ITS RETURNS

The returns offered by unethical investment havenkibe
main attractions which have always been the roasedor
attracting many to opt for it. Berman (2002) writeat “sin
stocks come with other advantages besides statMibgt of
these stocks have lower valuations than the ovenalket.
Some of them also offer excellent dividends. FinaBin
stocks tend to benefit from very conservative aotiog
because their industries fall under considerahletisy from
regulators”. The returns followed by these unethic
investment forces the investors to become blind itsn
adverse consequences on the society as well as
environment.

The values possessed by the individuals in theegoand
the society as whole also influences the unetlimsadstment
in the society and country and Glaeser & Scheinkma
(2003) states that social interactions are generatiore
important for a variety of economic outcom8slaber [2007]
conducted an investigation about the sin stocksthree
industries in 18 European countries. She conclaldadsin
stock returns depend on religious preference, lef/i@xcise
taxation, and degree of litigation risk.

The low investments coupled with high returns dneags
an attractions for unethical investments the wooleer.
Various studies have suggested on the relativebhdri
returns which attracts people for having unethice¢stment.
There are people who oppose ethical investing. Ttheys
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only to the financial factors of the investment.eyhare
concerned about the adverse costs and effectsvetvah the
ethical screening. They argue that some implicist€o
associated with implementing ethical screens whigh
adversely affect investment performance and thezefbould
be considered (Sauer, 1997). Another important estign
by Fabozzi, Ma and Oliphant (2008) in their studibat
portfolio of sin stocks obtained a return of 19% rotlee
benchmarks in term of both magnitude and frequency.
According to them there are some criteria for theseess
returns in sin stocks. First, criteria are the latkadherence
to social norms and values. Because, such adheteasan
implicit and explicit cost and since sin stocks miat have
such adherence, they can outperform in the maSestond,
is due to the undervaluation of sin stocks at tiigal public
offerings (IPOs) because of such company’s bad éndge
companies in sindustries use the human nature rictheir
business. The human nature is stable regardlesctmmic
conditions. So sin stocks will perform well irrespiee of the
prevailing economic conditions and provides widergima
and steady profits for a long period. Another facidich
foster the performance of the sin stock is the tessber of
competitors in the industry. In this context, theock
performance graph of British American Tobacco Pi@ich
is a global tobacco company with brands sold inertban
200 markets can be taken as an example to depéct th
outperformance of sin stock.

British American Tobacco
May 03, 2016 —

M Closing Price: 41949
H SkA (S0%: 3505

{c) Stockopedia 2016
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Source: Stockopedia.com, datédiNay 2016.
Fig 1: Performance of a sin stock

Jo, Saha, Sharma and Wright (2010) had a comparativ
study between Socially Responsible Investing (SEBtirns
and S&P 500 conventional index. They considered iDbm
Social Equity Mutual Fund (DSEFX) a proxy of SRlithw
VICEX mutual fund, which only has sin funds aval&lfor
investing. The authors found that “sin based inmestts
have historically performed better than SRI based



investments over the long term, but not over thestmecent
short term of one year”.

CONCLUSION

Though the ethical investment is of great relevanabe
society and its healthy growth the unethical inwesits still
maintains to be an attractive destination to mammsiering
the kind of returns and other hidden benefits bffering to
the investors. A good investor should not be getpted by
the various benefits an unethical investment magraxby
compromising the well being of the environment, ple®ple
and society as a whole. People and the influenamarfern
technology as well as the media are playing an taporole
in curtailing the growth of unethical investmemsdifferent
parts of the world. The fight between the good #rel evil
continuous but more relentless efforts are requicedight
this means of unethical investments across thereiit parts
of the world.
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Abstract— This is a conceptual research article, on the
topic ‘Social Entrepreneurship’.The data collected for the
research was mainly from secondary sources. The vaus
aspects of Social Entrepreneurship such as its
introduction, history, the concept of Social
Entrepreneurship, its needs, characteristics, impdance,
historical examples of leading Social entrepreneurs the
major organization in social entrepreneurship, the types
of Social entrepreneurship organizations, their ro¢ in
economic development, their economic benefits, twaases
of various Social enterprises, top ten Social entpeeneurs
from India and the challenges faced by Social entprises
are being conveyed through the research article.

Keywords— Enterprise, Economic Development, Social

Entrepreneurship, Social Capital, Capital Sourcing

INTRODUCTION

There are continuing arguments over which indivislua
can be defined as social entrepreneurs. Thus Hare thas
been no consensus on the definition of social
entrepreneurship, as so many different sorts dfifieand
disciplines are associated with social entrepresiepr
Philanthropists, social activists, environmentalistnd other
socially oriented practitioners are referred to sccial
entrepreneurs. The fact that social entreprendalfsunder
various career types is part of the reason it fcdit to
determine who is truly a social entrepreneur. D&8adnstein
has even used the term "social innovator" interghahly
with social entrepreneur, due to the creative, tnaditional
strategies that many social entrepreneurs useaFadearer
definition of what social entrepreneurship entails, is
necessary to set the function of social entrepnesidgu apart
from other voluntary sector and charity-orientedivéties
and identify the boundaries within which socialrepteneurs
operate. Some have advocated restricting the ®@founders
of organizations that primarily rely on earned imes-

Social entrepreneurship in modern society offers gQeaning income earned directly from paying conssmer
altruistic form of entrepreneurship that focuses ®®  (hers have extended this to include contractedk vior

benefits that society may reap. Simply put, entgapurship
becomes a social endeavour when it transforms |soajiétal
in a way that affects society positively. It is wied as

public authorities, while still others include gtanand
donations.

advantageous because the success of social emeepsbip A History
depends on many factors related to social impaet th

traditional corporate businesses do not prioriti&acial
entrepreneurs recognize immediate social probldusalso
seek to understand the broader context of an iskae
crosses disciplines, fields, and theories. Gainindarger
understanding of how an issue relates to sociétyvalsocial
entrepreneurs to develop innovative solutions amdilze
available resources to affect the greater globaksp Unlike
traditional corporate businesses, social entrepirshe
ventures focus on maximizing gains in social satigébn,
rather than maximizing profit gains. Both privatedgublic
agencies worldwide have had billion-dollar initiets to
empower deprived communities and individuals.
support from organizations in society, such as guvent-
aid agencies or private firms, may catalyse inngeaideas
to reach a larger audience.

This concept may be applied to a variety of orgations
with different sizes, aims, and beliefs. Converdion
entrepreneurs typically measure performance
revenues and increases in stock prices, but
entrepreneurs also take into account a positivéurieto
society". In the 2010s, social entrepreneurshifaddlitated
by the use of the Internet, which helps people ah® not
geographically close yet who share the same goals
collaborate to achieve social goals and facilitathe
dissemination of information.
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Social entrepreneurship is distinct from the comhasp
entrepreneurship, yet still shares several sintiggriwith the
classic concept. Jean-Baptiste Say, a French edshom
defined an entrepreneur as a person who "undeftakeslea
and shifts perspectives in a way that it altersetffiect that an
idea has on society. An entrepreneur is furtheinddfby Say
as someone who "shifts economic resources out afean of
lower and into an area of higher productivity aneager
yield." The difference between "entrepreneurshipid a
"social entrepreneurship”, however, stems fromghgose
of a creation. Social entrepreneurs seek to tramsfmcieties
large, rather than transforming their profit giar as
classic entrepreneurs typically seek to do. Social
entrepreneurs use a variety of resources to bdogtes into
a better state of well-being.

The concept of "social entrepreneurship” is notogeh
idea, but it recently has become more popular ansociety
and academic research, notably after the publicaifo'The

SOCidlse of the Social Entrepreneur” by Charles Leadtdse

Many activities related to community developmentd an
higher social purpose fall within the modern ddfom of
social entrepreneurship. Despite the establishdihititen
ﬁowadays, social entrepreneurship remains a diffozuncept
to define, since it may be manifested in multipdenis. A
broad definition of the concept allows interdistiply
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research efforts to understand further and corgtantC. Need for social entrepreneur
challenge the notion behind social entrepreneurship Rather than leaving societal needs to the goverhmen
matter in which sector of society certain organtrest are business sectors, social entrepreneurs find whahds
(i.e. corporations or unincorporated associationsd aworking and solve the problem by changing the syste
societies, social entrepreneurship focuses ondtialsmpact spreading the solution, and persuading entire gesigo
that an endeavour carries. Whether social entreprship is move in different directions
altruistic or not is less important than the efféchas on Just as entrepreneurs change the face of bussusda)
society. entrepreneurs act as the change agents for sosieizing
The terms social entrepreneur and  sociapportunities others miss to improve systems, ihvesw
entrepreneurship were used first in the literatoresocial approaches, and create solutions to change softetthe
change in the 1960s and 1970s. The terms came iftetter. While a business entrepreneur might createely
widespread use in the 1980s and 1990s, promoteBilby new industries, a social entrepreneur develops vitine
Drayton, Charles Lead beater, and others. Fron1®3®s to solutions to social problems and then implemengstion a
the 1990s Michael Young was a leading promoteroafad large scale.
entrepreneurship and in the 1980s, was described by Historical Examples of Leading Social Entrepreneurs
Professor Daniel Bell at Harvard as 'the world'ssmoe. Susan B. Anthony (U.S.): Fought for Women's Rights
successful entrepreneur of social enterprises'usecaf his  the United States, including the right to controbgerty
role in creating more than sixty new organizations and helped spearhead adoption of the 19th amendment
worldwide, including the School for Social Entrepeers « Vinobha Bhave (India): Founder and leader of thed.a
(SSE) which exists in the UK, Australia, and Canaohal Gift Movement, he caused the redistribution of mtran
which supports individuals to realize their potehtand to 7,000,000 acres of land to aid India's untouchables
establish, scale, and sustain, social enterprises social landless.

businesses. Another notable British social entregue is « Dr. Maria Montessori (Italy): Developed the Montass

Andrew Mawson OBE, who was given a peerage in 2007approach to early childhood education.

because of his regeneration work including the Begnby . Florence Nightingale (U.K.): Founder of modern fgs

Bow Centre in East London. _ _ she established the first school for nurses angtbto
Although the terms are relatively new, social improve hospital conditions.

entrepreneurs and social entrepreneurship may bedfo . jonn Muir (U.S.): Naturalist and conservationiste h

throughout history. A list of a few noteworthy pé®mhose  ggiaplished the National Park System and helpettifaine
work exemplifies the modern definition of "social gjerra Club.

entrepreneurship” includes Florence Nightingale,ntter of
the first nursing school and developer of modermsimg
practices; Robert Owen, founder of the cooperative
movement; and VinobaBhave, founder of India's L&ift
Movement. During the nineteenth and twentieth agfdu
some of the most successful social entrepreneiestiekly
straddled the civic, governmental, and businesddsoBuch

pion_eers p_romo_ted ideas that were taken up by Meam® o characteristics of Social Entrepreneurs
public services in welfare, schools, and healtle car

» Jean Monnet (France): Responsible for the recortsiru

of the French economy following World War Il, inding

the establishment of the European Coal and Steel
Community (ECSC). The ECSC and the European
Common Market were direct precursors of the Europea
Union.

1) Ambitious Social entrepreneurs tackle major social
issues, from increasing the college enrolment cdtéow-
. o L . income students to fighting poverty. They operatali kinds
Social entrepreneurs are individuals with innovativ ¢ organizations: innovative non-profits, sociakpose
solutions to society'’s most pressing social proliefhey entres, and hybrid organizations that mix elem@ftnon-
are ambitious and persistent, tackling major sasgles and profit and for-profit organizations
offeréng _nclew ideas for W|de—f?cale changek.) i 2) Mission drivenGenerating social value —not
. ocia er)tr_eprene_ur_so en seem_to € POSSESSE®IY \\eqith—is the central criterion of a successful iaoc
ideas, committing their lives to changing the dii@t of their entrepreneur. While wealth creation may be parttiaf

f'?!d' Tlhey are VIglon_arr]lesh, but 5_“5(? _realllsts,_ aadfa process, it is not an end in itself. Promoting esyst social
ultimately concerned with the practical implemeiatato change is the real objective.

their vision above all else. Social entrepreneuesgnt user- 3) StrategicLike business entrepreneurs, social
friendly, understandable, and ethical ideas thagage entrepreneurs see and act upon what others miss:

widespread support in order to maximize the numbler .., nities to improve systems create solutiares iavent

citizens that will stand up, seize their idea, anglement it. new approaches that create social value. And fiie est

Leading social entrepreneurs are mass recrui;grk)cmﬂ business entrepreneurs, social entrepreneurs &easéaly

change makers— role models proving that citizend Wity sed and hard-driving in their pursuit of a abeision.

channel their ideas into action can do almost angth 4) ResourcefulBecause social entrepreneurs operate
within a social context rather than the businessldydhey
have limited access to capital and traditional readupport
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systems. As a result, social entrepreneurs muskiled at community that uses its culture and capital to engratself
mobilizing human, financial and political resources as an entire enterprise. Socially responsible prig&rs focus
5) Results orientedSocial entrepreneurs are driven toon creating sustainable development through timiiatives
produce measurable returns. These results tranggisting that focus mostly on societal gains. Social servimhstry
realities, open up new pathways for the margindliamd professionals work specifically in the sector ofiabservices
disadvantaged, and unlock society’s potential fectfsocial to expand social capital for different individuals,

change. communities, and organizations. Socio-economicrpriges
include corporations that balance earning profitd @aon-
E. Importance of Social Entrepreneurship profit social change for communities. In additiadhere are

organizations dedicated to empowering social entregurs,

1) Employment Development:The first major connecting them with mentors, strengthening theiemprise
economic value that social entrepreneurship crestabe models, and preparing them for capital investmentwese
most obvious one because it is shared with entneprs and accelerators help take social entrepreneurs tcagkiale.
businesses alike: job and employment creation.niasés One well-known contemporary social entrepreneur is
ranges from one to seven percent of people employ#éte Muhammad Yunus, who founded the Grameen Bank i6.197
social entrepreneurship sector. Secondly, socigdrprises He is known as the "father of microcredit,” andab$ished
provide employment opportunities and job training tthe microfinance movement, which aims to help il of
segments of society at an employment disadvantage-( people rural community’s access small loans. Fervmrk,
term unemployed, disabled, homeless, at-risk yoatid he was awarded a Nobel Peace Prize in 2006. Thie tivat
gender-discriminated women). In the case of Grantken Yunus did through Grameen Bank has been described a
economic situation of six million disadvantaged vesm major influence on later social entrepreneurs. &arg
micro-entrepreneurs were improved. countries in Europe and South America have tendeaslotrk

2) Innovation / New Goods and ServiceSocial more closely with public organizations at both thaional
enterprises develop and apply innovation importargdocial and local level.
and economic development and develop new goods and
services. Issues addressed include some of theediiggG. Types of social entrepreneurship organizations
societal problems such as HIV, mental ill-healtliteracy,
crime and drug abuse, which, importantly, are amifed in  In The Power of Unreasonable Peoplmhn Elkington and
innovative ways. An example showing that these neWRamela Hartigan describe social entrepreneurs'néssi
approaches in some cases are transferable to tie pactor structures as falling under three different modafsplicable
is the Brazilian social entrepreneur Veronica Khos&o in different situations and economic climates:

developed a home-based care model for AIDS patighish 1) The Leveraged Non-ProfitThis business model
later changed government health policy of that tgum leverages resources in order to respond to soaals
recent year. Leveraged non-profits make innovative use of abdla

3) Social Capital:Next to economic capital one of thefunds, in order to respond to a need. These leedragn-
most important values created by social entrepmshgu is profits are more traditional ways of dealing witbsues,
social capital. Examples are the success of then&erand though are distinguished by their innovative apphes.
Japanese economies, which have their roots in temg- 2) The Hybrid Non-Profit: This organizational
relationships and the ethics of cooperation, irhlbedsential structure can take on a variety of forms, but istidctive
innovation and industrial development. The WorlchBalso because the hybrid non-profit is willing to use fiirdo
sees social capital as critical for poverty allégia and sustain its operations. Hybrid non-profits are fteeated to
sustainable human and economic development. Ineegtm deal with government failures or market failures, they

in social capital can start a virtuous cycle. generate revenue to sustain the operation outdideaas,
4) Equity Promotion:Social entrepreneurship fosters agrants, and other forms of traditional funding.
more equitable society by addressing social isanéstrying 3) The Social Business Venturéhese models are set

to achieve ongoing sustainable impact through teewial up as businesses designed to create change thsmaigl
mission rather than purely profit-maximization. Yunus’s means. Social business ventures evolved througitla df
example, the Grameen Bank supports disadvantagetemo funding. Social entrepreneurs in this situationeviarced to
Another case is the American social entreprene@&. J.become for-profit ventures. There are also hybridfip
Schramm who has helped thousands of low-income-higmodels, where a conventional business invests gmrt®n

school students to get into tertiary education. of its profits on socially, culturally or environmiglly
beneficial activities. The term "Philanthroprendups has
F. Major organizations in social entrepreneurship been applied to this type of activity. Corporateptoyees can

also engage in social entrepreneurship, which mayay not
Groups focused on social entrepreneurship may e officially sanctioned by the company. This haserb
divided into several categories: community-basedrenises, described as corporate social entrepreneurship.
socially responsible enterprises, social servicegustry
professionals, and socio-economic enterprises. Qamiyn
based enterprises are based on the social vemtaesentire
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H. The Role of Social Enterprise in Economic Develagme

Non-profit organizations provide vital

resources til.

Vaidakthya-2016

service programs, which aim to support the veryviddals
that work for them.
Economic Benefits of Social Enterprises

communities everywhere. Their presence in thoseasare

where public services are poor or lacking is paltidy
important. These agencies fill, at times, massioeiat
service gaps in regions where resources are exuggdi
scarce, populations are dense, and in-depth ingimkd
need must be met to prevent exacerbation of sbdista
Non-profits in all sectors, be it health care, worke
development, substance abuse, child care, etcmarey a
time fully dependent on public and private monied ¢éus,
must modify the quantity and quality of their sess based
on the available levels of these resources, whiatillate
considerably at times. This system offers littlesurance
against public policy changes, government budgés, cor
shifts in private preferences and corporate restring. By
generating profits that can be directed toward ety the
bottom-line services of a non-profit, social ente&sg can
serve as an innovative means for non-profits tegard
themselves from these public and private sectatdhtions.

Moreover, social enterprises seek to add to ecomomi

development through the creation of jobs and ergreguri;:
ventures this in addition to the social servicesytalrea 2)
provide, which support the economy by improvinglgya 5
life for the local workforce (e.g. health care fitve poor,
vocational job training for high school graduatssbstance
abuse counselling for ex-offenders, etc.). The enva
development benefits that social enterprises psovid
society are also many a time directed to the veorp

Case of Greyston Bakery

Consider the case of Greyston Bakery in Yonkers, N’
an established gourmet bakery that has been imésskince
1982. Since the mid-1980s, the Bakery has dedidtgeld to
hiring the chronically unemployed, offering on-tjod-
training, housing, child care, and health care igpldced
workers and the homeless. Under the guidance aoihnvof
an award-winning chef, the Greyston Bakery is ndw t
second highest rated bakery in New York City ané of
Ben & Jerry’s largest suppliers. All after-expensegenues
from the Greyston Bakery go to the Greyston Fouodata
non-profit organization dedicated to helping theopand
afflicted.

Case of Rubicon Programs Inc

Rubicon Programs Incorporated is a non-prof
organization that, since 1973, has built and opérat
affordable housing and provided employment, jolning,
mental health, and other supportive services taviddals
who have disabilities, are homeless, or are otlssrwi
economically disadvantaged. Its primary vehicledoing so
however has been through two successful socialrmige
ventures which employ Rubicon clientele: Rubico
Landscaping Services and Rubicon Desserts. Thégpfof
these businesses are funnelled back into Rubiceotsal

With regard to social enterprise’s other long-term
economic development benefits, areas worth meratien
Helping to improve the overall skills of a local
workforce
Reduction of inequalities in access to health andas
care services
Construction of good quality housing for those ubs
standard conditions
Reduction of social
displaced/unemployed
Creation of wealth; added benefits due to a migtipl
effect
Improved labour productivity due to skills investmhe
Increased tax revenues while reducing welfare paysne
Enabling community-led rejuvenation and renewal

exclusion for the

ToP 10SoCIAL ENTREPRENUERS FROM |NDIA
1) Mahatma Gandhi:

Why Gandhi? The Mahatma was a man obsessed with
sustainability, being environment friendly, makitige best
use of local resources, growth of villages, powdr o
cooperatives, promoting local industry and communit
driven initiatives. If social entrepreneurs candascribed as
visionaries who solve old problems with new ways of
thinking Gandhi certainly fits the bill.

He always spoke of growing local cottage induslike
Khadi, being self-reliant and having the communityn
enterprises. The best example of his insistendevefraging
local resources and not being depending on impixts
his ‘Salt March’'to Dandi, where he called for local
production of salt, after there was salt tax leviegd the
British. Gandhi’'s love for Panchayat Raj, empowarnmef
women and ban of imports can be looked at as s#exixial
transformation, sustainability and self-sustainifgcal
communities.

2) Dr. Verghese Kurien, father of the India’s nm#lwolution:

Tribhuvandas Kishibhai Patel might have founded The
Kaira District Co-operative Milk Producers’ Uniomdw
better known as Amul) in 1946. But if it wasn't fdarghese
Kurien- who had just arrived from the US after pimg a
Master's Degree- the co-operative would never Heaeome
a household name. Kurien’s contribution to the aboci
entrepreneurship movement in India is monumental.

Thanks to Kurien’s foresight, planning and exeautio
India through the ‘white revolution’, went from ailin
importing country to the world’s largest produckra career
spanning close to 60 years, Kurien founded aroufid 3
institutions of excellence like Gujarat Co-operatiMilk
Marketing Federation (GCMMF), Institute of Rural
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Management, Anand (IRMA) and The National
Development Board’s (NDDB).

3) Sanijit “Bunker” Roy, founder of Barefoot College

Vaidakthya-2016

Dainits value. Selco’s impact since then? In the pastyéars

more than 1.35 lakh solar home lighting systemsehasen
installed. His stellar efforts has won him Asiasobel’
prize, the Ramon Magsaysay Awardin 2011, for “his
pragmatic efforts to put solar power technologyhe hands

In 1965, Roy was a young post graduate student 8om of the poor, through his social enterprise SELC@dri

Stephen’s College, Delhi, when he volunteered &ndpthe
summer mapping 100 drought prone areas in famifeetef

Hande’s genius has been his efforts to not justsedr
lighting solutions, but creating an entire ecosystound it,

Palamu Districtof Jharkhand (earlier part of Bihar). Roy wa:including tie-ups with banks, NGOs and farmer cevagives

never the same following this experience and heeniatis
life’s mission to fight poverty and inequality tleen. He
founded Social Works and Research Centre (SWRC)12
to find ways to address rural poverty by using naadels
and strategies.

His first initiative was to address the water dia by
making the villagers self-sustainable by setting water
pumps that were maintained by the villagers. Thefferts
through SWRC morphed into Barefoot College. Rowtigh
Barefoot College trains villagers to adopt solusian solar
energy, water, education, health care, rural haafig;
people’s action, communication, women’s empowernaeick
wasteland development.

In 2010 Roy was recognized by TIME magazine in 201

as one of the world’s 100 most influential peope training
3 million rural folk to be self-sufficient by prading them
training, life skills and making them literate.
incidentally is married to Aruna Roy- the woman whade
the Right to Information Act a reality.

Roy

for innovative financing, creation of income gerina
activities using solar, high-quality products amgerior after
sales service.

Hande has adopted an open platform for growth,hesd
created the Selco Incubation Centre, where he meotber
social entrepreneurs to empower them to do exadibt he's
done. To date the centre has mentored four social
entrepreneurs, with another six currently goingtigh the
mentoring process.

Hande has also started Selco Foundation,
philanthropic arm of Selco, which seeks to prowide rural
poor with renewable energy services, that can berdged
for income generating activities.

the

6) Dr. G. Venkataswamy, founder of Aravind Eye ltakp

Dr.Venakataswamy (also known as Dr V) founded
Aravind Eye Hospital in 1976 as a way to providafable
eye-care to the millions who had no access to tuali
healthcare. From its humble origins of a 11-bedicli

4) Anil Kumar Gupta, IIM-A professor and founder omanned by 4 medical officers, it has grown into ofidhe

Honeybee Network:

world’s largest facilities for quality eye-care. &story goes
that Dr.Venkataswamy very nearly did not becomeoetat

Gupta, a professor at Indian Institute of Managedmeibecause he developed rheumatoid arthritis when d@& h

Ahmedabad since 1981, is a true advocate of thesgrats
revolution. He's famous for recognizing rural inabors,
helping commercializing their inventions, protegtirthe

enrolled in the Indian Army Medical Corps, which svao
severe that he was unable to hold a pen. He retutoe
medical school, earned his degree and ended up ddif

intellectual property rights of inventors by filingatents and surgeries a day at his peak.

creating a knowledge network at different levelsr fc

augmenting grassroots innovations and inventions.

Aravind Eye Hospital demonstrated that you could
provide quality eye-care at prices that couldn’titmagined

He is the founder of Honey Bee Network, fellow ain the past through innovation. “Intelligence arapability

the World Academy of Art and Science and is thecatiee
vice chair of the National Innovation Foundatiorhrdugh
the Honey Bee Network, and with the help of Socifety
Research and Initiatives for Sustainable Technebgnd
Institutions (SRISTI) and Grassroots

are not enough. There must also be the joy of doing
something beautiful. Being of service to God andhanity
means going well beyond the sophistication of thestb
technology, to the humble demonstration of courtasd

Innovatioicompassion to each patient,” said Dr. Venkataswaimlyis

Augmentation Network(GIAN) Gupta converts grasssooiwork.

innovations into viable commercial products. Toedalis
endeavors document more than 1, 00,000 ideas, étioog

To date, his hospital has attended to 32 milliotiepiés
and performed nearly 4 million eye surgeries, nigjoof

and traditional knowledge practices. Gupta organize them being low-cost or free.

biannual ‘ShodhYatrathat takes participants into different

villages to learn more about ‘knowledge, creativiynd
inventions’ at the grassroots.

5) Harish Hande, co-founder Selco Solar:

7) Sunil Bharti Mittal, founder of Airtel:

Wondering what telecom mogul Mittal is doing inist |
of social entrepreneurs? Simple, there are manyoshsider
his company BhartiAirtel, as India’s largest so@aterprise

Hande, co-founded Selco in 1995, to bring renewakfor putting the power of telecom in the hands o fhoor.

energy solutions to India’s poor. When he firsttsih he had Mittal is the secret social entrepreneur in this 1@ list. His
problems with creating awareness about solar amt tha ingenuity lay in driving down costs of mobile tetemy that
install the first lighting solutions free of cost tlemonstrate allowed for the poor to use mobiles for news, infation,
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entertainment and keeping in touch. Farmers canragoeive Since the microfinance controversy that involved hi
crop and weather related information over the phdihge- company SKS Microfinance, and his acrimonious é&xm
collar workers can search for new, higher payingsjand the very company he founded, Akula has made vew fe
fishermen can get a better price for their catch. public appearances and largely stayed away fromimgak
Currently Mittal's Airtel is involved in a huge plusnto  public appearances. The reason why Akula makedishis
rural areas, this will lead to more rural folk batng part of very simple. He showed India and the world thatiadoc
the information revolution. His company has moranti88 enterprises can achieve enormous scale. We woninigo
million subscribersvho enjoy voice and data services, out cdebating the methods that were used by SKS Miaofie in
which 84 million are based in the hinterland. Besichis gunning for growth or the ethics of profiting frotine poor.
work with Airtel, Mittal also set up the Bharti Fedationin  Akula, for all criticism, had his heart in the rigblace when
2000, to do philanthropic work in the area of ediathand he started the company.
empowering youth from low-income communities throug
entrepreneurship. 10) Satyanarayan Gangaram Pitroda (better knowrnSam
Pitroda), chairman, National Innovation Council:

8) Vineet Rai, founder of Aavishkaar:
Pitroda is not your topical social entrepreneurohdrut
Rai could be the most important man in the world che makes the cut for the work that he put in forenhan 4
Indian social entrepreneurship at present. He under and decades, in areas like telecom and information relclyy
the CEO of India’s first social venture firm Aavigar leading to him being commonly referred to as thattier of
Venture Management Service and also co-founder alndia’s communication revolution.” He was the teclogy
chairman of Intellecap, a provider of business thmhs for advisor in the 1980s, to the then prime ministgiRaandhi,
social enterprises. His inspiration to start Aakiesdr came during which he heralded the telecom revolutionlindia.
when he was the CEO of Grassroots InnovaticHaving enjoyed an illustrious career, in the phsthas been
Augmentation Network (GIAN), an incubator for ruralan advisor to the Prime Minister on public inforinat
innovations and ventures. infrastructure and innovations and chairman ofNh&onal
Rai was a visionary, because when he started Aleaggh Knowledge Commission. Currently he is the drivirayce
in 2001 with a seed capital of Rs 1 lakh, therenitagny behind the National Innovation Council, the courteiked
precedent to investing in social enterprises. He turtured with driving innovation in the country, by adoptinitpe
plenty of social enterprises by investing in themluding principles of inclusive growth. Some of the inteias
rangSutra (art and craft producer), Vaatsalya Heate (an initiatives that Pitroda is driving through the ot is the
affordable hospital chain based in semi-urban anal areas) setting up of a Rs 5,000 crore venture fund foriaoc
and Waterlife (affordable water solutions for theop. ventures, the open government data drive and theniig
Besides making good investments, Rai had takermpdnu Commission organized hackathons.
himself to boost India’s social entrepreneurshipsgstem The Rs 5,000 crorelindia Inclusive Innovation
through a series of initiatives. Fund plans to invest in social enterprises that dnieing
Through Intellecap, Rai is instrumental ininnovation at addressing problems at the bottomthef
organizing Sankalp-Unconvention Summit, Asia’s &stg pyramid (BoP). Pitroda believes that the data.goydpen
conference on social entrepreneurship. In recearsyéie government data) initiative will help tap the powar the
helped kick start India’s first angel network o§hinet worth developer community to build apps that will be fielgn
individuals and institutional investors- Intellecdmpact different sectors like education, healthcare andegument
Investment Network {N) andIndia Impact Investor social welfare schemes.
Council (IIC) that is seeking to lay down the stards for
impact investing in India so that it doesn’t befdle same Challenges Facing Social Enterprise and Social
fate of the microfinance industry during the ‘Andharisis’ in  Entrepreneurs
2010.
Perhaps the most obvious challenge to social engerp
9) Vikram Akula, founder of SKS Microfinance: stems from the fact that the individuals that seelbegin
these enterprises possess a nonprofit management
Akula founded SKS Microfinance in 1998 to providebackground rather than a business background. Thasy
micro-loans and insurance, and within a period ®fygars social enterprises can run into problems as sodheastart-
(does not include a brief hiatus to McKinsey), liakien the up phase if they lack the necessary business fuanizahs.
company to a blockbuster IPO of $347 million in Q0His This section is dedicated to highlighting the commo
roots in microfinance went back to the time when echallenges social enterprises face and general
a Fulbright Scholan India in 1994-95, Akula led a recommendations on how to best address these.
government-funded action-research project that igeav
micro-credit to poor farmers for food security.d®rio which  Introducing a For-Profit Entity in a Nonprofit Atrsphere
he was named in Time’s list of 100 most influentiabple in Nonprofits oftentimes find it hard to develop a-foofit
2006. mindset, as their usual modus operandi involves a
commitment to administering services for free. ®sstul

104




Vaidakthya-2016

social enterprises know how to departmentalize rthei CONCLUSION

operations. If a workforce development agency opgnsa

for-profit -temping service, there should be cles For years, social enterprises have played an iategle

segmentation in the organization’s managementtsireicso in local economies worldwide. These enterprises leynp
as to avoid a clash between social service delivarg creative and innovative methods of helping the pand

competitive business activity. If a social entespriis disenfranchised. They also offer a self-sustainmepns of
completely dependent on the performance of itsntlieproviding a valuable social service. While the emuit

employees, it must develop a culture of helpings¢hwith a benefits of these entities is substantial, servamed support

demonstrated commitment to help them. must be available to social entrepreneurs that [tk
business know-how needed to operate in a competitiv
Behaving Like a Business marketplace. The resources below serve as valghigng

For social enterprises that are 100% dependentafit pr points for anyone interested in beginning a soerdkrprise
revenues (i.e. those whose annual budgets do obhidim a or becoming involved in the growing worldwide.
substantial amount of donations or grants) or wigocaéming
for complete self-sustainability, getting accustdne a dual- REFERENCES
environment where a) you must make money to sursive [1] S. M. Metev and V. P. Veikd,aser Assisted Microtechnologgnd
b intai it t to effectivel it rofs b ed., R. M. Osgood, Jr., Ed. Berlin, Germany: SgeirVerlag, 1998.

)mam ‘?m acomm'_men . 0 erec Ivey_aSSIS ﬂ_ecan e [2] J. Breckling, Ed., The Analysis of Directional Time Series:
challenging. Operating like an efficient businessd a Applications to Wind Speed and Directioser. Lecture Notes in
developing a for-profit culture takes time and riag. Statistics. Berlin, Germany: Springer, 1989, édl.

Fortunately, there are a number of organizatiorss tffer ~ [31 S.Zhang, C. Zhu, J. K. O. Sin, and P. K. T. Mok,rfovel ultrathin
elevated channel low-temperature poly-Si TFTEEE Electron

comprehensive training and technical assistancerams Device Lett, vol. 20, pp. 569-571, Nov. 1999.

geared to assist non-profit managers in creatisgcgessful [4] M. wegmuller, J. P. von der Weid, P. Oberson, anisin, “High
for-profit ethos within their larger organizatioA.handful of resolution fiber distributed measurements with cehe OFDR,” in
service providers are listed at the end of thisyent Proc. ECOC'002000, paper 11.3.4, p. 109.

[5] R. E. Sorace, V. S. Reinhardt, and S. A. Vaughnigtispeed
digital-to-RF converter,” U.S. Patent 5 668 842ptS&6, 1997.

The Absence of Business Skills and Knowledge [6]  (2002) The IEEE website. [Online]. Available: httpww.ieee.org/
As has been mentioned above, the preponderance &1 M. Shell. (2002) IEEEtran homepage on CTAN. [Orirevailable:
social entrepreneurs have a non-profit backgroattier than http://www.ctan.org/tex-

. P archive/macros/latex/contrib/supported/IEEEtran/
a business background. These individuals thus Iacb] FLEXChip Signal Processor (MC68175/Djotorola, 1996.

knowledge and skills in a number of important, bass- [9] “PDCA12-70 data sheet,” Opto Speed SA, MezzovisaiZrland.
related areas: business plan development, markstiagegy, [10] A. Karnik, “Performance of TCP congestion controlthvrate

financial management practices, and capital sogrcin feedback: TCP/ABR and rate adaptive TCP/IP,” M. Etiegsis,
Indian Institute of Science, Bangalore, India, J899.

Fortunately, it i_S not at all necessary fo_r nonﬁbrmanagers [11] J. Padhye, V. Firoiu, and D. Towsley, “A stochastiodel of TCP
and future social entrepreneurs to attain a busidegree to Reno congestion avoidance and control,” Univ. ofshMahusetts,
accomplish their social enterprise goals. The ghens of the Amherst, MA, CMPSCI Tech. Rep. 99-02, 1999.
training seminars and workshops mentioned at theogthis ~ [12] Wireless LAN Medium Access Control (MAC) and Playdiayer
] " . . ] (PHY) SpecificationlEEE Std. 802.11, 1997.
entry are just a handful of outfits qualified tougg social
entrepreneurs with the toolkit they will need irittfield.
Maintaining Competitiveness
In order to successfully compete in the open market
goods and services need to be of the highest guatile
appealing to a wide audience. Because social aigespare
socially focused and give priority to their clientieeds, they
often do not focus like they need to on produchddads.
While a handful social enterprises bring on private
consultants to evaluate their operations, this ooptis
typically not financially feasible. This area of csa
enterprise has been researched and written onséxdn as
it is a central challenge for social entreprenglobally.
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A Study on Customer Purchase Behaviour
Through Credit Cards
In Trivandrum District, Kerala.
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Abstract— Banking is the backbone of the financial systemfo
any country. And now, the concept of banking hagone far
beyond the limits of mere deposit and withdrawal otash. The
banking industry in general, has become so compsditie that

they are offering a wide range of products unlike hie traditional

banking aspects. Among this basket of products, cdé card is

one such category, which was earlier least popular among
the bank customers due to ambiguity of its featureand the high
cost associated with it. But, with the changing maet trends,

the approach of customers towards credit cards islso changing.
This study is about the customer purchase behaviouthrough

credit cards, in the district of Trivandrum. Chi square analysis
is used for the study purpose and it has been fountthat if the

credit card scheme features are attractive enougteatures like

age, marital status etc have nothing to do with theustomer
purchase decision.

Keywords— Customer Behaviour, Credit Cards, Pearson Chi-
Square, Likelihood Ratio, Linear-by-Linear Associaion

INTRODUCTION

Customer Behaviour is the study of individuals, ugrs,
or organizations and the processes they use totsskcure,
use, and dispose of products, services, experieoncadeas

2) Social factors Social factors are among the
factors influencing consumer behaviour significenfThey
fall into three categories: reference groups, faraitd social
roles and status.

» Reference groups and membership groups
e Family
» Social roles and status

3) Personal factors Decisions and buying behaviour
are obviously also influenced by the charactesgst€t each
consumer.

» Age and way of life

» Purchasing power and revenue
* Lifestyle

» Personality and self-concept

4) Psychological factors Among the factors
influencing consumer behaviour, psychological fextan be
divided into 4 categories:

* Motivation

» Perception

» Learning

* Beliefs and attitudes

to satisfy needs and the impacts that these preséss/e on B. Introduction of credit cards

the consumer and society.

It blends elements from

psychology, sociology, social anthropology, mamgtand Acredit cardis apayment cardissued to users
economics. It attempts to understand the decisiakimy (cardholders) as a method of payment. It allows the
processes of buyers, both individually and in geospch as cardholder to pay for goods and services based hen t
how emotions affect buying behaviour. It studiedolder's promise to pay for them. The issuer of taed
characteristics of individual consumers suchliusually a bank) creates a revolving account aaditgra line
as demographics and behavioural variables in @amattto of credit to the cardholder, from which the cardigol can
understand people's wants. It also tries to assfilgences on borrow money for payment to amerchantor as a cash
the consumer from groups such as family, friengmrts, advance.
reference groups, and society in general. A credit card is different from a charge card: arge
card requires the balance to be repaid in full eachth. In
contrast, credit cards allow the consumers a cointin
balance of debt, subject to interest being chardedredit

1) Cultural factors Cultural factors are coming from card also differs from a cash card, which can bedugke
the different components related to culture or walt currency by the owner of the card. A credit carffieds from
environment from which the consumer belongs. a charge card also in that a credit card typicailolves a
 Culture and societal environment third-party entity that pays the seller and is teimsed by the

A. Factors influencing customer purchase behaviour

¢ Sub-cultures
* Social classes
¢ Cultural trends

buyer, whereas a charge card simply defers payimetihe
buyer until a later date
The size of most credit cards i$8in x2%in

(85.7 mm x 54.0 mm), conforming to the ISO/IEC 7806l
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standard. Credit cards have a printed or embosmek tard Parasuraman et al.1994. As their study reveals that
number complying with  the ISO/IEC 7812 numberingservice quality structure was found rich in emgitistudies
standard. Both of these standards are maintaingduather on different service sectors, service quality miaglin life
developed by ISO/IEC JTC 1/SC 17/WG 1. Before mégne insurance services was not adequately investig&tedher,
stripe readers came into widespread use, plastditccards for service quality modelling, a set of dimensiongs
issued by many department stores were producedomhk s required, but there seems to be no universal diiens
("Princess" or "CR-50") slightly longer and narrowhan needs to be modified as per the service in coresider.
7810. Many modern credit cards have a computer chifhus, the dimensions issue of service quality megure-

embedded in them for security reasons.

These are some of the credit cards provided by anés
over the Trivandrum district.

* SBI Credit Card

+ HDFC Bank Credit Card
« |CICI Bank Credit Card
» Axis bank Credit Card

¢ Citibank Credit Card

1) Benefits of Credit Card:
* Free Credit Period
* Online Shopping
» Advantage of various Branding offers
» Borrowing cash through credit cards
» Credit Cards also offer reward points on purchageish

examination in context of life insurance servicAthough
numerous researchers have made theoretical andieshpi
contribution to the study of service quality in ioas
industries, (like banking, healthcare, educatiar) ¢te area
of life insurance was not adequately researchedneSo
previous studies in this area focused exclusivelyatational
gualities (Crosby and Stephens, 1987) and on therge
~SERVQUAL" format of quality measurement5

RESEARCH M ETHODOLOGY

Type of research used : Descriptive research

Data sources . Primary data have been used for
the purpose of study. The respondents in the shnely have
been considered for collecting data. Necessary lidabeen
collected through Questionnaire survey.

Sampling technique used Random sampling method
Sample size Size of the sample is 101

you can accumulate and redeem later with cash b&ckscustomers of Big Bazaar and Reliance and Margie fre

attractive gifts etc.

REVIEW OF LITERATURE

Anderson and Nevin (1975) found a negative asdoaoiat
insuranceindependent variables

between education and the amount of life
purchased. The authors explained that higher eddgzsople
may believe that inflation often decreases the aadbhe of
life insurance from a savings standpoint and hetedines
their need for life insurance.

Hammond et al. (1967) made a study on the impact of

respondents

Measure of the study

» Dependent Variables: The customer purchase behaigou
taken as dependent factor

» Independent variables: Scale base questions sycdhgas
Income, Gender, Education, Family etc. have belentas

: SPSS Software
: Chi-square

Software for analysis
Statistical tool used

DISCUSSIONS

economic and demographic factors of demand for life

insurance by using regression analysis. They fihdt t
income, net worth holdings, stage in the life cyeléucation,
occupation significantly affect life insurance congption.

Johnston et al., 1984 as their study reveals tiiegnent
purchase and “usage” of such credence products
consumers would mean an inability or difficulty forming-
service expectations due to limited understandifigarmd
familiarity with the service.

Mason and Bequette (1998) also said that perception
product performance based on salient attributes naoee
important in influencing the consumer purchase bigha
than actual product attribute performances.

Singh Jagdeep (1990), have proposed a model
consumer complaining behavior (CCB). It illustratéue
variety of actions possible. Buyer may not complainthe
seller but to formal third parties, bureau or a spaper. They
may engage in private CCB activities such as @lfiiends
and relatives about the bad experiences and charibair
own patronage behavior.

Out of the total number of respondents, 54 wereeraatl
47 were female. 63 out of the total were marrieenghs 38
are unmarried. The data obtained from them arelagdalias
under:

Chi-square analysis
1. Marital status * Have you ever used your creditds to
obtain an advance cash?

Chi-Square Tests

Asymp. Sig.
Value Df (2-sided)
Pearson Chi-Squgq 4.076a 4 .396
Likelihood Ratio 4.086 4 .395
Lmear-by-l__lnear 446 504
Association
No of Valid Caseq 101

1 cell (10.0%) has expected count less than 5. Tihearmam
expected count is 4.51.

Hoy there is no association between marital status thed
respondents of the credit cards to obtain advaask.c
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H, there is association between marital status arel th

respondents of credit cards to obtain advance cash. 4. Maritial status * Are you satisfied with banks respes
Inference From the chi - square table 1 it's inferred that  towards you?
the significant value is 0.396 hence the valueréatpr than Chi-Square Tests
0.05, we accept null hypothesis therefore therends Asymp. Sig.
association between marital status and the resptsictef Value df (2-sided)
credit cards to obtain an advance cash. —
Pearson Chi-Square) 25732 4 632
2. Gender of the respondent * Are you satisfied witimhks Likelihood Ratio
responses towards you? 2.587 4 629
Chi-Square Tests Linear-by-Linear
value | daf | ASymp. Sig. Association 381 1 537
(2-sided)
Pearson Chi-Square] 9.931a 4 042 No of Valid Cases 101
o _ 1 cell (10.0%) has expected count less than 5. The
Likelihood Ratio 10.560 4 032 minimum expected count is 4.89.
Linear-by-Linear Ho there is no association between marital status thed
Association 1.063 1 303 respondents who are satisfied with the banks resgson
_ H; there is association between marital status arel th
No of Valid Cases 101 respondents who are satisfied with the banks resgson
0 cells (0.0%) have expected count less than 5niihenurnr
expected count is 6.05. Inference From the chi - square table 4 its inferred the t

significant value is 0.632 hence the value is gretitan 0.05,
Ho there is no association between gender of theorelgmt we accept null hypothesis therefore there is n@aagon
and the respondents who are satisfied with the $anketween marital status and the respondents wheadisfied
responses. with the banks responses.
H, there is association between gender of the resmbraae
the respondents who are satisfied with the bargoreses. 5. Gender of the respondent * Are you satisfied witbdi

Inference From the chi - square table 2 it's inferred ttiedt card schemes?
significant value is 0.042 hence the value is letisan 0.05, Chi-Square Tests
we reject null hypothesis therefore there is asdimgi Asymp. Sig.
between gender of the respondent and the respandémt Value df (2-sided)
are satisfied with the banks responses. Pearson Chi-Squarg] 3.841a 2 428
3. Family * Have you ever used your credit cards ttaob Likelihood Ratio 3.886 4 422

: Linear-by-Linear

an advance cash? Assoc)i/ation 1.155 1 .283
No of Valid Cases 101

Chi-Square Tests

- a. 4 cells (40.0%) have expected count less thanhg.
Value gf | ASYMP-SI9-1 minimum expected count is 3.26.
(2-sided)

Pearson Chi-Square] 3.807a| 4 433 Ho there is no association between gender of theorekgnt
Likelihood Ratio 3.766 4 439 and the respondents of the credit cards schemes
Linear-by-Linear 050 1 823 H, there is association between gender of the resparahd

Association the respondents of credit card schemes.
No of Valid Cases 101
a. 2 cells (20.0%) h& expected count less than 5. Inference From the chi - square table 5 its inferred thes t
minimum expected count is 4.04. significant value is 0.428 hence the value is gretitan 0.05,

we accept null hypothesis therefore there is n@aaton
Ho there is no association between family and theaiedents between gender of the respondent and the respanddnt

of the credit cards to obtain advance cash. credit cards schemes.
H, there is association between family and the redpiois of 6. Marital status * Have you ever experienced the bBank
credit cards to obtain advance cash. pressure pay back the money which you have swiped

Inference:From the chi - square table 3 its inferred that the through credit cards?
significant value is 0.433 hence the value is grettan 0.05,

we accept null hypothesis therefore there is n@aaton

between family and the respondents of credit cardsbtain

an advance cash.
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Chi-Square Tests

i Chi-Square Tests
value df Asym.p. Sig. g :
(2-sided) Asymp. Sig.
, Value df !
Pearson Chi-Square] 4.258a 4 372 (2-sided)
Likelihood Ratio 4.366 4 .359 Pearson Chi-Square] 1.992a 4 737
Lmear—by—l_.lnear 068 1 795 L!kellhood Rat|o 2.010 4 734
Association Linear-by-Linear 292 1 589
No of Valid Cases 101 Association ' '
a. 2 cells (20.0%) have expected count less thafhg. No of Valid Cases 101
minimum expected count is 3.01. a. 0 cells (0.0%) have expected count less thanhg T

minimum expected count is 5.58.
Hy, there is no association between marital status thed
respondents who experienced the pressure of bamkthé H, there is no association between gender and the
money they have swiped. respondents of the credit cards to obtain advaask.c
H,; there is association between marital status arel thl;there is association between gender and the resptadf
respondents who experienced the pressure of bamkthé credit cards to obtain advance cash.
money they have swiped.
Inference From the chi - square table 6 its inferred tlieg t InferenceFrom the chi - square table 8 its inferred that the
significant value is 0.372 hence the value is gnetitan 0.05, significant value is 0.737 hence the value is gnretitan 0.05,
we accept null hypothesis therefore there is n@aason we accept null hypothesis therefore there is n@caaton
between marital status and the respondents whaierped between gender and the respondents of credit ¢tardlistain
the pressure of banks for the money they have slipe an advance cash.

7. Income of the respondent * Have you been late payin FINDINGS
one or more of your bills?
» From the chi-square analysis, it was found thatgéeder

Chi-Square Tests of the respondents and those who are satisfied thith
Asymp. Sig. banks responses are having an association betvaeem t
Value df (2-sided) because its Pearson’s chi-square is less than .05.
Pearson Chi-Sauare * It was also found that the marital status and thwise are
a 23.029a) 16 113 satisfied with the banks responses does not hawe an
Likelihood Ratio association because its value is greater than .05.
28.776| 16 025 « From the chi-square analysis it is also clear thatgender
Linear-by-Linear and those that are satisfied with the credit cact®mes
Association 2.030 1 154 does not have any association because it lies abéve
No of Valid Cases 101 SUGGESTIONS

a. 21 cells (84.0%) have expected count less tharhé.

5 : » From the analysis we can see that most of theomes
minimum expected count is 1.42.

are using debit cards more than credit cards

The persons using the credit cards are not payacy the
money at the due date so people are to be made afar
the uses of credit cards and punctuality in pajiagk the
money they had swiped.

* The banks are to reduce the interest rates.

Inference From the chi - square table 7 it is inferred thet  * EVery shop is to have credit card machines.
significant value is 0.113 hence the value is gretitan 0.05, * Credit cards should have pin numbers. .

we accept null hypothesis therefore there is nociaton * Every studentis to have debit cards more thanitocacts
between income and the respondents who were lgtayimg

their back their bills. CONCLUSION

Ho, there is no association between income and the
respondents who were late in paying their bills.

H, there is association between income and the respdsd
who were late in paying their bills.

The launching of credit card is indeed one stepréutn
meeting the social objectives expected of todagiking. It
is treated as a status symbol and as a vehiclensuenerism,
Indian banks spurned this business till recentlyt abd not
go along very well with the spirit of authority arsdving
which they were expected to promote. But with iasiag
economic and financial liberalization and growingsperity

8. Gender of the respondent*have you ever used yaditcr
card for an advance cash?
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of the urban middle class, banks feel it is dedirab enter
this line of business. So, many banks are in thlel foesides
the non-banking institutions. In India almost dietmajor
banks are issuing the credit card. Initially, thedit card was
created to help the customers for their local sipaichases

from the merchants. Later on, credit card has beco

predominant, the means for consumer to obtain geods

(9]

[10]
[11]

§ie

services. In this background this study is desigoetdst the [13]
impact of credit card on buying behaviour in gehenad
customers from rural market in particular.
[14]
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AbstractJob satisfaction and motivation are very essentidb the

continuing growth of the educational systems aroundhe world

and they rank alongside professional knowledge andkills,

competencies, educational resources as well as s$tgies, in
genuinely determining educational success and perfbance.

Teaching at the school level is definitely more cllanging than

at a higher level and more so at the primary levelThis study

was done in Holy Grace Academy School, Mala, Thriss, on a

group of upper Primary school teachers. The study as done to
identify the challenges that teachers face and itsffect on job

satisfaction, motivational levels. A 25 item questnnaire was
used to collect data for the study. A sample of mdred school
teachers of primary school were selected at randorand the

guestionnaire given out to be filled up. The surveyresults

proved that the teacher related job satisfaction ath motivational

levels seem to have a great impact on teaching perfance.

Though the digital era has brought in a wide varieg of teaching

aids, the basic chalk and board system, and the dstest system
still prevails high. Teachers are not motivated enagh to update

themselves on new technology and most of them aresshtisfied

with the educational policies, and administrationpay and fringe

benefits, rewards and advancement.

KeywordsJob Satisfaction, Motivation, Challenges, Primary
School, Technology.

INTRODUCTION

problems, due to no voice rest or screaming ow tehole
class of packed, unruly students. So this studp ind out
the challenges that teachers face and how far they
motivated to teach.

REVIEW OF LITERATURE
A. Job satisfaction

Employee job satisfaction and motivation can belistl
through several broad approaches, vis-a-vis cordemeed
based theories, process theories, and reinforcetheaties.
However the term employee motivation is a complexl a
difficult term to define; therefore a precise défon of this
concept is elusive as the notion comprises theacheristics
of individual and situation as well as the peroaptof that
situation by the individual. (Ifinedo 2003, Rosddfe&
Wilson 1999) An organization’s liveliness, whetlpaiblic or
private, comes from the motivation of its employees
although their abilities play just as crucial a eroln
determining their work performance and motivatifirewis,
Doodman& Fandt 1995).Golembiewski (1973) refers
motivation as the degree of readiness of an orgé#niz to
pursue some designated goal and implies the detation of
the nature and locus of the forces inducing theretemf

to

All of us have gone through the cycle of educatiofeadiness of an organization to pursue some déesigupal

beginning at the Primary Kindergarten level to

graduation, post-graduation and even the doctdeai. A
large percentage has opted teaching as their giofebe it
at the school level, college level or even the sieed level.
Yet, when we sit down in a silent pensive mood, am=dk
down memory lane, it is the teachers who taugtdtischool
that rush into our memory. Why is this so? It's hecause
we love the other teachers who have touched oss ligss,
but mainly because they were the ones who influgnee
during our formative years. Many a person has besard
saying, that it was because of a certain teaclatritam in a
position today, or because that teacher that mgamental is
strong. Our foundations are laid at the schoollle®ut then
the big question is that whether our dedicatedhe@care

thénd implies the determination of the nature andidoaf the

forces that maintain and alter the direction, duaknd
intensity of behaviour. According to Hoy and MisK&bB87)
employee motivation is the complex forces, driveegds
tension states, or other mechanisms that startnaeidtain
the voluntary activity directed to the achievemeipersonal
goals. In short Dessler (2001) defined motivatian the
intensity of a person’s desire to engage in someigc

From the above definitions some issues are brotaghtind

that deal with what start and energizes human betigshow
these forces are directed and sustained as welthas
outcomes they bring about. It follows that these a
relationship between motivation and job satisfagtishich is
paramount in any organization’s existence. Howetrer

happy? Times have changed, technology has changé@ncepts of motivation and job satisfaction areemft

syllabus has changed and children have changede ‘tier
teachers of the old era, happier than the onese¢osiay?

Teaching is a noble profession, albeit it bringsitot of
medical problems by the end of the tenure, likepirasory
tract infections, due to inhalation of chalk powdeasice box

confused with one another. Peretomode (1991) ciBiifzso
et al, pointed out that the two terms are related rot
synonym us. They acknowledged that job satisfadsoone
part of the motivational process. While motivatisrmainly
concerned with goal directed behaviour, job sati&fa deals
with fulfilment acquired by a motivation from thefspective
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of the organization, but he would be enjoying evaspect of (1959), two factor theory is heavily based on nidiiiment,
the job. This state represents high job satisfactiobecause of their interest in how best to satisfykexs. They
Peretomode (1991) Also argued that a highly mogdat carried out several studies to explore the thiigg tause

employee might also be dissatisfied with every espé his
job. Ifinedo (2003 roc demonstrated that a motidaterker
is easy to spot, by his or her agility, dedicatienthusiasm,
focus, zeal and general performance and contribsitico
organizational objectives and goals.

Job satisfaction has been the most frequently tigatsd
variables in organizational behaviour. (Spector 7)990b
satisfaction varies and researchers, for examptetétaode
(1991), Whawo (1993) have suggested that the higfieer
prestige of the job, the greater the job satisfactiMany
workers, however are satisfied in even the leasstigious
jobs. That is they simply like what they do. In arase, job
satisfaction is as individual as one’s feelingstate of mind.
Job satisfaction can be influenced by a varietfaofors, for
example, the quality of one’s relationship with ithe
supervisor, the quality of the physical environmintvhich
they work, the degree of fulfilment of their workice
However there is no strong acceptance among rds&arc
consultants etc. that increased job satisfactiondyces
improved job performance. Job satisfaction can siones

workers in white collar jobs to be satisfied orsdiisfied.
The outcome of their study showed that the factioas lead

to job satisfaction when present are not the saromifs that
lead to dissatisfaction when absent. Thus they gatw
satisfaction and dissatisfaction as independergyThferred

to those environmental factors that caused workerbe
dissatisfied as Hygiene factors. The presenceeaxfettiactors
according to Herzberg etal, does not cause sdiisfaand
consequently failed to increase performance of exskn
white collar jobs. Both hygiene factors and motivatare
important but in different ways. (Naylor, 1999). @#ping
these concepts to education for example, if school
improvement depends, fundamentally on the impremrof
teaching, ways to increase teacher motivation apaluilities
should be the core processes upon which effortsnaée
schools more effective focus. In addition, highlyptimated
and need satisfied teachers can create a goodl,socia
psychological and physical climate in the classroom
Exemplary teachers appear able to integrate piiofeas
knowledge (subject matter and pedagogy), interpeiso
knowledge (human relationships), and intrapersonal

decrease job performance (McNamara 1998), Hackmdn sknowledge (ethics and reflective capacity) wherohshe is

Oldham (1975) suggested that jobs differ in theemixtto
which they involve five core dimensions namely:

e Skill variety

e Task identity

e Task significance

e Autonomy and

» Task feedback.

They further suggested that if jobs are designeal way
that increases the presence of these core chasticterthree
critical psychological states can occur in emplayee

. Experienced meaningfulness of work.

. Experienced responsibility for work outcome
and

. Knowledge of the results of work activities.

According to Hackman and Oldham, when these ctitic

psychological states are experienced, work motwatnd
job satisfaction will be high.

B. Motivation

According to Maslow, once a need is satisfied, at n
longer is a need. It ceases to motivate an employe

behaviour, and they are motivated by the need etntxt
level in the hierarchy. However in spite of Maslamsights
into the theories of motivation, replicate studfafed to
offer strong support of the need based theorieserg@e
factors are believed to influence a person’s ddsingerform
work or behave in a certain way. The need basedridse
explained these desires; they explained motivaiemarily
as a phenomenon that occurs intrinsically or witlain
individual.

At the same time, Herzberg, Mausner and Snydermaﬁosb: 16 (14.8

S

e

satisfied with the job. (Collinson, 199, Connel& dty1984,
Rosenholtz 1989). Nonetheless commitment to tegchimd

the workplace have been found to be enhanced bghjzsy
autonomy and participatory decision—making, positiv
feedback, collaboration, administrative supporgsomable
workload, adequate resources and pay and learning
opportunities, providing challenges and accomplishin
(Firestone &Pennel, 1993, Johnson 1990, RosenhéiBg).

In contrast extrinsic incentives such as merit pagffective
teaching rewards have not been found to affectherapb
satisfaction and effectiveness among teachers.r(Ubg01).
The extrinsic factors evolve from the working enviment
while the actual satisfiers are intrinsic and emaga a
greater effectiveness by designing and developaaghers
higher level needs. That is giving teachers greater
opportunity, responsibility, authority and autonomy

?Whawo, 1993). Conversely Ukeje et al (1992) arethaf

opinion that however highly motivated to perfornteacher
may be, he or she needs to possess the necesdiyytab
attain the expected level of performance. Neveed®lit is
hoped that if educational administrators and edocgtolicy
makers, can understand a teacher's job satisfactéeds,
they design a reward system both to satisfy theheraand
meet educational goals, percentage of frequency
percentage of the reported items associated repdaeens
associated with dissatisfaction.

Quite a number of studies exist to support the faat
teachers in various cadres of educational level$appy and
unhappy with their job at various levels. For ims, a study
conducted among 108 university’'s academic stafBoéa,
Cameroon by Fon (2007) showed the extent to which
academic staff in the university is satisfied whkir teaching
1%) not at all satisfied; 37 (34.26%} tao

of
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satisfied; 42 (38.88%) somewhat satisfied; 13(12.08ety
satisfied.

Research evidences did support the aspects ofitgachl.

profession that teachers are satisfied or disgadisfith. A

case in reference is a study conducted by Jewlydisa 2.

Kirby, Fllowers (1990) among 375 vocational agriaw
teachers in North Carolina. The study aimed atrdgteng
the level of job satisfaction, relationship thatsted between
their level of satisfaction and their perceptiomward various

portions of the teaching professions. The resufiswed, 1.

among others, that the participants appeared teakisfied

with professional acceptance by members of the MNor2.
Carolina Vocational Agriculture Teachers Associatio 3.

school faculty, principals, community support, ayge of

teaching department. Others include number of diffeclass 4.

participation required daily, administrative suppby the
principal, vocational agricultural facilities, diptine of the
enrolled students, having to work long hours andirta
evening responsibilities. They are however disBatiswith
academic ability of the enrolled students and adeguof

financial support for local salary supplement fog teacher. 1

There are also studies which exposed the impaa of
number of variables on the job satisfaction levieteachers

(Wu & Wu, 2001; Adetayo, 2008). Wu & Wu (20010)2-

conducted a study among 960 elementary school ¢esch
from Taipei Municipality and Taitung County. Theudy
aimed at developing causal model to describe eleanen
school teachefsjob satisfaction and how it is affected by
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RESEARCH QUESTION

To what extent would teachers in primary schools be
satisfied with their job?

To what extent would differences in age influenob j
satisfaction level of primary school teachers?

OBJECTIVES OF THE STUDY

To what extent are primary school teachers school
teachers are satisfied with their jobs?

Is there a difference in satisfaction in gender®is

Will long years of service or experience at work
contribute to job satisfaction or dissatisfaction?

Will possession of educational qualification higltlean
what is required to teach in primary schools cause
dissatisfaction with teaching job?

RESEARCH HYPOTHESIS

There is no significance difference between the job
satisfaction level of male and female primary sd¢hoo
teachers.

There is no significance difference between the job
satisfaction level of primary school teachers Withder-
graduate Degree and Post-Graduate Degree

SIGNIFICANCE OF THE STUDY

social network and job characteristics. It was fhuamong
others, that higher levels of satisfaction are gahefound in
female teachers, homeroom teachers, teachers velnoned
directorship in schools, teachers with lower edoca
attainment and teachers with higher income.

STATEMENT OF THE PROBLEM

The concern of most organizations is the attituidin@ir
workers towards work. Workers are expected to lwhcdéed

and committed to their work. Adeyemo (2001), howeve

observes that it is not uncommon to hear peoplarerhat
the present day teachers are not as good or cosanaitt their
yester-years counterparts. When teachers are tnaly
committed to their work it is an indication of dagisfaction
with the job. Studies from diverse nations of therld
indicated that teachers have one time or the ahpyed or
dissatisfied with their job. Job satisfaction atrkvis pliable.
This means that it might not be a continuous expee.
Hence, an employee who is satisfied with his/herkwoday
might be dissatisfied with it tomorrow or vice varsThis
implies that consistent research is required terdsin the
job satisfaction status of employees at a particodaiod of
time.

Primary school teachers have been found to enj&r th
teaching profession (Adetayo, 2008; Gesinde&Adejumo

2010). A closer examination of studies on job $atison of
primary schools showed that there is still gap ¢ofiled;

most especially primary school teachers are saisfor
dissatisfied with their job. There is also the némestablish
whether motivational levels are satisfactory.

It is anticipated that this study would bring the
challenges of primary school teachers to fore aise
probable underlying influence of job satisfactiomda
motivation levels of teachers in primary schootsisl also
anticipated that the outcome of the study wouldisass
officials of the government and other bodies inadion and
proprietors of schools to take decisions on moitvetl
measures for maximum performance of primary schools
teachers in Kerala and India.

POPULATION OF STUDY

Primary data was collected from primary school eas
of Holy Grace School Mala.The sample, however, cta®f
two hundred and thirty-eight primary school teasher
randomly selected from Holy Grace Academy Schod)avi
The summary of demographic information of the partints
showed that males 95 (39%) and females 143 (60.1%4gle5
123(51.7%) and married 115 (48.3%); Degree holders 89
(37.4%) and Post Graduate holders 146 (61.3%).

RESEARCH DESIGN
The research design adopted was descriptive.
INSTRUMENTATION
The instrument employed to gather data was adapted
version of Job Satisfaction Survey by Bellinghari(2). It

is two sections inventory with the section A redimes the
respondents to provide demographic information beirt
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gender, age, marital status, religion, educatigoalification, job while it is also evident that female teachers wery
years of working experience, position at workplacehappy with their job than male teachers. Furthealysis
profession. The second section consists of 30 ipekit indicated that teachers with more than five yedrgarking
worded items that deals with intrinsic and extigrespects of experience and those within the age range of 3&r86very
job satisfaction. A 4 point Likert type scale of ¥ery much satisfied with their job.

like me; 3 = like me; 2 = somewhat like me; 1 =ikmlme. A

typical item on the scale read$feel positive and up most of

the time | am working”. The minimum score obtaireably a TABLE 2

respondent is 30 while the maximum is 120. The ¢ighe ~ ANALYSIS OF PRIMARY SCHOOL TEACHERS JOB SATISFACTIO

- N BASED ON DIFFERENCES IN AGE
score the more satisfied the respondent. The iltjabo-

efficient of the instrument was 0.96 using SpearBaown

formula. The questionnaire was administered to the S ¢ Df M F Sj

participants in their various schools by the resears with Sum 0 S ean '9.

the assistance of three research assistants. fitma rate was quares quare

about 95% for it was collected on the day of adriai®n. Between Groups 10631.229 3 3543.743 17.040 000
DATA ANALYSIS Within Groups 48664.843 234  207.969

Data generated from the instrument were analyze®yus frotal 50296.071 237
Statistical Package for Social Science (SPSS 160 |

Windows). Descriptive statistics of simple percegetavas -
employed to analyse the two research questionsewhif'
analysis of variance and t-test statistic werézatil in testing
the research questions.

ig. @ 0.05 level

Table 2 above presents the outcome of the second
research question which sought to find out the rexte
which age differences would affect the job satigferclevel

A. Results of primary school teachers. The result of the oag analysis

TABLE 1 .
CROSS-TABULATION RATINGS OF PRIMARY SCHOOL TEACHERs Of variance revealed that the calculated F valuepared to
LEVEL OF JOB SATISFACTION the table value of F implies considerable signifima (F=
Job Satisfaction Rating 17.04> 4.01). Hence, a significance difference tegisin
between and within age groups. The calculated Rieval
Variable Very | Dissatisf Total 0f17.04 is a clear pointed to the fact that agesnflaence
Satisfied | Satsfied | ey job satisfaction of primary school teachers.

Primary School TABLE 3

126(52.9%) | 111(46.%)| 1(.6%)| 238(100%

Teachers T-TEST ANALYSIS OF GENDER AND EDUCATIONAL
Gend S| Variable N | Mean| SD | D| t- t- P R
enaer
Male  |39(41.05%) | 56(58.95) | 0(0.00) | 95 (100%) N f | Cal.| obs M
1 | Gender
Female | 87 (60.84) |55(38.46) | 1(0.70) | 143 (100%) (i) male 9519166 | 15.60| 236 3.7 1.96 .000 NS
(i) Fema
Total 126 111 1 238 le 143 99.24 | 15.28
Work Exp. Total
(i) Less5 years | 62 (44.93) | 75(54.35)| 1(0.72) | 138 (100%) 23¢
2 | Educ. Qual.
(ii)Above 5 64 (64%) | 36(36%) | 0(0.00) | 100 (100%) (i) Degree | 91| 95.76 | 15.82) 236 -349 1.96  .721 S
years (ii) PG 147 | 96.50 | 15.86
Total 126 111 1 238
Age Total 238

()Less25yrs | 4 (21.05) | 14 (73.69)| 15.26) | 19 (100%)

QUALIFICATION OF PRIMARY SCHOOL TEACHERSJOB

(i)25-30years | 48 (40.34) | 71 (59.66)| 0(0.00) | 119 (100%) SATISFACTION STATUS

(iii) 31-36years| 54 (72.00) | 21 (28.00)| 0 (0.00) | 75 (100%)

(iv)36yrs above| 20 (80.00) | 5(20.00) | 0(0.00) | 25 (100%)

*Significant @ 0.05 alpha level
Table 3 presents the effect of gender and eduwtio
qualification on job satisfaction. While no sigodint

difference existed on gender basis (t = -3.71 886, P = >

The display from Table 1 above revealed that great§ o5y there was a significant difference on theisbas
percentage of teachers (52.9%) are very satisfi¢éd thieir
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educational qualification (t= -349, df = 236, P §.95).

CONCLUSION

This study was set out not only to determine thelle
of job satisfaction of primary school teachers imyHGrace
Academy School, Mala, but also to determine theaichpf
gender, age, working experience, educational qecatibn
on their job satisfaction. The outcomes of the ysial of
data are quite revealing. First of all, this studyealed that
all the participants except one was dissatisfieth wheir
job. The percentage (52%) of those who are vergfgadi
with their job outnumbered those who are just atswith
their job (46.6%). This finding gives credence te #iudy
of Bryner, 2007; Fon, 2007; Wu & Wu, 2001; &Adetayo
2008) which had earlier reported that teachergarerally
satisfied with their job. However, further analygidicated
that female teachers are more satisfied than theile
counterparts. This is also in consonance with WW&,

Vaidakthya-2016

Consequently, no significant difference existedMeen the
job satisfaction level of male and female teachdisis
contradicts Adetayo (2008) report of significantfetience
on gender basis. Conversely, the mean difference wa
strong enough to bring about significance diffeeenc
between teachers with bachelor degree (x = 95.76)RG
holders (x = 96.50). This finding support AdetaygD(8)
study which reported significant difference on eational
qualification and negates Wu & Wu (2001) study whic
found higher level of satisfaction with teachershwiower
educational attainment.

CONCLUSION AND RECOMMENDATIONS

This study had amply revealed that primary schools
teachers in Holy Grace Academy School, Mala were
satisfied with their job. Therefore, if there is yan
discrepancy in work it cannot be directly linkedwliack of
satisfaction with their job. Consequent upon tislihg, it

2001; Ladebo, 2005; Olulobe, 2007 who had earlieris imperative for proprietors of schools to ensthat

reported that female teachers enjoyed higher lenfel
satisfaction than males.

teachers are not dissatisfied with their job thtoubeir
inability to provide enabling environment and adsgu
incentives. It is also necessary that study onsgtisfaction

It is also palpable from the analysis that greaterbe carried out on periodical basis since satisfactith job

percentage of teachers (54.35%) with less than esaxsyof
service are just satisfied with their job as aga{rd.93%)

who are very satisfied. On the other hand, greater

percentage of teachers (64%) with more than fivarge
working experience is very satisfied with their j@s
against (36%) who is just satisfied. It, therefomaplies that
the more years in service the more satisfied watching
profession. This is quite true and not unanticigdiecause
increase number of years in service is closely tigth
promotion, salary increase, job stability (in terro$
confirmation of appointment), fringe benefits, stugave
with pay, qualification to obtain loan, appointmeinto
headship position among others. Hence, when tesitizere
access to these they tend to be happier with jibieir

It is also interesting to note that almost all the
participants (80%) who are above 36 years of ageeng
satisfied with their job. This coincides with Olbke (2007)
finding which revealed that teachers “whose agds fa
between 30 and 51 showed greater job satisfaclibis
probably might be because they have benefited ritore
the job or and it is pretty difficult to engage annew
professional training for another occupation heticey are
left with no other options than to love and be hapyth
what they are doing. This difference on age groapidis
supported by research question Il which also leledence
to Adetayo (2008) earlier finding of significantffdrence
on age group basis.
The outcome of test of significant differences ba basis
of gender (hypothesis 1) and educational qualifazat
(hypothesis Il) showed no significance differencedender
and significance difference for educational quedifion. It
is apparent from the result that female teachermedn
rating of 99. 24 were more satisfied with their jblan male
teachers mean rating of 91.66. The mean differeoctd
not, however, bring about significant difference.

is flexible.
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Abstrac—= As  the  worldwide  consumerism and
environmentalism movements mature, today’s marketes are
being called upon to take greater responsibility fothe social
and environmental impact of their actions. Corporat ethics and
social responsibility have become hot topics for alost every
business. Financial institutions like banks need tde seen as
leading organizations who engage in social activis that uplift
society, the environment and economy. The article nalyses
significant areas of corporate social responsibilit for banks
which are integral for customers, government, supjers,
citizens, employees and global partners for enhamgy the
responsibility of banks to a diverse range of stakelders who
have an interest in the banks. This common good reation can
provide several advantages to banks which furthermpacts on
the performance of banks.

The research is conducted at new generation privateector
banks in Thrissur,Kerala viz, HDFC Bank, Axis Bank, Yes
Bank, Kotak Mahindra Bank, ICICI Bank and Indusind Bank.
Demographic and primary data were obtained through
interview and from questionnaire administered to o hundred
(100) respondents made up of customers and staff banking
sector. The questionnaire in this study was desigdeas closed —
end questions where the respondents have to make eth
response in a 5 point Likert scale varying from “Stongly
disagree” to “Strongly agree”. To understand the denographic
profile of the respondents, questions related to Ag Sex,
Qualification and Income etc were included. The sapies are
selected on a random basis after visiting differenbanks in the
city without any prejudice on considering or rejecing a
particular respondent. Pilot survey and Cronbach’sAlpha were
used to confirm the validity and reliability of the study
respectively and their variables of measures. Hypbeses were
tested using correlation coefficient (r), and muliple regression
analyses to determine the strength of relationships The
relationships of different factors with each otherare also studied
and the SPSS software is used to analyze the datatlyered from
the respondents.

Findings indicate that corporate social responsibity has
significant and positive associations with bank’s bsiness
practices. Researcher concludes that in those bankisat create
value for customers through socially, environmentdy and
ethically responsible actions can be sustainable their business.
Researcher recommended that banks should care fohé¢ needs
and wants of today’s customers and also must concerfor
tomorrow’s customers in assuring the survival and gccess of
the business, shareholders, employees and the breadvorld in
which they all live

Keywords— Ccorporate social responsibility, business ethics,

sustainability, new generation private banks

INTRODUCTION
The relationship of the company beyond the legal

existence to the socio-economic scenario is wetirearized
by Berle (1959), the ‘company’ is not merely a lega
institution. It is rather a legal device for thebfialy and by
being socially responsible. It is, therefore, a borad
political, social, economical, and legal institutid his brings
us to the concept of corporate social respongibiliSR) as
corporations derive wealth from society, create lthefor
society, and earn profit by dealing with the weaftr
society. Thus, in the larger perspective, it isietycthat
actually gives permission to business to operatsoiciety
and earn money. This obviously demands that thénbss
worlds pays for this permission by a legitimatersigaof the
wealth it is earning from society by sharing it wiociety.
The researcher has taken the topic “Importancecsp&@ate
social responsibility on Banking Practices with cpk
reference to New generation private banks in Ketraa
know how Corporate social responsibility helps bamking
sector to describe and analyse the more activategic role
in corporate social responsibility, carefully sanigting what
they believe in and how they should treat theirtauers,
employees, competitors, community, and the enviemrthe
improvements in customer satisfaction and retentieduce
cost of sales and services, increase sales andiuevend
acquire new customers.

REVIEW OF LITERATURE

The concept of CSR originated in the 1950's in Ui#A
but it became prevalent in early 1970s. During1B80's to
2000, corporations recognized and started acceptng
responsibility towards society. Corporate sociapansibility
(CSR) focuses on the wealth creation for the oftimeaefit
of all stakeholders— including shareholders, empdsy
customers, environment and society. According tav&g
—CSR refers to the obligations of businessmen tasymur
those policies to make those decisions or to followse lines
of relations which are desirable in terms of thgotives and
values of our society. Carroll, (1991) defined tG&R is the
social obligations towards wider stakeholders, emment
while making profit the shareholders. Carroll deysd a
theoretical framework of CSR, where he proposedr fou
dimensions of CSR. These are economic, legal, @tlaind
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philanthropy of CSR. Carroll defined economic CSR i
measured in terms of shareholders wealth maxinozati

generates profit, being competitive (high qualityo cost),
operational efficiency, and continuous profitalilitCarroll
defined legal responsibilities of CSR dimensiomisasured
in terms of the extent that organization’'s actestiare
consistent with laws and regulations, law abidilgporate
citizen, fulfilling legal obligation, and goods arskrvices
must meet the minimal legal requirement. Carroffirghe
Ethical responsibility of CSR dimension is meastreterms
of societal mores and ethical norms, extent thgamization
adjust themselves to emerging moral norms, degree
compromising ethical standards or norms,
citizenship behavior accepted by society and ttergxhat
organization go beyond the legal and regulatiomiregqnents
to maintain integrity of the organization. Carralkfined
Philanthropic is the highest level of CSR, wherevili be
measured in terms of philanthropic and charitakfeeetation
of society, assistance provided to fine and perfognarts,
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IMPORTANCE OF THE STUDY

A number of forces are driving banks to practidégher
level of corporate social responsibility, such d&sing
customer expectations, evolving employee goals and
ambitions, tighter government legislation and puess
investor interest in social criteria, media scrytinand
changing business procurement practices. The dtalps to
describes and analyses the more active, stratede in
corporate social responsibility, carefully scruting what
they believe in and how they should treat theirtauers,
@mployees, competitors, community, and the envigmm

corporate

STATEMENT OF THE PROBLEM

From the problem discussion researcher has forauilat
the following research questions.
1. How Corporate Social Responsibility helps thenl&ato
achieve its objectives?

extent that managers and employees of the orgémzat2. Which Corporate Social Responsibility dimensiare

involvement voluntary charitable activities orgadz by
community, and assistance provided by organizatiothe
projects that enhances “quality life”.

PHILANTHROPIC RESPONSIBILITY
ETHICAL RESPOMNSIBILITY
LEGAL RESPONSIBILITY

ECONOMIC RESPONSIBILITY

__/J_____;———f:
___________——L———-—r_______.————'_————'-:;
Fig 1: Pyramid of social responsibility by Carrdltl991)

Namrata singh, Rajlaxmi srivastava et al. (2018ppsed
a study on CSR practiced & CSR reporting in Indianking
sector,
performing their banking services more effectively
comparison with the past and also started workowatds
social banking that is Corporate Social Respornsibil
Maximum number of banks whether related to privssetor
or public sector highly performing CSR activities @ger their
priority but if we look towards the CSR reportingeh we
can see that most of the banks are still not disdptheir
amount for such initiatives in their websites. Aftthe
involvement of RBI the CSR becomes the importamt p&
Banking Sector but still more regulations and nesliges
are required to implement the concept of CSR iniamd
Banking Sector. Suman Kalyan Chaudhary, SanjayiKzas
et al. (2011) explored a study on Practices of Gaie
Social Responsibility (CSR) in banking sector imitn An
assessment resulted that in India there is a reeptbmote a
drive in banking Companies towards greater accailitta
on Corporate Social Responsibility (CSR). In ortteattain
the social objectives, there is a need for framin@CSR
Policy in every banking company for prioritizatioof
activities for social spending and allocation gbaete funds
for this purpose. Moreover, to have an impact & @SR
spending and utilization of allocated budget, theheuld be
a system of periodical monitoring and reportinghte Board
of Directors.

concluded that at present the Banking secld

essential in forming satisfaction among Kerala @ongrs in
association with new generation banking sector?

OBJECTIVES OF THE StUuDY
1. To know the customer perception regarding CSR
implementation of banking sector.
2. To analyse the influence of ethical respongihillegal
responsibility, economic responsibility and philanaipic
responsibility on customer satisfaction in the rgameration
banking sector.
3. To identify the interrelationships between Caogte Social
esponsibility and banking practices and to idgntifie
benefits of this relationships

HYPOTHESIS OF THE STUDY

H1: There are significant positive relationship vietn

ethical responsibility and customer satisfaction riew

generation banking sector.

H2: There exists a significant positive relatiopsbietween
legal responsibility and customer satisfaction irwn
generation banking sector.

H3: There exists a significant positive relatiopsbietween
economic responsibility and customer satisfactionnew
generation banking sector.

H4: There exists a significant positive relatiopsbietween
philanthropic responsibility and customer satistattin new
generation banking sector.

H5: Corporate Social Responsibility dimensions &igh

influence on banking practices.
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THEORETICAL FRAMEWORK ANALYSIS AND RESULTS
On the basis of above literature review, followingCorrelation analysis

theoretical framework IS developed. Correlation analysis is used when independent biasa
Independent Dependent are correlated with one another and with the depend
variables variable . . . .
variable. Since both variables are interval, Paarso
Ethical Correlation test was conducted. From the analyzean be
responsibility observed that the correlation coefficient betweeanemic
responsibility and customer satisfaction is 0.678, a
Legal significant level of 0.01 (Pannerselvam, 2014), aheé
responsibility o correlation coefficient between ethical respongipiland
Corporate Social e customer satisfaction is 0.740, at a significamelef 0.01 ,
Responsibility Economic From the analyze, it can be observed that the letioa
responsibility coefficient between legal responsibilty and custom
satisfaction is 0.745, at a significant level 0®01). and the
. . correlation coefficient between philanthropic resgibility
Philanthropic and customer satisfaction is 0.654, at a signifidanel of
responsibility .
0.01.Hence we accept all the Hypothesis.

Figure 2 — Research Framework

RESEARCH M ETHODOLOGY
The research design is used in descriptive reseditud
present study used primary data collected througtetested

Multiple Regression Analysis

Model Summary Table 2 (a)

guestionnaire method. The questionnaire was peeteky
conducting pilot study and suitable modifications hiaeen
made in the questionnaire relating to the study.taD3g

pertaining to the study collected from February@@d April

2016. The questionnaire in this study was desigisedosed

— end questions where the respondents have to thake
response in a 5 point Likert scale varying fromroagly
disagree” to “Strongly agree”. To understand
demographic profile of the respondents, questieteted to
Age, Sex, Qualification and Income etc were inctuda this
study all the customers who utilize the retail hagkservice
offered by the various types of new generation baimk
Thrissur, Kerala was considered as population Hergtudy.
The samples are selected on a random basis afeingi
different branches of various banks in the cityhwitt any
prejudice on considering or rejecting a particukspondent.
The researcher has chosen 100 respondents of maragjen
banking sector as sample. Statistical tools sucimakiple
regression analysis, correlation analysis were desedlata
analysis.

Reliability Test

the

Model R Square Durbin-Watson
1 .208 1.539
a) Predictors: (Constant), ethical responsibility, deg

responsibility, economic responsibility and philaiaipic
responsibility
b) Dependent Variable: Banking practices

In the column (table 2.a) labeled Rhich is a measure of
how much of the variability in the outcome is acctd for
the predictors. For the 2Rmodel its value is .208 which
means that customer value for 20.8% of the variation
predictors. The Durbin-Watson Statistic informs alsout
whether the assumption of independent errors &bien The
value (1.539) is below 2 indicates a positive datren.

The multiple regressions the model takes the fofra o
equation that contains a coefficients (b) for epcbdictor.
The table2 (b) gives us estimates of these b valudsthese
values indicate the individual contribution of egmfedictor
to the model. The b values tell us about the mahstiip
between corporate objectives and each predictohelivalue

From Table 1 shown that Cronbach’s Alpha 0.774 bends positive we can tell that there is a positivéatienship

we can say the reliability of the questionnaire as
moderately good level.

TABLE |
RELIABILITY STATISTICS

Cronbach's Alpha
Based on
Standardized ltem

74

Cronbach's Alpha N of Items

774 25

between the predictors and the outcome whereagaine
coefficient represents a negative relationshipr tRese data
all predictors have positive b values indicatingsifioe
relationships. The b values also tell us to whajrele each
predictor affects the outcome if the effects of ather
predictors are held constant. Each of these bétevdas an
associated standard error indicating to what extbese
values would vary across different samples, aretistésndard
errors are us to determine whether errors are used
determine whether or not the b values differs Sicpmtly
from zero. The major hypothesis stated in this paes “the
Corporate Social Responsibility dimensions are high
influence on banking practices.” Regression anslysas
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used for examining whether each Corporate Socidevelop standards based on personal integrity, ocatp
Responsibility dimensions is affected by corpodipectives. conscience, and long term customer welfare. Masageist
Thus the finding is in line with the hypothesiststhin the embrace, communicate and practice the fundametiiadaé
paper that the Corporate Social Responsibility disiens are values that will improve customer confidence in ihiggrity
high influence on banking practices. Thus the majasf the marketing exchange system. These basic vaue
hypothesis stated is well accepted. intentionally aspirational and include honesty pmssibility
Coefficients Table 2 (b) fairness, respect, openness and citizenship. Hawéwe

limitation of this research is that it is conducta the basis

Standardiz¢ of available data and in Thrissur district only. i$
Unstandardized d recommended to carry out further research. In &tthis
Coefficients Coefficientd study can be enhanced by studying the importance of
corporate social responsibility dimensions on pulsiector
Model B Std. Error Beta banks. Similarly a study also is conducted to stathput
I(Constant) .824 .196 importance of corporate social responsibility onnibag
Philanthropic practices of foreign banks and co-operative banks.
Responsibrijlity 199 099 208
CONCLUSION
Legal
Responsibility 301 141 318 In conclusion, According to the result of data el it is
Ethical proved that Qustomers ha§ a positive approach tswar
Responsibility 451 121 482 corporate social responsibility. Very few customease
. agreeing that CSR is a strategic tool for earnirgjip Most
Econom|.c“ 426 105 442 of customers have given believe that CSR is a bkocia
Responsibility ' ' ' responsibility tool & very helpful to solve the igs of
a. Dependent variabli society. The customers also believe that Bank shdd
Banking Practices focus on areas like healthcare, women empowermerd|
development, poverty eradication, customer welfate.
Ill. FINDINGS & DISCUSSION Many customers are neutral and disagreed on th&'dan

social responsibility towards customer welfare. The

This particular study was oriented on the imporéaraf customers are very strongly agregd that banks dhmimore
corporate social responsibility on banking practicend focused on the poverty eradication. Because whererpo

customer satisfaction. The study well establistest the Will be reduce than country will also developed

corporate social responsibility is having high ifhce on the automatically. It is also shown that CSR activittne by
customer satisfaction. Satisfaction is a deeply d hefn® banks develop a positive impact on customesEgption

commitment to re-buy or re-patronize a preferrelPwards banks. | would suggest that CSR should eeting
product/service consistently in the future andsitrifluence the general population & should be based on theciplies of
by many corporate social responsibility variabiks, lethical Paying back to the society.

responsibility, legal responsibility, economic respibility
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Abstract— Nursing is a highly stressful job, so much so thighe

dissatisfaction caused by the stress can make nusskeave their
jobs. The purpose of this study was to investigatine stress level
among the nurses in LF hospital, Angamally, Ernakum

district. The researcher chose randomly 91 nursingstaff

provided by each nursing department of LF hospital.The study

found that dying patients, family responsibilities and shift

timings are the prominent factors for stress. In vew of the
inevitability of certain stressful factors in nursing and the
necessity of reducing the mental and behavioural egequences
of stress, it is essential that authorities at held organizations

take measures to improve nurses' professional lifquality by

teaching them effective coping techniques.

Keywords --- Nursing staff, Coping Mechanisms, Stressors,
Burnouts, Behavioural Responses

INTRODUCTION
Stress in workplace stress is derived from manycssu
It can be a demanding boss, annoying co-workebgllfeus

dissatisfaction are extraordinarily high in nurs8sress not
only adversely affects the health, safety, and -tveihg of
nurses at the individual level; it also negativedifects
healthcare organizations.

Health Care Industry in Kerala

The Kerala model of development is the style of
development that has been practiced in the soutimelian
state of Kerala. This state has achieved improvésnen
material conditions of living reflected in indicasoof social
development, comparable to those of many developed
countries, even though the states per capita indert@v in
comparison to them.

The private sector in Kerala grew to meet the deirihat
was unmet when government cut back their investmeatto
fiscal strain, currently the private sector acceufdr more
than 70% of all facilities and 60% all beds. The &y
ownership range from corporate to single proprieidrey
vary in sophistication from single doctor hospital multi-

students, angry customers, hazardous conditionag loSPecialty hospitals and have become the preferredders
commutes and a never-ending workload. Work perfoea for the affluent and the middle class. As secondzme in

is also affected by stressors such as family aeiatiips,

government services became restricted to Talukitads@and

anxieties about the future. Even though mild stiedsrown
to enhance an employee's performance, intenseotonged
stress leads to a negative impact on one's memdablaysical
wellbeing affecting work performance.

remote areas of the state. LF Hospital

Little Flower Hospital and Research Centre is nmt f
profit organization registered as a charitablettritss is a
1000 bedded multi-specialty hospital. The hospgaiun by

Nursing job specifically has several kinds of sires the Archdiocese of Ernakulum, Angamaly. It also amp

which is not found in other non-health sectors, tlughe
unique environment in which they work. It seeksigrate,
high mental and physical capabilities to perforns tjob.
Stress in nursing is attributed largely to the pdgislabour,
suffering and emotional demands of patients andilizen
work hours, shift work, interpersonal relationshémd other
pressures that are central to the work nurses davé\know
that stress is increasing day by day in the livesaonmon
people. Now stress is becoming a threat for theewin their
work. The common phenomenon is that, nurses arkleima
perform effectively in their institution because thg stress.
The factors that have increased stress among sinse the
1980s include the rising use of sophisticated heate
technologies, budget cuts, increasing workload, @nstant
organizational changes in some healthcare enviratene

Nursing  stress  produces other organizational
consequences. It has been linked to a number of poo

outcomes, such as lower morale, reduced job pedioce
increased tardiness, and absenteeism. It also deen job
dissatisfaction, a precursor to staff turnover.eRaof job

training in various fields of Medical, Paramedicahd
Nursing care. It is also a recognized researchreefithe
hospital has various training programmes at gradieatel in
the disciplines nursing, physiotherapy, optomesyaell as
in general nursing and midwifery. The hospital isoa
recognized by the National Board of Examinations tfte
training of doctors toward the Diploma of the NatbBoard
in General Surgery, General medicine & ophthalmglog
orthopaedics, obstetrics & gynaecology and chilathe

OBJECTIVES OF THE STUDY
1.To understand the factors for job stress amongimyrs
staff.
2.To understand the coping mechanism adopted by swrse
3.To suggest recommendations on managing stress.

LITERATURE REVIEW
Stress in the experience of opportunities or tisrehat
people perceive as important and also perceivertight not
be able to handle or deal with effectively. Then may feel
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there’s nothing we can do about stress. The bitlg'instop  of
coming, there will never be more hours in the dag gour
work and family responsibilities will always be danding.
But we have more control over stress than we milyimtk.
Stress management is all about taking charge; olifestyle,
thoughts, emotions, and the way we deal with probleNo
matter how stressful our life seems, there aresstep can
take to relieve the pressure and regain control.

“Stress is the psychological, physiological and
behavioural response by an individual when theggige a
lack of equilibrium between the demands placed ujhem
and their ability to meet those demands, whichy @avperiod
of time, leads to ill health” (Palmer, occupatiorsitess,
1989).

“Stress occurs where demands made on individualodo
match the resource available or meet the indiviluededs
and motivation....stress will be the result if theridoad is
too large for the number of workers and time awdda
equally, a boring or repetitive task which does os¢ the »
potential skills and experience of some individuails cause
them stress” (Raymond, Stress the Real Millenniuog,B
2000).

The Health and Safety Executive (HSE) defines stess
an ‘adverse reaction people have to excessive pesor
other types of demand placed on them’ job relateess is
thus understood to occur when there is mismatchdsat the
demands of the job and the resources and cajebitif the
individual worker to meet those demands, this diédim
emphasis’s the relationship between individualsd #meir
working environment, and helps to explain why aation
that one person regards as a stimulation challeageses
another to experience a damaging degree of stress.

One of the reasons that work stress is so difficuttefine
is that it comes from many different sources. Sarhehe
most common sources of job related stress include;

» Environmental stress - some stress that peopleriexjpe
in the workplace is related to the physical envinent in
which they work. This type of stress can be assedia
with workplace safety issues, the configurationoog’s
work area, the type of furniture or equipment timaitst be
used in order to perform job function, and otheialaes.
Uncertainty - people who aren’t sure where theydtia
their jobs often experience a high degree of wdrkss
this issue can be tied to fear of job loss, hopiag
recognition or a promotion, a lack of feedback om’'s
performance, or other issues.

People issues - a great deal of workplace stresddted
to people problems, such as coping with difficut-
workers, dealing with a negative or uncommunicative
supervisor, peer pressure, and more.

Performance pressure - feeling pressure to produce
certain quality or quantity of work can be a wodqs
stressor. This can be tied to sales or productiootes,
manufacturing standards, impeding deadlines, ahérot
factors.

Types of Stress

Stress can be a challenge to explain, for it mei#fferent
things to different people. Stress management can b
complicated and confusing because there are diffdypes
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stress, each with its own characteristics, sypmst

duration and treatment approaches;

Acute stress; acute stress is the most common fdrm
stress and is short lived. It can be beneficial arehte
motivation, like cramming for an exam or finishiray
report under a deadline. Acute stress is alsolitigriind
exciting in small doses, but too much is exhaustirake
water skiing, for example. Starting out it is fumda
exhilarating. After two hours or more, it becomemg
and mentally draining. Prolonged acute stress carse
anger or irritability, anxiety and depression ire tehort
term, but does not carry the extensive damage that
prolonged stress carries over the long term.

Episodic acute stress; this type of stress emengesople
who live disordered and chaotic lives those whdesuf
acute stress frequently. Always running late buteneon
time or if something can go wrong, it does, are the
hallmarks of people suffering from episodic acutess.
Chronic stress; chronic stress is the long terrilitegting
stress often seen in individuals suffering from ndieg
poverty, dysfunctional families, despised careéfs,in
war zones or unhappy marriages with no way out. Som
chronic stress can stem from traumatic childhood
experiences that have created a belief systemctheges
the stress sufferer to view the world as a threaten
place. The person with chronic stress usually seesnd

to their miserable situation and gives up searcHorg
solution chronic stress can lead to suicide, vicderheart
attacks, stroke and cancer.

Causes of stress

A lot of things can cause stress. We may feel stres
when we go on a job interview, take a test, orauace.
These kinds of stress are normal. The importansesof
stress are the following;

Personal problems that can cause stress

Health: chronic illness such as heart diseasdeths,

or arthritis

Emotional problems: Anger, depression, grief, guilt

low self esteem

Relationships: Lack of friendships or support fa.li

Major life changes: Dealing with the death of agpd

or spouse, losing job, getting married, or mobkimg

new city.

Stress in our family: Having a child, teen, or othe

family member who is under stress, or being a ¢eeeg

to a family member who is elderly or who has health
problems.

Conflicts with our beliefs and values: For example,

may value family life, but we may not be able tesgp

as much time with family as we want.

Social and job issues that can cause stress include

Living in an area where overcrowding, crime, padat
or noise is a problem.

Social situation, not having enough money to cdakier
expenses, feeling lonely, or facing discriminatimsed
on race, gender, age, or sexual orientation.
Unemployment, losing the job or not being ableital f
work can also add to stress level.



» Job, being unhappy with the work or finding the fob
demanding can lead to chronic stress.
Nurses and stress
Many of the definition of stress highlight that eygody
perceives stress differently and may react to #mahds of
stress in their own individual way. Some exampléhiw the
literature consider stress as;
individuals and the work place which may be peredias
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an important criterion for organizational outcomesd
success.

John P. Campbell describes job performance as an
individual level variable, or something a singlegmn does.
This differentiates it from more encompassing camss
such as organizational performance or nationaloperdnce,

an association leetwewhich are higher level variables.

Performance of nurses at his/her workplace is atpafi

damaging and destructive (Lazarus and Folkman, Y1984 concern for all the organizations irrespective lbfre factors

pattern of psychological, behavioural,
cognitive responses to real or imagined stimulit thee
perceived as preventing a goal, endangering orrwibe
threatening wellbeing (Carlson et al, 2006).

We can see that, nursing has long been consideeedfo
the most stressful professions in the institutioBgess in
nursing is attributed largely to the physical lahauffering
and emotional demands of patients and familieskwours,
shift work, interpersonal relationship, and othezgsures that
are central to the work nurses do. As we know #fti@ss is
increasing day by day in the lives of common peoplee
common phenomenon is that, nurses are unable tupeo
effectively in their institution because of theess. The
factors that have increased stress among nurse she
1980s include the rising use of sophisticated heate
technologies, budget cuts, increasing workload, @stant
organizational changes in some healthcare enviratane

Nursing stress  produces other

emotional d anand conditions. Consequently the nurses are carside be

very important asset for their organizations. Tfaeepeople
look for the persons who can contribute more towaheir
organizations. A good performance of the employafean
organization leads towards a good organizational
performance thus ultimately making an organizatinare
successful and effective and the vice versa. (Aongt &
Baron, 1998).

Another way to divide up performance is in termgask
and contextual behaviours. Whereas task performance
describes obligatory behaviours, contextual behasicare
behaviours that do not fulfil specific aspects bé tjobs
required role. Citizenship behaviours are defined a
behaviours which contribute to the goals of theaaigation
through their effect on the social and psycholdgica
conditions. Counterproductive behaviours, on theeohand,
are intentional actions by employees which circuntvibe

organizationaims of the organization.

consequences. It has been linked to a number of poo Job performance is a consistent and important outco

outcomes, such as lower morale, reduced job pesdioce
increased tardiness, and absenteeism. It also gecnme job
dissatisfaction, a precursor to staff turnover.eRaof job
dissatisfaction are extraordinarily high in nurs8sress not
only adversely affects the health, safety, and -weihg of
nurses at the individual level; it also negativeffects
healthcare organizations.

of core self-evaluation. The concept of core sghiuations
was first examined by judge, Locke and Durham as a
dispositional predictor of job satisfaction, anddtves four
personality dimensions like, locus of control, raigism,
self-efficacy, and self-esteem. The way in whickomple
appraise themselves using core self-evaluations thas
ability to predict positive work outcomes, speaflg, job

As we know that, excessive exposure to exposure satisfaction and job performance.

psychosocial
resulting in various problematic short and
outcomes. Depression and sleep problems have bperted
as frequent stress related outcomes. Job stresshéwrs
associated with reduced job satisfaction,
psychological distress, physical complains, anceateRism,
several studies have found that high levels of ghiess
contribute to feelings of inadequacy, self-doubtydr self-
esteem, irritability, and somatic disturbance inses.

stressors produce considerable jobssstr
long nter trait to job performance argues that people withhhcore

The most popular theory relating the core selfgatibn

self-evaluation will be more motivated to performeliv
because they are confident they have the abilitgdoso.

increasédotivation is generally the most accepted mediatbithe

cores self-evaluations and job performance relatign

How does stress affects job performance?
“Every day the nurse confronts stark sufferingefand

Research findings support the conclusion that thdeath as few other people do. Many nursing takes ar

multiple pressures associated with nursing respditigs
and the healthcare setting translate into sigmificstress

mundane and unrewarding. Many are, by normal stasda
distasteful and disgusting. Others are often deéggadome

levels among nurses. Over the past decade, numes hare simply frightening” The humane face of nursigy,

consistently reported the highest levels of jolessrof all
healthcare professionals. Surveys have consistdotind
that nurses identify stress and overwork as ohéw top two
safety and health concerns.

Job Performance

Hingley, Nursing mirror, No. 159, 1984

The above quotations, we can understand that,utsees
are going through stress in their job performarfosd also
many sources can be therefore workplace stressanitbe a
demanding boss, rebellious students, annoying atews,

Job performance assesses and evaluate whethesan peangry customers, hazardous conditions, long conmsrand a

performs a job well. Job performance, studied aceackdly
as part of industrial and organizational psychologiso
forms a part of human resources management. Pexfaans

never ending workload. The work performance is also
affected by stressors such as family relationdipnces and
a lack of sleep stemming from fears and anxietsuaithe
future. How we can handle the effects of stresseddg on
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whether it is easier to change the situation onghaattitude Above 50 0 0
towards it. Gender
Most of the study is attempted to measure, or have Male 2 2
speculated on, the effects of such stress on ntheakh and Female 89 08
well-being. There appears to be general agreenmabtthe Marital status
experience of work related stress generally detriiom the Married 72 79
quality of nurses’ working lives, increases minayghiatric Unmarried 19 21
morbidity, and it can also contribute some formgploysical Job status
illness, with particular reference to musculoskadlet Student 3 3
problems, stress and depression. Trainee 9 10
The positive side of stress is that it can jumptsta Employed 79 a7
adrenalin and motivate. And it can perform the $astore -
quickly in response to impending deadlines. An Experience
overwhelming workload, lack of peer support and naany Less than 1year 5 6
demands at once, however, contribute to a senfsastfation 1-2years 13 14.3
and panic that there is not enough time to completavork. 3-4years 15 17
According to the authors of ‘Performance under 4-Syears 10 11.0
Pressure’ managing stress in the workplace, if ehes Above Syears 48 53
conditions routinely result in overtime or havirgtake work Working dept.
home, the stress of being unable to manage tinieiezffly Critical care 17 19
can fuel employees resentment toward the instituts well Surgery 18 20
as negatively influence their commitment and loyalt Internal Med. 7 8
Therefore stresses in the nurses are very muchrteniao OP dept. 15 17
study for the development of all the nurses. Emergency dept 5 6
Lab 6 7
RESEARCH M ETHODOLOGY Ophthalmology 17 19
] o Monthly income
Research DesigrResearch design is the framework that has 5001-7000 3 33
been created to seek answers to research queStha. 7001-9000 10 11.0
research design followed in this project is degmip 9001-11000! 19 21
research. Descriptive research includes survegisvarious Above 11,000 59 648

facts finding enquires. The major purpose of desiee
research is the description of the state of affadéré exists at
present.

Population of the studyPopulation can be defined as
complete set of items, which are of interest in payticular
situation. The populations for this study includeffs and
nurses in Little flower hospital Angamaly.

Sample sizeSample size means the number of samplin
units selected from the population for study. Iis throject
Here the researcher has taken restricted to 94. unit
Instruments used for the studyuestionnaire

A questionnaire is designed, keeping in view thgecdtives
of the study. The researcher has used Likert quesin this
project.

Data collection:The researcher had given 150 questionnair
to the nurses of different departments. 91 questoes
were returned duty filled. Others were discardec do
wrong or in completed marking.

Analysis: Data was analysed using Statistical Package f
Social Sciences SPSS ver.17.0 software.

From Table 1 it can be inferred that most of the
respondents are in the age between of 26-33 (4286ied
by 34-41(26%), 18-25 (25%) and 42-49 (7%). There was
nobody in the ‘Above 50’ category. As far as gender
concerned most of the respondents are female (98fb) a
male respondents were only 2%. Marital status it ban
Wferred that most of the respondents are marrie@o)
unmarried were only 21%. As far as Job status iseomed,
it can be inferred that, most of the respondergseanployed
full time (87%), followed by trainees (10%) and stotse
(3%). As far as years of experience is concernedaiit be
inferred that, most of the respondents are expegigrabove
5 years (53%), followed by, 3-4years (17%), 1-2 y¢a4d95),
%5 years (11%) and less than 1 year (6%). The thepat
profile is that most of the respondents are frontg8ty
department (20%), followed by, ophthalmology (19%),
critical care (19%), Outpatient department (17%)ermal
Redicine (8%), neurology (6.6%), lab (7%) and emergenc
room (6%). From the monthly income it can be infértieat,

TABLE | most of the respondents get a salary of above 01(68%),
DEMOGRAPHIC INFORMATION followed by 9001-11000 (21%), 7001-9000 (11%) and1500
Age Group Frequency Valid Percent 7000 (3%). There are no people having less tharb®G0 as
18-25 23 25 monthly income.
26-33 38 42
34-41 24 26
42-49 6 7
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TABLE I
LEVELS OF JOB STRESS

Category Mean SD Range
Coping with technology 8.6 1.93 5-14
Coping with new 9.9 1.96 6-14
situations
Job security 12.2 1.34 3-10
Work overload 10.3 1.65 3-9
Lack of Support from 8.2 2.68 5-14
Staff
Essential resources 7.6 2.42 5-17%
Difficult patients 12.3 3.17 8-17
Dying patients 15.33 2.68 8-21
Staff Shortage 12.0 1.34 3-10
Conflict with nurses 9.2 1.96 5-14
Conflict with Doctors 11.15 3.17 11-23
Family responsibilities 14.9 2.23 7-20
Shift timings 13.3 1.91 6-11
Emotional needs of 12.1 2.1 5-9
patients

From Table 2 it can be noted that the most stréssiy)

factors were Dying patients, family responsibiltieshift
timings, difficult patients, emotional needs ofipats and job
security. Support from staff accounted for thestestressor.

TABLE Il
COPING MECHANISMS USED BY NURSES

~

Coping mechanism Response (%
Sharing of problem with friends 45
Listening to music/radio 38
Participation in game/sports 30
Seeks professional support 19
Talk to parents 38

Use relaxation techniques like yoga 42
Keep a sense of Humour 23

Vaidakthya-2016

CONCLUSION

Important actions are recognizing adverse effedts o
work-related stress on health and acknowledgingseasir
emotional experiences. Based on the results ofcthieent
study, nurses should be nurtured and supportedughro
tailored interventions at multiple levels for fimgj effective
coping strategies and developing self-care comp&isnBy
using these interventions, nurses can control tkaiess,
become more satisfied, and improve life qualityeféfore,
the quality of patient care and the retention ofsmg staff
likely will improve.
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From Table: 3 it is found the common methods adbpte

by the study subjects were sharing of problems Wignds,
using relaxation techniques, talking to parengdeii to radio,
participation in sports, and keeping a sense ofdurmOnly
few students came forward for professional support.

Suggestions to reduce stress:

Health institutions should consider establishingreno

supportive work environments and developing intetiaas
tailored to the specific stressors of nurses. le trrent
study, participant responses dying patients,
responsibilities and shift timings are the mostesful
factors. In response to comments from participaseseral
interventions at an institutional level (e.g., e&sing staff,
providing more breaks) could be used to reducesstevels
(Henry, 2014; Traeger et al., 2013).
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