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Editorial 
 

 

Dear Valued Researchers and Readers,, 

To begin with, wish you a fabulous and successful 2013.  

This year marks the success of ‘Dimensions In Research’ the national conference 

held in January 2013. As envisaged, the conference emerged as a confluence of 

researchers across management domains.  Diverse researchers from Marketing, 

Finance, Human Resources, Information Technology and General Management 

presented their papers based on their deep – rooted research and expertise.  

The key note speaker, Ms. Shonali Ghosh, Executive Director, Client Solutions, 

AC Nielsen, graced the conference with her insightful addressal.  

The Valedictory Session of the conference was chaired by Chief Guest Dr. YK 

Bhushan, Senior Advisor, IBS and Dr. Ganesh Shermon, Partner & Country 

Head – KPMG as the Guest Honor.    

This issue of Management Vision is dedicated to all our researchers whose papers 

presented have enriched us immensely.   

We sincerely hope Management Vision leaves an imprint in your academic and 

professional journey.  

Our quest for research does not stop here; we continue to strive to create 

Management Vision, an amalgamation of researchers across Management spheres. 

So we look forward to your new path breaking research papers.   

Regards 

Dr. Kalim Khan 
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Cloud Computing in Education - Opportunities and Challenges 

Mr. Sanjay P. Gupta1 

 

Abstract 

Students today are increasingly, demanding more out of technology for all their academic needs. This means schools 

have to offer more technologically to their students. It’s important not only to keep pace with their evolving needs, 

but also to prepare them for the demands of the workplace tomorrow. At the same time, education institutions are 

under increasing pressure to deliver more for less, and they need to find ways to offer rich, affordable services and 

tools.  

Cloud computing can help provide those solutions. It’s a network of computing resources—located just about 

anywhere—that can be shared. Both public and private institutions can use the cloud to deliver better services, even 

as they work with fewer resources. By sharing IT services in the cloud, the education institution can outsource 

noncore services and better concentrate on offering students, faculty, and staff the essential tools to help them 

succeed.  

This article will highlight the significance of cloud computing in the field of education. 

Key Words: Cloud computing, Education, Benefits, Challenges 

 

 

1.0 Introduction 

Cloud computing has the potential to transform a large part of the industry, including education 

sector, making software even more attractive as a service and changing the way IT hardware is 

designed and purchased. Cloud computing refers to both the applications delivered as services 

over the Internet and the hardware and systems software in the data centers that provide those 

services. Cloud computing is dynamically scalable. Education industry can draw as much 

computing power as is necessary on an hourly basis. As demand from internal users or external 

customers grows and shrinks, the necessary computer, storage and network capacity can be 

added or subtracted on an hourly basis. Most service providers leave this provisioning up to the 

customer. The resources can be purchased with operational funds, rather than as a capital 

                                                 
1  Research Scholar – Shri Jagdishprasad Jhabarmal Tibrewala University, sanjaygupta@rmi.rizvi.edu.in 
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expenditure. Many IT departments face a long approval process for capital funding, in addition 

to the wait for equipment delivery and installation. 

There are two basic types of cloud infrastructures: internal and external. In an internal cloud, 

servers, software resources, and IT expertise are used inside the school system to build a scalable 

infrastructure that meets cloud computing requirements. In an external cloud, service providers 

sell on-demand, shared services to a school. IT support, services, and expertise are included in 

the package; the school needs to run only the provided applications and services. 

System administrators can bring new services and computing capacity online quickly while 

managing costs as operational expenses. By allowing IT to respond quickly to changes, cloud 

computing helps administrators manage risks, peak demand, and long-term planning needs. With 

cloud computing as part of your IT strategy, you can increase your data capacity without 

compromising security or requiring your school, college, or university to make heavy 

infrastructure investments—all while helping to lower your total cost of ownership. The trick is 

to find the right balance of on-premise and cloud services for your education institution. 

 

Figure 1 - A simple layers model of the cloud (based on Naone, 2009a) 
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2.0  Objectives 

The main objectives of this article are as follows: 

 To describe the concept and implications of cloud computing. 

 To show possible benefits of cloud computing in education. 

 Cloud adoption strategy for higher education 

 Risks and barriers 

3.0  Research Methodology 

Type of Research  

Exploratory 

Scope & Limitations of Research  

The study is limited to Higher Education. 

Other organizations are beyond the ambit of this research. 

Research Design 

Case Study 

Type of Data used 

Secondary data 

Sources of Secondary data 

Research Journals, Company Websites, Online Data Sources etc. 

Approach: Various secondary data sources were tapped to gather information on way Cloud 

computing has impacted organization on various parameters viz. costs, security, resource usage, 

organizational flexibility. The information collated from different sources is presented in the 

form of 2 case studies pertaining to 2 educational universities. 

Type of Data Analysis 

Qualitative 
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4.0  Concept of Cloud Computing 

As defined by John Powell, the cloud can be described as on-demand computing, for anyone with 

a network connection. It allows access to applications and data from anywhere, at anytime, from 

any device.  

Durkee Dave specifies following essential characteristics of cloud computing  

On-demand access: Rapid fulfillment of demand for computing and continuing ability to fulfill 

that demand as required. 

Elasticity: Computing is provided in the amount required and disposed of when no longer 

needed. 

Pay-per-use: Much like a utility, cloud resource charges are based on the quantity used. 

Connectivity: All of the servers are connected to a high-speed network that allows data to flow 

to the Internet as well as between computing and storage elements. 

Resource pooling: The cloud provider’s infrastructure is shared across some number of end 

customers, providing economies of scale at the computing and services layers 

Abstracted infrastructure: The cloud end customer does not know the exact location or the type 

of computer(s) their applications are running on. Instead, the cloud provider provides 

performance metrics to guarantee a minimum performance level. 

4.1  Service Models 

Cloud is divided into three basic service models. Each model addresses a specific business need. 

Infrastructure as a Service (IaaS) 

As described by Margaret Rouse, Infrastructure as a Service is a provision model in which an 

organization outsources the equipment used to support operations, including storage, hardware, 

servers and networking components. The service provider owns the equipment and is 

responsible for housing, running and maintaining it. The client typically pays on a per-use basis. 

Platform as a Service (PaaS) 

Platform as a Service is a category of cloud computing that provides a platform and environment 

to allow developers to build applications and services over the internet. Platform as a Service 

allows users to create software applications using tools supplied by the provider. PaaS services 

can consist of preconfigured features that customers can subscribe to; they can choose to include 

the features that meet their requirements while discarding those that do not.  

mailto:DURKEE%20DAVE


Management Vision 

5 
 

Software as a Service (SaaS)  

Software as a Service refers to software that is accessed via a web browser and is paid on a 

subscription basis (monthly or yearly). It is different from the traditional model where a 

customer buys a license to software and assumes ownership for its maintenance and installation, 

SaaS presents significant advantages to the customer. SaaS is faster and a cost effective way to 

implement a software solution. There are no hardware, implementation or acquisition costs 

involved to run the application from the customer's side. It is the responsibility of the SaaS 

vendor to manage and run the application with utmost security, performance and reliability. 

5.0  Benefits of Cloud Computing in Education  

In the higher educational system, the great advantage that Cloud Computing offers is the shared 

management resources. Either by running these management systems on a Cloud based 

infrastructure or by opting for SaaS based applications, the institutes can maximize their 

efficiency while keeping the costs low. The basic philosophy behind any educational institution is 

learning and experimentation and in order to achieve the same, it is only natural that they would 

want to experiment with different kinds of applications and platforms. Under the traditional 

software system, this is expensive and difficult to implement. Cloud Computing offers greater 

flexibility to experiment with newer applications and platforms. The low cost of Cloud 

Computing makes it an ideal candidate in the field of education across many countries. Cloud 

computing allows for cost- and energy-efficient centralization of school infrastructures. It takes 

advantage of server capabilities to adjust allocation based on demand—all invisible to teachers 

and students.  

Along with the greater control for IT comes increased flexibility for teachers. They can select 

from the entire pool of available applications those which best complement their curriculum and 

students at any given time. The wide range of Internet-based software and tools can also be 

quickly and easily served by the cloud. 

5.1  Cloud Adoption Strategy for Higher Education 

As mentioned by Marinela Mircea and Anca Ioana Andreescu, migrating towards cloud needs a 

well defined strategy that supports Cloud Computing capabilities. The success of the strategy 

implementation depends on the existence of a service-oriented architecture at the level of the 

institution that offers the necessary infrastructure for cloud implementation. Without service 

oriented architecture, migrating towards cloud has no sense from the financial point of view 

because it leads to high costs with reengineering of existent systems. Also, in order to have 
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success, the cloud strategy must be aligned with the university strategy. Starting from the recent 

researches related to the transition to Cloud Computing and the experience of universities in 

using it, Marinela and Anca have suggested the following migrating strategy towards cloud: 

 

5.2  Cloud strategy in higher education (based on Mircea, M., Andreescu A.) 

 Developing the knowledge base about Cloud Computing. The first step consists in 

developing the knowledge base by participating at seminars, conferences, discussions 

with the service providers and consulting the most recent researches in the field. The 

success of the phase depends on the allocation of sufficient resources for research, 

for understanding how Cloud Computing functions in different organizational 

structures from universities and between institutions, the benefits and risks, policies 

and the best usage practices of Cloud Computing. 

 Evaluating the present stage of the institute from the point of view of the IT needs, 

structure and usage. The first step consists in understanding the Institute’s IT 

infrastructure. The service oriented architecture represents the base for 

understanding the data, services, processes and applications that may be migrated or 

need to be maintained within the institute, so as to observe the security policy. With 

respect to the IT needs, their structure and usage, the analysis may start from the 

categories of users who interact with the present IT infrastructure and their 

necessities. 
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Users of IT services in higher education (based on Mircea, M., Andreescu A.) 

The Cloud Computing solution will allow to all categories of users access to stored files, e-mail, 

database and other applications from anywhere at request, which leads to a more efficient use of 

information. The hardware and software needs shall then be analyzed from the perspective of 

the three cloud models as follows: 

 

Users of cloud based IT services in higher education (based on Mircea, M., Andreescu A.) 

By using a cloud mode, the students obtain the advantage of working and communicating in the 

educational environment without taking into account space and time. The teaching staff get the 

benefit in preparing their presentations of lessons, conferences, articles, study materials, and 

evaluation and management of the results. Researchers will benefit from the advantage of using 

the latest technologies, experimenting the results and communication, while paying for using this 

services. System administrators obtain general processing, storage, database management and 

other resources and applications through the network.  
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The rest of the administrative staff will benefit from services and infrastructure 24/7, from 

everywhere at low costs. 

 The transition to cloud may be achieved gradually, starting from testing a pilot 

project in cloud and then externalizing the applications chosen for cloud. The 

maintenance of low costs for using the solution must be permanently taken into 

account. 

 In order to choose the cloud computing solution, identify the data and applications, 

functions and main processes within the institute.  

 The solution implementation may be done in iterative phases, through a continuous 

transition of the data, services and processes towards cloud, with the eventual return 

from cloud to operations internally hosted. 

6.0  Risks and Barriers 

As specified by John Powell, getting infinite on-demand computing resources at low cost is not an 

easy task. There are downsides to the cloud, and they are partially due to the nature of the cloud 

market and its development. There are no well defined standards specified in cloud computing. 

It also means there is a stream of new entrants into the industry, each trying to gain some market 

power.  

The lack of market standards leads to issues to do with lock-in and thus lack of transferability 

within the cloud. As Naone (2009) notes, after committing to a particular cloud provider, an 

organisation is locked in to that provider. This is not a contractual lock-in but a logistical one. 

Getting data out and moved to a different cloud provider is difficult. Thus, there are switching 

costs if the cloud provider is changed. 

The issue of lock-in also reflects concerns about reliability. There have been several high profile 

failures of cloud access, though usually temporary. Armbrust et al (2009) identify four service 

failures between Amazon and Google in 2008, ranging from 1.5 to 8 hours. So, typically this may 

be hours rather than days or weeks, but it may still come at just the wrong point.  

One of the most surprising limitations of cloud computing is the data transfer costs. This is 

raised in the Armbrust et al (2009) article. Essentially, the bandwidth required to move large 

amounts of data in and out of the cloud is just not there.  
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7.0  Case Study 1 

“The Watershed School selects Google Apps Education Edition to manage its cutting-

edge curriculum” 

Cory Pavicich, Watershed School Case Study 

Organization Case 

Located in Boulder, Colorado, Watershed School was founded in 2004 as a cutting-edge, 

experiential middle and high school. Driven by a growing number of researchers who argue that 

students learn best when coursework is relevant and instruction is immersive.  Finding 

technology solutions to support a Watershed School's unique curriculum is not an easy task. 

“Most school management software packages--programs that manage the admissions process, 

track applicants, handle student progress reports and similar administrative functions are 

oriented around a traditional curriculum and, therefore, expect Watershed to be traditional,” says 

Cory Pavicich, Watershed School’s Director of Educational Technologies. “But within those 

software packages there was little room to shift our schedules, alter our calendars, or collaborate 

on assessments.” 

The mismatch came to a head less than 48 hours before mid-term assessments in 2006. As 

Pavicich described, three months of implementation later, their expensive, new commercial 

system did not work. 

7.1  Cloud Solution 

Pavicich built a temporary solution through Google Docs, a work-around that he expected 

would help them survive through midterms. To his surprise, Pavicich built—in just under four 

hours—“a system that could do 90% of the assessment management the other company 

promised, 100% better”. Asserts Pavicich, “Through Google Docs we can collaborate in real-

time on our narrative student assessments, compile the assessments into PDF files, and send the 

PDF’s directly to the student’s parents via email. Our assessment system is now 100% paperless 

with an electronic record of all parent communications.” 

Since creating the assessment management system, the Watershed School has expanded its use of 

Google Apps to nearly every aspect of school administration, from course registration to online 

homework records; they even created a school intranet. Thus Google Apps became the best 

solution for the school. 
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8.0  Case Study 2 

“Cloud curriculum prepares future engineers for the reality of the job market” 

Lisa Boch-Andersen, Cloud Adopters 

Organization Case 

Kiel University of Applied Sciences, founded in 1969 in northern Germany, has six faculties and 

5,600 students. It has a reputation for innovative degree courses with intensive modularized 

learning in small groups, and is known to tailor their curriculum to meet industry needs. Kiel 

University set out in search of a major IT vendor that was willing to give undergraduates access 

to proprietary CRM software, which is found in the Microsoft Dynamics CRM software hosted 

in the cloud. 

8.1  Cloud Solution 

In 2008, the university began considering ways to introduce practical workplace technologies 

into the curriculum for mechanical engineering. The Kiel University showed great initiative in 

thinking ahead and anticipating trends in the workplace in order to prepare the next generation 

for their future jobs. They considered cloud computing as a key technology trend that will 

change the way traditional business operations will be carried out in the future, such as sales 

management and procurement. In order to equip their students with the relevant soft skills 

needed in the industry, they decided to integrate the Microsoft Dynamics Customer Relationship 

Manager software into their curriculum for mechanical engineering students.  This initiative 

reinforces the need for the worlds of industry and education to come closer together to answer 

the needs of the labour market. 

They found the software easy to operate with little maintenance required and its ability to run in 

the cloud as well as in a physical environment ensured low costs for utilization. Moreover, using 

the Microsoft CRM platform also allowed the university to customize the design of case studies 

for their coursework according to their preferences; for instance, having control over results in 

assignments so the university can award grades depending on students’ level of attainment. As 

Prof. Dr. Geisler mentions that the university is proud of having produced the first generation of 

graduates skilled in computerized sales and marketing techniques, and e-procurement. 

http://www.microsoft.eu/author/lisa-boch-andersen.aspx
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9.0  Conclusion 

Cloud computing implementation has reaped several benefits in higher educational sector. Some 

of them are as mentioned below: 

 Easy to operate software application with little maintenance in the form of 

operational expenditure and negligible capital expenditure. 

 Possibility to achieve 100% paperless environment with more than 90% efficiency. 

 Moving from ownership to pay per use model allows expansion or contraction of 

resources as and when the need arises. 

Despite its critics and drawbacks, it seems that Cloud Computing is here to stay. Present 

economic situation will force more and more organizations at least to consider adopting a cloud 

solution. Universities have begun to adhere to this initiative and there are proofs that indicate 

significant decreasing of expenses due to the implementation of cloud solutions. 

The aim of this article was to identify the particularities of using Cloud Computing within higher 

education. Mainly, the risks and benefits of cloud architecture were discussed and a cloud 

adoption strategy recommended for universities. 

As IT Managers are asked to do more with less and deliver services to increasingly more 

sophisticated and demanding users, efficiency will probably be the biggest driver from the IT 

side. IT Managers will need to work with their business owners to determine if the potential 

benefits are worth the risk, cost and work involved with moving to a cloud model. 
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An Analytical Study on the correlation between USDINR 

Exchange Rate Fluctuations and Indian Stock Market before and 

after the Subprime Crisis 

Mr. Imran Kazi2 

 

Abstract 

This paper investigates the interrelationship between USDINR exchange rate and the Indian stock market 

performance by checking them for their correlation before and after the Subprime Crisis of 2008. Evidence 

presented in this paper indicates that though exchange rate fluctuations triggered by FII’s and FPI’s do contribute 

to movement in the equity market the correlation is found to be weak. A fall and rise in the domestic Benchmark 

Equity Index – SENSEX, can be associated with a depreciating and appreciating Indian Rupee only to a 

certain extent as domestic buying of Equities and other fundamental factors also have a strong role to play in the 

performance of the stock market. 

Key Words: USDINR, Bombay Stock Exchange, SENSEX, Subprime Crisis, FII, FPI, Risk Aversion, Risk 

Appetite. 

 

 

1.0 Introduction 

Bombay Stock Exchange is the oldest exchange in Asia, has played a pivotal and pre-eminent 

role in the development of the Indian Capital Market and its index, SENSEX is tracked 

worldwide. SENSEX is calculated using the “Free-float Market Capitalization” methodology. As 

per this methodology, the level of index at any point of time reflects the Free-float market value 

of 30 component stocks relative to a base period.  

Last few years emerged as a booming time for the Indian economy, specially, for the financial 

and stock markets. A feel-good environment used to prevail in the stock market and a wide-

spread perception was there that buying stocks or investing in Indian market would fetch an 

immense return in a short as well as in the long run. 

                                                 
2  Research Scholar – Shri Jagdishprasad Jhabarmal Tibrewala University, imrankazi@rmi.rizvi.edu.in 
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The foreign investment in Indian stock markets was also highly greeted with applause by the 

Indian Government resulting in huge foreign investments in the Indian financial market. With 

lots of foreign currency flooding the Indian Equity market the Indian rupee also appreciated 

considerably. The above phenomenon led the SENSEX to the 21000 landmark while USDINR 

touched a low of approximately 39.00. 

This was immediately followed by the Global Financial Crisis i.e. Subprime Crisis which 

commenced with the bankruptcy of the US financial giant, the Lehman Brothers and the US 

Insurance giant, the AIG. These two sudden setbacks generated shock waves in the US economy 

creating a condition of insecurity in the US market. As a sequel, the US companies that had 

invested huge amount in the Indian market started withdrawing their investments from the 

Indian market in order to strengthen their position in the disturbed US market condition. This 

led to a windfall in the Indian Equity market and also a fall in the value of India Rupee as foreign 

Investors turned risk averse due to the global imbalance. From a landmark of 21000, the 

SENSEX finally dropped down to touch 8000 after a span of 3 long years (Pal, Satyabrata, 

2009).However, the share market again started bouncing back though in a very small extent 

during March-April, 2009. From 8000, it started gradually rising and even with the ongoing Euro 

zone debt crisis refusing to abate the SENSEX has been trading around the 19000 mark of late 

in spite of which the Indian Rupee is struggling around the 54.50 mark. 

USDINR vs. SENSEX  
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2.0  Objectives   

 To study the correlation between the Indian Equity Market and USDINR exchange 

rates. 

 To compare the interrelationship between the Indian Equity market and USDINR 

exchange rates before and after the subprime crisis. 

3.0  Scope and Limitations of Study 

 The paper would study the Indian equity market’s trend using SENSEX as a 

benchmark. 

 The USDINR values considered are the daily closing value as recorded at 5.00 pm 

where as the corresponding SENSEX values for the respective day are the values 

recorded at 3.30 pm when the domestic equity market closes. 

 The data under consideration to assess the correlation is approximately for the last 8 

years – 4 years each for the pre and post subprime period. 

 The study only intends to check the strength of correlation and coefficient of 

determination between Indian Equity market and USDINR exchange rates and 

excludes the establishment of a regression equation. 

4.0  Literature Review 

India’s current account balance has constantly witnessed negative trend ranging from –0.4% of 

GDP in 2004 to –3.3% in 2009 due to widening export-import growth in the last ten years. 

While the current account deficit kept on increasing for the last ten years, the capital account has 

shown a mixed trend making the exchange rate more volatile. It is noticeable that the capital 

account recorded a mixed growth trend ranging from 0.6 to 8.8% of GDP and currently stood at 

5.5%. Huge influx or mass exit, both directly distort the supply and demand dynamics of 

currency market. However, the expansion of trade deficit is partially offset by net capital flows. 

Particularly, in both the accounts, the dollar has become the chief contagion source due to the 

highest number of FIIs of US origin, followed by Euro zone. This lends a strong support to the 

fact that exposure of currency transmitted to India via current and capital accounts has an 

important role in changing the supply and demand of currency, which in turn may affect equity 

indices, industries or firms depending on their exposure level to the currency as suggested by 

Kumar S. (2012). 
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The contagion linkages between forex market and stock market have been the focus area of 

research in recent times. Cause-effect and transmission relationship between these two markets 

has gained significant importance with the advent of globalization, financial market deregulation 

and opening up of the economy.  

Badhani (2005) examines the relationship among stock prices, dollar-rupee exchange rate and net 

FII investment in India and reveals a long-term relationship between FII capital flow and stock 

prices and exchange rate. However, the study does not conclude upon any longterm relationship 

between exchange rate and stock prices. Continuing the study further, Rajput and Thaker (2008) 

analyze the relationship and its predictive capabilities among exchange rate, FII and stock index; 

the study reveals no existence of long-run positive correlation between exchange rate and stock 

index except for the years 2002 and 2005.  

Also, the study by Mishra and Niranjan (2007) suggests that both the markets move in tandem 

with each other and there is a long run relationship between these two markets. Golaka and 

Samanta (2003) studied the causal relationship between stock market return and forex market in 

India and find that causal link is generally absent for a longer period. Ray (2008) investigates the 

relationship between the exchange rates, stock prices, and select macroeconomic variables such 

as output, money supply and FIIs for a period that corresponds to the post reform era of India. 

The results of the study suggest that in the long run, the exchange rates are positively related to 

stock prices and money supply, and negatively related to output and foreign institutional 

investments. 

5.0  Research Methodology 

Dataset 

The daily SENSEX closing values (i.e., the SENSEX figure when the market closes at 3:30 PM 

every weekday – Monday to Friday) and the daily USDINR closing values (i.e., the USDINR 

figure when the market closes at 5.00 PM every weekday – Monday to Friday) during the period 

commencing from the 19th November 2004 and ending with the 30th November have been used 

in order to understand the variation in the Equity and Foreign Exchange market. The data was 

obtained from RBI’s website. 

Other Secondary data gathered from internet, journals and periodicals, etc. 
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Research Design 

Quantitative Descriptive Cross-sectional 

The research intends to collect and analyze numerical data obtained from RBI’S website to find 

the correlation between the Indian Equity Market and USDINR exchange rates and also to 

compare the interrelationship between the Indian Equity market and USDINR exchange rates 

before and after the Subprime Crisis.  It is temporal in nature and conducted using a sub-section 

of the total available data points. 

Data Analysis and Findings 

Pearson’s r (R) is a measure of correlation; sometimes, we just call it the correlation coefficient. R 

tells us about the strength of relationship between ‘X’ and ‘Y’. The formula for Pearson’s r is 

somewhat similar to the formula for the slope (b). It is as follows:  

 

R value of around 0.8 or more indicates that the two variables are fairly highly associated. If we 

square r, we get the coefficient of determination i.e. r-square, which tells us how much of the 

variance in ‘Y’ is explained by ‘X’. Thus the coefficient of determination is a measure of 

predictability of ‘Y’ with respect to ‘X’. 

The findings regarding interrelationship between USDINR and SENSEX is given below: 

  Period R R-Square 

Total 19th Nov 04 -30th Nov 12 0.0891 0.0079 

Pre - Subprime period 19th Nov 04 -15th Sep 08 -0.6741 0.4544 

Post - Subprime period 19th Sep 08-30th Nov 12 -0.2311 0.0534 

2 phases of high correlation 
coefficient and high 
coefficient of determination 

July 06 - November 07 
(Pre Subprime) 

-0.8637 0.7459 

Feb 09 - Sept 11 
(Post Subprime) 

-0.8696 0.7563 
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6.0  Conclusion 

The data findings suggest that USDINR and SENSEX markets move in tandem with each other 

in phases but the causal link is generally absent for a longer period. Also, as expected, at times 

when the correlation is strong it is negative as a higher USDINR rate corresponds to a fall in 

Equity and vice versa. The results of the study suggest that in the long run, the exchange rates 

lose the correlation due to the impact of many other fundamental factors on the Exchange rate. 

Also, the correlation is high during the period when the Equity market has higher concentration 

of transactions by foreign players, whereas at times when the domestic players are driving the 

market this correlation is lost.  

The correlation is considerably higher in the pre-subprime crisis era as compared to the post-

subprime crisis era. This explains that the movement in USDINR after the onset of the subprime 

crisis has been more so because of fundamental factors other than investment in the Indian 

Equity market. 

Scope for future research 

Shorter periods can be selected on the basis of the impending event risk to find the 

corresponding correlation. Also various factors impacting the change in correlation at various 

points of times can be studied in detail. 

Regression analysis wasn’t conducted; this leaves a scope for further study. 

The impact of other fundamental factors on the USDINR rates during period of low correlation 

can be studied. 
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Analysing the influencing occasions which decide the Shopping 

Patterns of consumers in Apparel category in Organized Retail 

Mr. Furqan Shaikh3 

Mr. Sameer Charania4 

 

Abstract 

This paper focuses on understanding the basis on which the consumer decides their purchase. It makes an attempt 

to understand   the factors influencing the purchase patterns of the apparels in the organized retail setup. There are 

different kinds of shoppers & every one purchases at different times based on their needs or occasions. Some 

shoppers purchase during festival season, some purchase during sales promotional schemes, some intend to purchase 

the products irrespective of any schemes or discounts. 

This paper makes an attempt to review the contributing factors that influences him/her to purchase products in 

apparel category 

Key Words: Apparel, Organized Retail, Sales Promotion, Festivals, Loyalty Programs 

 

 

1.0 Introduction 

The Indian apparel industry in retail is growing rapidly. The retail sector is the second largest 

employer after agriculture in the country and also the second largest untapped market after 

China. Indian retail industry is the fifth largest in the world, with a size of $353bn and is growing 

at 12% per annum. The overall size of the textile and apparel industry in India is currently 

estimated at $70bn and is expected to grow to $220bn by 2020 with a CAGR of 11%. Currently, 

menswear is the biggest segment of the domestic apparel market with 43% share of the total pie 

while women’s wear constitutes 38%. 

Upsurging consumerism, changing lifestyle, increasing access to information and ever improving 

technology, made the last decade observe an enormous development in the retail sector. Over 

the past couple of years there have been sweeping changes in the general retailing business, 
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mainly in apparel retailing which was once strictly a made-to-order market for clothing has 

changed to a ready-to-wear market.  

Big players like Tata, Raheja, Biyani, etc have intensified the competition with their professional 

retail chains like Westside, Shopper’s Stop and Pantaloons. Recently, India is increasingly being 

looked upon as a major supplier of high quality fashion apparels and Indian apparels have come 

to be appreciated in major markets internationally. This has prompted many international brands 

to enter the Indian apparel industry, giving rise to stiff competition in the apparel market. This 

has only given the customer more choices to choose from and given them the power to bargain 

for their choices. The Indian market is well known for its diversities in terms of demographic, 

economic, social and cultural variables. Understanding the requirements of the different 

segments of the market is imperative and obviously important for the success of any market. 

And as a result the apparel market has seen a rise in a number of means adopted by the players 

in the market for attracting customers towards their respective brands. Many of these are often 

scheduled periodically around occasions such as regional festivals, new years, a major event; or 

sometimes even around the year to attract customers around the year. 

The study will make attempts to identify the importance of various occasions like festive seasons, 

sales promotions and loyalty programs to customers for making purchases of apparels in the 

organized retail setup. Also the study will identify effect of these occasions on the purchasing 

patterns of customers, by influencing them to make multiple purchases in a year. 

2.0  Objectives 

 Understanding influence of factors (Festivals, Sales Promotions and Loyalty 

programs) on purchasing pattern of consumers in the context of buying Apparels in 

organized retail; 

 Assessment of comparative importance of each factor to the consumers in the 

context of buying Apparels in organized retails. 

3.0  Research Question 

Are shopping patterns of consumers influenced by factors such as festive season, sales 

promotional schemes and loyalty programs? 
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4.0  Review of Literature 

We have come across the number of studies done at national and international level on 

behavioral aspect of consumers in the context of retail marketing.  

The Indian market is well known for its diversities in terms of demographic, economic, social 

and cultural variables. Understanding the requirements of the different segments of the market is 

imperative and obviously important for the success of any market. Age, Gender, Family Size, 

Income Status, Marital Status, Occupation, etc. are some factors that influence the strategies 

(Majumdar, 2010). 

With the emergence of big players such as Bharati, Reliance, Future group and others, the retail 

sector is facing stiff competition, both in terms of product and service mix. Each and every 

organized retailer is under threshold pressure to offer their best to customers. Retailers may carry 

the best product mix, but they may not be able to reach the possible sales levels if promotions 

are not conceptualized and implemented aggressively (Chavadi & Kokatnur, 2010). 

The importance of sales promotions- short term activities which induces trade or consumer to 

buy now rather than in future as the value of apparel after the season, goes down substantially 

and inventory carrying burden turns out to be very high. Apparel retailer needs to understand 

critical role of sales promotions. Attractive promotions induces purchase acceleration, stock 

piling and brand switching on the part of a consumer which substantially reduces retailer’s 

financial and inventory risk and consumer’s financial risk and psychological risk (Vyas, Preeta 

2007). 

The Marketing mix for retail stores includes products, pricing, placement, promotion, process, 

people and physical evidence. The elements of the retail marketing mix of ‘coupon’ were studied 

first as to what ‘coupon’ was doing on these aspects. All departments, promotional tools used, 

merchandise brands and such factors were examined to understand the integrated strategy being 

used by ‘Coupon’. Many specific examples of the various elements of the retail strategy used at 

‘Coupon’, includes photographs and lists (Shekhar, Dr. S., 2011) 

The most important factors having a very strong positive effect on the buying behaviour of 

customers in the organised sector are Pricing and Schemes/ offers. These are followed by 

Quality, Income and Service. Other factors are social status, lifestyle, references and 

convenience. The most important factor in the unorganised sector is convenience. This is 

followed by Income, References, Schemes/ Offers. Other factors are pricing, social status, 

lifestyle and service (Misra, 2011). 
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Price-value equation has emerged as the most important determinant of the customer’s buying 

behavior and decisions. Greed and comparisons with other customers’ purchases emerged as 

another important factor for the customer buying decisions. Another important factor that 

influences quick purchases is the fear of any opportunity lost. All these three factors have a 

positive effect on the buying decisions on the customers (Pathak & Tripathi, 2009) 

In a bid to strengthen relationships with their customers marketers are showing renewed interest 

in customer loyalty programs. But how effective are these programs? Surprisingly—given their 

current popularity—the evidence is equivocal. Research on “normal” patterns of loyalty in 

established competitive markets suggests that in many cases it is hard to obtain exceptional 

advantages through the launch of a loyalty program. Also, competitive forces tend quickly to 

erode any differential gains (Dowling & Uncles, 1997). 

The contest and offers during the festival season by theses big giants varies like air tickets, 

gadgets, jewelry, chocolates. The offers from air services like Singapore airlines and number of 

tourism development agencies like from other countries give a new face to the festival season in 

India. The shopping during festival season like Onam, Diwali will be really a true experience with 

'special of year' products. The sales during valentine's day in 2007 itself is around 15 percent 

more than during Diwali season in these Shoppe and it is expected to increase by 20-25 percent 

in coming year. These figures show the considerable influence of these retail outlets to bring 

more and more fun days to Indian society (Sreejith, A. & Dr. Raj., 2007) 

5.0  Research Methodology 

A survey was conducted with the help of structured questionnaire. 30 respondents were selected 

who purchased apparels from organised retail outlets. The respondents were asked questions so 

as to understand various factors which influence their shopping patterns for apparels in 

organized retail sector.  

Type of Sampling :  Stratified Random Sampling 

Research Tool  :  Structured Questionnaire 
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6.0  Data Analysis 

6.1  Importance of Festive Occasions on Purchase Behaviour 

 

Importance of Festive Occasions on purchase behaviour 

It is noted that majority of respondents shop for apparels during festival season like Diwali, Eid, 

Christmas, etc. Approximately 67% of respondents shop at the time of festival occasions. 

6.2  Importance of Sales Promotions on Purchase Behaviour 

 

Importance of Sales Promotions on purchase behavior 

It is observed that approximately 76% of the respondents place high importance to Sales 

Promotion schemes like quantity discount (buy 1 get 1 free) or cash discount (20% off) etc. 

These respondents preferred purchasing products when these outlets came up with sales 

promotion offers. 

4

6

20

Festivals

Unimportant

Less Important

Neutral Important

Important

Very Important

0 3

4

18

5

Sales Promotions

Unimportant

Less Important

Neutral Important

Important

Very Important



Management Vision 

25 
 

6.3  Importance of Loyalty Programs on purchase behaviour 

 

Importance of Loyalty Programs on purchase behavior 

Loyalty programs are not of that much importance as compared  to sales promotional schemes 

& festival as an occasion. Every retail organization has their loyalty program which is not much 

differentiated in terms of offering unique value to the customer. Also the excitement level is high 

when the customer is purchasing for any festival & also excited when a retailer comes up with a 

sales promotion strategy, unlike loyalty programs which are ongoing and are not as exciting as 

the other two factors. Approximately only 34% of respondents consider loyalty program as an 

important factor as a reason for purchase. 

6.4  Influence of Festive occasions on Frequency of purchase 

 

Influence of Festive occasions on Frequency of purchase 

It is been observed that festivals influence the customers to shop more and in some case even 

twice, thrice and even more times in a year. Consumerism has influenced consumers making 

multiple purchases for all festivals. 

1
5

11

10

3

Loyalty Programs

Unimportant

Less Important

Neutral Important

Important

Very Important

10

15

5

Festivals

Maximum Once a year

Twice a year

3 times or more



Management Vision 

26 
 

6.5  Influence of Sales Promotions on Frequency of purchase 

 

Influence of Sales Promotions on Frequency of purchase 

It can be noted that sales promotion has a positive influence on customers & the frequency of 

purchase is directly proportional to the promotional schemes by the retail outlets. 

6.6  Influence of Loyalty Programs on Frequency of purchase 

 

Influence of Loyalty Programs on Frequency of purchase 

Loyalty programs are not that influential as compared to other factors like sales promotion as 

festivals. It can be concluded that influence of loyalty programs does not enhance the 

respondent’s frequency of shopping as most customers tend to shop for maximum once in a 

year. 
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7.0  Major Findings & Recommendations 

 It can be analyzed that customers make purchases at different occasions. Festival 

season like Diwali, Eid, Christmas increases the sales of the retailers. The customers’ 

frequency of purchase increases during festival season.  

 Most customers prefer to purchase apparels at the time when retail outlets come up 

with sales promotional schemes. Customers prefer sales promotional schemes like 

buy 1 get 1 free, 20% off. Customers also get influenced by end of season sale as it 

provides value to customers in terms of products at lesser price. The schemes 

influence consumers to even make multiple purchases in a year 

 Today every organized retail organization has a loyalty program. So the existence of 

loyalty programs is appreciated but it is not an influencing criterion for customers to 

actually influence their purchase decision as compared to sales promotion & festivals 

as a purchase occasion. 

8.0  Conclusion 

It can be concluded that customers shopping patterns in apparel category in organized retail 

sector is influenced by occasions like festivals & sales promotion schemes. In India, customers 

are price conscious and are highly influenced by sales promotional schemes. 

India is a country with maximum religions and there is an emotional connect that the customer 

has with respect to festivals. People in India normally make their purchase during festival season 

as festivals are considered an auspicious occasion to make any kind of purchases. 
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Appendix 

Questionnaire 

Attached herewith is a survey on “Analysing the influencing occasions which decide the 

Shopping Patterns of consumers in Apparel category in Organized Retail” 

Please provide with your valuable inputs that helps me in my Research. 

Name  : ______________________________________________________________ 

Age Group : 18-30  31-50   

Gender : Male    Female 

 Rate the following occasions that influence your purchase with respect to their 

importance as a reason for purchase on a rating scale of 1-5. (1- Unimportant & 5 

Very Important) 

Influencing 
Occasion 

Unimportant 
Less 

Important 
Neutral 

Importance 
Important 

Very 
Important 

Festivals 1 2 3 4 5 

Sales Promotions 1 2 3 4 5 

Loyalty Programs 1 2 3 4 5 

 

 How frequently in a year do you purchase apparels with respect to the following 

occasions (Select the appropriate choice) 

Influencing Occasion Once a year Twice a year 3 or more times in year 

Festivals    

Sales Promotions    

Loyalty Programs    
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Path to Inclusive Growth in India through Islamic Finance  

Mr. Umar Farooq5 

 

Abstract 

“India has the potential of emerging a significant market for Islamic Banking provided there is favourable change 

in the regulatory environment and increased awareness among Muslims and India as a whole”. 

- Grail Research 

India is an emerging economy and is today a global phenomenon; Indians are to be reckoned with for their ability 

to create sustainable business platforms. However, India is still lagging behind and is unable to harness its 

potential. GDP growth rate is not showing any sign of improvement and is in the 5% range since the last 3 

quarters. This paper attempts to understand the deterrents for growth and provide a platform that will enable 

India to achieve inclusive growth through Islamic Finance. 

“The ethical principles on which Islamic finance is based may bring banks closer to their clients and to the true 

spirit which should mark every financial service”.  

- The Vatican’s official newspaper L’osservatore Romano. 

Key Words: Islamic Finance, Public Finance, Financial Inclusion, Inclusive Growth, Financial Innovation, 

Infrastructure Development, Poverty Alleviation 

 

 

1.0 Introduction 

Notwithstanding India’s seemingly linear growth as reflected in the GDP year after year, the 

number of the poor living below poverty line (BPL) has increased. Household income has 

declined while corporate income has consistently headed north. The fruits of growth, in this 

manner seem to have favoured the corporate sector more than vast sections of the population. 

Today when we are talking about 8% - 9% growth, more than 860 million marginalized ‘aam’ 

Indians are only earning Rs 20 a day.  What exactly we are seeing in today’s society, there are 

super rich and then there are the super poor. There are oceans of poverty and islands of 
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prosperity. An astounding fact of this is that the twenty richest Indians earn as much as what 30 

crore poorest Indians are earning. 

”If poverty persists, the poorer, including sections of minorities could become a national economic liability. Instead 

of actually participating and contributing to the development process, they will start acting as retardation of the 

development process”. 

-Wajahat Habibullah, Chairman, National Commission for Minorities (NCM) 

A financial system that can help in justifiable redistribution of wealth in the society has become 

the need of the hour. So, if we want justice and equity, Islamic Finance can be an alternative as 

its core principle is sharing of profit and loss. One of the most important characteristics is, that 

the distribution of wealth should be just and fair and it should percolate from top to the bottom, 

from bottom to the top, so that it may not circulate only amongst the rich. Thus, it can help in 

achieving the objectives of financial inclusion to reform the lives of the minority communities by 

eliminating barriers. 

2.0  Objectives 

 To understand the current state of the Indian Economy and its challenges to attain 

growth 

 To understand the importance of achieving inclusive growth  

 To understand the challenges in meeting the development requirements through 

infrastructure and a sustainable platform for long term growth 

 To understand the potential role Islamic Finance can play in inclusive growth and 

poverty alleviation in the Indian context 

3.0  Research Approach 

A secondary data survey was conducted wherein various sources viz. Finance Ministry reports, 

Planning Commission reports, various committee recommendations (Sachar, Raguram Rajan, 

amongst other noteworthy economists), publications from research and consulting organisations, 

report of minority commission, Online Databases, research papers, newspaper articles, etc. are 

tapped in to understand the present scenario of Indian Economy and the role that Islamic 

Finance can play in country’s onward journey towards a developed nation. 
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4.0  Current State of Indian Economy 

As per the latest figures released, Gross Domestic Product (GDP) of India for the quarter ended 

September 2012 expanded at the rate of 5.3%.  The growth recorded in the preceding quarter 

ended June 2012 was 5.4%.  These numbers look very promising vis-à-vis the GDP growth of 

various economies of the world, including the developed nations like US, UK, Germany, Japan, 

etc. But if you compare the GDP growth of June and September 2012 quarter with their 

corresponding period of the preceding year, we can witness a sharp decline. The growth 

recorded in June and September 2011 quarter was 7.7% and 6.8%, respectively. India’s GDP 

growth rate for financial year 2011-12 was 6.5%. In its mid-year economic review, The Ministry 

of Finance estimates the financial year 2012-13 GDP growth to be approximately in the range of 

5.7% - 5.9%.  The sharp fall in growth is attributed to various reasons, prominent ones being, 

rising subsidy and import bills, depreciating currency, falling investments (both public and 

private) and government deadlock on decision making. 

5.0  Growth through Financial Innovation 

Innovation is the mantra for the business and the society to prosper. Business houses and 

economies alike will have to innovate in order to progress. An innovation need not necessarily 

has to be a radical change or an expensive affair, it can be otherwise as well. This fact is 

substantiated by a leading banker and the committee led by our incumbent Chief Economic 

Advisor. Yes Bank MD & CEO Rana Kapoor in his article “Frugal Innovations for Financial 

Inclusion” shows how small changes in designing the products and services offered to the people 

at the bottom of the pyramid can go a long way in reducing the financial exclusion of the 

population. Similarly, the report of the Committee on Financial Sector Reforms to understand 

the emerging challenges in meeting the financing needs of the economy in the coming decade is 

titled as “Hundred Small Steps”. The name suggests that there is need for fine tuning and not 

completely over hauling the system. 

The Committee in its report further states that, an area that falls broadly under the ambit of 

financial infrastructure for inclusion is the provision of interest-free banking. Certain faiths 

prohibit the use of financial instruments that pay interest. The non-availability of interest-free 

banking products (where the return to the investor is tied to the bearing of risk, in accordance 

with the principles of that faith) results in some Indians, including those in the economically 

disadvantaged strata of the society, not being able to access banking products and services due to 
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reasons of faith. This non-availability also denies India access to substantial sources of savings 

from other countries in the region. 

While interest-free banking is provided in a limited manner through Non-Banking Financial 

Companies (NBFC’s) and cooperatives, the Committee recommends that measures be taken to 

permit the delivery of interest-free finance on a larger scale, including through the banking 

system. This is in consonance with the objectives of inclusion and growth through innovation. 

The Committee believes that it would be possible through measures, to create a framework for 

such products without any adverse systemic risk impact. 

6.0  What is Islamic Finance? 

Islamic Finance is a system of finance based on Islamic law, or Shariah. It aims to achieve 

economic and social justice in all financial matters. Islamic Banking and Finance is more stable 

option vis-à-vis the conventional system as its fundamentals are not based on interest and 

speculation, uncertainty and gambling which are the key ingredients of the current turmoil in the 

financial markets. In contrast to conventional finance, Islamic finance takes into consideration 

the moral consequences of financial transactions. It ensures that financial contracts are fair and 

equitable and guarantees that financial rewards are correlated with the level of risk and 

responsibility borne by all parties. Islamic finance is also commonly known as “Ethical Finance” or 

“Participatory Finance”, Profit and Loss Sharing Finance or “Interest-free Finance”. Islamic finance has 

emerged as a viable alternative world over after the meltdown of the developed economies post 

2008. It is growing annually at a rate of more than 15%. Not only Muslim countries but modern, 

secular and industrialized countries like US, UK, France, Germany, Japan, Singapore and Hong 

Kong have become hub of Islamic finance. Islamic financial institutions are operating in more 

than 75 countries and assets under management are approximately US$ 1.5 trillion. 

“The country should call for an alternative global financial architecture, which is built on the real economy and not 

on the paper economy”. 

- R. Vaidyanathan, Prof. of Finance, Indian Institute of Management, Bangalore 
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7.0 Capital Requirement for Infrastructure Development 

As per the estimates of the Planning Commission, India requires an investment in excess of USD 

One trillion for its infrastructure development in the 12th Five Year plan (2012 -2017),  if it wants 

the GDP growth to come back to 8-9% per annum. The quantum of investment is almost 

double of the 11th Five Year plan which ended in March 2012.  A recent report released by 

McKinsey & Company “Powering India – Road to 2017”  estimates that the power sector alone 

will need investments to the tune of USD 600 billion only to cover up the peak load deficit, 

which at present hovers at more than 10% of the requirement. Further, investments in 

development of roads, bridges, dams, ports, improvement of railway facilities, etc. will require 

huge sums of capital. It will be an uphill task for the government to meet the capital 

requirements for its infrastructure needs. The current jittery state of the world’s lending markets 

is making the task of funding infrastructure developments from power stations to railways even 

harder. With the outlook for global lending markets still uncertain, part of the solution for India 

may lie in finding alternatives to conventional financing. Islamic finance is one such alternative. 

A report released from Standard & Poor’s “Will Islamic Finance play a key role in funding Asia’s 

huge Infrastructure task?”  studies the potential that Islamic finance has in funding infrastructure 

requirements of Asia. The report points out that Asia is struggling to keep up with the escalating 

infrastructure needs of the region’s surging population amid solid economic growth. It further 

says that, infrastructure projects are a logical fit for Islamic finance, which is governed by Shariah 

(Islamic Law) and predicated on asset-backing and shared business risk. The asset-backing nature 

of Islamic financing may provide a better funding match for infrastructure projects than 

traditional lenders, such as banks. What’s more, Sukuk (Shariah compliant bonds) investors 

typically have an appetite for longer tenors than bank loans and prefer stable and predictable 

cash flow—traits that are typically associated with infrastructure projects. 

The Economist Intelligence Unit Report of “The Economist” journal titled “GCC Trade and 

Investment Flows – The Emerging Market Surge”  points out that emerging markets will drive 

the global growth in years to come. It says that two-third of the world’s economic growth will be 

generated by the emerging markets in the next five years. Gulf Co-operation Councils (GCC) 

exposure to developing markets has increased from 10% a decade ago to 45% at present of its 

total investment quantum. It is estimated that GCC has savings of approximately USD 1.5 

trillion and it is likely to increase to USD seven trillion by 2020 . It furthers states that, within 

emerging markets, China and India are focus of GCC. China is preferred for its huge 

manufacturing capacity compared to India but India has an edge because its relationship is 
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historical, as well as the cultural affinity shared by the region and there are more than six million 

Indians serving in the Gulf. 

China is making amendments to its banking and financial laws viz. comprehensive agreements 

for the avoidance of double taxation, etc. to attract investments from GCC. India should follow 

in the footsteps of China to attract capital for its growing infrastructure needs. 

“What is more, Islamic Banking is not just for Muslims. Nor is it in any way arcane or esoteric. At its core, it is 

banking that follows a stringent set of principles, aims to be socially and ethically responsible and embraces high 

transparency and shared risk”. 

- Islamic Banking: Can you afford to ignore it?, Boston Consulting Group 

8.0  Inclusive Growth 

“Ethical Investment goes on to develop the society. It can help in promoting the interests of the underprivileged 

people in the community”. 

- D.R. Mehta, Former Chairman, SEBI & Deputy Governor, RBI 

According to RBI’s report, Muslims lose around Rs. 63,700 crores annually because they have a 

credit-deposit ratio of 47% against national average of 74%. This fact is further substantiated by 

Justice Rajinder Sachar committee on “Social, Economic and Educational Status of Muslim 

Community in India”.  The report states that of the total bank deposits, the deposits of Muslims 

are only 7.4% whereas, the credit disbursement is a miniscule 0.5% of the total credit disbursed. 

With 31% Muslims living under poverty line and 40% Muslim workers as own account workers, 

this big deficit can only be covered by Islamic banking. 

“The assets controlled by (Indian) Muslims are estimated to be $1.5trillion. Research reveals that a handsome 

bulk of money is lying idle, which if invested on profit sharing basis and utilised properly can have a major impact 

on the Indian economy. Islamic banking may not be the substitute to the conventional banking but having it side 

by side with the conventional banking may at least give an option to the borrowers to choose”. 

- RBI Paper 

9.0  Poverty Alleviation 

In spite of making it mandatory for the lending institutions to lend 40% of their total advances 

to the priority sector, the access to easy and cheap capital is not available to the most deserving 

strata of the society. The current culture of borrowing is not “need” based, rather its “greed” 

based. Big corporate houses with huge savings also borrow money to reduce their cost of capital 
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and that too at a rate which is very low as compared to the market cost of capital. As a result, the 

banks are either passing on the cost to other borrowers and / or are not advancing the capital, 

which is leading to paucity of funds in the system. And it becomes a vicious cycle. The irony of 

the system is that the loan which genuinely deserves to be restructured (mostly smaller loans) is 

not done, whereas the one which least deserves is restructured (primarily bigger loans). In the 

words of K.C. Chakrabarty, Deputy Governor, Reserve Bank of India “The loan sanctioned by 

the Chairman of the bank is restructured, whereas, the loan sanctioned by the bank manager is 

not restructured”. 

Every year we see so many farmers committing suicide because they are unable to repay the 

capital borrowed. With each passing day, the interest due on their capital goes on increasing and 

there have been cases where interest accrued is more than the capital borrowed. Islamic finance, 

which propagates zero interest lending, could help in stemming the suicide crisis. 

“Islamic Banking may be the solution to the farmers’ suicide crisis”. 

- Dr. M.S. Swaminathan, Father of the Green Revolution 

Another major area where Islamic finance will help in poverty alleviation is Public Finance. The 

principles of Islamic Finance will benefit public finance by making it accountable to society. The 

two key components of the Annual Budget of Government of India are Plan Expenditure and 

Non-Plan Expenditure. Plan Expenditure is the money which is spent on improving the country 

like infrastructure development, social services, science & technology, etc. whereas, Non-Plan 

Expenditure is the money that’s spent on sustaining the country like defense, subsidies, interest 

payments on borrowed capital, etc. As per the budget for the year 2012-13, the money spent on 

sustenance is almost twice the money spent on development. More than a third of Non-Plan 

expenditure money is completely unproductive as it goes towards payment of interest on capital 

borrowed. This capital can be productively used towards various development programs for the 

upliftment of the masses and eliminating poverty. 

“Islamic finance has proven successful in poverty alleviation and promoting sustainable growth in many countries, 

including the United States, and it is very relevant in our country where 20 million people are starving. 

- Justice Krishna Iyer 



Management Vision 

37 
 

10.0  Conclusion 

The onset of Islamic Finance in India will benefit one and all. The implementation will help the 

government in achieving its goals of financial inclusion and thus benefiting the country.  The 

burgeoning inflow of capital from GCC will help to attain the objectives of 8 – 9% growth 

trajectory, through meeting the requirement for infrastructure development as pointed out in the 

12th Five Year Plan (2012-17). The additional inflow of capital will help in improving the 

liquidity in the banking domain and at the same time curtail the rates of interest. It shall also help 

in optimizing the usage of public finance and make it more accountable to the people of this 

nation and its growth and development, specially the lower strata of the society to create 

inclusive growth. As it is evident, the edifice on which Islamic Finance is built takes care of 

growth and at the same time captures adverse impact of uncertainty through a robust 

mechanism. 
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Analysing the Impact of Utility and Cost on the Use of Solar 

Energy Products 

Ms. Anupama S Chavan6 

 

Abstract 

Energy is an important resource and one of the driving forces behind economic progress. Energy becomes an 

inevitable component for economic development and for improving and maintaining the quality of life. Solar energy 

is a very large inexhaustible source of energy. Solar energy could supply all the present and future energy needs of 

the world on a continuing basis. Solar energy is environmentally clean source of energy and importantly it is 

available in adequate quantity in almost all parts of the world. It will help in reduction of green house gas 

emissions leading to sustainable development. This research paper attempts to investigate and study the  impact of 

utility and cost on the use of solar energy products. 

Key Words: Energy resources, Solar energy, Sustainable development, Solar Photovoltaic Energy, Solar Thermal Energy 

 

 

1.0 Introduction 

Energy is an important resource and one of the driving forces behind economic progress. 

Energy becomes an inevitable component for economic development as also for improving and 

maintaining the quality of life. Recent developments in energy markets show that energy security 

concerns are becoming more acute. These include a tightened global energy supply/demand 

balance, soaring energy prices, growing geo-political risks, and the emerging tendency of 

nationalism. The world is facing a twin energy related threats, that of not having adequate and 

secured supplies of energy at affordable prices and of environmental harm caused by consuming 

too much of it. Soaring energy prices and recent geo-political events have reminded us of the 

essential role affordable energy plays in economic growth and human development as well as of 

the vulnerability of the global energy system to supply disruptions. 

Yet the current pattern of energy supply carries the threat of severe and irreversible 

environmental damage – including changes in global climate. Reconciling the goals of energy 
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security and environmental protection requires strong and co-ordinated government action and a 

favourable consumer attitude. G-8 leaders meeting with the leaders of several major developing 

countries and heads of international organizations including the International Energy Agency 

(IEA) at Gleneagles in July 2005 and at St. Petersburg in July 2006 called on the IEA to “advice 

on alternative energy scenarios and strategies aimed at a clean, clever, and competitive energy 

future.” This paper studies all the energy options, their pros and cons and suggests why solar 

energy should be used and it tries to find out the impact of utility and cost on its use. 

2.0 Objectives  

This paper includes the following objectives: 

 To be acquainted with the different types of Energy Resources 

 To comprehend Solar Energy and its types 

 To find out the response of buyers/prospective buyers towards the utility of Solar 

Energy Products. 

 To find out the response of buyers/prospective buyers towards the cost of Solar 

Energy Products. 

 To determine whether utility or cost has significant impact on the use of Solar 

Energy Products. 

3.0 Different types of Energy Resources 

There are basically two sources of energy: Renewable and Non-Renewable. Renewable energy 

sources can be replenished in a short period of time they are; Biomass, Hydropower, Geothermal 

power, Wind power, and Solar energy. Non-Renewable energy resources are those which cannot 

be readily replaced by natural means on a level equal to its consumption, e.g. Oil (petroleum), 

Natural gas, Coal and Nuclear energy. Every nation in the world has to think of alternative 

energy resources. As the development of any nation depends on the availability of energy 

resource, it has to make sure that it is available and is sustainable in nature. India’s present 

economic growth as stated by National Productivity Council is about 8% to 9% per year, which 

is causing a lot of stress on commercial energy resources, most of which are from fossil fuels. It 

is a well known fact that increased use of fossil fuels is causing detrimental effect on the 

environment due to more green house gas emissions in the form of carbon dioxide , sulphur 

dioxide and nitrogen oxide.  India’s proven coal reserves are estimated to be 70 billion MT 

consisting of mainly low grade coal. It may last for not more than 200 years. Known oil and 
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natural gas reserves may last only for about 18 and 25 years respectively. India imports nearly 

70% of oil requirement, with rising prices of crude oil, it is eating up a large portion of export 

earnings. 

If we compare the options available in renewable energy resources we have following options: 

 Biomass has environmental implications and its use is being examined after taking 

into consideration the biodiversity and pollution effect aspects. Though Biomass is a 

renewable fuel its use can still contribute to global warming.  

 Hydropower plants installed to generate electricity also create problems like human 

displacements and are damaging the ecosystem. Environment concerns about the 

effects of reservoirs may prohibit development of hydropower.  

 Geothermal energy is derived from fluids drawn from deep inside earth which carry a 

mixture of gases with them, notably carbon dioxide and hydrogen sulphide. When 

released to the environment, these pollutants contribute to global warming, acid rain, 

and noxious smells in the vicinity of the plant. In addition to dissolved gases, hot 

water from geothermal sources may contain trace amounts of dangerous elements 

such as mercury, arsenic, and antimony which, if disposed of into rivers, can render 

the water unsafe to drink. Construction of the power plants can adversely affect land 

stability in the surrounding region. Enhanced geothermal systems can trigger 

earthquakes as part of the hydraulic fracturing process. The project in Basel, 

Switzerland was been suspended because more than 10,000 seismic events  

measuring up to 3.4 on the Richter scale occurred over the first 6 days of water 

injection. 

 Wind energy requires a large area of land to install wind turbines; again the intensity 

of the wind also fluctuates. Studies in UK have shown that if on shore turbines are 

placed in a straight line then an increased risk of aerodynamic modulation can occur 

which can result in noise nuisance to the nearby residents.  

 Solar energy becomes a very good choice, reason being that it is freely available 

everywhere and it is a clean and quiet source of energy without any greenhouse gas 

emissions thus avoiding global warming. At night when there is no Sun we are  

required to use the energy generated and stored during the day. The use of solar 

energy products are not much though they have good utility, high cost of installation 

makes these product expensive. 



Management Vision 

43 
 

This paper tries to find out whether high cost or utility is significant in the use of solar energy 

products.  

4.0 What is Solar Energy? 

Energy of the Sun has been used ever since humans existed on this planet. As far back as 5,000 

years ago people worshipped THE SUN, ‘Ra’, the Sun God who was considered the first king of 

Egypt. In Mesopotamia, the Sun God, Shamash, was a major deity and was equated with justice. 

In Greece there were two Sun deities, Apollo and Helios. The influence of the Sun also appears 

in other religions -- Zoroastrianism, Mithraism, Roman religion, Hinduism, Buddhism, the 

Druids of England, the Aztecs of Mexico, the Incas of Peru, and many Native American tribes. 

Sun is an important star of our planet. Without it, life would not exist on this earth; we use the 

Sun’s energy every day in many different ways, when we hang laundry outside to dry in the Sun, 

we are using the Sun’s heat to do the work – drying our clothes. Plants use the sunlight to make 

food for them. Animals eat plants for food. Thus Sun becomes an important component for 

living beings. Fossil fuels such as coal, oil, and natural gas are also formed due to decaying of 

plants hundreds of millions of years ago due to sunlight. Indirectly the Sun or other stars are 

responsible for all our energy. Even Nuclear energy derived is from a star because the uranium 

atoms used in nuclear energy were created from the deposits of an exploded star- Nova. Thus 

Solar energy i.e. energy derived from Sun, becomes an important source of energy in today’s 

world when the conventional sources of energy i.e. coal , oil, natural gas, are depleting and one 

needs to seriously think about the non-conventional sources of energy which are renewable and 

also help in sustainable development. Sustainable development was defined by the United 

Nations World Commission on Environment and Development in the 1987’s Brundtland 

Report as “those paths of social, economic and political progress that meet the needs of the present without 

compromising the ability of future generations to meet their own needs.” 

Thus Solar energy being a non-conventional source of energy can be one of the renewable 

energy sources which is received free of cost from the Sun; becomes important and inevitable. 

Solar energy can be used in the following two ways: 

 Solar Photovoltaic Energy (Light energy): The direct conversion of sunlight to 

electricity. 

 Solar Thermal Energy (Heat energy): The use of heat of the sun for various 

purposes and also to generate electricity. 
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 Solar Photovoltaic Energy: Sunlight is converted into electricity using photovoltaic 

or solar cells. Photovoltaic (PV) cells are semi-conductor devices, usually made of 

silicon, which contain no liquid, corrosive chemicals or moving parts. They produce 

electricity as long as they are exposed to light. They require little maintenance, do not 

pollute environment and they operate silently, thus making photovoltaic energy the 

cleanest and safest method of power generation. Through the solar photovoltaic 

route, solar home lights, solar street lights, solar generators, solar lanterns, solar 

traffic lights, solar road studs, solar blinkers and so on are the most common devices 

and systems that are being used widely. 

 Solar Thermal Energy: It is a technology for harnessing solar energy for thermal 

energy (heat). Solar thermal collectors are flat plates generally available as low, 

medium or high temperature collectors. Low and medium temperature collectors are 

generally used to heat water for residential and commercial purpose. High 

temperature collector concentrates sunlight using mirrors or lenses and is generally 

used for electric power production. Solar thermal energy can also be used for water 

heating, air heating, cooking, drying of agricultural and food products, distillation of 

water, water purification, detoxification of wastes, cooling and refrigeration, process 

heat for industry and electricity generation. 

5.0 Review of Literature 

Vipradas (2001) in Renewables - Products and Markets a compilation of papers edited by him states 

that wide acceptance in the society regarding the interlinkages among environment, poverty, and 

sustainable development forces our attention to technological solutions that address the needs of 

today without producing any negative externalities. It is in this regard that RET’s (renewable 

energy technologies) have gained immense popularity. The editor further emphasizes that 

technology and installations have to be provided with due regard to replication and integration 

into long-term development strategies. This, in turn, necessitates the spread of these 

technologies through market channels requiring the provision of a maintenance and after-sales 

servicing infrastructure. A paper presented by Amit Kumar on Solar pond technology states that 

solar pond technology is one such renewable energy option that offers various cost-effective 

end-uses without endangering the environment. Salinity gradient solar ponds in suitable locations 

are essentially low-cost solar collectors with integrated storage and, hence are potentially cheaper 

alternatives to flat plate collector system. 
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International Energy Agency (IEA), (2006) World Energy Outlook published by, IEA which is an 

autonomous body established in November 1974 within the framework of the Organization of 

Economic Co-operation and Development (OECD) to implement an international energy 

programme. IEA aims at improving the world’s energy supply and demand structure by 

increasing the efficiency of energy use. It basically stresses more on how to improve system for 

coping with oil supply disruptions. The book states that the world is facing twin energy- related 

threats; that of not having adequate and secure supplies of energy at affordable prices and that of 

environmental harm caused by greenhouse gas emissions by consuming too much of it. The 

current pattern of energy supply carries the threat of severe and irreversible environmental 

damage- including change in global climate. It also states that reconciling the goals of energy 

security and environmental protection requires strong and co-ordinated Government action and 

public support. Thus IEA stresses more on the use of non – conventional use of energy resource 

thus solar energy being one of them becomes inevitable. 

The Energy Resource Institute i.e. TERI, (2007) Energy Data Directory year book states that PV 

(photovoltaic) technology was initially developed during the late 1950’s to provide long term 

reliable power for satellites. Companies began to offer PV technology for commercial application 

in the mid- 1970s. India has a PV manufacturing history of more than two decades. Production 

of SPV (solar photovoltaic) cells has grown at an average rate of 28%per annum during 1996-

2005, while solar module manufacturing has grown at an average rate of 30% during the same 

period. The SPV systems are being promoted in India primarily for rural and remote 

applications. A 2.9-MW system based on SPV is feeding power to the grid. The decentralized 

systems are solar power plants, with mini grids, solar home lighting systems, solar lanterns, and 

solar street lights. However in terms of contribution , the percentage of total amount of 

electricity  generated in India is very small owing to   very small installed capacity – about 87MW 

compared to total power generation capacity of 12,736 MW. The target for Eleventh Five – year 

Plan period, that is till 2012, is to add about 50 MW of SPV systems (includes both off-grid and 

grid-connected SPV systems). Financial assistance is provided as per the provisions under 

various schemes by Ministry for Non Renewable Energy. (MNRE). 

Pandey, (2007) in the book titled, Environmental Management states in the chapter on Renewable 

Energy Resources, that energy potential of a nation has direct correlation with economic growth 

and prosperity. The stage of development is well reflected by the per capita energy consumption 

of a country. The deepening energy crisis, with which the world community is confronted, has 

led to the formulation of an energy policy framework within which the rate of growth and 

pattern of energy consumption could be regulated. In this context, a transition may be 
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considered necessary. The required transition is to shift from fossil and non – renewable sources 

such petroleum, coal, and uranium to renewable energy sources. Thus solar energy will play an 

important role in managing various energy related problems. 

Uberoi, (2007) in his book on Environmental Management states that, Energy is an essential need 

for human existence. There is shortage of energy due to fast depletion of fossil fuels and the 

increase in demand for energy due to the increase in population and the growth of industry. The 

energy demands are increasing while conventional energy sources are diminishing at a much 

faster rate. The rising energy demand has resulted in the setting up of more power plants which 

are based primarily on fossil fuel (coal, oil, gas). The fossil fuels based plants not only emit green 

house gases like Carbon dioxide (CO2) but also generate fly-ash which is dangerous to human 

health. The emission of CO2 the main green gas, is expected to surpass that of the OCED 

countries by the year 2015. Hydro plants have also been installed to generate energy but these 

plants also create problems like human displacement and are damaging the ecosystem. The 

nuclear option comes with its own set of problems. Uncertainties surrounding the safety and 

economics of radioactive waste disposal and decommissioning remain. The recent mishap at 

Tokaimura, Japan shows that the danger of a nuclear accident is still very real. The use of 

biomass again should be equated with rate of consumption. The use of solar energy can be 

another very good option for renewable energy resource. It is freely available and a very clean 

and quite source of energy generation. The author further states that the Government at the 

centre and at the State level and their agencies should become proactive vis-à-vis environment. 

The environmental problems cannot be tackled without a sound proactive policy by the 

Government. Intervention of the Government is required on continuing basis and not on one-

time legislation and its implementation. Corporate behavior can be regulated or altered through 

state policies. The policies of Government can shape the role of companies and that of the 

managers for the larger interest of society. The corporate world in India, under new economic 

order of liberalization and globalization has to increase its share of world trade and in this effort 

one major impact of rising trades would be on environment and resources. The business world 

internationally has begun to acknowledge that environment is playing an important role in all 

facets of business. A survey by Mckinsey and company revealed   that: (1) 92% of CEO’s believe 

that environment should be top management priority; (2) 35% CEO’s believe that their 

companies have adopted strategies to anticipate impacts of environment on business. Thus 

environment management is gaining a lot of momentum in today’s corporate world. 
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6.0  Research Methodology 

This study tries to find out, understand and analyse the impact of utility and cost on the use of 

solar energy products. Whether utility or cost has significant influence on people to use or not 

use solar energy products. Study was conducted in Mumbai and its suburbs. Data was collected 

through personal interviews, telephonic calls, and emails. Questionnaire was distributed amongst 

eighty six respondents out of which seventy were considered complete. The respondents were 

asked to rate their response on a five point Likert scale ranging from Strongly Disagree (1) to 

Strongly Agree (5). Respondents consisted of Private Residential Owners, Co-operative Societies 

New constructions, Hospitals, Industries,   Hotels, Educational Institutions, Public Utilities, 

Places of Worship, Recreation Centres.   

Two prominent products were selected for the purpose of study viz Solar Water Heater and 

Solar Street Light. 

6.1  Scope and Limitations of the Study 

This study is restricted to the city of Mumbai and its suburbs.  

The study focuses only on two Solar Energy Products i.e. Solar Water Heater and Solar Street 

Light, other solar products such as Solar Lanterns, Solar Inverters, Solar LED Lights etc are 

excluded. 

Only two factors influencing the use of Solar Energy  Products i.e. Utility and Cost are taken 

into account for this study;  others factors which might influence the use of Solar Energy 

Products such as After Sale Service, Product Availability, Credit Facility etc are not considered.  

7.0 Hypotheses of the Study 

Ho :  Opinion of consumers regarding the utility of solar energy products do not have 

significant impact on its use. 

H1 :  Opinion of consumers regarding the utility of solar energy products has significant 

impact on its use. 

Ho :  There is no significant impact of high cost of installation on the use of solar energy 

products. 

H1 :  There is significant impact of high cost of installation on the use of solar energy 

products.    
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8.0 Findings 

The analysis of the data collected was done under Mann Whitney Wilcoxon Test and  

accordingly interpretations/conclusions were made. The following table1.1 shows the number of 

users and non users of solar energy products. 

Users 
 

Frequency Percentage 

Solar Water heater 
Yes 12 17.14 

No 58 82.86 

Solar Street Lights 
Yes 6 8.57 

No 64 91.43 
Number of Users and Non Users of Solar Energy Products. 

Factors 

Solar water heaters 

Users 
Non users 

Non-ignorant 
P - 

value(z) 
Z - 

statistic 
Decision Conclusion 

Utility 11 57 0.0001 -5.4929 Reject H0 

There is 
significant 
difference 

between user and 
not-ignorant 

Cost of 
the     
product  
is high 

11 57 0.8825 -0.1478 Accept H0 

There is no 
significant 
difference 

between user and 
not-ignorant 

Mann Whitney Wilcoxon Test Results 

From the table 1.2  it can be seen that out of seventy respondents , eleven are users and fifty 

seven are non-users but who are aware (non-ignorant) of the product and two are totally 

ignorant about the product. Responses of totally ignorant are not included. The p-value for 

Utility of Solar Water Heater is 0.0001 therefore we reject Ho and accept the following: 

Opinion of consumers regarding the utility of solar energy products has significant impact on its 

use. In case of Cost we can see that the p-value is 0.8825 which is >0.0001 therefore we reject 

H1 and we accept the following: 

There is no significant impact of high cost of installation on the use of solar energy products. 

Thus from the above one can say that though solar water heaters are costly but still people may 

buy them if they are convinced that it has good utility. 
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Factors Users 
Non 
users 

P-
value(z) 

Z-
statistic 

Decision Conclusion 

Utility 6 58 <.0001 -4.3278 
Reject 

H0 

There is significant 
difference between 

user and not-ignorant 

Cost of the     
product  is high 

6 58 0.0923 -1.6832 
Accept 

H0 

There is no significant 
Difference between 

user and not-ignorant 
Solar street lights 

From the table 1.3. we can see that out of seventy respondents , six are users and fifty eight are 

non-users but who are aware(non-ignorant) of the product and six are totally ignorant about the 

product. Responses of totally ignorant are not included. The p-value for Utility of Solar Street 

Lights is 0.0001 therefore we reject Ho and accept the following: 

Opinion of consumers regarding the utility of solar energy products has  significant impact on its 

use. In case of Cost we can see that the p-value is 0.0923 which is >0.0001 therefore we reject 

H1 and we accept the following: 

There is no significant impact of high cost of installation on the use of solar  energy products. 

Thus from the above one can say that though solar street lights are costly but still people may 

buy them if they are convinced that it has good utility. 

It can be said that in case of both the products Utility has significant impact on the use of these 

products over High Cost. 

8.0 Conclusion 

Solar energy is environment friendly. It does not pollute the air by releasing carbon dioxide, 

nitrogen oxide, sulphur dioxide or mercury into the atmosphere like many traditional forms of 

electrical generation plants. It does not contribute to global warming, acid rain or smog; it 

actively contributes to decrease of harmful green house gas emissions. The authors of this paper 

are of the view that solar energy is going to be the energy of next generation. With power 

shortages one has to think of alternate energy resources. Thus Solar Energy Products can be 

extensively used in this regard. As it has been seen that though installation cost of such products 

is high it has good utility. If people start using such products extensively cost will automatically 

come down with increase in demand. 
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Study on Perception of Employees towards Process of 

Competency Mapping 

Ms. Karuna Nayak7 

 

Abstract 

A Research was conducted to study the perceptions of employees towards various competencies as being mapped in 

their respective organizations. This study was basically conducted for the employees belonging to two levels of 

management –Junior and Middle. The reason for focusing on levels of management lies in the fact that wider range 

of competencies is considered important and essential by the organization for management cadres rather than junior 

level employees. 

After collecting the data from the employees belonging to two companies belonging to two different industries viz 

manufacturing and pharmaceutical, it was observed that there are significant differences in the perception of 

employees towards various competencies as being mapped in their respective organization. 

Therefore certain suggestions and recommendations have been given to the cadres. Certain limitations of this study 

have also been taken into consideration. 

Key Words: Competency Mapping, Levels of Competency 

 

 

1.0 Introduction 

In matching people with work, HR manages intuitively try to do the best they can to assess those 

underlying factors or competencies that will affect people’s success in the job. Often what HR 

want to know is as much about HOW employees (candidates) go about getting things done as 

WHAT they know how to do. For instance, HR Department might typically want to know…. 

 HOW does a particular employee (person) take initiative and ensure results in work 

assignments? 

 HOW does a particular employee (person) communicate and work with other 

people? 

                                                 
7  Research Scholar – SNDT Women’s University, karunanayak@gmail.com 
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 HOW does a particular employee deal with conflict or obstacles? 

Most people accept that these types of questions are quite important. A great deal of research 

over the past 25 years has supported that idea, and attempted to understand what kinds of HOW 

factors are most important for success in different kinds of work. 

The linkage of HR applications is easier when the organization consistently uses a behavioural 

approach. Once behavioural language is used in one part of an HR system, it can be extended to 

other applications. 

This aroused certain queries about what impression employees might be having about the 

process of competencies being mapped. So to get the answers to the queries this project has 

been undertaken. 

2.0 Objectives 

 To study the perception of employees towards the process of competencies being 

mapped across industries. (2 industries chosen for research purpose) 

 Pharmaceutical Industry 

 Manufacturing Industry 

 To find out the differences in the perception of the employees towards the process 

of competency mapping for different levels of management across two chosen 

industries. 

3.0  Background of the Study  

For competency mapping to be effective it should be understood and should be in a position to 

be applied in varying situations that an incumbent is placed while performing a job. Increasingly 

certain basic quality standards for competency mapping have been established which are as 

follows: 

 Is related to the job role 

 Clear and easy to understand 

 The framework should be relevant and affect all staff 

 Takes account of expected changes 

 Has a specific behaviour indicator 

 Can be applied to many situations 

 Has been benchmarked against specific standards 
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Competency Mapping being based on the behaviour of high performers can provide clear 

guidelines for many employees as regards the next step of action because of their concrete nature 

and also enables the management to formulate guidelines for their employees development 

thereby helping to raise to overall capabilities of aggregate employees in an organization. 

3.1  Key Elements of the Study  

The key elements of the perception of competency mapping process can be classified into three 

levels which are as follows: 

Level 1 

 Organizational vision, aspiration, foresight in which the business operates. 

 Defining core competence, delineation of the business plan, defining critical success 

factors, key performance indicators. 

 Creating a competency dictionary in sync with core competence of the firm. 

 Defining the HR strategy and its influence on the core strategy of the firm. 

Level 2 

 Organizational Structure and architecture, including roles, responsibilities 

 Defining employee bands, role maps, job clusters, defining variation in levels. 

 Determining the Assessment Set 

 Assessment worksheets for individuals including templates, key areas to be covered. 

Level 3 

 Short term initiative in terms of Individual development plans. 

 Long term initiative in terms if Individual development plans. 

 Integrated Individual development plans. 

 Assessment Data(Individual and Summarized) 

 Assessment technique (Methods, tools, formats, etc). 

3.2  Need & Significance of the Study  

The study is significant to understand the following four emerging questions: 

 Is it really possible to specify a single model of a competency or might there be other 

patterns? 

 Isn’t it too difficult to fortify the weak points of individuals no matter how well you 

present a model of competency? 
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 The model is a pattern of past success so can one really generate reproducible results 

by continuing to act in the same way? 

4.0 Research Methodology  

4.1  Research Questions  

How does the survey sample score on the various factors of competencies ? 

How does the perception of employees towards the process of competencies being mapped 

varies across two industries viz. Pharmaceutical and Manufacturing? 

How does the perception of employees towards the process of competencies being mapped 

varies across levels of management viz. Junior and Middle management? 

4.2  Research Design-Survey Research 

Type of Research  

Exploratory 

Scope & Limitation 

Only two companies from two industries were studied. Therefore the sample studied may not be 

sufficient to highlight the perceptions of employees towards process of competency mapping 

done in various industries at different levels of management. 

Tools used for Data Collection - Questionnaire 

The data was collected using questionnaire  wherein all the important competencies felt essential 

for levels of management were focused and employees were asked to mark their opinions on 5 

point rating scale for each of these. This was done to know what is the perception of employees 

about the importance given by the organization to these competencies. 

Type of Data 

Primary   Data: This data was collected from respondents using questionnaire with close ended 

questions as a tool. 

Secondary Data: This data was collected from books, online research data bases, research 

journals, company websites and company databases. 
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Sample Design 

Sample Size: 60 

Nature Of Sample: 30 Employees each from two different industries namely   Pharmaceutical 

and Manufacturing Companies were studied. 

Moreover the 30 employees from each industry were split into two groups(15 each) of junior and 

senior middle management cadre. 

Sampling Technique: Convenience Sampling 

Type of Data Analysis: Quantitative Analysis was done for data collected through questionnaires. 

Tools used for Quantitative Analysis: The data collected by the employees was analyzed by using 

graphs and various statistical techniques. viz. Mean, Standard Deviation and ANNOVA   

Stage I 

Descriptive statistical techniques were implemented to check whether any obvious difference is 

revealed through these calculations. The two tables namely for each level of management cadre 

showing mean and standard deviation values calculates on ratings obtained by employees. 

Stage II 

Since descriptive statistics did not reveal whether there are any differences in the perceptions of 

employees towards various competencies analysis of variance is carried out for both the levels of 

management. 
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5.0 Data Analysis & Interpretation: 

The data analysis using statistical tools is being presented in this section by way of graphs and 

tables. Thereafter ANNOVA outcomes are also given. 

    Junior Management 

    Industry 1 Industry 2 

    Mean SD Mean SD 

1 Entrepreneurship 3.2 0.6 2.8 0.6 

2 Strategic Thinking 3.3 0.64 2.7 0.78 

3 Innovative Thinking 3.5 0.5 3.2 0.4 

4 Customer Orientation 4.3 0.45 4.3 0.45 

5 Decision Making 2.9 0.3 2.8 0.97 

6 Leadership 2.9 0.53 2.7 0.45 

7 Team Management 3.3 0.45 3.3 0.45 

8 Relationship 3.7 0.45 3.8 0.4 

9 Change Management 3.3 0.45 3.3 0.45 

10 Global Mindset 2.7 1.11 2.7 1.11 

11 Managing Workforce 3.6 0.48 3.6 0.48 

12 Communication 3.2 0.6 3.2 0.75 

13 Group Process 3.2 0.4 3.6 0.48 

14 Problem Solving 3.5 0.5 3.4 0.48 

15 Leadership Influence 3.4 0.48 3.4 0.48 

16 Work Place Behaviour 3.8 0.4 3.7 0.45 

17 Organisation Pressure 3.8 0.74 3.9 0.7 

18 Self Management 3.5 0.5 3.5 0.5 

19 Goal Setting 3.9 0.3 3.8 0.5 

20 Personal Habit 3.8 0.6 4 0.63 

21 Knowledge Management 3.7 0.45 3.7 0.45 

22 Empowerment 2.9 0.3 2.8 0.4 

    75.4 
 

74.2 
 

Junior Management: 

The mean scores pertaining to Jr Management for both industries is the same for dimensions viz 

Customer Orientation, Team Management ,Change Management, Managing Workforce, 

Communication, Global Mindset, Leadership Influence, Self Management and Knowledge  

Management.  

There is slight difference in the total mean scores of Pharmaceutical and Manufacturing 

Industries. 

Industry 1 (Pharmaceutical) 

The Std deviation is high in Decision Making, Goal Setting and Empowerment. 
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Industry 2 (Manufacturing) 

The Std Deviation is high in Innovative Thinking, Relationship and Empowerment. 

From the above it can be seen that  

 The mean scores for the following dimensions are high viz Entrepreneurship, 

Strategic Thinking & Implementation, Innovative Thinking & Application in 

Pharmaceutical Industry compared to Manufacturing Company. 

 There is slight difference in the mean scores of Decision Making, Leadership, 

Relationship, Group Process, Problem Solving, Work Place Behaviour, Organisation 

Pressure, Goal Setting, Personal Habit and Empowerment, in both the Industry. 

 There is no difference in the mean scores of Customer Orientation, Team 

Management, Change Management, Global Mindset, Managing Work Force, 

Communication, Leadership Influence, Self Management and in Knowledge 

Management in both the companies. 
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Middle Management 

Industry 1 Industry 2 

Mean SD Mean  SD 

1 Entrepreneurship 3.4 0.48 3.7 0.45 

2 Strategic Thinking 3.4 1.04 3.7 0.45 

3 Innovative Thinking 4.5 0.5 4.6 0.48 

4 Customer Orientation 4.2 0.4 4.5 0.5 

5 Decision Making 4.3 0.45 4.3 0.45 

6 Leadership 4.3 0.45 4.6 0.48 

7 Team Management 3.9 0.7 4.1 0.53 

8 Relationship 4.3 0.45 4.6 0.48 

9 Change Management 3.7 0.45 3.7 0.45 

10 Global Mindset 3.5 0.5 3.5 0.5 

11 Managing Workforce 4.5 0.5 4.6 0.48 

12 Communication 3.4 0.48 2.8 0.6 

13 Group Process 4.4 0.48 4.2 0.4 

14 Problem Solving 4 0.77 4 0.63 

15 Leadership Influence 3.4 0.66 3.4 0.66 

16 Work Place Behaviour 4.5 0.5 4.4 0.48 

17 Organisation Pressure 4.3 0.45 4.3 0.45 

18 Self Management 4.3 0.45 4.4 0.48 

19 Goal Setting 4.3 0.45 4.4 0.48 

20 Personal Habit 4.2 0.4 4.2 0.4 

21 Knowledge Management 4.1 0.3 4.2 0.4 

22 Empowerment 4.2 0.4 4.2 0.4 

    89.1   90.4   

Middle Management: 

The mean scores pertaining to Middle Management for both industries is the same for 

dimensions viz Decision Making, Change Management, Global Mindset, Problem Solving, 

Leadership Influence, Organization Pressure, Personal Habit and Empowerment.  

There is slight difference in the total mean scores of Pharmaceutical and Manufacturing 

Industries. 

Industry 1 (Pharmaceutical) 

The Std. Deviation is high in Knowledge Management. 

Industry 2 (Manufacturing) 

The Std. Deviation is high in Group Process, Personal Habit, Knowledge Management and 

Empowerment. 
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From the above it can be seen that  

 The mean scores for the following dimensions are high viz Entrepreneurship, 

Strategic Thinking & Implementation, Customer Orientation, Leadership and 

Relationship, in Manufacturing Industry compared to Pharmaceutical Industry. 

 There is slight difference in the mean scores of Innovative Thinking, Team 

Management, Managing Workforce, Group Process, Work Place Behaviour, Self 

Management, Goal Setting, and Knowledge Management in both the Industries. 

 There is no difference in the mean scores of Decision Making,, Change Management, 

Global Mindset, Problem Solving, Leadership Influence, Organization Pressure, 

Personal Habit and Empowerment in both the industries. 

6.0 Findings  

The descriptive statistics (in the form of mean and standard deviation) did not reveal any such 

clear-cut differences across industries for both the levels of management considered. Therefore 

for both these levels separately two way ANOVAs was calculated to identify whether 

competencies themselves are creating the differences in the perception of the employees or the 

industries are bringing the differences or whether both are creating the difference. 
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After carrying out ANOVA to study the interaction effect between various competences and 

industries as likely to impact the perception of employees towards competencies being mapped, 

it was found that industries are playing significant role in impacting perception but competencies 

per se themselves are creating significant impact on the perception of employees regarding the 

process adopted for mapping these competencies. 

7.0 Recommendations & Conclusions  

While mapping the competencies organizations may be having some pitfalls in the process which 

in turn may create such impact in the minds of employees that some competencies are more 

important or will be considered more important. 

Since the gap is attributed to the process of mapping it may be due to the following reasons: 

 They have to focus on all the competencies equally while mapping those 

competencies. 

 The job roles descriptions with the employees is not shared during their first few 

days on the job roles. 

 One should align the strategic plan and core competence with competency processes 

for e.g. individual employees will each make a contribution to the realization of goals 

and may be responsible for accomplishment of concrete, specific and particular 

strategic initiatives in support of those goals. To ensure that initiatives are completed, 

those responsible for particular strategic initiatives are usually named and due dates 

specified. 

 Competency standards and benchmarks are developed collaboratively with 

employees and whenever possible should be explained to new employees during the 

first month on the job roles. 

 There should be clear distinction between objectives and standards for e.g. There will 

be generic standards for a customer service role that relate to everyone who deals 

with customers, regardless of the sector they work in. 

 When competency standard and benchmarks are in place both employers and 

employees will have a common understanding which will provide the basis for an 

ongoing feedback and competency counseling between appraisals as well as for the 

formal competency appraisal process. 

 Since there are number of approaches to develop written competency standards and 

benchmarks, one should explain to everyone involved exactly what competency 
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standards and benchmarks are and it s importance and how will it be used. One 

should confirm that the employees understand the process and solicit their 

comments and questions. 

 Lastly standards and benchmarks along with importance (weight age) should be 

written in clear language, describing the concrete, specific and particular behavior and 

actions required for work competency to meet, exceed or fail to meet expectations. 
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Building Employee Engagement through Effective Performance 

Management 

Ms. Sapna Malhotra8 

 

Abstract 

This research paper aims at understanding the need of creating an engaged workforce through effective performance 

management. The major objective is to find whether there exist a significant relationship between Performance 

Management and Employee Engagement. The research is divided into two phases. Phase 1 is the pilot study where 

primary data is collected with the help of a survey conducted amongst 20middle level executives in 2financial 

services companies in Mumbai using convenience sampling. The findings of the Pilot Study helped to validate the 

performance management scale developed by the researcher. Phase 2 of the research is the main study with survey 

conducted on 101middle level executives of 6 financial services companies in Mumbai. The tools used for the survey 

are Ultrict Work Engagement Scale, and Performance Management Scale (Own Construct). The findings will 

indicate the degree of relationship between performance management and employee engagement. 

Key Words: Employee Engagement, Performance Management, Job Description 

 

 

1.0 Introduction  

Performance Management  

Contemporary challenges facing human resources in organizations have led many of them to 

refocus attention on their performance management systems (Buchner, 2007) and explore ways 

to improve employee performance. Katz and Green (1997:7) define performance management as 

“a system composed of an orderly series of programmes designed to define, measure and 

improve organizational performance”. The PSMPC (2000:1) defines performance management 

as “helping people to work more effectively by improving individual and team performance, 

increasing the overall productivity of an agency” in the context of staff management. The 

institute of personnel management as quoted by Martinez (2003:206) defines performance 

management as “a strategy which relates to every activity of the organization set in the context of 
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its human resources policies, culture, style and communications systems. The nature of strategy 

depends on the organizational context and can vary from organization to organization.” 

Performance management is a shared process between managers, the individual and the teams 

they are supervising: it is designed to improve the performance of an organization and the people 

working within it (Armstrong 1994:1; Torrington and Hall 1998:317). Performance management 

is based on agreed objectives, competencies required to undertake the work and development 

plans for achieving the objectives. Performance management focuses on strategically increasing 

the effectiveness of an organization through improving the productivity of its people.  

According to Price (2000:181), Armstrong (1994:1), Amaratunga and Baldry (2002:218), Van der 

Bij and Vissers (1999:214) and de Bruijn (2002:579), performance management systems 

incorporate performance assessment or appraisal systems which are specifically developed to 

appraise the performance of individuals or teams. Such appraisal requires the following: 

 Clearly defined organizational goals. 

 Individual or team objectives or management targets. 

 Properly defined standards of performance and the skills and competency required to 

meet them. 

 Regular formal review of progress. 

 Systems of feedback and proposals for improvement. 

1.1  Elements of Performance Management 

1.1.1  Goal Setting 

Goal setting has been explored in terms of both motivational impact toward improving 

performance (Locke, 1968; Latham and Yukl, 1975; Matsui et al., 1987; Tubbs, 1986, 1993; 

Knight et al., 2001; Dweck et al., 1993; Sujan et al., 1994) and as being integral parts of 

management systems or processes designed to improve performance (Zabaracki, 1998; Odiorne, 

1978; Muczyk and Reimann, 1989; Ivancevich, et al., 1978; Walton, 1986). Though fewer studies 

exist showing the nature of relationship between Employee Engagement and goal setting at the 

workplace, evidence certainly exists linking the concept to improvement in worker performance 

(Jensen et al., 2007; Dixon and Schertzer, 2005; Green et al., 2004; Chemers, et al., 2000; 

Schulman, 1999; Sujan, 1999a, b; Rich, 1999; Scheier, et al., 1994; Strutton and Lumpkin, 1993; 

Seligman and Schulman, 1986). 

Numerous studies (Locke, 1968; Latham and Yukl, 1975; Matsui et al., 1987;Tubbs, 1986, 1993; 

Knight et al., 2001; Dwecket al., 1993; Sujanet al., 1994) have discussed effective goal setting’s 
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positive impact on employee outcomes within organizations. Many management systems or 

processes, such as management by objectives, total quality management, and continuous 

improvement initiatives, feature goal setting as a critical element for success (Zabaracki, 1998; 

Odiorne, 1978; Muczyk and Reimann, 1989; Ivancevichet al., 1978; Walton, 1986). Given this, it 

should not be surprising that of Gallup’s Q12 survey instrument questions that are used to 

measure the level of employee engagement, four are related to the idea of goal setting 

(Buckingham and Coffman, 1999). 

1.1.2  Performance Feedback 

Moorhead and Griffin (2002, p.128),Hackman and Oldham (1976, p.255), Gallop (2001, p.77) 

and Gratton(2000, p.93) all concur that open, honest feedback on job performance contributes 

significantly to employees’ perceptions of their worth and the meaning they derive from their 

jobs. For feedback to be perceived as meaningful, it should be closely related to agreed 

performance goals and expectations. 

Landy and Conte (2004, p.213) assert that a performance management system is the preferred 

approach to match performance goals and expectations, and provide meaningful feedback to 

employees. They cite a number of strategies organisations should follow in administering a 

performance management system. These strategies are summarised as follows: Setting 

expectations, performance measures and providing feedback should take place at least every 

quarter (or more frequently if required); The supervisor or employee should be able to initiate 

feedback/discussions or at any time either feels the need for a discussion; Performance 

management systems should be developed jointly between managers/supervisors and employees 

that report to them (increases credibility of the system); During the discussions managers and 

employees should be developing an understanding of the performance criteria and interpret 

them against the strategic value of the stated objectives (provides rationale and meaning for the 

individual); and The appraiser and appraisee’s role should be similar vis-à-vis to understand the 

performance criteria and how the employee’s role fits with those criteria (promotes participative 

management). 

Kreitner, Kinicki and Buelens (2002, p.241) assert that organisations are moving away from 

traditional top-down feedback approaches and are pursuing upward and 360-degree feedback 

approaches. These newer approaches, which rely on multiple sources and modern technology, 

are preferred for the following reasons: Traditional approaches (performance appraisal) have 

created widespread dissatisfaction and were often used to punish, embarrass, or put down 

employees; Team-based organisational structures require an approach that draws on multiple 
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respondents for meaningful feedback (such as measurement of inter-personal skills); Feedback 

approaches that utilise multi-raters are deemed to be more valid than single source raters; 

Advanced technology supports the use of multi-rater systems; and Bottom-up (subordinate 

ratings) feedback enhances participative management and employee empowerment (both 

regarded as essential organisational strategies for employee engagement). 

1.1.3  Development Opportunities 

DDI’s 2004 Selection Forecast25 study found that many employees leave their jobs for better 

growth and development opportunities, often offered by other organizations. Most employees 

want to keep their jobs fresh and interesting by learning new approaches and building new skills. 

Organizations can create engagement in their workforce by building a learning culture and 

creating individual development plans for every employee. 

Promoting employee growth and development requires focused attention in several areas of the 

organization. First, organizations need to select employees who have a willingness to learn and 

can adapt their behaviors to a changing work environment. This willingness to grow and learn 

promotes innovation and creativity in the workforce. Second, leaders need to work with 

employees to understand strengths and development needs, and provide opportunities to 

leverage or build skills and knowledge. Most employees want to use their best skills and will feel 

engaged when organizations recognize and capitalize on their unique strengths, rather than 

placing emphasis on fixing weaknesses. Third, organizations also need to provide meaningful 

development plans and opportunities that include programs such as training, succession 

management, special projects and assignments, and mentoring. The key to a successful 

development program is to ensure that all employees have a plan for development and clear 

accountabilities for making progress on their plans. The value of investing in a strong and diverse 

development program is clear. For example, studies have found that investments in development 

programs are significantly related to financial success in the organization. 

1.1.4  Mentoring 

An organization’s most important assets consist of the skills and abilities of its employees and 

their ability to apply these in the achievement of organizational goals (Soosay, 2005). Mentoring 

prevails as one of the most important developmental tools for the progression of any 

professional in training, and managers in organizations play a crucial role in developing 

employees (Coleman, Power, Williams, Carpentieri, &Schulkin, 2005). Hegstad (1999) reported 

that two thirds of the 1,250 top executives surveyed developed relationships with mentors who 

cultivated their personal and professional skills early in their careers. Any feedback that 
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employees receive from their managers significantly impacts the employees’ job, career, and life 

satisfaction, including their performance in the workplace (Young &Perrewé, 2000). Various 

options are available to managers to yield improved job satisfaction in the workplace, such as 

coaching, advising, teaching, counseling, guiding, and training. Each option is acharacteristic of 

mentoring (Dodds, 2005). 

2.0 Employee Engagement 

The idea of engagement at work, as an academic area of enquiry, was first conceptualized by 

Kahn’s (1990) ethnographic research. Kahn proposed the idea that people bring varying degrees 

of themselves into their work roles. This is referred to as their psychological presence at work 

(Kahn 1990; 1992) and this can be expressed emotionally, cognitively and physically. 

Disengagement, then can be demonstrated in a lower degree of self present at work: a 

withdrawal of oneself in the work role. Kahn (1990, p. 670) related the idea of being personally 

disengaged at work to ideas of burn-out and to lack of effort. Affected individuals would act out 

the work role as dictated, in other words with a ‘robotic’ like performance (Hochschild 1983). 

When people display their preferred engaged self at work, their psychological presence in the job 

is increased which Kahn (1992) described as being ‘fully there’ at work extending to involvement 

and participation. 

There have been many contributions that have extended the work of Kahn, particularly in the 

areas of psychology (Demerouti et al. 2001a; Gonzalellez-Roma et al. 2006; Langelaan et al. 2006; 

Llorens et al. 2007; May et al. 2004; Schaufeli & Bakker 2004; Schaufeli et al. 2002), management 

(Elsey 2005; Ferrer & McWilliams 2006; Ferrer & Van Gramberg 2006; Haudan& MacLean 

2002; Saks 2006; Woodruffe 2005) and from the consultants (Clifton & Harter 2003; Harter et al. 

2002; Harter et al. 2003; ISR 2004b; Johnson 2004; Robinson, Perryman & Hayday 2004; Towers 

Perrin 2006). 

3.0 Research Methodology 

3.1  Research Design 

The present study is a Exploratory research. For the purpose of the study both secondary and 

primary data is collected. Secondary data is collected by referring online journals i.e. Sage 

publications, Emerald, Proquest, Ebsco etc. The research is divided into two phases. Phase 1 is 

the pilot study where primary data is collected with the help of a survey conducted with 20 

middle level executives in 2 financial services company in Mumbai. Phase 2 of the research is the 
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main study with survey conducted on 101middle level executives of 6 financial services 

companies in Mumbai. The tools used for the survey are Ultrict Work Engagement Scale, and 

Performance Management Scale (own construct).  

Convenience sampling is used for data collection. Data is analysed using test of Correlation to 

find out the relationship between the two variables i.e Performance Management, and Employee 

Engagement. 

3.2  Objectives 

To Understand the significance of the relationship between Performance Management and 

Employee Engagement in financial services organisations in Mumbai. 

3.3  Hypothesis 

Ho1:  There is no significant relationship between Performance Management and Employee 

Engagement 

Ha1:  There is a significant relationship between Performance Management and Employee 

Engagement 

3.4  Variables of the Study 

Independent Variable: Performance Management  

Dependent Variable: Employee Engagement 

3.5  Sample Studied 

Pilot Study: Survey conducted with 20 middle level executives from 2 financial services company 

in Mumbai 

Main Study: Survey conducted with 101middle level executives from 6 financial services 

company in Mumbai. 

3.6  Tools of the Study 

 Ultrict Work Engagement Scale (UWES) 

Work engagement was measured by means of the UWES-9 (Schaufeli& Bakker, 2003), 

which investigates the experience of aspects of the construct by means of three item 

scales: Vigor (VI), Dedication (DE), and Absorption (AB). Responses to items are given 

on a frequency scale varying from 0 (never) to 6 (always). 
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Vigor refers to high levels of energy and resilience, the willingness to invest effort, not 

being easily fatigued, and persistence in the face of difficulties. Those who score high on 

vigor usually have much energy, zest and stamina when working, whereas those who 

score low on vigor have less energy, zest and stamina as far as their work is concerned. 

Dedication refers to deriving a sense of significance from one’s work, feeling enthusiastic 

and proud about one’s job, and feeling inspired and challenged by it. Those who score 

high on dedication strongly identify with their work because it is experienced as 

meaningful, inspiring, and challenging. Besides, they usually feel enthusiastic and proud 

about their work. 

Absorption refers to being totally and happily immersed in one’s work and having 

difficulties detaching oneself from it so that time passes quickly and oneforgets 

everything else that is around. Those who score high on absorption feel that they usually 

are happily engrossed in their work, they feel immersed by their work and have 

difficulties detaching from it because it carries them away. As a consequence, everything 

else around is forgotten and time seems to fly. 

Originally, the UWES included 24 items of which the vigor-items (9) and the dedication-

items (8) for a large part consisted of positively rephrased MBI-items. After psychometric 

evaluation in two different samples of employees and students, 7 items appeared to be 

unsound and were therefore eliminated so that 17 items remained: 6 vigor items, 5 

dedication items, and 6 absorption items (Schaufeli, Salanova, González-Romá& Bakker, 

2002a). Subsequent psychometric analyses uncovered  two other weak items (AB06 en 

VI06), so that in some studies also a 15-item version of the UWES has been used (e.g.,  

Demerouti, Bakker, Janssen &Schaufeli, 2001). 

In order to shorten the scales of the UWES to three items maximum, an iterative process 

has been carried out, whereby each sample was analyzed separately. First, of each scale 

the most characteristic item was selected on face value. Next, this item was regressed on 

the remaining items of the particular scale. The item with the highest ß-value in most 

samples was then added to the initial item. In the next step, the sum or these two items 

was regressed on the remaining items of the scale, and again the item with the highest ß-

value in most samples was added to both items that were previously selected. These three 

items constitute the final shortened version of that scale.  As most characteristic item for 

vigor was selected: ''At my work, I feel bursting with energy’ (VI01). This item was 

supplemented in the next two steps by ’At my job, I feel strong and vigorous’ (VI02), and 
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‘When I get up in the morning, I feel like going to work’ (VI03), respectively. The values of 

Cronbach'sa vary from .75 to .91 (median: .84) across the 25 studies. Correlations with 

the longer 5-item and 6-item versions vary between .95 and .97 (median: .96), and .93 and 

.96 (median: .96), respectively.  As most characteristic item for dedication was selected: ‘I 

am enthusiastic about my job’ (DE02). This item was supplemented by ‘I am proud on the work 

that I do’ (DE04), and ‘My job inspires me’ (DE03), respectively. The values of Cronbach's 

vary from .83 to .93 (median: .89) across all studies. Correlations with the longer, 5-item 

version vary from .92 to .96 (median: .94).  As most characteristic item for absorption 

was selected: ‘I am immersed in my work’ (AB04). This item was supplemented by ‘I get 

carried away when I’m working’ (AB05), and ‘I feel happy when I am working intensely’ (AB03), 

respectively. The values of Cronbach'sa vary from .75 to .94 (median: .79). Correlations 

with the longer, 5-item and 6-item versions vary between .92 and .96 (median: .95), and 

.88 and .94 (median: .92), respectively.  Cronbach'sa of the instrument including all 9 

items varies from .89 to .97 (median: .93). 
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 Performance Management Scale (Own Construct) 

The Researcher developed a performance Management Questionnaire based on 5 point 

rating scale where 5- Strongly Agree and 1- Strongly Disagree. The performance 

Management Scale developed by the researcher originally consisted of 30 items which 

covered the four parameters of Goal Setting, Performance Feedback, Mentoring and 

Development Opportunities. There were originally 6 items on goal setting, 6 items of 

performance feedback, 10 items on Mentoring and 8 items on Development 

Opportunities. The Scale was modified after the Pilot Survey and 20 items were selected 

for the Main Study. 

4.0 Phase 1-Pilot Study  

Researcher has designed the Performance Management Scale and in order to validate the scale a 

pilot study was conducted where 30 items were originally selected by reviewing the secondary 

data. Based on the results of the item correlation test conducted 10 items which had correlation 

of less than 0.43 were discarded. After the pilot test on 20 respondents the number of items were 

reduced to 20. The graph below presents the results of the survey conducted. 
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5.0 Phase II- Main Study 

Table III: Data Analysis: Correlation 

Correlation is the measure of association between two variables. With correlation one calculates 

an index to measure the nature of the relationship between variables. It measures the strength 

and direction of relationship between variables. Results of the correlation will show the strength 

and direction of the relationship between Performance Management and Employee Engagement. 

  
Vigou

r 
Dedicatio

n 
Absorptio

n 

Goal 
Settin

g 

Perf 
Feedbac

k 

Mentorin
g 

DevOppor
t 

Vigour 

Pearson 
Correlatio
n 

1 .683** .640** .191 .154 .030 .196* 

Sig. (2-
tailed) 

 .000 .000 .055 .124 .769 .049 

N 101 101 101 101 101 101 101 

Dedication 

Pearson 
Correlatio
n 

.683** 1 .666** .360** .249* .050 .235* 

Sig. (2-
tailed) 

.000  .000 .000 .012 .621 .018 

N 101 101 101 101 101 101 101 

Absorption 

Pearson 
Correlatio
n 

.640** .666** 1 .210* .138 -.012 .153 

Sig. (2-
tailed) 

.000 .000  .035 .168 .902 .125 

N 101 101 101 101 101 101 101 

Goal 
Setting 

Pearson 
Correlatio
n 

.191 .360** .210* 1 .703** .337** .409** 

Sig. (2-
tailed) 

.055 .000 .035  .000 .001 .000 

N 101 101 101 101 101 101 101 

Perf 
Feedback 

Pearson 
Correlatio
n 

.154 .249* .138 .703** 1 .366** .443** 

Sig. (2-
tailed) 

.124 .012 .168 .000  .000 .000 

N 101 101 101 101 101 101 101 
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Mentoring 

Pearson 
Correlatio
n 

.030 .050 -.012 .337** .366** 1 .214* 

Sig. (2-
tailed) 

.769 .621 .902 .001 .000  .031 

N 101 101 101 101 101 101 101 

DevOppor
t 

Pearson 
Correlatio
n 

.196* .235* .153 .409** .443** .214* 1 

Sig. (2-
tailed) 

.049 .018 .125 .000 .000 .031  

N 101 101 101 101 101 101 101 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 

5.1  Interpretation  

 The above table indicate that (at 0.01 level of significance) there is a significant 

correlation between the items of Vigour and Dedication (r = 0.683); Vigour and 

Absorption (r = 0.640); and Dedication and Absorption (r = 0.666). 

 Also we can see from the above table that (at 0.01 Level of Significance) there exist 

significant correlation between Goal setting and employees Dedication at work (r = 

0.360). 

 Further (at 0.05 Level of Significance) Performance Feedback is significantly related 

to Dedication at work (r = 0.249); and Development Opportunities has significant 

relation with Dedication (r = 0.235). 

 There is significant relationship between Goal setting and Absorption (r = 0.210) (at 

0.01 level of significance). 

 There is a significant correlation of Goal Setting with Performance Feedback (r = 

0.703), Mentoring (r = 0.337) and Development Opportunities (r = 0.409) (at 0.05 

level of significance) 

 Performance Feedback is significantly correlated with Mentoring (r = 0.366) and 

Development opportunities (r = 0.443), (at 0.01 Level of Significance) 

 Mentoring is significantly correlated to Development Opportunities (r = 0.214) (at 

0.05 Level of Significance) 
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5.2  Major Findings 

 It is seen from the results of the survey that Goal Setting, Performance Feedback, 

and 

 Development Opportunities have a significant impact on Dedication at work.  

 Goal Setting is related to the absorption at work. 

 The results of the data analysed shows a significant correlation between Performance 

Management and Employee Engagement. Therefore we accept the Ha and say that 

their exist a significant relationship between Performance Management and 

Employee Engagement. 

 The respondents from the sample companies surveyed have indicated that clarity in 

goal setting process is a strong predictor of dedication and absorption at workplace 

and employees get happily immersed in their work. 

 Employees also are more dedicated at work when they get continuous feedback on 

their performance by their seniors.  

 Employees are more Dedicated and enthusiastic about their jobs when their work 

environment provides them with development opportunities, learning and career 

growth.  

 It is also seen that companies that follow formal Mentoring programs also provide 

their employees with good development opportunities to succeed in their career and 

become an asset to the organization. 

7.0 Limitations of the research 

This research is limited to only 6 financial services companies in Mumbai. Future researchers can 

extend this research to broader spectrum of industries to further validate the findings of the 

study. 

8.0 Conclusion 

High performing organizations are concerned more with employee satisfaction at workplace. 

Gallup survey findings have further emphasized on the need of creating an engaging culture that 

can help retain talent. Successful organizations are today working on developing their human 

resources, as this can increase the financial wealth of the organization and bring in more goodwill 

and brand identity. 
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Annexure I 

Employee Engagement Questionnaire 

Give your opinion on the following statement on a scale of 1-6 where 6 represents always and 0 

as Never 

Never Almost never Rarely Sometimes Often Very often Always 
0 1 2 3 4 5 6 

 

 I am willing to really push myself to reach challenging work goals. 

 I am prepared to fully devote myself to performing my job duties. 

 I get excited thinking about new ways to do my job more effectively. 

 I am enthusiastic about providing a high quality product or service. 

 I am always willing to “go the extra mile” in order to do my job well. 

 Trying to constantly improve my job performance is very important to me. 

 My job is a source of personal pride. 

 I am determined to be complete and thorough in all my job duties. 

 I am ready to put my heart and soul into my work. 

Annexure II 

Performance Management Questionnaire 

(Own Construct) 

Rate the following questions on a scale of 1-5, where 5 is strongly agree and 1 is strongly disagree 

Strongly Disagree Disagree       Neutral       Agree          Strongly Agree 

 There are clear performance criteria outlined for my job 

 Individual Support for setting Quality goals (measurable, attainable, challenging etc) 

is provided  

 Overall, I have a good understanding of what I am supposed to be doing in my job. 

 I am kept well informed about changes in the organization that affect my work 

group. 

 My work group makes efficient use of its resources, time, and budget. 

 In my work group, meetings are focused and efficient. 
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 I receive feedback on my performance 

 I am given recognition for my contributions 

 In my work group, my ideas and opinions are appreciated 

 I get sufficient feedback about how well I am doing. 

 People in my work group understand and respect the things that make me unique. 

 I think mentors are a positive influence on an individual's ability to succeed in 

business 

 Mentors are vital and necessary to achieve long term goals and objectives in 

professional development 

 Mentoring provides mentees with an awareness of their prospective tasks and areas 

of responsibility. 

 Career advice is an important factor in a mentor/mentee relationship 

 New areas about work is an important factor in a mentor/mentee relationship 

 Obtaining promotion/salary raises is an important factor in a mentor/mentee 

relationship 

 At my workplace I have opportunities to develop further skills in my career 

 My job provides me with chances to grow and develop 

 In my work group, people try to pick up new skills and knowledge 
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Evaluation of Corporate Training Effectiveness- Case Studies 

using the Kirkpatrick’s model 

Ms. Vidya Nandagopal9 

 

Abstract 

In recent times Concern for job satisfaction has developed into an awareness of organizational climate and 

subsequently organizational culture. A bottom line contribution to organizational effectiveness is viewed as more 

important than cost cutting. There is a move from a narrow focus on training to a broader concern for development. 

”.Many of them are starting to look at training as an investment. If it is an investment, like financial investment 

it is also being expected to yield a return. Organizational expectations from training have shifted dramatically with 

a strong emphasis on the need to justify the cost of training based on ROI as well as its impact on organizational 

effectiveness in the post training period. However even now, most studies on evaluation still depend on immediate 

after training results. A 1988 ASTD poll found that only 20% of American companies evaluated in terms of 

training’s outcome to the organization. Similarly a National Survey in UK showed that only 19% of respondents 

attempted to assess the benefits of their training and an even lower % did cost benefit analysis.  The most pressing 

need of the hour is the development of effective strategies for evaluating the training programs to ensure their 

contribution to organizational success. 

This paper relies on 8 case studies wherein organizations in different places in the globe have evaluated their 

training effectiveness using the Kirkpatrick’s 4 level model. The case studies were evaluated qualitatively using 

content analysis technique and contrasts and similarities between studies and lessons that can be learnt from them 

are out forth. The idea being to impress on training depts. That if they decide to put their mind to it, evaluation of 

training effectiveness is not an impossible task. 

Key Words: Corporate Training, Kirkpatrick’s Model, Training Evaluation 

 

 

                                                 
9  Al Ghurair University, UAE, vidya@agu.ac.ae 



Management Vision 

85 
 

1.0 Introduction 

Why Evaluate? 

We need to evaluate the program for 3 reasons: 

 To justify the existence and budget of the training dept. 

 To decide whether to continue with the program 

 To gain Information on how to improve the program 

Examining the outcomes of a program helps in evaluating its effectiveness. These outcomes 

should be related to the program objectives, which help trainees understand the purpose of 

program. Training outcomes can be categorized as cognitive outcomes, skill- based outcomes, 

results, and return on investment. Cognitive outcomes determine the degree to which trainees 

are familiar with principles, facts, techniques, procedures, or processes emphasized in the 

training. Skill-based outcomes-technical or motor skills and behaviours-include acquisition or 

learning of skills (skill learning) and use of skills on the job (skill transfer).  Skill transfer is usually 

determined by observation. For e.g. peers and managers may also rate trainees’ behaviours or 

skills based on their observations. Affective outcomes include attitude and motivation. One type 

of affective outcome is trainees’ reactions toward the training program. Reaction outcomes are 

trainees’ perceptions of the program including the facilities, trainers, and content Reaction 

outcomes are typically collected via a questionnaire that usually asks questions like the following: 

how satisfied are you with the training program?” “Did the session meet your personal 

expectations?” ‘How comfortable did you find the classroom?” Keep in mind that while 

reactions provide useful information, they usually relate only weakly to learning or transfer of 

training. Affective outcomes can be measured using surveys. The specific attitude of interest 

depends on the program objectives.  For examples, attitude towards equal employment 

opportunity law might be an appropriate outcome to use in evaluating a diversity training 

problem. Results are used to determine training’s payoff to the company. Example of results 

include reduce costs related to employee turnover or accidents, increased production, and 

improvement in product quality or customer service. 

How can training programs be evaluated? 

 Identify the program’s strength and weaknesses.   

 To assess whether the content, organization, and administration of the program 

(including the schedule, accommodations, trainers, and materials) contribute to 

learning and the use of training content on the job. 
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 To identify which trainees benefited most or least from the program. 

 To gather marketing data by asking participants whether they would recommend the 

program to others, why they attended the program, and their level of satisfaction 

with the program. 

 To determine the financial benefits and costs of the program. 

 To compare the costs and benefits of training to non training investments (such as 

work redesign or better employee selection). 

 To compare the costs and benefits of different training programs to choose the best 

program. 

The Walgreens example 

Walgreens is a good example of a company that has reconsidered the role of training based on 

evaluation data. A Walgreens training course for new technicians was developed to replace on-

the –job training they received from the pharmacists who hired them. This course involved 20 

hours of supervision on the job. Because the company has several thousand stores, large 

amounts of money and time were invested in the training, so the company decided to evaluate 

the program. The evaluation consisted of comparing technicians who had completed the 

program with some who had not. The results showed that formally trained technicians were 

more efficient and wasted less of the pharmacist’s time than those who received traditional on-

the job training. Sales in pharmacies with formally trained technicians exceeded sales in 

pharmacies with on-the job-trained technicians by an average of $ 95, 00 each year. 

2.0 Review of related Literature 

This section has been done through my research with online books, journals like Proquest and 

published research studies in the area. The literature review supports the view that training 

evaluation still remains an unrepresented and unloved activity amongst trainers and 

organizations. 

Phillip, Lewis and Thornhill, Adrian ( 1994) in ”The Evaluation of Training- An Organizational 

Culture Approach feel that there seems to be a widespread proposition that evaluation is the 

least well conducted aspect of all training activities . A recent study of training in UK revealed 

that 85% of British employers make no attempt to assess the benefits of undertaking training. 
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According to these two authors, evaluation should embrace an organization wide approach that 

embraces the culture of the organization. Some of the reasons cited for the absence or 

ineffectiveness of training are as follows: 

 The Confounding variables effect: If a more than normal setting – in period elapses 

before the trainee or his supervisor are contacted after training, it may become 

difficult to establish that the learning has indeed occurred as a result of training. 

 Non Quantifiable Effect: The good sales from a dept after training may actually be 

due to an upturn in economy. 

 Cost outweighing the benefits Effect: Sometimes the cost of evaluating may not be 

worth the exercise 

 The Act Of faith effect: where training is readily accepted as part of the company 

culture and considered as good, it may be outrageous to argue to the contrary.  

 The Trainer Sensitivity effect: It is much easier to not evaluate as if the results prove 

negative it may show the trainer in a bad light. 

 The Organizational Political Effect: The organizational culture of preferring not to 

ask awkward questions may be seen as an organization wide version of group think 

where the organization turns a collective blind eye to uncomfortable things. 

Kelly, Andrew ( 1993)in ”Measuring Payback from Human Resource Management” feels that 

until the HRD function discovers a method for quantifying their input in terms of the bottom 

line , they will remain unrepresented in the boardroom. Most HR professionals view themselves 

as people changers rather than business improvers. Thus the concept of measuring payback 

doesn’t sit easy on their shoulders. All training and development must exist to make the 

organization more effective  

Mackey, David (2005) in his book “Transforming Training: A Guide to Creating a Flexible 

Learning Environment: the Rise of the Learning Architects.” feels that the inability of the 

learning function to demonstrate its worth, its return on investment to the organization can be a 

problem. This he attributes to their inability to work with metrics that satisfy senior 

management.  

Sloman, Martyn (1996) in”A Handbook Of Training Strategy” feels that evaluation is a key 

component of any systematic approach to training. Any organization wishing to be recognized as 

an “Investor in people” must demonstrate that it evaluates investment in training and 

development in order to assess achievement and improve effectiveness.   It was found that 4 out 

of 5 establishments in Britain did not make any attempt to assess the benefits they get from 
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undertaking training. An even lower % attempted any cost benefit analysis of their training. 

Although US practices seem more advanced, it is worth noting that a report by Carnesville and 

Schulz for the American Society of Training and Development (ASTD) on the ROI of training 

also painted a bleak picture. A 1988 ASTD poll found that only 20% evaluated in terms of 

training’s economic effect on the organization. In other words a lot of subjectivity still prevails in 

the area of evaluation. Even in a global sense we have a long way to go in the area of outcome 

based evaluation of training.  

According to Rae, Leslie (1999),”Using Evaluation in Training and Development”,  Learners 

tend to be blind to their own change, particularly in training events that contain a lot of new or 

remedial material. Often, learners who have limited reflecting skills may not realize what they 

have learnt and to what extent. If they are forced to reflect on what they have learnt for 

evaluation purpose, it will help them consolidate in their minds what they have learnt  

Lovell, Kevin (2007) in his article “Getting the Value out of Evaluation” outlines the process for 

measuring the outcomes of learning. He feels that evaluation has to be outcome focused rather 

than activity focused. For years we have evaluated training focusing on the trainer, venue, course 

material etc. Most evaluation amounts to nothing more than checking reaction. Organizations 

wanting to do higher level evaluations need to develop a customized approach. 

Short, Tom (2004) in “Exploring the Vacuum in training Evaluation: is this a case of mission 

impossible?” feels that evaluation processes do take place but rarely to the satisfaction of the 

concerned managers (Horwitz, 1999; Sloman, 2004). One of the major challenges facing learning 

professionals is establishing the cause- effect relationship between actual training and the 

resultant benefit to the organization. This author uses the term “Evaluation vacuum” to describe 

the conceptual gap between the actual learning event and the realization of benefits resulting 

from it. The author adds that more the lapse of time from training to evaluation the more 

prolonged becomes the evaluation vacuum. Pressure of work. Lack of time and lack of 

knowledge of how to evaluate were given as key reasons for overlooking training evaluation. 

Evaluators are overwhelmed by the quantity of data generated but suffer from lack of 

meaningful data at the strategic level. Very often several training initiatives maybe linked thus 

resulting in what the author terms as “Learning Bleed”, thus making it difficult to obtain 

meaningful data from any one intervention. Qualitative analysis of data is sometimes required 

given the nature of certain training initiatives but requires a longer time frame and complex data 

gathering especially in areas where training aims to bring about long term change in 

organizations. 
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3.0 Research Methodology 

Against this depressing backdrop of the current global scenario with respect to training 

evaluation, the researcher thought it would be extremely appropriate to view the other side of the 

coin. In other words an attempt was made to search for examples and case studies where 

organizations had made a conscious attempt to develop evaluation methodology and had 

achieved reasonable success. This search brought to the fore many such examples from over the 

globe of different types of training scenarios where organizations had felt the need to develop 

evaluation methodology, had gone ahead with developing it and managed to implement it with a 

fair amount of success. In order to emphasise that size or nature of business or being a well 

known organization do not really matter, the study tries to include different types of 

organizations, some well known and large and some not so well known. This proves that it is the 

intent to measure and the pressing need arising either out of the huge amount of money spent 

on training or the imperative of making training effective for organizational reasons that makes 

these exercises happen. This is evident from the case studies. For each case study following 

parameters have been analysed. 

 Focus of training 

 Training issue/organizational issue being addressed 

 Evaluation methodology used 

 Conclusions 

The one uniformity in these case studies is the fact that they have all used the Kirkpatrick’s 4 

level model for training evaluation. This made it easier for the researcher to compare the cases as 

there is wide disparity between them in terms of their organization size, culture, product type and 

training issue being addressed.  Eight case studies were chosen for the analysis. All the case 

studies involve training interventions evaluated using the Kirkpatrick’s model .The following 

were the case studies analysed. 

Case Study 1- Evaluating a Coaching and counselling course 

Case Study 2- Evaluating an orientation program for new managers; Canada Revenue Agency, 

Pacific region, David Barron, Learning and Development advisor, Vancouver, British Columbia. 

Case Study 3- This case illustrates an organised approach to evaluating a leadership training 

program at all four levels of the Kirkpatrick’s model. Gap Inc.Don Kraft, Manager, Corporate 

Training Gap Inc.; San Bruno, California. 
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Case Study 4  

The Regence group, James C. Baker, e learning specialist, Organizational development, Portland 

Oregon. 

Case Study 5  

Evaluating a Training Program on Presentation Skills: Arthur Anderson and Company. 

Case Study 6  

Kemper National Insurance Company-Evaluating a program on Performance appraisal and 

coaching. 

Case Study 7 

Nicco Internet ventures Ltd, Indian Company, a premier IT enabled HR Solutions and Service 

Company. 

Case Study 8 

Allied Signal Corporation, Phoenix Division, Garrett engine Division 

Each case study is depicted with the focus on the evaluation design and implementation as well 

as conclusions below. A description of each case is also provided as part of Annexure. 

4.0  Analysis 

No 
Type of 
program a and 
Focus 

Issue at hand Evaluation method Conclusions 

1 

Evaluating a 
Coaching and 
Counselling 
program at 
Iberdola, 
Spain. The 
focus here was 
on level 2 to 
level 3 
transition 

Even with 
10000 staff 
members and 
4, 00000 hours 
of training 
evaluation was 
only done at 
level 1 .Thus a 
team of 
specialists 
worked to 
create an 
evaluation 
procedure. 3 
training 
programs were 
chosen and the 
Kirkpatrick’s 
model was 
applied 

Level 1-existing form was used. 
Level 2- 2 tests were 
administered, one for 
knowledge and one for skills as 
the training aimed at developing 
both knowledge and skills. 
Level 3 was done using pre 
/post test comparison. Post 
testing was done 3 months after 
the training event.  
 

Although the program did not 
appreciably increase the 
knowledge level as depicted by 
the level 1 evaluation  however 
in level 3 ,73% displayed 
increase in skills and 27% could 
not apply what they learnt due 
to lack of opportunity. 
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2 

Evaluating a 
training 
program for 
New 
Managers. 
Canada 
Revenue 
Agency, 
Vancouver, 
British 
Columbia 

The Agency 
forms a part of 
the federal 
public service 
of Canada. A 
management 
program for 
employees was 
evaluated. The 
program was 
conducted in 4 
phases 
.Evaluation 
focused on 
phase 2. 

Phase 2 was an orientation 
session with a theme.” 
Balancing management with 
leadership “For level 1 
participants were asked to 
measure the content relevance 
of the course and their 
satisfaction on a 5 –point scale. 
For level 2, content evaluation 
was done using a questionnaire. 
For Level 3 participants were 
quizzed on application of learnt 
content using focus group 
technique. For level 4 
participants were asked to 
evaluate the results of their 
application of what was learnt 
in the program. 
 
 

80% of the participants found 
the topics covered relevant. At 
level 2 participants found 
narration of personal 
experiences and access to 
resource persons beneficial to 
the learning process. At level 3, 
it was found that the program 
increased team spirit and this 
was in turn reflected at level 4 
in terms of better team 
performance. 

3 

Evaluating a 
Leadership 
training 
program at 
Gap Inc, San 
Bruno, 
California. 

The focus was 
on an 
organised 
approach to 
evaluating a 
leadership 
training 
program .There 
was a need for 
leadership 
training for 
store managers 
and this was 
achieved in a 
phased manner 
over a period 
of 2 years. 

Level 1 was measured both 
qualitatively and quantitatively 
using an LTS evaluation format 
the end of the event. For Level 
2 sample of 17 participants 
filled a questionnaire with 55 fill 
in the blank questions. For 
Level 3, a random sample of 
17% of respondents was 
checked on 8 skill areas on pre 
and post levels. For Level 4 
Gap conducted an impact study 
to ascertain improvement in 
leadership, and supervisory 
skills and their impact on store 
sales, employee turnover and 
shrinkage. 

Statistical analysis revealed 
positive correlation between 
improved LSA scores and 
increase in sales, decrease in 
turnover, and increase in loss 
prevention from stores in which 
managers attended. Even after 2 
years of conducting the training 
the trend of the above data was 
positive. The % of store 
managers with improved LSA 
scores and positive business 
results has steadily increased.  

4 

The Regence 
group, 
Organizational 
Development, 
Portland, 
Oregon 

This case study 
measures 
program 
effectiveness at 
levels 1, 2 and 
3. 

OD dept at Regence conducted 
online training assessment of 17 
classes delivered in a classroom 
setting. The training spanned 8 
months and produced 490 
online assessments. For 
assessment at levels 1, 2, and 3, 
an ASTD evaluation tool was 
used. This tool was 
complemented by producing 
records of training by 
instructor, class and participant. 
The assessment tool had 2 parts 
of which the second part was 
implemented a few weeks after 
the event. 

The findings led to the 
conclusion that the participants 
were positive about the training 
and that the training helped in 
improving the performance of 
the participants at levels 1, 2 
and 3 of the Kirkpatrick’s 
model. Training organizations 
need to include the evaluation 
component along with training 
to add value to the client. To 
measure success, a multilevel 
assessment maybe necessary. 

5 Evaluating a This case study Evaluation was done at levels 2 The video tapings were analysed 
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program on 
presentation 
skills- Arthur 
Anderson and 
Company 

gives a very 
detailed 
description of 
the 
methodology 
that can be 
used while 
evaluating 
slightly 
subjective and 
behavioural 
objectives 

and 3 of the Kirkpatrick’s 
model. Pre and post tests were 
used to determine whether the 
course resulted in persistent 
changes in knowledge, skills and 
attitude as well as extent of 
behaviour change. The 2 day 
program under consideration 
had 16 participants and was 
offered 120 times. Participants 
were made to give 6 
presentations .They were made 
to complete questionnaires and 
videotaped and observed by 
evaluators. 

using a coding structure and 
observation checklist. This 
evaluation is an ideal example of 
detailed evaluation of a program 
of a subjective nature 
performed in a very precise way. 

6 

Kemper 
national 
Insurance 
Company- 
Evaluating a 
program on 
Performance 
appraisal and 
coaching. 

The detailed 
methodology 
and results of 
evaluating a 
training course 
on 
performance 
and coaching 
between Dec 
1989 and 
March 1990 is 
illustrated here. 
The study did 
evaluation at all 
4 levels of the 
Kirkpatrick’s 
Model 

Results from the Performance 
Appraisal form checklist 
administered before and after 
the training. 
Performance appraisal 
questionnaire for managers 
Performance appraisal for 
employees 
Informal observations obtained 
from many sources e.g. HR 
manager, immediate supervisor 
of those completing the forms 
etc etc. 
To assess level 4 the researchers 
asked the question-what gain 
has been there in the 
achievement of the following 2 
HR objectives viz. 
Completion of performance 
appraisal on schedule   
Quality and accuracy of the 
appraisal 
 

The course increased the quality 
of performance appraisal in 
several important areas. 
Objectives 
Performance feedback 
Completeness of the appraisal. 
Specific objectives 
that met the quality criteria 
increased by 36% after the 
event. The evaluation showed 
that there was a marked 
improvement in the 
performance appraisal quality 
and accuracy of reporting. It 
also showed that they used a 
joint problem solving approach 
and also gave more candid 
feedback on performance 

7 

Nicco Internet 
Ventures, set 
up by the 
NICCO 
group, a 
diversified 
Indian 
Conglomerate 

The company 
operated 
through HR 
consultants 
who had 
management 
education but 
lacked 
negotiating 
skills which 
posed a serious 
challenge to 
their 
performance 

A training course was 
developed for the consultants to 
improve their negotiating skills. 
Evaluation was done at both 
levels 1 and 2. Evaluation at 
level 2 was done through pre 
and post tests using quiz 
format. 

A summative evaluation of the 
course showed that 91% of the 
candidates agreed that the 
intervention helped them gain 
important new knowledge. The 
level 2 evaluation showed 24% 
to 92% correct answers. The 
training was reinforced through 
reward by linking higher rates of 
billing with consultant fees. In 
addition the consultants were 
required to prepare and present 
a negotiating plan to their 
managers before they embarked 
on negotiation with a client. 
The upward shift in negotiated 
rates with clients after training 
provided a valid level 4 
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measure.  

8 

Allied Signal 
Corporation, 
Phoenix 
Division, 
Garrett 
Engines Divn 

As a part of the 
total quality of 
mfgr efforts 2 
day courses in 
team building 
were 
conducted 
using 
experimental 
and control 
groups. 

Level 1 was measured using a 
questionnaire to know if the 
participants found the program 
informative and useful. Only 
the control group was tested at 
level 1. At level 2 post testing 
was done and compared with 
pre test scores and control 
group scores. At level 3 both 
experimental and control 
groups were asked to complete 
a team assessment instrument.. 
for level 4 researchers measured 
actual changes in performance 
on 2 variables job response time 
and job completion time. 
 
 

At Garrett engines they chose 
decreased downtime of 
equipment as the desired 
outcome. They also measured 
job response time and job 
completion time. Prior to the 
program people in the 
experimental group responded 
slowly to job requests while the 
response rate increased post 
training. 
 Similar improvement was seen 
in job completion time also for 
experimental group. 

5.0  Interpretation and Findings 

 It is worth noting that in most of the case studies evaluation was done up to level 3 

and in some cases it went up to level 4. 

 Each case study showed that the organization had developed their own unique and 

customised approach in developing the evaluation methodology.  

 In most cases there was involvement from the Learning Dept, participants as well as 

their line managers. 

 In Case study 3 of Gap Inc, we notice that they had identified critical performance 

factors and by comparing data w.r.t. these factors for stores and individual 

participants they could get a very sizeable evaluation at Level 4 of the Kirkpatrick’s 

model. They have also managed to correlate the data using statistical analysis. 

 In most of the case studies illustrated we find a good mix of both qualitative and 

quantitative techniques have been used. 

 In Case Study 4 of Regence group they found that a multilevel assessment was more 

useful. 

 In Case study 5, a program of very subjective nature has been analysed using very 

robust and detailed evaluation methodology. 

 In Case Study 7 of Nicco Internet Ventures, the company went one step ahead by 

connecting the post training performance with rewards and task reinforcement. This 

truly takes training to the next level of development resulting in organizational impact 

which is the ultimate end result desired from training. 
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 Finally case Study 8 of Garrett Engines shows how an organization can single out 

one critical performance factor and use it to assess training effectiveness. 

 In summary all case studies reflect a very detailed planning and development of 

evaluation methodology. 

6.0 Conclusions 

The above eight case studies illustrate how despite the general apathy or lack of concern and 

knowledge regarding how to conduct an evaluation study, many organizations in the US and 

elsewhere have made serious attempts to evaluate their training initiatives and with considerable 

success. For ease of understanding and analysis it was thought fit to consider those case studies 

that have used the Kirkpatrick’s 4 level model for evaluation. The 8 case studies illustrated above 

covered different functional areas as well as different types of audience and types of programs. 

In most cases the organizations have successfully reached Level 3 and sometimes Level 4 of the 

Kirkpatrick’s model. These cases prove a point that if there is willingness coupled with a bit if 

preplanning and choice of right metrics, it is definitely possible to evaluate training and to reap 

the benefits of the process. 

Designing the Evaluation Process 

It is difficult to quote a golden rule for the design of the evaluation process other than the fact 

that it must be congruent with the type of training and development to be evaluated. Too often 

one form of evaluation is used with every type of training, whether it is relevant or not. The basic 

principle behind any evaluation design is that the process must approach the training and 

learning objectives with a view to confirming whether they have been achieved or not. An 

absolute essential for any training program must be the determination of terminal objectives 

sought from the program. Once this is figured out, the evaluation format can then be 

ascertained.    Consideration of the form of training will indicate fairly readily the type and extent 

of evaluation measures, but in general they will look at whether to include: 

 Pre testing or pre knowledge measures of the learners. 

 Start of course assessments 

 Daily or interval interim approaches 

 End of program reaction  

 The form of action planning 
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 Arrangements for medium and long term evaluation either by correspondence or by 

visiting and by whom. 

Equally essential in the planning and design stage will be the confirmation of arrangements with 

people other than the training staff who are likely to be or should be involved in the evaluation 

process and their various responsibilities. 

Type of tests for evaluation 

A variety of tests can be found at all stages of evaluation, but are more usually encountered: 

 Prior to the training event 

 At the start of the training event 

 Progressively during the program 

 At the end of the program. 

Their contributions to training are as follows: 

 An assessment of knowledge, skills and attitude levels prior to the training 

 Measurement of learning over the period of the program 

 Supporting feedback to learners during the event 

 Feedback to the trainers or other program producers on the effectiveness of the 

training program. 

A number of different evaluation designs can be applied to training programs. 

Pre-test/Post-test with Comparison Group. This method compares a group of employees 

who receive training and a group who do not.   

Pre-test/Post-test. This method is similar to the pretest/protest comparison group design but 

has one major difference: no comparison group is used.    

Post-test only. In this method only training outcomes are collected. The post test-only design is 

appropriate when trainees (and the comparison group, if one is used) can be expected to have 

similar levels of knowledge, behaviour, or results outcomes prior to training. 

Time Series.  In the time-series method, training outcomes are collected at periodic intervals 

before and after training.   
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There is no one appropriate evaluation design. Several factors need to be considered in choosing 

one. 

 Size of the training program. 

 Purpose of training. 

 Implications if a training program does not work. 

 Company norms regarding evaluation 

 Costs of designing and conducting an evaluation 

 Need for speed in obtaining program effectiveness information 

Lovell, Kevin. (2007) in “Getting the value out of evaluation” says that most L & D practitioners 

know that in  a vast majority of cases evaluation amounts to little more than measuring reaction 

or at level 1 of the Kirkpatrick’s model. He says that all research shows that beyond this level 

evaluation tapers off rapidly. While we cannot put down reactionnaires, we must acknowledge 

that they may tell us a lot about training activity but little about learning outcomes. The CIPD’s: 

L&D annual survey report (2006) identifies two main barriers to evaluation of learning outcomes 

as lack of resources (76%) and lack of time (67%). They also feel that learning can deliver more 

value than it demonstrates. In other words we do not know how to demonstrate the benefits of 

learning effectively. They feel that L & D professionals are too busy making the training event 

happen. 
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A Pilot Study On Perceptions About Various Teachings Methods 

In Management Education 

Mr. Sumeet Manerikar 10  
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Abstract 

Teaching methods play an important role in management education. This pilot study is aimed at finding out 

current options of teaching methods for management studies. The study makes an effort to identify perceptions of 

management faculty and students about the use of these methods. A sample of 75 management students and 20 

management faculty was studied. The findings show similarity between preferences of management faculty and 

students. (RHO=.82).  The four methods preferred are class room teaching with audio visual aids, student 

presentations, case studies, term papers and projects. 

Key Words: Pedagogy, Management Education, Student Perceptions, Teachers’ Perceptions 

 

 

1.0 Introduction 

Teaching methods are basically descriptions of the learning activities and flow of information 

between students and teachers. Today, different teaching methods are available to a teacher and 

he or she is free to choose one or more. The choice of teaching methods is based on various 

factors. They are objectives of teaching, profile of participants or students, time, space and 

material resources, infrastructure and the teaching style of a teacher. Added to this is the fact that 

because of various changes taking place around, the teacher has to adapt and use suitable 

methods. Moreover, we are witnessing several paradigm shifts in management education like 

replacement of teaching and testing by continuous learning and improvement. 

Teachers of management are no novices to teaching methods which range from direct learning 

to experiential learning.  A number of studies have been conducted on pedagogical issues in 

current management education. In fact management educators are known for their dynamic 
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approach to the teaching/learning process. A number of teaching methods are already being 

used by them. Studies have been conducted to explore their advantages and disadvantages. This 

study tries to explore into existing perceptions of teachers and students about the methods in use 

for management education, with a view to help in formulation of suitable teaching strategy. 

2.0 Objectives 

The objectives of the study are:  

 To identify the teaching methods commonly used in management education vis-à-vis 

the perceptions of teachers and students. 

 To identify merits and demerits and the utility of the teaching methods used. 

3.0 Research Methodology  

Steps in the Study- 

 Identification of commonly used teaching methods. This was done through a small 

brain storm section with management teaching faculty (core and visiting). The 

methods shortlisted after the discussion were: 

 Lecture method 

 Classroom teaching with audio-video aids 

 Students presentations 

 Research papers/ projects 

 Case students 

 Role plays/ Discussions 

 Management games 

 Students mentoring 

 Identification of data collection method- the method decided upon for collecting 

data was the ranking method. This was felt suitable as the number of teaching 

methods considered are eight in number and also because ranking permits 

comparison between different samples. 

 Data collection and Sample- The ranking scale for teaching methods was 

administered on teaching faculty and students. As this is a pilot study a sample of 

seventy five students and twenty faculty members was considered.  

Students n = 75 
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Teachers n=20 

Further, a few teachers were asked to give their insights into usefulness of these methods. 

The data collected was analyzed quantitatively and qualitatively. 

The quantitative analyses consisted of arriving at group ranks of teachers and students for these 

methods. The weighted average method was used. Further the ranks of teachers and students 

were compared by using Spearman’s rank order correlation method.  

The qualitative analysis was done by using content analysis of insights given by faculty. 

Findings were culled out and are presented. 

4.0 Literature Review 

Clawson and Haskins (2006) in the book titled “Teaching Management- A Field Guide for 

Professors, Consultants, and Corporate Trainers, comprehensively enumerate different methods 

of teaching in a management programme. While speaking about methods ranging from the 

Lecture Method, Group Discussion, Case Discussion, Action Learning,  

Simulations, Technology- Based Learning to student counseling the book speaks about the 

merits, demerits and perils of using each method and also suggests ways to manage each type of 

teaching method. 

In the last chapter, the authors mentions that no matter what method the management teacher 

uses and however innovative the method, it is the ultimately how the teacher handles each 

method that makes a programme impactful.  

The book is remarkable because it gives a detailed account of how each method can be used. 

The authors recommend the preparation of a course portfolio that would help a teacher get an 

overview of how each topic can be handled through different methods and becomes a ready tool 

for future use. 

Jena, Pradhan and Chakraborty (2012) in the research paper Student's Perception about Case Study 

Method of Teaching: A Comparative Study among MBA Students of KIIT University and Jadavpur University 

mention that while the case method plays an essential role in management teaching, teachers 

should careful with the choice and age of cases  because cases can be highly context-specific in 

terms of effectiveness.  The article focuses only on the case method and does not discuss other 

methods. 
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Zapalska and  Brosik( 2006 ) in the research paper Learning styles and online education found  

that the teacher  has to understand each student’s learning style and should match his teaching  

method and style to that learning style.  

The paper however refers to online teaching and therefore gives only one angle of teaching 

management.  

Delaney, T Johnson, Trudi Johnson, Dr. Dennis Treslan (2008) in their research paper 

Students’ Perceptions of Effective Teaching in Higher Education found that students want their 

searchers to be professional, responsive and humorous while engaging their session. The article 

surveys students perception about teaching style and also behavior in the class. Students in the 

survey want the teacher to teach and not the Teaching Assistant. Students find their teachers 

‘knowledgeable’ when they relate their teaching to real-life situations.  They found that students 

prefer teachers who inject shorties and real life situations \ in class.   

5.0 Findings  

Table 1 

Group Ranks (Preferences) of Students and Teachers. 

Teaching methods     Ranks a       Ranks b 
      (Students75)   (Teachers20) 

Lecture method 4 2 

Classroom teaching with Audio Video aids 1 1 

Student presentation 2 3 

Term Papers/Projects 5 4 

Case studies 3 5 

Role Play/Discussions 6 6 

Management Games 6 8 

Student Mentoring 8 7 

The similarity between the preferences of students and teachers was analyzed by using 

Spearman’s rank order correlation method. (RHO). 

RHO = .82 

This indicates a high degree of similarity between preferences of students and teachers. This 

brings out the communality between student and teacher perceptions, and facilitates the 

adoption of mutually preferred teaching method. 
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The most preferred teaching method by both the groups is crass room teaching with audio visual 

aids followed by student presentation, case studies, and term papers and projects. The least 

preferred methods were role play/discussions, management games, and student mentoring. 

A few observations of the faculty members about teaching methods based on qualitative analysis 

are presented: 

1.  Lecture Method 

This includes the theory, derivation of concepts, basic principles and historical observations for 

understanding of the students. Is useful during initial phases of the course and for a large group 

of students. Requires proficiency in verbal skills for teacher and continuous attention from 

students. 

2.  Classroom teaching with Audio-video aids 

These aids are proving very good supplement to a normal teaching pedagogy. Usually keeps 

group’s attention and looks professional. Also can be useful in teaching difficult concepts and 

theories. 

3.  Students presentations 

This gives students an opportunity to present their analysis, opportunity to address an audience, 

confidence building and removing a stage fear. However, it needs a lot of guidance and is 

dependent on student motivation. 

4.  Term papers and Projects 

These are two types: Group projects and individual projects. The group projects (assignments) 

develop abilities to work in groups, interpersonal skills, adjustments and cooperation. The 

individual projects help in confidence building. Useful when individual feedback is provided by 

the teachers. 

5.  Case Study 

It explains the practical aspects of the theory and principles. Students find it more interesting 

since it invokes their thinking process. However, proper weaving of theory and the case study 

will make the learning process complete. Develops analytical and problem solving skills amongst 

students. More useful for teaching practices and strategies. 
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6.  Role plays / Discussions 

Introduces problems situation dramatically. Provides opportunity for students to assume roles of 

others and thus appreciate another point of view. Allows for exploration of situations provides 

opportunity to practice skills. 

7.  Management Games 

Presently these activities are very low due to non-availability of relevant management games. In 

future their availability and inclusion might increase. However if properly written and 

meaningfully conducted can prove a very powerful teaching method. 

8.  Mentoring 

 This is not practiced as a separate method but though counseling & guidance. 

6.0 Conclusion  

This is a pilot study. There is a need to carry out a study on a large sample of teachers, students 

and others by using a combination of questionnaire and in-depth interviews. This will result in 

better understanding and insight into this subject of current relevance. However the study 

outlines a need to develop a teaching strategy based on a judicious mix of different teaching 

methods. 
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Effect of Gender on Transformational Leadership Intervention 

Impact 

Ms. Swati Mankad 12 

 

Abstract 

This research paper aims to determine whether gender has an impact on the effectiveness of the leadership 

Intervention program. The research design is a mix of both quantitative and qualitative approaches. The 

experimental design of pretest and posttest was used consisting of 313 students of Management (N=313, males= 

205   females=108). The results were both quantitatively and qualitatively analyzed. Overall the findings 

indicated that gender did not have an impact on the effectiveness of the Intervention. This research takes the 

participants’ self-rating into account.  Future research can consider effect of work experience and education. Results 

obtained suggest that through appropriate interventions companies can leverage the talents and capabilities of both 

males and females at all levels of management in the transformational leadership style in the Indian context. This 

finding is invaluable to companies who need to consider both male and female leaders in the area of 

transformational leadership interventions in the Indian context to combat the talent crunch in the area of 

leadership. 

Key Words: Transformational leadership, Gender, Sex, Intervention 

 

 

1.0 Introduction 

The World Economic Forum’s Corporate Gender Gap Report 2010 based on a survey of 600 of 

the heads of Human Resources at the world’s largest employer says that the biggest barriers to 

women’s access to leadership positions identified by the respondents are “general norms and 

cultural practices in your country”, “masculine or patriarchal corporate culture” and “lack of role 

models”. Talent shortages projected to become more severe in much of the developed and 

developing world, maximizing access to female talent is a strategic imperative for business. 
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2.0 Purpose of Research 

This research study attempts to investigate whether gender has an impact on the effectiveness of 

leadership intervention. Even though Transformational leadership has dominated leadership 

literature (Judge and Piccolo, 2004; Bass and Riggio, 2006) since its introduction by Burns (1978), 

the effectiveness of Transformational Leadership training is a less researched avenue (Barling, 

Weber and Kelloway, 1996). The window of opportunity to free women and men from the 

confines of gender stereotypes is opening now. To take advantage of and further this change it is 

important that training interventions help this blurring of the stereotype. Transformational 

leadership is fast becoming the standard for great leadership. Women who demonstrate greater 

propensity for this type of leadership are being noticed. In turn, men are also being freed from 

gender stereotypes and the pressure to be aggressive and individualistic (Anne Perschel, 2009). 

3.0  Literature Review 

Herein follows a literature review on transformational leadership and allied concepts. 

Transformational leadership 

There are five key factors of transformational leadership. ‘Idealized Influence (attributed)’ refers 

to charisma, being confident and powerful, focusing on ethics, and followers identifying with the 

leader. ‘Idealized Influence (behavior)’ refers to charismatic actions focused on values and 

missions, as well as having a trustworthy role model to follow (Antonakis, Avolio, & 

Sivasubramaniam, 2003). This work extended House’s view of charisma and his focus on the 

interaction between the leader and the follower (Bass, 1985; House, 1977). ‘Inspirational 

Motivation’ allows leaders to share a positive vision of the future and challenge followers to high 

standards and morals. Through ‘Intellectual Stimulation’, leaders question current traditions and 

beliefs and look for new ways of doing things. Questioning beliefs is encouraged. Employees are 

encouraged to think for themselves. Through ‘Individualized Consideration’, leaders deal with 

people as individuals and focus on individual strengths and development areas and help them 

achieve the higher parts of Maslow’s needs hierarchy (Maslow, 1954). They helped improve 

worker Satisfaction (Bass, 1985;  Antonakis, Avolio & Sivasubramaniam, 2003).  

The role of transformational leaders is indispensable to the current business scenario. 

Transformational leadership is extremely important for the smooth running and progress of 

organizations. According to Burns (1978:20), the transformational leadership “occurs when one 

or more persons engage with others in such a way that leaders and followers raise one another to 

higher levels of motivation and morality”. It differs, however from earlier conceptualizations of 
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charisma as the leader also demonstrates ‘Individualized Consideration’ and ‘Intellectual 

Stimulation’. A transformational leader encourages and supports individual members of the 

group (Bass, 1998). Howell and Avolio (1993) studied 78 managers to show that 

transformational leaders were associated with a higher internal locus of control and significantly 

and positively contributed to the achievement of business-unit goals. A recent meta-analysis 

demonstrates that the most effective model of leadership is transformational. Transformational 

leaders are facilitators who act as role models to other team members and use innovative 

problem-solving approaches. Transformational leaders adopt a mentoring role with their 

followers, encouraging self-development and increased responsibility within the organization. 

Leadership effectiveness is defined as an "outcome of leaders’ behavior rather than a particular 

type of behavior" (Eagly et al., 1995, p. 128). According to Bass (1998), a predominantly 

transformational culture is likely to be team-accented, adaptive, dynamic, creative, flexible, and 

conducive for individual growth.    

Difference between Gender and Sex 

Before we look into how gender affects the leadership intervention impact we need to 

differentiate between the terms ‘Gender’ and ‘Sex’. These terms are often used interchangeably 

but are not the same.   The term Gender is etymologically derived from the Latin word, genus, 

meaning ‘type’, ‘kind’ or ‘sort’. Sex relates to a biological category and refers to visible 

differences. Gender as a term relates to culture and refers to the assignment of various 

characteristics to each sex; it refers to what is normative or what is anticipated to be expected in 

men’s and women’s behavior. If the appropriate term for sex is male and female, the 

corresponding terms for gender are masculine and feminine; thus gender is the amount of 

masculinity or femininity found in a person. The concept of gender applies at various levels. 

Firstly, it is a dimension of personal identity, a psychological process of experiencing the self. 

Secondly, it is a part of social order, the foundation of social institutions such as kinship, 

sexuality, the distribution of work, politics, and culture. Thirdly, a cultural symbol which can be 

interpreted, the basis of normative dichotomies (Loganathan & Venkat, 2010, p54)  

Gender roles consist of perceptions about the psychological attributes that constitutes the 

characteristics of each sex, which is called the gender stereotype. Increased equivalence in the 

managerial roles played by women and men overtime may have been sufficient to bring about 

stereotype change (Powell, Butterfield and Batrol 2008). Gender is a multidimensional and 

multilevel phenomenon with many different facets (Korabik, 1999). These include intrapsychic 

aspects such as gender schemas and stereotypes; gender-role identity; and gender-role traits, 
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attitudes and values (Bem, 1993). They also include the manner in which men and women 

interact with each other (Deaux & Major, 1987). Moreover, gender is an ascribed status 

characteristic. Men’s higher social status means that they have more access to power and 

resources than women do and consequently, they are accorded greater privilege (Ridgeway, 

1992). Thus, gender is both “a hierarchical structure of opportunity and oppression as well as an 

affective structure of identity and cohesion” (Ferree, 1995, p 125). Korabik and Ayman (2007) 

proposed an integrative model of gender and leadership that combines elements where 

leadership is seen as a social interaction between leaders and their supervisors, peers, and 

subordinates. The nature of this interaction is influenced by intrapsychic processes in all parties. 

Transformational leadership and Gender. 

Lord, DeVader, and Alliger (1999) have suggested that masculinity-femininity is an important 

personality trait in forming leadership perceptions. Bass and Avolio (1994) used the Multifactor 

Leadership Questionnaire (MLQ) to show that women managers have more Idealized Influence, 

are more inspirational and individually considerate than men. Men are higher in management-by-

exception and laissez-faire leadership, both being less proactive styles and linked to less effective 

outcomes. 

Rosener (1990) showed that women described themselves in ways that characterize 

transformational leadership. Ross and Offermann (1997) found that transformational leadership 

relates positively to pragmatism, nurturance, and feminine attributes and negatively to criticalness 

and aggression. Eagly and Johannesen-Schmidt (2001) meta-analyzed 47 studies and showed that 

women exceeded men significantly on Individualized Consideration and reported that female 

leaders were rated by followers as being more transformational than male leaders. Specifically, 

female managers displayed three components of transformational leadership more frequently 

than men: Idealized Influence, Inspirational Motivation, and Individualized Consideration 

(2003). Carless (1998) examined 120 women and 184 men employed ad band managers and 

found that female managers were more transformational than male managers, when they rated 

themselves and when they were rated by their superiors. Self-rating showed significant 

differences in interpersonally oriented behavior. As women show more supportive behavior as 

compared to men (Gregory, 1990; Eagly & Karau, 1991), they would be more identified with and 

trusted than men transformational leaders. In addition, Bass and Avolio (1994) showed that 

women leaders rate higher on transformational behaviors than men leaders. 

A meta-analysis by Eagly et al. (1992) supported the claim that women face more obstacles in 

leadership roles than do men. This argument suggests that women face prejudice and are rated 
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more critically than men. One significant finding that has arisen from the transactional and 

transformational theories of leadership is the suggestion that transformational leadership, more 

so than transactional leadership, is linked to leadership effectiveness: women managers, on the 

average, tend to be more transformational and more proactive in addressing problems. As a 

consequence, they are likely to be seen as more effective and satisfying as leaders by both their 

male and female followers (Bass and Avolio, (1994). This finding is of great significance, as it is 

assumed that organizations would wish to capitalize on employees who exhibited the style of 

leadership which was most clearly aligned to leadership effectiveness. 

A study by Reuvers, Engen et al (2008) revealed a positive relationship and a significant 

relationship between transformational leadership and innovative work behavior. Furthermore, 

gender of the manager moderated the latter relationship, indicating that employees report more 

innovative behavior when transformational leadership is displayed by male in comparison with 

female managers. In the paper “creating a safe environment for women’s leadership 

transformation” the authors explore how transformational learning can be achieved for women 

in formal settings. Their analysis suggests that this question cannot be fully addressed by either 

the transformational learning or Women-only-Training (WOT) literatures. The paper affirms the 

importance of safety in learning. Future research needs to address the structural and cultural 

dimensions of women’s leadership challenges (Fletcher, 1998) 

The study by (Judeh, 2010) examined the gender differences in transformational leadership 

which found that no significant differences in transformational leadership between male and 

female managers at equivalent levels, whether leadership was self-rated or observer-rated. Only 

the difference was noted in Intellectual stimulation where males scored higher and in 

Individualized Consideration where females scored higher. 

Needs and concerns of learning in men and women 

Research indicates that men and women have different needs and concerns in learning 

environments. For women, learning tends to be highly personal (Gallos, 1993). Women learn by 

integrating different perspectives. In the learning process, women relate theory to their own and 

other’s experiences, rather than thinking primarily in the abstract as men often do. Women more 

regularly think contextually and holistically than do men (Fisher, 1999). As women learn, they 

integrate, generalize, and synthesize (Helgesen,1990; Rosener, 1995).Women’s learning also 

involves connecting affectively as well as cognitively with the subject matter (Belenky, Clinchy, 

Goldberger, & Tarule, 1986). They tend to define learning and self-development as their ability 

to develop and express their own “voice” (Belenky, 1986; Gallos, 1993), reflecting their own 
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experiences and identity as women. For women, communication is a means of seeking and 

providing confirmation and support. Women seek consensus and connection in interactions with 

others rather than establishing hierarchy and status as is common in interactions among men 

(Tannen, 1990). 

4.0 Research Hypotheses 

On the basis of above literature Review on Transformational Leadership and gender the 

following Hypotheses have emerged to determine whether gender affects transformational 

leadership intervention impact. 

H01 : There is no relationship between the Intervention Program and the Transformational 

leadership style in the entire group due to gender. 

  This indicates that gender does not have an impact on the effectiveness of the 

Intervention Program 

H02 :  There is no relationship between Gender and {Idealized Influence (attributed)} 

H03 :  There is no relationship between Gender and {Idealized Influence (behavior)} 

H04 :  There is no relationship between Gender and {Inspirational Motivation}   

H05 :  There is no relationship between Gender and {Intellectual Stimulation}. 

H06 :  There is no relationship between Gender and {Individualized Consideration} 

Sample Design 

Sample Size : 313 

Nature of Sample : Business Management Students in various Colleges in Mumbai 

Sampling Technique : Purposive 

5.0 Type of Data 

Primary : The data collected from the participants of the Intervention program (N=313, males= 

205, females=108) were students of Management from Mumbai who were randomly assigned 

into groups.  

Secondary Data : collected from Journals, books, Online Databases. 
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6.0 Research Design 

The experiment used the Pretest and Posttest design. 

7.0  Data Analysis and Interpretation 

Sample characteristics are as follows: 

Sex :  Male =205      Female=108 

 

The participants are currently enrolled in Business Management Programs  

Bachelor of Business Management= 80 

Masters of Business Administration=233 
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Measures 

The Indian Transformational leadership Scale was used to assess the effectiveness of the 

Intervention Program    

Training Intervention    

The final intervention Program was developed after primary research and a trial run of the 

Intervention program              

The intervention was divided into three sessions. 

Session I 

First session was the ‘Main session’ of three and a half hours and a 10 minute break. The 

participants were randomly divided into 12 batches consisting of not more than 30 and not less 

than 20.  

Session II 

 Second session the ‘Refresher session’ of half an hour was conducted after 10 days of the Main 

session.  

Session III 

And finally the ‘Evaluation session’, the Posttest conducted after 10 days of the refresher session 

i.e. 20 days after the Main Session.  The experimental method of Pretest and Posttest was used 

with quantitative and qualitative feedback from the participants. A Trial run was conducted to 

refine and develop the final Intervention Program. The Posttest consisted of the Indian 

Transformational Leadership Scale, used to assess the effectiveness of the Intervention Program. 

8.0 Results  

Statistical procedures used were descriptive statistics for analyzing the demographic information 

and inferential statistics namely t-test (paired and independent), one-way ANOVA, and chi-

square. Only participants who underwent the treatment were analyzed. The Pretest and Posttest 

experimental treatment was used to assess the effectiveness of the Intervention.                          

The results indicate that Gender does not have an impact on the overall Transformational 

leadership Style of all the participants. Only in the factor of Intellectual Stimulation females have 

improved as compared to males. 



Management Vision 

113 
 

9.0 Implications  

This research adds to the existing body of knowledge on impact of gender on transformational 

leadership intervention by suggesting that both men and women can be transformational leaders 

in the Indian context.  

It also suggests that there is a gradual blurring of the leadership stereotype. This indicates that 

the businesses can harness the abilities of women also in dealing with complex and complicated 

problems that they face in the current scenario. Human Resource Development Interventions on 

Transformational Leadership should focus on both men and women. Appropriate Interventions 

can break the “glass ceiling” that women face. 

Both male and female potential leaders are able to influence through their enthusiasm and hard 

work. Irrespective of their gender, lead from the front, are energetic, have the courage to stick by 

the bold decisions taken by them and are able to make personal sacrifices to fulfill the group’s 

common goal. They instill enthusiasm in other members by motivating, listening to them, giving 

positive feedback, and teaming to encourage them.  Further, they also coach others to rectify 

their mistakes and make them do better. 

Both male and female potential leaders’ actions reflect their core set of values. There is improved 

coordination between various groups and individuals for the smooth functioning of the group or 

team through the interpersonal skills of Listening, Feedback, and Teaming. They try to practice 

what they preach and lead by example. There is more clarity in thought and action which is 

communicated through all aspects of the major skills of interpersonal communication namely, 

Listening, Motivating, Teaming, Providing Feedback, and Promoting and Managing Resistance 

to Change.  

Both male and female potential leaders have improved in their ability to inspire and in the 

process motivate. The goals and vision of the team are communicated clearly so that each one’s 

work gives meaning and a sense of satisfaction. Both males and females use effectively the skills 

of Listening, giving and taking Feedback, and Motivating which help achieve the leaders to 

inspire and motivate.  Each member irrespective of the gender inspirationally motivates 

members to contribute to the group’s common goal. Both the male and female potential leader is 

more persistent in achieving targets and does not easily give up. 

The results indicate that females have improved in being able to stimulate creativity and 

innovation from others. While giving feedback there is no public criticism of members’ mistakes. 

Ideas are not criticized because they differ from the leader’s ideas thereby motivating them to be 
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innovative and creative. Listening with acceptance and a non-judgmental attitude promotes 

radical thinking.  

The participants irrespective of gender have been increasingly supportive of the needs of their 

team members. Through the skills of Listening and Feedback the potential leaders have come to 

know about the differences and uniqueness of the members. Teaming results in members taking 

into account the differences of other team members and interacting with them accordingly. 

10.0  Limitations and Suggestions for Future Research 

The Intervention Program was developed based on the assumption that the participants would 

have an adequate proficiency in the English language.  Also the leaders’ perception is taken into 

account in the rating on the Indian Transformational Leadership Scale.  

Further, research can be carried out on whether work experience, and/or education can enhance 

the transformational leadership style of the potential leader in the Indian context. The 

Intervention Program can be carried out in local languages to increase its reach and benefits. 

Since the leaders’ self-rating has been taken into consideration, future assessments of the 

Intervention Program can be carried out taking the observer-rating of the leaders’ Superiors’, 

Subordinates’ and peers’ assessment. 

11.0 Conclusion 

Transformational leadership is fast becoming the standard for great leadership. This combined 

with inclusion of the cultural specific aspects makes it relevant in the Indian context. As this 

happens, women who demonstrate greater propensity for this type of leadership are being 

noticed as leaders. In turn, men are also being freed from gender stereotype and the pressure to 

be aggressive and individualistic. As men and women take advantage of increased opportunities 

to participate in roles once reserved for the “other sex”, gender stereotypes, including those 

about leadership, are and will continue to fade. 
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Quality Assurance (ISO 9001) in Value Added Services (VAS) 

Telecom Industry 

Mr. Anit Bhatnagar 13 

 

Abstract 

It is generally observed that companies in India either go for ISO 9001 or CMM certifications as their Quality 

Assurance Practices. The paper presents a Case Study on an Indian organization which recently acquired ISO 

9001- 2008 certificate. This Organization is primarily into Value Added Services (VAS) Technology in 

telecommunication. The paper puts forth findings and implementation of ISO 9001 into a value-added services 

company.  

 ISO 9001 in general, is a certification not specific to industry, telecommunication, especially the value-added 

services companies, on the other hand, requires ISO to be implemented in a slightly different manner. VAS Tech 

companies rely heavily not only on products but various services which are implemented over these products, at 

Telecom operator level. Straightforward implementation of an ISO may result in catastrophic decline in the 

performance of the company in general. 

Key Words: ISO-9001—Quality Management System, Quality Assurance, Implementation of QMS in 

Telecommunication 

 

 

1.0 Introduction 

Quality– The Evolving Definition 

Word “Quality” is now being used in every walk of life. It was Carl Frederick Gauss (1777-

1855) introduced the concept of normal curve. Edward Deming, the ‘Godfather’ of Quality 

brought about an immense change in the approach towards quality in the early 1950’s 

The definition of Quality is very much changed since it was initially defined. The basic definition 

or thumb rule is that “Quality is something which is measured with reference to some predefined 

standard” the positive and negative deviation from the standard determines the quality of the 

said system.  This interpretation of quality is better understood if it is introduced to a process 
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which is “well-defined”.  Most of the current scenarios where we talk about quality, the 

situations are not well defined or are very difficult to define.  The difficulty comes when quality 

is to be introduced on something which is more like “Service”.  

With ever changing market and emergence of new business, the general sense of quality can only 

be summarised as: 

“Quality is something that enhances the value” 

There are various quality management techniques such as TQM, TQC, BPM, Six Sigma etc., ISO 

9001-2008 is one of the widely used technique. 

ISO 9001 - - Quality Management System 

There are various methods by which quality of a system can be maintained, the most common 

and customisable system is ISO 9001 - 2008, Quality Management System (QMS). 

ISO 900X was introduced in 1987 as a quality management system to provide business worth 

with a solid and effective model. When it is designed and implemented to a process or product, it 

promises to provide a framework for ensuring that customer requirements are defined, quality of 

certain services are maintained, delivered on time and the management systems (control and 

feedback) are improving on a continuous basis. 

The system revolves around following value propositions: 

Implementation and Maintenance of QMS Purchase Policies 

Products and Services to Meet Customer Requirements Process Controls 

Documentation and Obedience of Policy, Objectives and 
Procedures 

Monitoring and Measurement 

Management Commitment Towards Customer Focused 
Quality Policy 

Analysis and Improvement 

Planning and Process Definition Human Resource Management 

Design and Develop Mgmt. Review and Recommendations 

Production and Service Provision 
 

Worldwide total of ISO 9001:2000/2008 certificates (Source: ISO) 

1993 46,571 2002 5,61,767 

1994 70,364 2003 4,97,919 

1995 1,27,349 2004 6,60,132 

1996 1,62,701 2005 7,73,867 

1997 2,23,299 2006 8,96,929 

1998 2,71,847 2007 9,51,486 

1999 3,43,642 2008 9,82,832 

2000 4,57,834 2009 10,64,785 

2001 5,10,349 2010 11,09,905 

Total Certifications (till 2010) 97,13,578 
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The wide ranging benefits are: 

 Improved Customer Service Satisfaction 

 Consistent Product and Services 

 Improved Customer Vision 

 Sufficient Products and Services 

 Reduction in Cost 

 Improved Communication 

 Better Opportunities and Sales 

 and Most Importantly, Moral and Job Satisfaction of Employees 

2.0 Objective s 

The main objectives are as follows:     

To understand  

 General Quality Assurance Practices in Companies (Especially in India) 

 ISO and its importance in telecommunication  

To comprehend:  

 Implementation process of ISO  

 The benefits of ISO implementation  

 Conclusion 

3.0 Research Methodology  

Need & Significance of the Study 

The myriad quality issues facing theVAS Technology Service provider and resultant deterioration 

in client servicing compelled the organisation under review to implement ISO9001-2008 QMS. 

The study intends to determine the benefits which would accrue to the organization in terms of 

fewer grievances from client’s end, thereby improving relationships with clients, service quality 

among others. The study affords immense learning to other organizations that might be facing 

similar problems. 
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Scope & Limitation 

 The study restricts itself to designing and implementation of ISO9001-2008, Quality 

Implementation System in one organization only- a VAS Technology service 

provider. 

 Time duration for the study is restricted to one year only. Long term impact of 

implementation of QMS system on various parameters is beyond the ambit of this 

study 

Research Design 

Implementation of a Quality Intervention and Observation thereof using Pre-hoc and Post-hoc 

design  

Type of data used 

 Primary: Data gathered from observations of Quality evaluation parameters like no 

of internal follow-ups and client escalation for a year’s time period. It involved 

comparison of 6 months data on various quality evaluation parameters prior to the 

implementation of  QMS with the data gathered post implementation 

 Secondary: Data collected from sources like ISO9001-2008 QMS manual, ISO900X-

1987 Manual, Company Website, books, Research journals.  

Type of Data Analysis 

Quantitative using tools like graphs and excel sheets 

4.0 Telecommunication Scenario (VAS) and Quality Implementation 

Value Added Services (VAS) providers are the companies that deliver product and services apart 

from normal voice and data services to a Telecom Service Provider (Telco). In modern context it 

is very difficult to bifurcate VAS services from normal Telco services but in broad terms, 

anything which is not voice call or Internet browsing is usually comes via value added service 

providers.   VAS companies usually position the following to telecom operator: 

 Provide Services 

 Manager Services 

 Provide Platform Specific to Services 

 Provide Content or Interface with Content Companies 

 Provide Platform 
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It is globally observed that there are very few telecom operators in any given country. With few 

operators catering to a large number of subscribers, puts Telecom Operators in the unique 

position of guiding the VAS providers.  

In Indian context, we have 13 operators catering to approx. 935 million customers (Dec, 2012) 

with over 1000+ VAS companies (as per Internet survey) providing services. Most of the 

companies have very competing VAS products. Thus the funnelling for a successful VAS 

company is the “quality of service” provided to the operator and their customers. 

Another key factor in Quality implementation in a telecom VAS scenario is the frequency of 

change required to maintain a market edge. Telecom is the only sector where a single tweak in 

one campaign can easily be quantified as effectingresults within minutes. To explain further, 

doing a SMS or OBD campaign, changing prompts can result in huge decline or increase in 

subscription to VAS services. This quick-change and turnaround makes implementation of 

QMS very difficult in VAS companies. 

One of the major building blocks for ISO implementation is documentation (it is basis to 

quality cycle of evaluation and improvement). It refers to documenting everything and anything 

which is accompanied for a particular service or a product for Tracking, Evaluation and 

Improvement. With the fast changing scenario, documenting every change and its effect is the 

daunting challenge for VAS companies. 

5.0 Implementation of Quality Management Systems in VAS Telecom 

In the QMS guideline, it’s being said to use the following for QMS implementation: 

 Prepare Organization 

 Gap Analysis 

 Project Plan 

 Training 

 Documentation 

 Use and Improve QMS 

 Internal Audits 

 ISO Registration  

VAS scenario is fast changing,constantly shifting consumer preferences and demand forces 

service providers to churn their content and application portfolio repeatedly, it is difficult to 

make a business case for investing in platforms. Business pressure to maintain a high growth 
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gradient often has operators scrambling to scale operationally rather than focusing on grooming 

future growth engines. The determining factor for successful VAS Company is “Quality of 

products and services”. 

6.0 QMS Shortfalls in VAS Telecommunication 

When a VAS organization tries to implement the ISO - 9001 directly into their existing system 

operations, it is observed that this simply degraded the company’s operations with various Telcos 

who are used to having tremendous fast turnaround times. The reasons for the catastrophic 

failure of implementation are as follows: 

 The amount of money, time and effort required for the paperwork (documentation) 

is simply too much where changes need to be implemented very quickly. The usual 

turnaround time for an on-going operation is less than 15 minutes, thus complying 

with QMS is very challenging.  

 ISO relies on various specifications, procedures and controls for its implementation. 

These on one hand, help in establishing standard but on the other hand they are 

overclocked and difficult for a fast changing market. It gives a false indication that 

certification means better quality of operations. 

 It was vision paradigm for the employees, as it was observed that the system of 

quality was considered more like just “The Certification” for clients rather than 

improvement on existing operations. 

 Quality can have a positive effect on ROI, sales, marketing and operations but does 

not require having an ISO certification.  

It was imperative that the usual way of implementing QMS system would not provide desired 

results in the real world scenario of VAS telecommunication. To overcome the above-mentioned 

the following was initiated: 

 Changing the Overall Perspective of QMS: The vision was altered to implement 

QMS for “Improvements”, the word “Quality” was removed from the overall 

operation perspective and only focused on improving the existing systems. This was 

aided with implementation of an automated system which was in tuned with existing 

operations. It was intended to shift the mind-set of people from a cumbersome QMS 

to mere improving the procedures for efficiency with automation.  

 Automated System: An ecosystem, which revolves around an automated computer 

system running on distributed network aiding in improvements (not quality) was 
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created. The system is not “document intensive” but designed in a fashion of 

automatic “document grabbing” so that the existing work cultures is not affected 

and operations are automatically grabbed for analysis and improvement. When the 

organization started designing the automated system, realisation dawned that most of 

the work that was thought to be people dependent, was actually a procedure 

dependent operation. Even though VAS requires very fast turnarounds, defining 

procedures with the help of a guided automated system, reduces the need of very 

highly skilled, experienced project managers to an average skilled, least experienced 

project managers to perform the similar tasks. This not only enhances the capability 

of individual but also made highly-paid resources to be utilised in more efficient 

manner. 

 Implementing ISO - 9001: With automated system in place, it was easy to tweak the 

system, so that control and procedures of ISO - 9001 can be adhered. It was a 

gradual shift where the existing operations were simply moved from a “regular email, 

phone calls system” to an “automated computerised system” which is ISO – 9001 

compliant. There was slight discomfort initially, once the system was integrated in 

almost every operation, and was very well accepted by the organisation. 

7.0 QMS System Execution 

The QMS system was implemented as an automated computerised system which relies on 

distributed network of servers pointing towards an Internet based management. The various 

broad level self-descripting components are as follows: 

Quality 
Management 
System (QMS)

ISO 
Complaint

Quality 
Implementation

User 
Management

Lead 
Approval 

Mechanism

Leads

Central Interfaces

Security 
Mechanism

SMS Web
Email (Any 

Email 
Client)

Downloadable 
Application

Offline App
WAP 

Access

Issue 
Resolution

Tasks

Status

Alerts

Customizable 
Reports

Trouble 
Ticket 

System
Individual

Group

Account

Gantt

Dashboard

Emails
Dashboard

SMS
OBD

Voice

Emails
Dashboard

SMS
OBD

 

OMS Implementation 
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The operations of VAS telecommunication mostly rely on fast turnarounds of emails and phone 

calls. The typical scenario is when a phone call comes for operational change, business managers 

issues a small email to the concerned department for changes. The usual feedback is via email or 

a return phone call, when the task is complete. These and other basic steps are captured by 

centrally deployed QMS which interfaces between various nodes. The salient features of the 

automated system are as follows: 

 System was built over commercially available, free to use, CMS systems which was 

deployed at a central location with distributed array of servers. This CMS has 

capabilities of basic project management, allowing various tasks and reports realized 

by Internet Based System. The organization took this basic system and builds various 

modules around it to customize and capture day-to-day operations on an automated 

fashion. Some operations are as follows: 

Activity 
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 The system was interfaced with various communication mechanisms for input and 

output. QMS can generate automated SMS, outbound calls, emails, dashboard views 

etc. for the operation teams. Depending upon the task priority, the system 

automatically informs the concerned person or department to take immediate 

actions. The effort and documentation of the taskis automatically calculated and 

information is securely captured in the document repository of the QMS. 

Gantt Charts 

 

Task and operational Calendar 
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 The information capture (the project management operations) can happen by simply 

logging into a system using a computer with a Web browser, a phone with WAP 

browsing capability and also via a secure downloadable application on a mobile 

device that provides a rich user experience. System automatically generates emails / 

SMSes and even voice calls, depending upon the created project and their 

stakeholders.  

 One of the unique ways of capturing information into the system is integration to any 

email client. The QMS is designed to receive an email with specific information in the 

email subject and can automatically add it is a task. This reduces the burden of a 

person to do multiple entries, once in the QMS and then send an email to different 

departments. This was intended for people who are very accustomed for push mail 

systems on their phones (like blackberry email services) and does not want to 

immediately shift to a new system. 

 The automated system not only reduces the burden of day-to-day operations but also 

improved the efficiency of the entire organisation. The system has the capability of 

working as a document repository for various tasks and operations, with version 

control. The impact of QMS was not direct, as it was used only as easing in various 

other operations for simplification and quantification.  

 It’s apparent that system will enhance the customer’s view towards the organisation 

as a whole with improved procedures and automated responses. The greatest benefit 

was observed in the management of individual employees of the organisation (HR 

Activates). As completion and complexity of an assignment can be measured, 

implementation of an appraisal system based on QMS has increased the overall 

employee satisfaction towards the organisation. The variable part of the salary was 

Any-Email Integrations 
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linked with QMS and this made it easy to quantify and justify the salary distribution 

between the employees.  

Some of the others salient improvements observed were: 

 Effective Cost Estimation 

 Almost Zero Project Preparation with predefined Project Templates 

 Quick Pre-sales Support and Documentation 

 Document Repository 

 Indications for Project Overruns and Subproject Costing 

 Project Effort Estimations and Checking 

 Quick Implementation of 

 Plan 

 Do 

 Check 

 act 

 Review Tool 

 Employee  

 Task Assignment 

 Performance  

 Appraisals 

 Human Resource Management 

 Deployment Mechanism 

 Internal communication Management 

 Security Management 

 Access Limitation 

 Improved efficiency 

 Secure information and documentation capture 

8.0 QMS Implementation Findings – Sustained Operational Growth 

The QMS system was installed very recently and has already eased up the operations 

tremendously. For evaluation purpose, one telecom operator was chosen as a reference and 

analysed. The following was observed: 
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We analyse the Internal Escalation Emails for the past one year and found a sustained drop in 

internal escalation emails after implementation of QMS. Thisrealizes that the system is reducing 

the effort of project managers and deployment teams and enhancing better operational 

excellence. 

 

As QMS is not influencing the direct working but the operations, the core development team 

was not required to change the development strategies (which are very complex and technology 

centric). The same reference system was checked with emails from the client asking for an 

escalation for defects not corrected in time. It was found that with QMS and proper distribution 

of task, issues were resolving at a faster rate with less wastage of time and effort. 
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As tasks can be quantified, assigned and their resolution can be tracked, linking this with 

appraisal system helped in reduction in employee churn. The task is very clearly informed to the 

employees; this enhances the overall capabilities and organisation. 

Client satisfaction is enhanced as various reports including escalation alerts are sent automatically 

with detailed progress and expected completion dates. 

9.0 Conclusion 

With the implementation of QMS, and keeping in mind that quality is nothing but improving the 

existing, operations, organisational excellence can be enhanced. The reference system was 

implemented at VAS Telecommunication Company where changes happen very quickly. With 

proper system, which is technologically savvy and highly automated, operations of a changing 

environment can efficiently be in sync with guidelines provided by ISO 9001.  

The key is not to implement quality as a certification or requirements from some client 

regulation, but to implement a system that enhances the overall efficiency of people and 

operations. The implementation strategy, broadly discussed here, can be implemented with ease 

to any quick turnaround organization.  

Apart from other benefits, system is extremely capable in enhancing the talent and reduction in 

employee churn. 
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Employee Engagement: From Nowhere to Nowhere 

Ms. Silpy Gupta14 

 

Abstract 

The instability caused due to economic slowdown, globalization along with other factors like Gen Y workforce and 

many more has forced the corporations to discover new ways of survival. Colossal change in outer environment as 

well as internal atmosphere has forced the organizations to consider and concentrate more on their human intellects. 

Organizations have realized that involvement and commitment of their people will give them an edge over 

competitors. Engaged workforce has become a decisive arm for organizational growth and survival. Though very 

difficult to measure the level of engagement, organizations are now taking every possible action to engage their new 

generation workforce and retain the bloomed talent within. Organizations are consciously working on their 

strategies and practices to build cooperative employee relationships and commitment. Last decade saw a huge shift 

in employee engagement interest and techniques by the employers. 

Key Words: Employee engagement, employee commitment, Generation Y, talent management, talent retention 

 

 

1.0 Introduction 

This imports that engaged employees are a group of more productive employees. 

Employee engagement in management is not a new concept. But its importance has increased 

and has been brought into sharp focus with the rise in domestic and global competition, volatile 

environment, frenziedly updating technology and advent of Gen Y workforce. Employee 

engagement has become a very popular term used in management now-a-days. With the advent 

of unprecedented change and uncertain tough time, it has become essential for the organizations 

to attract, develop and engage their human talent than ever before. Companies are now picking 

and customizing new trends of employee engagement that will help them to shape up the impact 

on business outcome. 

                                                 
14  Faculty Member - IBS Business School, Mumbai, silpy1708@gmail.com 
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2.0 Objectives 

 To study the concept of Employee Engagement 

 To understand the way Employee Engagement is implemented in organizations 

 To understand the emerging pattern of employee engagement tools and techniques 

as used in organizations  

 To study the impact of Employee Engagement on various aspects of an organization 

3.0 Methodology of the Study 

The paper puts forth a Conceptual framework of Employee Engagement. For this purpose an 

exhaustive Literature survey was conducted wherein Fundamental theory in the research domain 

was collated with evidence obtained from varied secondary data sources namely Research 

journals, periodicals and reports from the industry. 

Practical implications 

The paper would assist Human Resource practitioners across industry in understanding the 

significance of engaged employee and its impact on the organization. 

Scope and Limitations 

The paper uses only secondary data sources as evidence. Collection of Primary data from HR 

Managers and employees involved in the process of employee engagement is beyond the scope 

of this study. 

4.0 What is Employee Engagement? 

However as noted by Robinson et al. (2004), there has been surprisingly little academic and 

empirical research on a topic that has become so popular. As a result, employee engagement has 

the appearance of being somewhat faddish or what some might call, ‘old wine in a new bottle.’ 

To make matters worse, employee engagement do not have a clear definition but has been 

defined in several ways. It has been defined as emotional and intellectual commitment to the 

organization (Baumruk, 2004; Richman, 2006; Shaw, 2005) and also as the amount of 

discretionary effort exhibited by employees in their jobs (Frank et al., 2004). According to Kahn 

(1990, 1992), engagement means to be psychologically present when occupying and performing 

an organizational role. Employee engagement is a desirable condition, has an organizational 

purpose, and connotes involvement, commitment, passion, enthusiasm, focused effort, and 
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energy, so it has both attitudinal and behavioral components (Erickson, 2005). Dell Inc. defines 

employee engagement by stating, “To compete today, companies need to win over the minds 

(rational commitment) and the hearts (emotional commitment) of employees in ways that lead to 

extraordinary effort” (Vance, 2006). Schaufeli et al. (2002) defines engagement as a positive, 

fulfilling, work-related state of mind that is characterized by vigor, dedication, and absorption. 

They further state that engagement is not a momentary and specific state, but rather, it is a more 

persistent and pervasive affective-cognitive state that is not focused on any particular object, 

event, individual, or behavior. 

Employee engagement is defined as ‘the extent to which employees commit to something or 

someone in their organization, how hard they work and how long they stay as a result of that 

commitment’ (Corporate Leadership Council, 2004). Rothbard (2001) also defines engagement 

as psychological presence but goes further to state that it involves two critical components: 

attention and absorption. Attention refers to the cognitive availability and amount of time one 

spends thinking about a role while absorption means being engrossed in a role and refers to the 

intensity of one’s focus on a role. 

Burnout researchers define engagement as the opposite or positive antithesis of burnout 

(Maslach et al., 2001). According to Maslach et al. (2001), engagement is characterized by energy, 

involvement, and efficacy, the direct opposite of the three burnout dimensions of exhaustion, 

cynicism, and inefficacy.  

While the term can be defined and understood in several ways, every organization is well aware 

of the need of enthusiastic and committed employees. Organizations today aims to acquire 

rightly skilled people, nurture them and keep those engaged and committed talent to get a 

competitive edge and sustain in today’s gung ho marketplace. 

(based on 18 definitions of employee engagement) 

Concept Percentage Used 

Commitment - cognitive, affective, behavioral 5.5% 

Commitment - rational & emotional 5.5% 

Discretionary effort – going above and beyond 11% 

Drive innovation 5.5% 

Drive business success 22% 

Energy, involvement, efficacy 11% 

Passion and profound connection 5.5% 

Positive attitude toward company 5.5% 
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Psychological presence- attention and absorption 5.5% 

Shared meaning, understanding- active participation 5.5% 

Stay, say, strive 5.5% 

Think, feel, act, during performance 11% 

Translate employee potential into performance 5.5% 

With hopes of finding common themes or concepts, eighteen definitions were reviewed 

including those mentioned above and results were posted in Table above. 

Source: Dicke, C.,Holwerda, J., &Kontakos, A. M. (2007).Employee Engagement: What Do We Really 

Know? What Do We Need to Know to Take Action?. CAHRS Spring Sponsor Meeting 

5.0 Why employee engagement? 

Companies were already competing hard in the national market when globalization made that 

competition tougher by opening up the international market for them. Globalization is the 

process of international integration, in context of social, cultural, economical, technological and 

many more, from the interchange of world views, products, ideas, and other aspects (Wikipedia). 

A lot of globalization is now happening across industries.  Part of this is due to business friendly 

open regulations and communication medium that allows firms in different countries to do trade 

dealings. Globalization has changed the dynamics of management and professionals have to 

equip themselves to this evolution. The impact of globalization influences businesses at varying 

degrees. Globalization leads to augmented competition. This competition can be related to 

products and services provided, increase in market share, quick production process, price, target 

market, technological adaptation, and quick response by companies etc. As globalization 

becomes more ubiquitous, companies deal with increased cultural diversity within the workforce 

and even as customer. Along with people of different demography, organizations have to 

accommodate people from various cultural backgrounds. The rapid changing of the market 

requires a quick transfer and efficient use of knowledge available. It is very difficult to assess the 

unprecedented changing environment around the globe. 

Generation Y, also known as the Millennial Generation, is the fastest growing segment of today’s 

workforce. They are in their 20s and the biggest generation since the Baby Boomers. With 

Generation Y fast approaching the front line of our workforce, it’s time for the organizations for 

more attention to their interest and working habits. Gen Y grew up with technology and relies 

on it to execute their job better. The world to them is virtual and the possibilities are endless. 

This new generation is willing to trade high pay for fewer billable hours, flexible work schedules 
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to have a better work-life balance and trail their hobbies. They value teamwork and ask for the 

input and avowal of others. They are independent, very positive, determined, self motivated and 

achievement oriented. They have soaring expectations of their company, search for new 

challenges and are not petrified to question authority. Generation Y desires some meaningful 

work and an unyielding learning curve. They can focus fully on many variables at once and can 

handle multi tasking. Corporations cannot take the risk of ignoring the wants, attitudes and 

preferences of this enormous young cohort. They have all the promising talent of a new and 

optimistically more engaged workforce. 

‘Today’s technology is obsolete tomorrow’ – under such condition technology is increasingly 

playing crucial role in the success of organizations. Technology has changed the way business is 

done in today’s world. Technology gives organizations the strength to spread their wings. It is 

applied in every aspect of business function starting from research, productivity, operations, 

mobility, relationship building and communication. Impact of technology can be observed and 

felt in the entire workplace. Business processes and procedures are now more dependent on 

technology. It has become a crucial factor for growth and survival. Organizations have to be very 

careful before choosing a right system for them. They should have the right quality of talent, 

fanatical and passionate workforce, who will always wholeheartedly welcome and make use of 

the latest methods to help the organization grow and prosper. The pace of technological 

improvement is running at an exponentially increasing rate. Always keeping itself updated and 

using latest technology in a right manner and at correct time has become imperative for the 

corporations to achieve a competitive advantage. People using such technologies to achieve 

organizational objectives should be dedicated enough to reap the benefit.   

The financial downturn is impacting developed as well as developing economies. The global 

recession and economic slowdown has scared the business world who are now always in a fear to 

face a double-dip recession. As recession is becoming the part of the normal business cycle, it 

makes just as much sense to plan for recession or downturns as it does to plan for good, 

economic times. Corporations need to be more proactive and innovative and try to come up 

with early interventions to survive during recession. The most important challenge in recession 

period is revolutionizing the human resource systems to identify, maintains, develop and utilize 

talents across the organization to their fullest capacities. The management of internal people has 

now assumed strategic importance in the realization of organizational escalation and excellence. 

A more loyal and gripped workforce is very difficult to be imitated by the competitors as done in 

case of other policies and processes. Engaged employees are always an asset to an organization 

which gives them an edge throughout competition. 
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6.0 New trends in employee engagement practice 

Nowadays, there is diverse populace working at the same workplace. People from different 

demographic and geographic backdrop have their own various desires, needs, approach and way 

of thinking. Employers face a big challenge to meet these varying expectations. As one size does 

not fit all, the management policies and practices are developed specifically to cater to these 

varying needs. These supportive policies and practices are very important to meet the varying 

degree of expectations to keep the employee engagement at an elevated level. It is believed that 

fully engaged employees are ready to put in discretionary effort for the growth of their 

organization (Chabungbam, 2010).By being aware of the unique needs of diverse groups, as well 

as by recognizing individual differences within these groups, HR can better understand the 

challenges of increased diversity in the organization’s workforce and work toward designing and 

implementing workplace policies and practices to engage diverse employee groups. The different 

areas where organizations are focusing for change so as to engage their employees can be 

covered under the following.  

 Recruitment and selection 

 Orientation program 

 Job designing  

 Training and development 

 Learning and growth 

 Feedback and guidance 

 Quality of work life 

 Pay and reward  

 Performance management  

 Potential appraisal 

 Managing career   

 Flexible working  

 Work-life balance  

 Communication and involvement 

 Managing change  

 Discipline and grievance  

When done well, practices that support talent management also support employee engagement 

(e.g. work-life balance programs –flexitime, telecommuting, compressed workweeks, reward 
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programs, performance management systems) according to the Corporate Leadership Council 

(2004) and Martel (2003). 

Recruitment and selection practices have undergone a modification based on the needs, wants, 

behavior and volatile environment. Presently, the job profiles are tailored according to the right 

candidate’s interests. This tailored job profile, which suits the interests of the candidate, keeps 

them engaged with their work. Focus of picking the right talent is now more towards finding out 

employee’s team management & collaborative skills, adaptability and their interest towards their 

work; which excites them and makes them take extra responsibilities on their own.  

Employees are now encouraged to choose the training and development programs for their own. 

They could nominate themselves for the training programs. Employees are provided with more 

learning opportunities.  

Performance appraisal has been molded to performance management system along with more 

focus on potential appraisal. Continuous guidance and feedback are provided from goal setting 

to achievement by the senior people. This helps both the employees and employers to find out 

the strength and weaknesses and track the unrevealed skills and abilities in a person. 

Organizations reap the benefit of more enthusiastic employees, proper career path and increased 

output.  

As people are now more concerned about the quality of the organizational work and also 

maintaining a proper balance between their professional and personal life, organizations are 

bringing about modifications and changes in practices, giving more autonomy and flexibility to 

improve their employees’ involvement and commitment. 

For real progress in employee engagement to occur, we need to address a more fundamental 

issue: the employer-employee relationship (Huggett, 2009). Employer-employee relations are 

fragile and cannot be taken for granted. Employers want enthusiastic advocates for the 

organization who make the effort to give their best. Employees want to feel respected, involved, 

heard, well-led and valued in an organization. There exists a psychological contract between the 

employee and employer which refers to a commonly used exchange concept providing a 

framework for understanding the ‘hidden’ aspects of the relationship between organizations and 

their employees (Shore &Tetrick 1994). It is the set of expectations held by the individual 

employee that specify what the individual and the organization expect to give to and receive 

from each other in the course of their working relationship (Sims, 1994) . The psychological 

contract tells employees what they are required to do in order to meet their side of the bargain 

and what they can expect from their job (CIPD). Unlike formal contracts of employment, 
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psychological contracts are often tacit or implicit. They tend to be invisible, assumed, unspoken, 

informal or at best only partially vocalized. This unspoken expectation and relationship is 

evolving, especially against a background of a changing labour market and low unemployment 

where companies are being encouraged to do what they can to retain and engage people. 

Kissler’s(1994) distinction between old and new characteristics of psychological contract 

Old Contract New Contract 

Organization is ‘parent’ to employee ‘child’  
Organization and employee enter into ‘adult’ 
contracts focused on mutually beneficial work  

Employee’s identity and worth are defined 
by the organization 

Employee’s identity and worth are defined by 
the employee  

Those who stay are good and loyal; others 
are bad and disloyal  

The regular flow of people in and out is healthy 
and should be celebrated  

Employees who do what they are told will 
work until retirement  

Long-term employment is unlikely; expect and 
prepare for multiple relationships  

The primary route for growth is through 
promotion  

The primary route for growth is a sense of 
personal accomplishment  

Sparrow’s (1996) differentiation between old and new psychological contracts 

Contract Element Old Contract New Contract 

Change 
environment  

Stable, short-term focus  Continuous change  

Culture  
Paternalism, time served, 
exchange security for 
commitment  

Those who perform get 
rewarded and have contract 
developed  

Rewards  Paid on level, position and status  Paid on contribution  

Motivational 
currency  

Promotion  
Job enrichment, competency 
development  

Promotion basis  
Expected, time served, technical 
competence  

Less opportunity, new criteria, 
for those who deserve it  

Mobility 
expectations  

Infrequent and on employee’s 
terms  

Horizontal, used to rejuvenate 
organization, managed process  

Redundancy/tenure 
guarantee  

Job for life if perform  
Lucky to have a job, no 
guarantees  

Responsibility  
Instrumental, employees exchange 
promotion for more responsibility  

To be encouraged, balanced with 
more accountability, linked to 
innovation  

Status  Very important  
To be earned by competence and 
credibility  
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Personal 
development  

The organization’s responsibility  
Individual’s responsibility to 
improve employability  

Trust  High trust possible  
Desirable, but expect employees 
to be more committed to project 
or profession  

 

The new mindset has spurred many organizations to shift from strict vertical hierarchies to 

flexible, decentralized structures that emphasize horizontal collaboration, widespread 

information sharing and adaptability. Redesigning of organizations is taking place towards 

something called learning organization (Daft, 2013). The new learning organization promotes 

communication and collaboration so that everyone is more engaged in identifying and solving 

problems, enabling the organization to continuously experiment, improve and increase its 

capability. In rapidly changing environment, hierarchy becomes overloaded. Horizontal 

workflow enables the organizations to respond rapidly enough to problems and opportunities. 

Employees are now more empowered, responsible and accountable towards their role which 

encourages them to work with one another with more enthusiasm. The wide spread sharing of 

information keeps the employees updated to response quickly. Collaborative strategy helps the 

people to learn and contribute. The adaptive culture encourages openness, equality, continuous 

improvement and change. Supportive environments allow members to experiment and to try 

new things and even fail without fear of the consequences (Kahn, 1990). 

 

Source: Richard L. Daft (2013). Organization theory and design of organizations.11th edition. Cengage learning 



Management Vision 

141 
 

There is little qualm about the significance of fairness in the workplace. Fairness strives to make 

the employees' place of work healthier and more than just adequate to work. Fairness and justice 

is also one of the work conditions in the Maslach et al. (2001) engagement model. A lack of 

fairness can exacerbate burnout and while positive perceptions of fairness can improve 

engagement (Maslach et al., 2001). When employees have high perceptions of justice in their 

organization, they are more likely to feel obliged to also be fair in how they perform their roles 

by giving more of themselves through greater levels of engagement (Saks, 2006).Fairness and 

justice are likely tobe the important conditions in working environment. Organizations are 

focusing more on business ethics, responsibilities, justice and fairness. . The emphasis on treating 

everyone with equal care and respect creates the climate in which people feel safe to experiment, 

take risks and make mistakes, all of which encourage learning and dedication.  

Organizations today, by allowing their employees to take time-off from work to pursue 

philanthropic activities, are redefining the engagement concept. Employees, who volunteer, 

experience a sense of accomplishment and are more loyal towards their organization. Many 

people have expressed that regular volunteering has brought a positive influence on their 

persona; has made them more profound to others and have started appreciating others better. In 

addition, employees improve critical talents while functioning with different communities, 

develop the capability to relate to others and get improved at collective functioning and using 

their skills in novel and often challenging situations. There is also confirmation that employees 

with favorable opinions of their organization’s socially responsible activities are more engaged, 

confident and likely to state an intention to stay with the organization (Kenexa, 2010).Therefore 

inspiring employees to participate in societal activities has seen a lot of anticipated and 

unpremeditated benefits for establishments, such as a robust engagement and stronger 

attachment between employee and the organization, greater pride in being associated with the 

organization, networking between employees at various hierarchy levels, opportunity to take on 

leadership roles and cultivate confidence of employees and foundation of constructive brand 

ambassadors for the organization. This also works as a retention strategy since the employees 

connect with their organization and its cause. 

7.0 Outcomes of employee engagement 

Fully engaged performers require less command, attention and time from their superiors. They 

have the intrinsic motivation and passion to perform because they are very clear about their goals 

and know how to achieve them. In a global survey of the engagement levels of 50,000 employees 

in 27 countries, research by the Corporate Leadership Council emphasizes the link of 
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engagement to business success and its direct impact on employee performance and retention. 

Organizations that have a highly engaged workforce were found to have almost 10 times as many 

committed, high-effort workers as those with a low-engaged workforce. 

It supports a visceral relationship between the management, organization as a whole and its 

employees. Engaged workforce works more meticulously, is more faithful and more likely to go 

the ‘extra mile’ for the employer. It is a useful retention strategy. The Gallup Q12 survey showed 

that the most engaged workplaces are 50% more likely to have lower staff turnover, 56% more 

likely to have higher than average customer loyalty, 38% more likely to have above average 

productivity and 27% more likely to report above average profitability. 

According to Gallup survey happy and engaged employees are better equipped to handle stress 

and change, are much more likely to have a positive relationship with their manager, feel more 

valued by their employer and are more satisfied with their lives. People with higher levels of 

engagement appear to substantially enjoy more positive interactions with co-workers than do 

their less-engaged counterparts. 

Harter et al. (2002) specifically equated engagement with both satisfaction and involvement. 

Engagement and commitment go parallel to each other. It enables employee to take risk and 

stretch for excellent contribution. 

In recent times, various studies have focused on employee engagement and its relationship with 

organization’s performance and sustainability. Employee engagement decreases the employer’s 

total cost and certainly contributes to company’s turnover and progression. Employee 

engagement, in fact, can make or break the bottom line (Lockwood, 2006). SHRM Conference 

(2006) reported the result of a new global employee engagement study showing a dramatic 

difference in bottom-line results in organizations with highly engaged employees when compared 

to organizations whose employees had low engagement scores. The study, gathered from surveys 

of over 664,000 employees from around the world, analyzed three traditional financial 

performance measures over a12month period, including operating income, net income and 

earnings per share. Most dramatic among its findings was the almost 52% gap in the one-year 

performance improvement in operating income between organizations with highly engaged 

employees versus organizations whose employees have low engagements cores. 

Research has found that engagement boosts operating income, increases employee productivity, 

lowers turnover risk, provides a greater ability to attract top talent and leads to higher total 

returns (Towers Perrin, 2003). 
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The experience of engagement has been described as a fulfilling, positive work-related experience 

and state of mind (Schaufeli and Bakker, 2004; Sonnentag, 2003) and has been found to be 

related to good health and positive work affect (Sonnentag, 2003). These encouraging 

experiences and sentiments are more likely to result in constructive work outcomes. As noted by 

Schaufeli and Bakker (2004), engaged employees likely have a greater attachment to their 

organization and a lower tendency to leave their organization. 

8.0 Conclusion 

Martel (2003) is of the opinion that in order to obtain high performance in postindustrial, 

intangible work that demands innovation, flexibility, and speed, employers need to engage their 

employees. ‘One question still challenges many organizations in their quest to improve 

performance that what can be done to significantly impact employee engagement?’ (People 

Management,2008).Organizations can be assured for sustained success by concentrating on the 

vital engagement drivers which create a positive impact on their employees and consequently 

keeping them engaged. Improving levels of employee engagement does not have to be 

expensive; it just takes some time and energy, but benefits will outweigh these costs (Bates, 2004; 

Robinson, 2007). The organizations that have a highly engaged workforce have escalated to the 

high position. They proactively understand and respond to the environment, competition, and 

varying workforce requirements. In turn, the employees make professional and personal 

progress, but still remain devoted to the values that made them successful and are well placed for 

persistent achievement. Engaged employees within an organization provide a competitive 

advantage to organizations, as explained by the resource-based view of the firm (Joo and Mclean, 

2006), and hence there is a need to continuously engage employees. 

  



Management Vision 

144 
 

Bibliography 

 Bates, S. (2004).Getting engaged.HR Magazine, Vol. 49 (2). 

 Baumruk, R. (2004). The missing link: the role of employee engagement in business 

success. Workspan, Vol. 47. 

 Chabungbam, P. (2010). Re-engineering Employee Engagement: A basis to sustain & 

succeed even in upheaval time. HR Today, June (2010), pp. 52-56 

 CIPD factsheet, The Psychological Contract, http://www.cipd.co.uk/hr-

resources/factsheets/psychological-contract.aspx 

 Corporate Leadership Council (2004), Driving Performance and Retention Through 

Employee Engagement, Corporate Executive Board. 

 Daft, R. L. (2013). Organization theory and design of organizations.11th edition. 

Cengage learning. 

 Dicke, C., Holwerda, J., & Kontakos, A. M. (2007). Employee Engagement: What 

Do We Really Know? What Do We Need to Know to Take Action?. CAHRS Spring 

Sponsor Meeting 

 Erickson, T. J. (2005). Testimony submitted before the U.S. Senate Committee on 

Health, Education, Labor and Pensions, May 26. 

 Frank, F.D., Finnegan, R.P. and Taylor, C.R. (2004). The race for talent: retaining 

and engaging workers in the 21st century. Human Resource Planning, Vol. 27 (3). 

 Global recession and emerging challenges for human resources management in India, 

http://www.ukessays.com/essays/human-resources/global-recession-and-emerging-

challenges.php 

 Huggett, M. (2009). Engagement depends on a clear psychological contract between 

employee and employer,  

http://www.hrmagazine.co.uk/hro/opinion/1015657/engagement-depends-

psychological-contract-employee-employer 

 Joo, B. K. & Mclean, G. N. (2006). Best employer studies: a conceptual model from a 

literature review and a case study. Human Resource Development Review, Vol. 5 (2). 

 Kahn, W.A. (1990). Psychological conditions of personal engagement and 

disengagement at Work. Academy of Management Journal, Vol. 33. 

 Kahn, W.A. (1992). To be full there: psychological presence at work. Human 

Relations, Vol. 45. 



Management Vision 

145 
 

 Kenexa Research Institute. (2010). Being Socially Responsible has a Positive Impact 

on Employees as Well as Their Local Communities and the Environment. Employee 

Insight Report. 

 Kissler, G. D. (1994). The new employment contract. Human Resource 

Management, Vol. 33(3). 

 Lockwood, N.R. (2006). Talent management: driver for organizational success HR 

content program. SHRM Research Quarterly. 

 Martel, L. (2003). Finding and keeping high performers: best practices from 25 best 

companies. Employee Relations Today, Vol. 30 (1). 

 Maslach, C., Schaufelli, W.B. and Leiter, M.P. (2001).Job burnout. Annual Review of 

Psychology, Vol. 52. 

 People Management.(2008). Employee engagement white paper commissioned by 

IXIA. www.personneltoday.com/articles/2008/09/15/47511/employee-

engagementwhite-paper-commissioned-by-ixia.html 

 Richman, A. (2006). Everyone wants an engaged workforce how can you create 

it?.Workspan, Vol. 49. 

 Robinson, D. (2007). Engagement is marriage of various factors at work. 

http://www.employeebenefits.co.uk/resource-centre/trends-and-issues/staff-

engagement-is-marriage-of-various-factors-at-work/2304.article 

 Robinson, D., Perryman, S. and Hayday, S. (2004).The Drivers of Employee 

Engagement. Institute for Employment Studies, Brighton. 

 Rothbard, N.P. (2001). Enriching or depleting? The dynamics of engagement in work 

and family Roles. Administrative Science Quarterly, Vol. 46. 

 Saks, A.M. (2006). Antecedents and consequences of employee engagement. Journal 

of Managerial Psychology, Vol. 21 (6). 

 Schaufeli, W.B. & Bakker, A.B. (2004). Job demands, job resources, and their 

relationship with burnout and engagement: a multi-sample study. Journal of 

Organizational Behavior, Vol. 25. 

 Schaufeli, W.B., Salanova, M., Gonzalez-Roma, V. and Bakker, A.B. (2002). The 

measurement of engagement and burnout: a two sample confirmatory factor analytic 

approach. Journal of Happiness Studies, Vol. 3. 

 Shaw, K. (2005). An engagement strategy process for communicators. Strategic 

Communication Management, Vol. 9 (3). 



Management Vision 

146 
 

 Shore, L. M., & Tetrick, L. E. (1994).The Psychological Contract as an Explanatory 

Framework in the Employment Relationship. C. Cooper, & D. M. Rousseau (Eds), 

Trends in Organisational Behaviour. New York: Wiley. 

 SHRM Conference.(2006). Vol. 15. www.isrinsight.com/pdf/media/2006 

engagement.pdf 

 Sims, R. R. (1994). Human resource management's role in clarifying the new 

psychological contract. Human Resource Management, Vol. 33 (3). 

 Sonnentag, S. (2003).Recovery, work engagement, and proactive behavior: a new 

look at the interface between nonwork and work. Journal of Applied Psychology, 

Vol. 88. 

 Sparrow, P. R. (1996). Transitions in the psychological contract: Some evidence from 

the banking sector. Human Resource Management Journal, Vol. 6 (4). 

 Towers Perrin Talent Report. 2003. Working Today: Understanding What Drives 

Employee Engagement. 

 Vance, R. J. (2006). Effective practice guidelines: Employee engagement and 

commitment. Alexandria, VA: SHRM Foundation. 

  



Management Vision 

147 
 

Virtual Recruitment: Prospects & Challenges 

Ms. Tabassum Dhange 15 

 

Abstract 

Human Resource Department has traditionally been considered as a cost centre. There have been attempts to 

address this concern by outsourcing some of the functions in Human Resource department namely recruitment, 

payroll and benefits, contract to write employee handbook, etc. In this endeavor to change the face of HR, one of 

the upcoming cost reduction tools over the last few years is Virtual Recruitment. There has been an increasing 

demand in “Virtual Recruiting” and hiring “Virtual Recruiters” by SME staffing companies globally. This 

research paper seeks to understand the virtual recruiting process, its benefit to the business as well as to the 

potential virtual recruiters and to determine whether it is a change mechanism. 

Key Words: Virtual Recruitment, Freelancer, Flexibility, Outsourcing 

 

 

1.0 Introduction 

The human resource industry in India has grown at a compounded annual growth rate of 21% 

over the past four years and is pegged to be around Rs 22,800 crore, according to a report by 

Executive Recruiters Association and Ernst & Young. As the industry gets more organized, new 

entrants, emerging sectors and multinationals are dropping anchor, and a changing mindset in 

traditional companies makes space for HR firms rather than just internal networking. 

The 'Human Resource Industry Solutions Report 2012' indicates a maturing industry which is moving 

from being fragmented to getting more organized. The industry has players that are bifurcated 

into recruitment, temporary staffing and executive search. HR consultants' image has gone many 

notches up from being a vendor to that of a partner, who plays a key role in the company's 

growth trajectory, says the report. 

While the permanent recruitment in India is estimated at Rs 3,000 crore, the search industry is 

pegged to have a market size of Rs 600 crore to Rs 700 crore. The search sector gets its boost 
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from foreign players entering Indian markets and expanding into different geographies and 

industries.  

"The Indian economic, social and cultural landscape is in the middle of unprecedented change. 

The need for solutions for complex problems of growth, innovation, and professionalization is 

driving the opportunity for the HR solutions industry in a way that has never been seen before," 

says Amit Zutshi, Partner in Ernst & Young's Transaction Advisory Services practice. Temporary hiring 

has a 73% market share while permanent staffing has 13% of the pie, says the report. 

The temporary recruitment industry is expected to be at around Rs 17,200 crore in which 

professional staffing accounts for Rs 5,300 crore and general staffing is at Rs 11,900 crore. Firms 

those are into professional staffing have a margin as high as 30% to 35%. Temporary staffing 

globally is at $140 billion but on the domestic front, with more companies leasing out job 

requirements, 2.5% to 3% of the workforce is expected to be on contracts in India in the near 

future. 

Outsourcing - The Changing Face of Recruitment 

A recruitment outsourcing is a business service that allows companies to focus on their business 

goals while continuing recruitment related issues at the same time. Quality human resource is 

essential to any organization's overall success; they not only contribute to the company's growth 

but also create a brand. Due to this, it becomes imperative that the recruitment process should 

be very effective. Due to globalization and liberalization, there is a huge talent pool available to 

be explored. It is exactly here where the role of recruitment outsourcing becomes important. 

Outsourcing human resource in India is a steadily growing trend that can over time reduce hiring 

costs for companies as well as guarantee on the overall quality of workforce. This has led to the 

introduction of a concept known as Virtual Recruitment. 

Virtual recruitment is a progressive and innovative practice that provides companies, 

consultancies and the virtual recruiters across sectors the advantage to increase their networks. 

“Virtual recruitment relies on technology, ranging from portals to social networking sites like 

Facebook, LinkedIn and personal contacts”. Virtual recruitment makes it easy for the 

recruitment firms to hire the candidates from a cost effective source and for an individual to do 

recruitment in the present time from anywhere. 

Technology and internet is now an essential part of today's world, and has a far reaching affect 

on the job market as well. This process enables recruiting skilled workforce from a distance; the 

interviews and all necessary formalities are conducted online and job offers are handled in a 
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virtual environment. Virtual recruitments are fast replacing the standard modes of recruitment as 

it often offers an employer a wider choice of prospective candidates.  

With the business also going virtual, the virtual recruitment is the optimum match such business 

can take up. With virtual recruitment, there are lots of benefits that one can get which would be 

responsible in making business much better. 

Why the option of virtual jobs? 

A lot of people today are evaluating options of work from home so that they can quit their full 

time job and explore something of their own. In short, working from home is, one such option that 

given an individual this opportunity. There is no doubt that the virtual job market or industry has 

been given a big boost by the growing use of the Internet across the world. 

Today, it is much easier to find virtual jobs because there are so many online sources that act as a 

meeting point for companies and jobseeker of freelance work of one kind or another. Many of 

these freelance jobs allow people to work from home and earn money online. 

Top most reasons for working as a virtual recruiter are:  

 You can work at your own convenience. 

 You can work from home. 

 You don’t have a boss of over you. 

What does the Virtual Recruiter do? 

A virtual recruiter rather than working from an office and conducting face-to-face interviews, 

uses the telephone and e-mails. Typical virtual recruiter duties include: determining hiring needs, 

sourcing of candidates, reviewing resumes to determine the best candidates for a position, 

performing background checks when necessary and arranging telephone interviews between the 

candidate and the hiring manager. Many of overriding recruitment tasks can be handled by 

virtual recruiters. Many businesses are realizing that they can downsize their manpower through 

the use of virtual recruiters. Most virtual recruiter jobs are commission-only, which only if the 

recruiter is successful in closing the position will he be eligible for receiving a payment.  

However one of the biggest disadvantages that virtual recruitment has is it lacks a guaranteed 

income. Flexible hours and the ability to work from a remote location are among the advantages 

enjoyed by those in the profession. Together, these freedoms mean that one of the most 

important traits a virtual recruiter must possess is self-motivation. 
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2.0 Objectives 

 To understand the concept of Virtual Recruitment 

 To find the distinction between Virtual and Conventional way of Recruiting  

 To study the impact of Virtual Recruitment on the business 

 To study the benefits of Virtual Recruitment to the employer as well as the employee 

3.0 Scope and Limitations of study 

The paper would describe the analysis done on the recruitment industry and the changing trends 

in recruitment by various organizations and research institutes.  

It would study the research done on the impact of Virtual recruitment on the business and also 

discuss the benefits of the same, both from the employer as well as the employee perspective.  

It also attempts to give suggestions for building a strong Virtual Recruitment process such that 

both the parties are benefitted by it. 

4.0 Sources of Data  

Primary data:  

 Observation 

Secondary data: 

 Executive Recruiters Association and E&Y report, 2012 

 Human Resource Industry Solutions Report 2012 

 Other data gathered from books and publications, magazines, internet, journals and 

periodicals, etc. 

Research Design 

 Case Study 

5.0 Type of Research 

The research intends to collect quantitative and qualitative data obtained from reports and 

articles. Accordingly synthesize the information and identify the advantages of the Virtual 

Recruitment practice for both the organization as well as the employee such that it makes 

business sense. 
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6.0 Literature Review  

Recruitment and selection is the foundation of all other HR activity. Get it wrong and it doesn’t 

matter how good your development programme is, how well you motivate your staff, how you 

manage their performance, or even how well you reward them, you are always making up for 

that one bad decision. It is also one of your principal points of contact with line managers: 

deliver a less than perfect performance there and your chances of being taken seriously as a 

strategic business partner are gone. 

Get it right, however, and you can transform a mundane, everyday HR process into a chance to 

improve your organization’s performance by improving the quality of the people you’re asking to 

deliver that performance. (Roberts Gareth, 2007) 

7.0 Virtual Jobs – Work from home 

Work from Home concept was derived from the term Freelance.  The term freelance (Sir Walter 

Scott, 1820), meaning a "self-employed person," is a term with an interesting base. The 

original freelances were free men who would sell their skills with the lance to any master, 

whether his cause was good or bad. “If there is no sufficient flexibility in the organization, the 

best will go elsewhere.” (Ross and Schneider, 1992) 

The Department of employee ten point plan for employers found that ‘Introducing flexible 

working patterns and other facilities is one of the most effective steps a company can take to 

attract and keep a wider range of potential employees. They will include men and women of 

domestic responsibilities, people with disabilities, and people with particular culture and religious 

needs (Subba Rao P., 1989). 

As a virtual recruiter, a person is responsible for finding the perfect match for a specific job by 

use of various hiring sources. Organizations today make use of the best of technologies to 

extend their capabilities by working more often than not with in-house employees and virtual 

employees located across the country. Virtual recruitment jobs are available for those who want a 

supplement income or who are in dying need of a stay at home job. It gives the ability to earn a 

lot of money while working with relative independence and freedom by giving exceptional 

service. Virtual Recruiting surely seems to make a good business sense. It has its set of 

advantages that most of the companies are looking to explore. Let’s look at some of the benefits 

of having virtual recruiting teams: 
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Cost Benefit  

With the slowdown in the global economy, the mantra of every business is to reduce its fixed 

costs and maximize its revenues. Virtual Recruiting as a concept helps businesses cut down on 

some of its most dominant expenses like infrastructure, real estate and other 

overhead/administrative costs (Vadlamani Divakar, 2011). With client requirements across 

regions, it gets glaringly expensive for any business to set up its operations across locations. 

Virtual Recruitment teams can be a solution with almost zero investment on real estate and the 

other expenses. On the other hand, virtual recruiters have the luxury and flexibility of working 

from their location of choice with no time spent on travel or commute. 

Diverse Team  

We live in a world of technology and globalization with abundant talent pool availability. A firm 

can always choose to have its virtual recruiters working from any part of the world as long as the 

recruiters are equipped with sufficient basic infrastructure (computer, broadband) which in 

today’s world is not a challenge. With such benefits, it seems like a right decision for the 

organizations to adopt this concept.  

Identifying the Right Talent 

A virtual recruiter should be highly self motivated such that they can be excellent contributors 

without much hand holding. (Vadlamani Divakar, 2011)He should be high on ethics as it matters 

the most since these resources are not “visually” monitored on a day to day basis. 

Monitoring  

The biggest challenge is to manage and track the productivity of virtual recruiters. The Managers 

responsible for such teams need to have clear Key Performance Indicators and targets set for 

individuals at the early implementation stage. Monitoring the progress on a daily basis would be 

vital for the success of this concept. Though the resources are at various locations, it is important 

for the manager to communicate with the resources on a daily basis not just to understand and 

track their performance, but also to motivate and keep them engaged. With this technological 

world, a manager can always bring his “Office” and “Virtual” teams together using web 

conferences and other online media sources. 
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8.0  Case Studies  

8.1 Case I: Organization X 

A leading global provider of market research operations solutions, with over 1200 knowledge 

associates in India, the USA and the UK. It is internationally recognized for providing innovative 

solutions with world – class quality and operations underscored by strong processes and systems.  

Since this is a very niche industry, the major challenge is attracting the talent and at the same 

time retaining them. One needs to do a continuous follow up and head hunting to source the 

prospects. To overcome this challenge as well as to have a dedicated resource to follow up with 

the prospects the organization adopted the concept of virtual recruitment. They have hired two 

committed work from home resources whose target and ultimate responsibility was to attract 

talent and put them through the recruitment process. They have an HR representative from the 

organization who facilitates the recruitment process for them and is involved in the process as 

and when required. Thus the two virtual employees rather recruiters are successful in hiring 

talent for the organization. It has benefitted the organization by virtue of improving the TAT to 

hire people and at the same time reduce the cost of managing a recruiter and to the employee 

who can by just putting in limited hours and with strong networking skill not only hire people 

but also earn his income. 

8.2 Case II: Organization Y 

This organization is a professional human resource organization providing innovative 

recruitment and training platforms for the corporate world. This firm is recognized as one of 

India's leading HR management consultants headquartered in Mumbai, India. The focus is to  

provide innovative & Ethical Executive Search & Recruitment Consulting services catering to all 

the fields with special focus on sectors like  Finance (BFSI), Pharmaceuticals, IT, ITeS, 

Engineering & HR at Senior and Top level management positions. 

Since this is an HR Consulting firm, the process that they follow is slightly different from Case I. 

Here a Virtual recruiter registers himself/herself with the firm by paying an enrolment fee that 

gives him access to the software, a database and the firm’s Login Id. The requirements are 

posted on the software. The recruiters select the requirements they wish to work for. They then 

post the resumes of their candidates that they source through contacts or job portals or 

networking sites. The interested candidates’ interview is scheduled with the company and if the 

candidate gets selected the Virtual recruiter gets his hiring fee which is a certain percentage share 

of the salary offered to the selected candidate. However if the candidate leaves within 3 months 
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of joining, the Virtual recruiter has to provide a free replacement. The model works best for a 

firm like this. The only drawback or resistance faced by the firm is the enrolment fee that they 

charge to the virtual recruiters in order to get access to the database and software. If that is 

removed, they will be able to successfully implement and continue this model of working. 

9.0 Recommendations 

The key challenge that the company has to face is building trust among the virtual employees. 

Mutual trust is a must that one has to develop in this type of a relationship. There should be 

meaningful interaction between the two parties on a regular basis.  It is recommended to have a 

representative from the company who can communicate frequently with the virtual recruiter and 

build the bridge between the recruiter and the organization. This gives the virtual resources a 

sense of “belonging”, better understanding of the organizational culture and its insights. This 

also facilitates as another channel of communication for the employees apart from their 

reporting manager. The recruitment assignments should be given according to the caliber and 

experience of the recruiter. The database that the company provides should be an up-to-date and 

the data should be revised on a regular basis.  Sufficient training should be provided to the 

virtual recruiters before they start working on the requirements as not everyone would be from 

recruitment field. Also it would be advisable to give access to job portals than just a database, so 

that they can work with 100% efficacy. 

9.1  Virtual Recruitment Process 

In order to utilize the skills of a virtual recruiter optimally, it is extremely critical to have a 

detailed process laid down. This would also ensure that both the company as well as the virtual 

recruiter is aware of the standards of procedures. The following could be the process that can be 

practiced as part of virtual recruitment in any company:  

Step 1: Share Requisition 

The company’s HR should share the requirement with the virtual recruiter along with the job 

description and profile details. The HR could also provide the virtual recruiter 2 or 3 sample CVs 

of the same profile for their reference. 

Step 2:  Source Candidates 

The virtual recruiter should start sourcing for relevant profiles based on the sample CVs and job 

description. This is a critical step as it involves choosing the right source for fetching candidates. 



Management Vision 

155 
 

This is where the success of a virtual recruiter lies. He uses his networking skills to attract best of 

the talent. 

Step 3:  Screen Candidates 

The virtual recruiter is expected to filter out candidates in this step. Based on some screener 

questions and basic requirements of the position, the virtual recruiter would shortlist or rejects a 

candidate. Post the screening, the recruiter needs to share the profile details with the shortlisted 

candidates and brief them about the further process. 

 

Step 4: Interview Management 

The interested candidates’ interview is scheduled with the company’s operations followed by the 

HR in this step.  
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Step 5: Offer Management 

The selected candidate should be given an offer by the company HR. In this step the virtual 

recruiter takes a back step and acts as a facilitator for both the company HR and the selected 

candidate. However if required the virtual recruiter can get involved in the offer negotiations. 

Step 6: Pre joining Formalities 

Once the candidate has accepted the offer, it becomes important to keep a follow up with him 

until he joins. Here the virtual recruiter is expected to not only be in touch with the candidate 

but also keep a track of his resignation and notice period in the current company and accordingly 

keep the company HR informed. 

Step 7: Joining Formalities 

On the day of joining, the company HR should do the required joining formalities of the new 

joinee and inform the virtual recruiter accordingly. 

Step 8: Raise Candidate Fee 

Once the selected candidate has joined the company, the virtual recruiter would now rise his fee 

(could be a percentage of the annual gross salary offered to the candidate). 

Step 9: Free Replacement 

If the candidate leaves within 3 months of joining, the virtual recruiter has to provide a free 

replacement to the company. 

9.2  Advantages of Hiring a Full Time Virtual Recruiter 

Change in time leads to change in thinking as well as change in the ways of doing tasks. There 

are many advantages of hiring full time virtual recruiter staff for any business, which can be 

seen as mentioned below: 

 Hiring full time virtual recruiter staff is very advantageous as the company can save a 

lot of money on the infrastructure and still have an in-house employee. 

 Hiring full time virtual recruiter staff will give the company HR  a chance to focus on 

value add activities and do away with the non value added activities such as sourcing 

and screening. 

 The highly experienced and highly knowledgeable full time virtual recruiter staff 

would always make sure that the company can get the best work from their side, and 

this in turn will help the company to work more effectively and efficiently.  
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 On hiring full time virtual recruiter staff to get virtual recruitment services the 

company can not only deal with the big businesses, but also, the smaller businesses, 

as this model helps especially the small business, where there is no room for making 

extra investments. 

 Hiring full time virtual recruiter staff is also very advantageous as you do not have to 

worry at all about any recruitment to be done for your business, as this task will be 

done by the highly qualified and experienced full time virtual recruiter staff hired by 

you. You can thus concentrate more on your core business activities so as to get 

more business and grab more profit as well as success.  

 With these advantages of hiring full time virtual recruiter staff, you cannot just get 

more profit in your business, but can also sustain in the long run. 

9.3  Benefits to the Virtual Recruiter 

Virtual recruitment profession will help an individual to set his own concord. Such jobs don’t put 

any work pressure on the person. The company cannot give him targets because even they are 

aware of the fact that a person who opts for freelance jobs are already employed in a full time 

job. Thus all positions which need to be closed on an urgent basis are not given to freelance 

recruiters. Broadly, virtual recruiter concept would help an individual not only monetarily but 

would also help him in getting exposure to a particular industry and thereby increase his business 

sense and network.  

9.4  Limitations of being a Virtual Recruiter 

Although there are a lot of benefits of being a virtual recruiter, one should not forget that every 

coin has two sides to it. Thus there are a couple of limitations of being a virtual recruiter namely: 

Lack of Benefits & Perks 

A virtual recruiter is deprived of all the benefits and perks that a full time company HR would 

receive. For e.g. vacation pay, medicals, insurances, holidays, paid sick leaves, bonuses etc. do not 

exist in a freelancer’s world. 

Inconsistency and Variability in Income 

There is a huge variability in income for a virtual recruiter. Budgets are usually disturbed and a 

virtual recruiter is generally not able to cope up with these large swings and variability in his 

income – especially the ones with a lesser amount of revenues. 
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Despite all these hassles, work from home may prove to be a very effective and viable way to 

succeed. One may not enjoy the spice of the corporate world, but still the advantages involved in 

this profession are worth the sacrifice. For a person to decide upon choosing this career, it is 

necessary to evaluate his very own situation under all these advantages and disadvantages and 

decide accordingly. 

10.0  Conclusion 

Thus one can conclude that a virtual recruiter role demands for someone who can not only work 

but also contribute individually without much hand-holding. Self motivation is the key to 

become a successful virtual recruiter. Also one should not forget that work ethics matter the 

most since these resources are not “visually” monitored on a day to day basis. Thus with an 

effective process and a detailed policy one can successfully implement virtual recruitment in a 

company. The concept of Virtual recruitment has a lot of potential in the outside world where 

people want to earn additional income and still manage to escape from the corporate politics. 

One also has the privilege to enjoy as well as balance his personal life to the fullest and still earn 

good income. It gives even a non HR person access to a million dollar industry of recruitment 

only with slight guidance on the same.  
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Understanding the Effects of the Power of Compounding on 

Retirement Planning 

Mr. Rohit Sharma 16 

 

Abstract 

Albert Einstein called Compound Interest "the most powerful force in the universe" & "the greatest mathematical 

discovery of all time". When referring to the Power of Compounding he said it is “the greatest wonder of the 

world”. 

This paper tries to understand the power of compounding, and the understanding people have of this concept. A 

questionnaire was used to carry out a survey to understand the knowledge people posses about compounding. 

Subsequently this knowledge is analyzed. Multiple cases are presented along with, responses to these cases from the 

respondents. Compounding plays a huge role in Financial/Retirement Planning. Only if the concept of 

compounding is clear, people can plan appropriately for retirement. 

Key Words: Compounding, Financial Planning, Retirement Planning 

 

 

1.0 Introduction 

Compounding refers to the concept, where Interest is Compound Interest as opposed to Simple 

Interest. The difference being that when it comes to Simple Interest the interest is only 

calculated on the Principal amount, so the interest earned is not re-invested, but when it comes 

to Compound Interest, interest is calculated not just on the Principal but also on the re-invested 

interest.  

Therefore Compounding is defined as “The ability of an asset to generate earnings, which are then 

reinvested in order to generate their own earnings. In other words, compounding refers to generating earnings from 

previous earnings.” - Investopedia 

The Power of Compounding refers to the effect Compounding has on any amount if it were 

invested as opposed to letting it lie idle, as Interest keeps getting earned on Interest. 
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One of the best stories that illustrate the power of compounding is the Chess & Grain story:  

Chess was invented by Grand Vizier Sissa and then he gave it to a King in India. The king offered anything in 

return; Vizier said that he would be happy merely to have some wheat: one grain for the first square of 

the chessboard, two grains for the second square, four for the third, and so on. The king was amused by the ‘small 

thinking’ of Vizier.  

The king was unable fulfill the desire of the inventor of chess. Why? The number of grains on the 64th square 

would have been 2^63, and the total for the whole board = 18,446,744,073,709,551,615. This is more wheat 

than in the entire whole world; in fact, it would fill a building 40 km long, 40 km wide, and 300 meters tall.  – 

HappyMentor 

2.0 Research Methodology  

2.1 Title  

Understanding The Effect Of The Power Of Compounding 

2.2 Need & Significance 

The objective of this paper is to show that people are unclear how much of a difference 

investing even a small amount can make over a long period of time, i.e. they vaguely understand 

what compounding is but are not clear on what its effects are. This paper aims to highlight this 

lack of knowledge, and highlight the power of compounding, so people can see how important 

investing is & understand the monstrous effect of the power of compounding. This paper seeks 

to show how important the knowledge of Financial Planning is for everyone. 

2.3 Objectives  

 To analyze the effects of a difference in the amount invested per month of Rs. 1,000 

 To analyze the effects of a difference in the Interest earned of 1% 

 To analyze the effects of the Power of Compounding on retirement planning 

 To analyze the effects of the Power of Compounding, taking into account post-

retirement annuity payments 

 To understand the level of knowledge possessed by the respondents with respect to 

compounding 
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2.4 Assumptions 

 Inflation has been ignored for the purpose of the following simulations as the 

Inflation stays the same irrespective of whether the savings are invested or not 

 Interest Rate is assumed to remain constant 

 Tax Rate is assumed to remain constant 

 Retirement Age is estimated 

 Life Expectancy is estimated 

2.5 Scope & Limitations 

The scope of this research paper is limited to understanding the power of compounding & 

retirement planning, and also understanding the knowledge people possess about these concepts.  

The limitations of this study are that the sample size is only 34, the basis for the questions is 

theoretical to an extent & the calculations may be too complicated for some respondents to 

perform. 

2.6 Research Design 

A sample survey was carried out amongst people from diverse backgrounds, between the ages of 

19 & 33. Through the questionnaire an investor was first asked whether they understood the 

concept of compounding and retirement planning. Subsequently they were asked questions just 

to understand the level of knowledge they possess with respect to these concepts. All questions 

were multiple choice questions, and had wide ranges to choose from. They were asked basic 

questions about their age and investment habits. The subsequent questions tested their 

knowledge on the Power of Compounding & Financial Planning. 

The sample design was as follows:- 

Sample size – 34 

Nature of Sample – 

Age – 19 to 33 

Educational Qualification – People with diverse backgrounds ranging from B.A. 

to M.Sc. to C.A. were interviewed. 

Occupation – People with diverse backgrounds ranging from C.A. to Consultants 

to Assistant Professors were interviewed. 

Sampling Technique – Purposive Convenience Sampling 
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2.7 Type of Research 

Exploratory 

2.8 Type of Data Used 

Primary Data: Collected through administration of a questionnaire to respondents 

Secondary Data: collected from various books, reference texts, online resources. 

2.9 Source of Data 

Primary data has been collected from a questionnaire based survey. Secondary data has been 

utilized from the sources mentioned in the bibliography. 

2.10 Tools & Techniques 

 Excel Sheets 

 Present Value Annuity Formula 

 Future Value Annuity Formula 

3.0 Data Analysis 

Herein the section various cases are presented. Each case deals with a particular situation. 

Out of a survey of 34 respondents, 21 (61.76%) claimed they understood the concept of 

compounding.  

15 respondents claimed that they were well versed in retirement planning, but not interested in it, 

and 6 claimed they were well versed and interested in retirement planning. In total 21 (61.76%) 

respondents claimed they were well versed in retirement planning. 

When asked questions on retirement planning a very different picture emerged. 

3.1 Case I - The Effect of the Amount Invested on Compounding 

Case I Mr. A Mr. B 

Current Age 25 25 

Retirement Age 65 65 

Savings per month Rs.      9,000.00 Rs.    10,000.00 

Rate of Interest after Tax 7% 7% 

Years to Retirement 40 40 

  
  

Value of investments at the age of 65 Rs.  23,623,321 Rs.  26,248,134 

Difference Rs.    2,624,813 
 

  
  

Difference (%) 11.11% 
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Mr. A starts investing Rs. 9,000 per month at 10% interest, at the age of 25, and expects to retire 

by the age of 65. Tax on Earnings is at 30%. Mr. B starts investing Rs. 10,000 per month at 10% 

interest, at the age of 25, and expects to retire by the age of 65. Tax on earnings is at 30%. 

An investor needs to decide where to invest. He may feel that the difference is only Rs. 1,000, so 

it doesn’t really matter. Let’s take a look at what the numbers say. 

At the age of 65, Mr. A would have accumulated Rs. 23,623,321. 

At the age of 65, Mr. B would have accumulated Rs. 26,248,134. 

The difference in amount accumulated at the end is Rs. 2,624,813 (11%).  

Out of 34 respondents only 3 respondents were able to answer this question correctly. So while 

61.76% of the people claim they understand compounding & retirement planning only 8.82% 

were able to answer this question correctly. 

3.2 Case II - The Effect of Interest Rates on Compounding 

Case II Mr. A Mr. B 

Current Age 25 25 

Retirement Age 65 65 

Savings per month Rs.         10,000.00 Rs.         10,000.00 

Rate of Interest after Tax 7% 8% 

Years to Retirement 40 40 

Value of investments at the age of 65 Rs.       26,248,134 Rs.       34,910,078 

  
  

Difference Rs.          8,661,944 
 

  
  

Difference (%) 33.00% 
 

Mr. A starts investing Rs. 10,000 per month at 7% interest after tax, at the age of 25, and expects 

to retire by the age of 65. Mr. B starts investing Rs. 10,000 per month at 8% interest after tax, at 

the age of 25, and expects to retire by the age of 65.  

Investment opportunities are available at 7% & 8%. An investor needs to decide where to invest. 

He may feel that the difference is only 1%, so it doesn’t really matter. Let’s take a look at what 

the numbers say. 

When the Interest Rate is 7%, Mr. A would have accumulated Rs. 26,248,134 at the age of 65. 

When the Interest Rate is 8%, Mr. B would have accumulated Rs. 34,910,078 at the age of 65. 

The increase in interest rate by 1% has lead to an increase of Earnings Difference of Rs. 

8,661,944 (33%). 
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Out of 34 respondents only 5 respondents were able to answer this question correctly. So while 

61.76% of the people claim they understand compounding & retirement planning only 14.71% 

were able to answer this question correctly. 

3.3 Case III - The Effect of Time on Compounding 

Case III Mr. A Mr. B 

Current Age 30 25 

Retirement Age 65 65 

Savings per month Rs.    10,000.00 Rs.    10,000.00 

Rate of Interest after Tax 7% 7% 

Years to Retirement 35 40 

  
  

Value of investments at the age of 65 Rs.  18,010,546 Rs.  26,248,134 

Difference Rs.    8,237,588 
 

  
  

Difference (%) 45.74% 
 

Mr. A starts investing Rs. 10,000 per month at 7% interest after tax, at the age of 30, and expects 

to retire by the age of 65. Mr. B starts investing Rs. 10,000 per month at 7% interest after tax, at 

the age of 25, and expects to retire by the age of 65. 

At the age of 65, Mr. A would have accumulated Rs. 18,010,546. 

At the age of 65, Mr. B would have accumulated Rs. 26,248,134. 

The Difference in amount accumulated at the end is Rs. 8,237,588 (45.74%). 

Out of 34 respondents only 1 respondent was able to answer this question correctly. So while 

61.76% of the people claim they understand compounding & retirement planning only 2.94% 

were able to answer this question correctly. 

3.4 Case IV – Effect of Time on Compounding Continued  

Case IV Mr. A Mr. B 

Current Age 35 25 

Stops Saving 65 35 

Retirement Age 65 65 

Savings per month Rs. 10,000.00 Rs. 10,000.00 

Rate of Interest after Tax 7% 7% 

Years Invested 30 10 

Years to Retirement 30 40 

  
  

Value of investments at the age of 65 Rs. 12,199,710 Rs. 14,048,424 

  
  

Difference Rs. 1,848,714 
 

  
  

Difference (%) 15.15% 
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Mr. A starts investing at the age of 35. He invests Rs. 10,000 per month till the age of 65. He 

retires at the age of 65. After tax interest is 7%. Mr. B starts investing at the age of 25. He invests 

Rs. 10,000 per month till the age of 35. He subsequently stops investing at the age of 35, but let’s 

the amount compound till retirement. He retires at the age of 65. After tax interest is 7%.  

At the age of 65, Mr. A would have accumulated Rs. 12,199,710. 

At the age of 65, Mr. B would have accumulated Rs. 14,048,424. 

The difference in amount accumulated at the end is Rs. 1,848,714 (15.15%).  

Out of 34 respondents only 1 respondent was able to answer this question correctly. So while 

61.76% of the people claim they understand compounding & retirement planning only 2.94% 

were able to answer this question correctly. 

3.5 Case V - The Effect of Compounding, when Saving for Retirement Based on 

Post-Retirement Annuity Requirements 

Taking into account the data entered by the respondents during the survey, with respect to their 

Current Age, Expected Retirement Age, Estimate Life Expectancy & Annuity Required after 

Retirement by the respondent, the Amount which needs to be invested by each respondent from 

today till the date of retirement was calculated, using the Present Value Annuity Formula. It was 

found that only 5 out of 34 respondents (14.71%) were able to correctly estimate how much they 

should invest each month to meet their retirement targets, although 21 out 34 respondents 

(61.76%) claim they are well versed with retirement planning. 

4.0 Major Findings 

61.76% of the people claimed they understand compounding, but only 8.82% of the answers to 

questions based on compounding were answered correctly. 

4.1 Case I 

 The Larger the Investment the Greater the Effect of Compounding 

 Only 8.82% were able to answer a question on this concept correctly 

4.2 Case II 

 The Higher the Interest Rate the Greater the Effect of Compounding 

 Only 14.71% were able to answer a question on this concept correctly 
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4.3  Case III & IV 

 The Longer the Time Period the Greater the Effect of Compounding 

 Only 2.94% were able to answer each question on this concept correctly 

5.0 Recommendations & Conclusion 

From the perspective of Retirement Planning the following conclusions should be drawn:- 

 The study shows that in order to reap the benefits of power of compounding, 

investments should be made at an early stage   

 The investment amount ideally should be a significant amount  

 The study proves that a marginal difference of 1% in Interest Rates is extremely 

relevant when comparing two different investments. This is because the impact is 

valued over a longer period of time.  

Although 61.76% of the respondents claim to understand Compounding and Retirement 

Planning, only 8.82% of the questions based on these concepts elicited correct answers. 

Respondents may have had basic knowledge of compounding, but when it came to detailed 

knowledge, there is a gap identified. The study recommends that investors should be equipped 

with accurate and fundamental knowledge of compounding to be able to reap in  the benefits of 

an healthy retirement life.  
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Work-Life Balance – Causes and Challenges 

Mr. Cyrus Gonda 17 

 

Abstract 

This paper puts forth a conceptual framework on Work-Life Balance in Indian Context. The various causes for 

Work-Life Imbalance – abnormal hours at work, long time to commute and travel, conflict between personal self 

and professional self -are explored. The paper concludes with an imploration to HR Departments in organization 

to take cognizance of this new malady afflicting employees in today’s organization leading to disastrous results in 

terms of declining employee productivity and rising rate of attrition. The paper concludes with recommendations for 

alleviating the current situation. 

Key Words: Work Life Balance, Work Life Conflicts, Working Hours 

 

 

1.0 Introduction 

In general, for individuals employed in the organised corporate world, life today is not growing 

any easier. Despite the introduction of technology at the workplace (or perhaps because of it), 

for most corporate employees the days at work have grown longer in recent years. This 

imbalance appears to have led to increased stress among employees. It also creates imbalance 

between time and energy of individuals allocated to their workplace and to other important areas 

of the employee’s life, such as family, friends, self-development, recreation, and so on. 

Purpose of Research: 

 To explore the challenges to Work Life Balance for Indian Employees  

 To ascertain the causes for Work Life Imbalance in the Indian Context 

 To study the impact of Work Life Imbalance on Employee in terms of Productivity 

 To study the impact of Work Life Imbalance on Employers in  terms of Attrition, 

Talent Management 
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2.0 Scope and Limitations of Study 

 The paper attempts to describe the study done by various authors/ researchers on 

Work Life Balance in recent times.  

 It also suggests HR Departments in Organizations to take measures in implementing 

various Work Life balance interventions.   

 The study draws heavily from extant literature on the subject; collection of primary 

data from HR Managers and others involved with HR function is beyond its ambit.  

 This study is restricted to finding causes of Work Life Imbalance and challenges to 

Work Life Balance. A comprehensive exploration of impact of Work Life Balance on 

various Employer related aspects like bottom line, achievement of Business 

Objectives is beyond its scope.  

3.0 Sources of Data 

Secondary data: 

 Online Research Databases  

 Peer-reviewed Research Journals 

 Other data gathered from books and publications, magazines, internet, journals and 

periodicals, etc. 

4.0 Research Procedure 

A body of literature on various related topics viz. Work Life Balance, Organizational Stress, 

Work Life Conflicts etc. was collected from various secondary data sources. The same were 

analyzed and later synthesized with the researcher’s observation to present a unified perspective. 

Furthermore, ways and means to improve Work Life Balance are suggested. 

5.0 Literature Review 

According to Dr. Aravind S Kumar and Dr P Paramashivaiah Shivakumar in the International 

Journal of Knowledge and Research in Management in E-Commerce, Vol.1, No.2, 2011, paper 

titled Á Research Study on managing Work-Life Balance’ eISSN: 2231 – 0339, in recent years, 

voluminous research has been conducted in understanding the connect and relationships 

between the work-life and the home/personal life of an individual. The term ‘Work-Life Balance’ 

itself was coined in 1986 in America in response to the unhealthy choices that American 
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employees were incorrectly making to spend abnormal amounts of time at work, losing out on 

time spent on other activities such as time spent with family, with friends and on recreational 

pursuits. 

As the authors state, work-life balance could be said to exist for an individual where the energy 

and efforts of a working individual are equitable (not equally), distributed between work and 

other areas, both physically as well as emotionally. 

But is this possible today? Can the situation be remedied? Is this problem which originated in the 

Western developed world restricted to that geographical region or is the problem spreading to 

Indian sub-continental shores? The picture in the Indian context has been explored by Mrs. 

Rumi Dasgupta and Dr. Amishi Arora in the ‘International Journal of Research in IT and 

Management’’Vol.1, Issue 8 (December 2011) ISSN: 2231 – 4334, research paper titled Ánalysis 

of work-Life Balance (A study at the targeted corporate sectors in and around Nagpur with a 

small number of samples). According to the authors, the problem of skewed work-life balance 

has reached Indian shores as well. The very foundation of work-life balance is based upon the 

philosophy that paid work and personal/home life should be viewed not as competing priorities 

but as complementary elements of a whole and complete life. 

It is important for employers to support work-life balance of their employees not only on 

humanitarian grounds, but also as the authors suggest, there are strong business reasons to do so 

as well. Evidence from independent research shows that if employers help their staff to strike a 

balance between paid work and personal life, this could lead to positive benefits of improved 

employee retention, reduction of absenteeism and enhanced staff commitment and productivity. 

The research states that with nuclear families on the rise and longer commuting time and 

distance to and from work, very little time is left to the individual for recreation and recharging 

of spent energies. 

So the issue is not one of just more time required at work today. Correspondingly the demands 

of home and family and commute on the working individual have also increased. So where does 

the root cause for the issue of skewed work-life balance in recent years lie? 

Mark Wickham and Simon Fishwick in their paper titled ‘Presenting a “Career-Life Balance” 

Approach to the Work-Life Balance Issue’ in the International Review of Business Research 

Papers, Vol.4, N0.5, Oct – Nov 2008, provide us with some answers. According to their study a 

root element of healthy work-life balance is proper Job Design. If the design of a position/job in 

regard to the ‘job size’ and the ‘level of intensity’, discourage work-life balance, then work-life 

balance initiatives are unlikely to be adopted by the organisation. But, as the authors caution, we 
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must always remember that there are business requirements to be met. Some roles/jobs just 

cannot be done flexibly, either time-wise or location-wise. 

But respondents to the study feel that HR should be about providing business solutions, but it 

has unfortunately focused on risk reduction and as a result there is a lack of clarity about what 

HR needs to deliver. Respondents also felt that HR comes up with feel-good ideas that try to 

please everybody instead of actually trying to create solutions for people.  

The question also is, have employees adapted to the shift in work-life balance and accepted the 

current standard of skewed work-life balance as the de facto way of working in the future, feeling 

that enhanced compensation at work makes up for this skewed time pattern.  Also, have 

employees become resigned to the fact that increased hours at work will now be a way of life for 

them in the future. 

These concerns are addressed by Arooj Malik and Gulfam Khan Khalid in their paper titled 

‘Work-Life Conflicts and Desired Work Hour Adjustments: Banking Perspective in Pakistan’ in 

the International Review of Business Research Papers Vol.4, N0.5, Oct. – Nov. 2008. The 

authors lament that while life-styles and living standards of working people have improved, the 

line dividing work-life and family-life has gradually blurred. It is often a fact that employers 

forget that their employees have a life outside the workplace.  

The findings of their study conclude that employees are sufficiently mature not to demand a 

reduction in their working hours but would appreciate work-hour adjustments (flexibility) and 

family friendly policies rather than a reduction in working hours. However, a greater number of 

the women surveyed would prefer reduced working hours as the study also showed that women 

typically perform more household tasks than men and hence require more time at home to 

complete these tasks. 

So although acceptance of this new way of work-life may gradually come to the workers, it does 

come at a certain cost as employees do suffer due to this imbalance. 

According to Dr. Vijaya T. G. and Hemamalini R., in their paper titled Órganisational Role 

Stress and Work-Life Balance among IT Professionals’ in the International Journal of Business 

Economics and Management Research, year 2011, Vol.2, Issue 8, pp 76 – 85, online ISSN 2229 : 

4848, the issues that arise from the conflicting roles that employees play between work-life and 

home-life give rise to varying levels of stress in the individuals, depending on the role, the 

occupant and the environment. The authors enumerate that each role stressor is the result of 

specific problems faced by the role occupant. A key finding of this paper is that no significant 



Management Vision 

173 
 

difference between the men and women surveyed in experiencing work-life balance. This could 

possibly be due to the young nature of the industry and its employees. 

But organisations which fail to move towards a positive work-life balance for their employees 

would probably lose out on good talent, as a healthy work-life balance is one of the expectations 

of today’s workforce. 

According to Ms Preeti Singh and Dr Parul Khanna, in their paper ’Work-Life Balance – A Tool 

for Increased Employee Productivity and Retention’ in Lachoo Management Journal, Vol.2, 

No.2, July – December 2011, work-life balance is an expectation of today’s job seeker. Life in the 

21st century is getting increasingly complex and people are stressed juggling multiple roles. 

Therefore they would only stay with a job that permits flexibility in timings. The authors also 

mention that work-life balance does not necessarily mean fewer hours at work. In fact, 46% of 

respondents to the survey mentioned that work-life balance was about the flexibility of hours 

worked, rather than the actual number of hours itself. 39% of respondents valued working closer 

to home or reducing their commuting time. The respondents also felt that work-life balance was 

about empowerment over where and when they worked and most respondents also felt that 

work satisfaction was closely related to life satisfaction. 

6.0 Recommendations and Conclusion 

Thus based on this research it appears that in the near future if employers wish to attract and 

retain the good talent in their industry, apart from monetary compensation, the parameter of 

flexible work timings, if not a reduction in work timings, looks as being an important 

consideration. H R also must reinvent itself and focus on being a solution provider to practical 

problems being genuinely faced by employees.  
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Empirical Study on Selection criteria of Specialization by students 

in Business Schools 

Ms. Ruchika Goel18 

 

Abstract 

Due to the liberalization and globalization, the private sector is growing rapidly thus providing a plethora of 

opportunities to management professionals. Professionals have to be equipped with a slew of management skills 

which have to acquired through knowledge and training in key functional areas.  This is where management 

schools play a key role and offer several specialization options. The choice of specialization is not mandatory and 

the students have the option of making their own choice.  

This paper is an empirical study of 266 first year management students pursuing management studies who are in 

the process of choosing their specialization subjects. The study is done using an instrument consisting of 14 

parameters based on Herzberg’s two factor theory also known as ‘Hygiene Factor  

Theory’.  The result is drawn on nonparametric test i.e. Chi-Square test. 

The results of the study shows that the students are biased while choosing specialization and are influenced by short 

term gains rather than having futuristic implications thus leading to high attrition rates, job hopping and higher 

cost on training and recruitment. 

Key Words: Management students, specialization, attrition  , job hopping 

 

 

1.0 Introduction 

Management refers to the work or act of directing and controlling a group of people within an 

organization for the purpose of accomplishing shared goals or objectives. People in 

management positions: control, coordinate organizational activities, employees, processes, 

resources, goals, and objectives in every field and industry. Modern business organizations, 

responding to new technology, increased competition, and changes in trade regulations around 

the world, are transitioning from hierarchical and centralized forms to group-model and 

decentralized organizations. In response to the new forms of business organizations (such as 
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high-tech companies and multinational corporations), managers and management theories have 

evolved to offer  better  facilities for managing change, information, and human differences. 

Ultimately, the role of management includes planning, organizing, staffing, directing, 

controlling, motivating, communicating, coaching, problem solving, decision-making, and 

leading. Managers, whether engaged in any of the common modern branches of management 

such as clinical management, financial management, facility management, operations 

management, human resource management, information management, information systems 

management, or general retail, business, and industry management, will be challenged by the 

special issues described in the following section (Wartenberg , 1996). 

The structure of organizations, from financial investment firms to industrial production facilities 

to colleges and universities to hospitals and medical facilities, have similarities in areas such as 

established work flow, clear leadership, and shared objectives. The study of management 

reveals that managers, in all industries, must handle employees, information, change, crisis, and 

ethical issues. Most of the B-schools start offering specialization from the third semester. The 

most preferred specializations are- Finance, Marketing, Human Resource Management, 

Operations Management & Information Technology. 

It is observed that students find themselves confused while selecting the appropriate 

specialization subjects. Their selection of specialization is based on the following: 

 Job prospects 

 Influence of seniors,  

 Working conditions in the job 

 Chances of growth and advancement,  

The pay package associated with the job.  Although there is no harm if a student makes a 

decision based on the job prospects per se. However, students sometimes ignore the future 

potential of a particular specialization. This study, which focuses on graduates coupled with a 

secondary survey on industry professionals will help reach a conclusion on how to reduce job 

hopping by freshly passed management students by choosing the right specialization. 
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2.0  Objectives 

 To understand the selection criteria used by management students for selecting 

specialization in business schools. 

 To understand the type of motivators which impact the mind set of student for 

choosing specialization in second year. 

3.0 Background of the study: Herzberg’s Theory 

To investigate the relation between the development of skills in job characteristic models and the 

extrinsic motivators (explained by Herzberg). The job characteristic model (J.Richard Hackman 

and Gregoldham) developed on Five Core dimensions – skill variety, task identity, task 

significance, autonomy and feedback  

The acceptance of the jobs by the management graduates differ as per the employment 

contracts.  The study is done on passing out management students who were accepting the jobs 

which were emphasizing more on development of intrinsic motivators rather than extrinsic 

motivators. 

Shiela M. Rioux et al (2000) studies five major challenges faced by the corporates both national 

and international front. The finding of the study is the need for strong leadership development. 

It also suggests that with a tight labour market, recruitment of quality employees will be a 

challenge for organizations. Along with quality the retention of the talent is equally important. 

Marten Wallette studied that the acceptance on the job training differs between workers who 

hold temporary jobs and vis-à-vis workers who hold open ended jobs. 

Job characteristic model – A model that proposes that any job can be described in terms of five 

core jobs dimensions: skill variety, task identity, task significance, autonomy and feedback. 

Skill Variety: the degree to which the job requires a variety of different activities. 

Task Identity:  the degree to which the job requires completion of a whole and identifiable 

piece of work. 

Task Significance:  the degree to which the job has a substantial impact on the lives or work of 

other people. 

Autonomy: the degree to which the job provides substantial freedom and discretion to the 

individual in scheduling the work and in determining the procedures to be used in carrying it out. 
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Feedback: the degree to which carrying out the work activities required by the job results in the 

individual obtaining direct and clear information about the effectiveness of individuals 

performance. 

Jobs are high on the motivating potential must be high on atleast one of the three factors that 

lead to experienced, meaningfulness and they must be high on both autonomy and feedback.  If 

jobs score high on motivating potential the model predicts that motivation, performance and 

satisfaction will be positively affected and that the likelihood of absence and turnover will 

reduce.  

Two Factor Theory:  Two Factor Theory is also called as Motivation -Hygiene Theory, proposed 

by psychologist Frederick Herzberg. Herzberg investigated “what people want from their jobs?”. 

And studied on all parameters which were called extrinsic and intrinsic. Intrinsic factors 

consisted of advancement, recognition, responsibility and achievement related to job 

satisfaction. And dissatisfaction relating to the job consists of Extrinsic factors such as 

supervision, pay, company policies, and working conditions.  

Herzberg fine tuned the difference between actual meaning of satisfaction/dissatisfaction as the 

opposite of “Satisfaction” is “No Satisfaction” and the opposite of “Dissatisfaction” is “No 

Dissatisfaction.” As the factors leading to job satisfaction are separate and distinct from those 

that lead to job dissatisfaction. Managers who seek to eliminate factors that can create job 

dissatisfaction may bring about peace but not necessarily motivation. 

Herzberg characterized the hygiene factors, conditions surrounding the job such as quality of 

supervision, pay, company policies, physical working conditions, relations with others and job 

security. Suggested the emphasizing factors associated with the work itself or to outcomes 

directly derived from it, such as promotional opportunities, opportunities for personal growth, 

recognition, responsibility and achievement. 

4.0 Research Methodology 

Type of Research  

Exploratory 

Research Design 

Survey on first year management students 

Type of Data Sources  
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Primary : Data collected using an instrument consisting of 14 parameters based on Herzberg’s 

two factor theory also known as ‘Hygiene Factor Theory’ 

Secondary Source: Text Books and Reference books in the area of HR and Organizational 

Behaviour 

Sampling Plan 

Sample Size : 280 

Nature of Sample : first year management students who are about to choose their area of 

specialization 

Sampling Technique: Convenient Sampling 

Conceptual framework 

Seven intrinsic motivational factors are; advancement, interesting work, respect and recognition, 

responsibility and independence, achievement ,a technically competent supervisor, and equitable 

pay. The seven extrinsic motivational factors are; security, adequate earnings, fringe benefits, 

comfortable working conditions , sound company policies and practices, a considerate and 

sympathetic supervisor and restricted hours of work. 

Limitations of the study: 

 The sample which is selected is convenient sampling thus the uniformity is not 

maintained.  

 The age group varied quite broadly because the management professionals belong to 

different age profiles. 

 This study is still in the exploratory phase, thus the literature available was not 

optimum. 

Scope of the Study: 

The study can extend to the gender distribution, various other ranges of age groups for further 

scope. The present study is narrowed down to only people management jobs but can be 

extended to other management specializations. 

Statistics 

The instrument used and its administration: 

This instrument used measures intrinsic and extrinsic motivation. According to Herzberg‘s they 

are motivators or intrinsic motivators  and hygiene factors or extrinsic motivators.. 
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The instrument contains 14 items. seven are related to extrinsic motivation the respondents were 

asked to rank –order the fourteen items depending on their importance to them from one 

(highest) to fourteen (lowest rank.) 

Scoring 

The ranks given are added for intrinsic motivation (item no. 4, 6,8,9,10,12, 14) 

Extrinsic motivation (item no. 1,2,3,5,7,11 and 13). The lower the score the higher is the value 

given to the concerned motivational factor. 

Reliability 

Split –half reliability (N-108) was found to be .88 

Data Collection 

The data used is primary data from students of three different management schools in Navi 

Mumbai. The study is targeted at Management students currently pursuing MMS from university 

of Mumbai. The students were mostly in the age group of 20to 30 years and both genders males 

and females are taken as samples. The total sample size is 280 and out of 280 the respondents 

were 265 other respondents were either did not fill the questionnaire or left incomplete.. The 

sample collected is through convenient sampling. 

 The students who gave maximum  preference to item No. s 1,2,3,5,7,11 and 13 and 

gave least scores were considered for extrinsic motivators. 

 The students who gave maximum  preference to item No.s   4,6,8,9,10,12, 14 and 

gave least scores were considered for intrinsic motivators. 

The scale used is ordinal scale.  

Range: The degree of dispersion on the responses was taken as- 

The responses were falling in the range of  266- 3724 & for intrinsic and extrinsic motivators. If 

the 14 factors are to be divided into two groups either they are intrinsic motivators or extrinsic 

motivators. If any one of the groups gets low ranking it signifies they are better preferred than 

the other group. 
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5.0 Hypothesis Testing 

A statistical hypothesis is determined to test the empirical evidence. 

The null hypothesis states that the young fresh management graduates give importance to both 

factors equally. 

H0: µ = 14 

The alternative hypothesis states that the young fresh management graduates give unequal 

importance to both factors. 

H1: µ ≠   14 

Testing of hypothesis 

In order to compare actual and expected evaluations the chi –square test is conducted to test the 

hypothesis. 

The responses are investigated on the basis for their preference intrinsic motivators and extrinsic 

motivators for the job. The frequency distribution from the sample of 266 suggests that students 

have given mixed responses to factors, some were inclined towards extrinsic motivators , some 

inclined towards intrinsic motivators and some gave equal response to both extrinsic and 

intrinsic motivators. 

Motivators for the job Frequency 

Extrinsic motivators 213 

Intrinsic motivators 53 

After collecting all the samples it was observed that following the null hypothesis the  expected 

probability for each motivator would be 05.  in a sample of 266, thus , 133  are expected to go 

with extrinsic motivators and rest 133 are expected to go with intrinsic motivators. But the 

observed probability is 0.8 and 0.2 for extrinsic and intrinsic motivators.  

Calculating Chi square statistics- 

Specialization 
selection 

Observed 
frequency(Oi) 

Expected 
Probability 

Expected 
frequency(Ei) 

(Oi-Ei) 
(Oi-Ei)2 

Ei 

Extrinsic 
motivators 

213 .5 133 80 6400/133=48 

Intrinsic 
motivators 

53 .5 133 -80 6400/133=48 

Total 266 1 266 0 χ2  =96 
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The degree of freedom for the above data is 1. The chi square value under the chi square 

distribution for .5 is 3.841 which is lesser than the actual chi square calculated that is 96 ,thus null 

hypothesis is rejected. 

As the value of alternate hypothesis is showing greater acceptance to extrinsic factors and less 

response to intrinsic factors the alternate hypothesis is expected. 

6.0 Conclusion 

The results based on this study regarding the acceptance of jobs for fresh management graduates 

are positive for extrinsic motivators and negative or mixed for Intrinsic Motivators. The 

selection of specialization was based on monitory benefits and working conditions in the job 

rather than the long term goals or holistic development and scope of advancements in career.  

The main focus of the management graduates was done on students with no corporate 

experience and in the age group of 21-30 years .The percentage of such students were around 

220 and the students who were already experienced were giving more preference to long term 

goals or intrinsic factors were around 35. 

 The study gives inference on the aspects impacting the selection of subject in the second year by 

management school students. Around 80% students were giving more importance to  short 

terms goals and tangible aspects of job  but students with  experience were more careers oriented 

in terms of career progressions, positions, responsibilities and give less preference to monitory 

aspects of the job.  
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A Pilot study on Awareness and extent of usage of Competency 

Mapping and its tools by Non- HR Managers in Indian 

Organizations 

Ms. Garima Sharma 19 

 

Abstract 

The paper begins with putting forth a conceptual framework for Competency Mapping followed by discussion of 

various secondary data pertaining to the subject. A few Research questions are raised, the answers to which are 

sought by undertaking a survey Research. The pilot study aims at finding the awareness, perception and extent of 

usage of Competency Mapping and its tools by one of the stakeholders in the Competency Mapping process namely 

the line and Operational Managers belonging to department other than HR. A sample of 30 Non HR Managers 

from 30 different organizations was selected using convenience sampling technique. The findings show that the 

awareness, usage and application of Competency Mapping Tools in surveyed organization are rather low. 

Key Words: Competency Mapping, HR Managers, Stakeholders in Competency Mapping, Competency Mapping Tools 

 

 

1.0 Background of the Study 

Competency Mapping is a process of identifying key competencies for an organization and/or a 

job and incorporating those competencies throughout the various processes (i.e role clarity, job 

descriptions, job evaluation, training, recruitment, promotions, compensation, career and 

succession planning) of the organization.  

Mapping Business Competencies (Core business capabilities) to People Competencies 

(Individual capabilities) enables superior organizational performance, so essential in today’s 

competitive world. The multifarious benefits of Competency Mapping include reinforcement of 

Organizational vision and corporate strategy; building of appropriate culture ; setting standards 

for performance, thereby , resulting in a systematic approach to professional development of 

employees; enhanced  job satisfaction and better employee retention; better identification of 

training and development needs. 
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The various stakeholders in a Competency Mapping process apart from HR Department are the 

employees across departments, line managers/operational managers, Functional Department 

Heads and the Top Management. The efficacy of Competency Mapping is impacted by the kind 

and nature of role played by these various players in other words the stakeholders. 

The HR Department and Line Managers/ Operational Managers: An Important 

Partnership 

Gomez-Mejia, Balkin and Cardy (2008) opine “All managers - regardless of their functional area, 

their position in the hierarchy, and the size of the firm- must necessarily deal effectively with HR 

issues because these issues are at the heart of being a good manager. …..The role of a company’s 

HR department is to support, not to supplant, managers’ HR responsibilities. For instance, the 

HR department is primarily responsible for helping the firm meet its business objectives by 

designing HR programs, but managers must carry out these programs.” 

This paper aims at ascertaining the role played by Line/Operational Managers- a key stakeholder 

in Competency Mapping process- by way of identifying their awareness, perception and usage of 

Competency Mapping Tools in various sub segments of HR.  

2.0 Review of Related Literature 

Related Literature was collected from diverse sources viz.  Open-access research journals; Peer-

reviewed Research Journal, books on related areas, newspaper articles and electronic sources 

such as online books, online journals and newspaper articles.  

The topics of related literature vary from those dwelling on the theoretical framework of 

competency mapping to its application in various HR sub functions viz. Recruitment and 

Selection, Performance Management, Promotions, training needs identification and 

organizational development initiatives. 

Shermon (2004) in his aptly titled book ‘COMPETENCY based HRM – A strategic resource of  

competency mapping, assessment and development centres’ underlines the need to understand 

and build competencies for Organizational future. The various construct viz. business 

competence, people competency, the linking pin, the competency development process and 

competency management process are dealt with in great detail. The author drawing on his rich 

and varied experience first as an HR Manager and later as a Consultant, points to the inevitability 

of connecting organization’s core competence and people competency. Throughout the book 

one deciphers a sustained focus on performance, behaviours and capacity building as the 
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bedrock of organizational success and the role competency mapping can play in building the 

same. Further, the book meets its avowed purpose of being “an exhaustive reference” by 

providing ready-to-use templates for assessments, interview questionnaires, metrics and an 

overview of a plethora of  competency mapping tools for usage in various HR  sub-segments like 

Selection, Remuneration, Training, Career Planning  

Wagh (2007), Kattarwala (2007) Suar & Dan(2001) in their respective studies published in 

Training and Management Journal dwell on the usage of Competency mapping in the area of 

Training and development at the same time pointing the benefits to the organization by doing 

the same. 

Suri and Vohra (2003) in their article in periodical HRM Review point that an organization can 

drastically cut expenditure on training by efficient use of Knowledge Management. The efficacy 

of recruitment technique based on qualification and interview is questioned and the authors go 

further presenting facts that the relationship of this technique to select people for optimum 

performance is not even 10%.The answer is to use competency mapping for selecting and 

developing human asset in an organization in order to be on the path to high performance and 

future success for the company. Companies like WIPRO and Quark India have reaped immense 

benefits by using competency based HR practices. 

The authors have listed a set of psychometric tests to determine the competencies of the 

employees. 

MBTI gives 16 possible combinations or personality types. 

Managerial Assessment of Proficiency (MAP) measures four basic competencies-Administrative, 

Communications, Supervision and Cognitive. Once the map proficiency profile is interpreted, an 

individual plan is generated. 

Thomas DISC Profiling suggests four typical patterns of interaction of the individual with its 

environment viz. Dominance, Influence, Steadiness and Compliance. 

Kundu Introversion Extraversion Inventory (KIEI) has been developed according to Indian 

Socio Cultural Pattern is self administering in nature. 

Singh(2000) in his article titled ‘Competence Building for High Performance’ dwells on the 

construct of competence as a central component of human capital. The author begins with 

analysis of various definitions, models and typologies of competence. Singh suggests other 

factors of work-contributing to accomplishment of performance- being constant; competence is 

positively related with performance. Besides examining the construct of competence as well as 
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providing critical review of various classification schemes of competencies, the author suggests 

strategies for fostering and nurturing competence. 

The author traces the genesis of the concept of Competence - from it being originally developed 

in psychology to its more recent usage as work related competence. 

Singh classifies the conceptualization of competence into broadly 2 categories: 

 Woodruffe 1992; Woolliams, 1999 deduce the existence of competence from the 

level of efficient performance.  

 Nelkson & Winter, 1982;Skandia, 1998; Losey, 1999; Ulrich, 1998; Fletcher, 

1997determine competence from input indicators such as intelligence, education, 

ability, experience etc. 

Spencer & Spencer ‘s(1993) book ‘Competence At Work Models For Superior Performance ‘is a 

documentation of 20 years of research conducted by the author duo using the 

McClelland/McBer job competence assessment (JCA) methodology. The four objectives as laid 

down by the authors in the Preface to the book are: 

 Summarization of their research work of 20 years 

 Detailed guidelines for the conduct of JCA study 

 Application of JCA research to various aspects of Human Resource Management  

 Suggestion of future directions and applications for competency research1in a 

scenario characterized by information economies, tighter labour markets for key 

knowledge workers, diversity and globalization. 

The book is divided into 5 parts: Part I gives a historical background of competency movement 

as also defines the term “competency”. Part II dwells on the scoring criteria for competencies 

that predict superior performance in most jobs. A generic competency dictionary for 21 

competencies is also provided. 

Part III provides instructions which would aid HR practitioners in designing competency studies, 

conducting a Behavioral Event Interview, and analyzing data to develop competency models. 

Part IV presents research findings or generic models. One chapter in this part is devoted to the 

findings of a publicly funded international study of entrepreneurs. 

PartV deals with Competency-based Applications in areas like Selection, Performance 

Management, Succession Planning, Development and Career Planning, Compensation, 

Integrated HRIS and Societal Applications. 
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The author duo in their book Competence At Work-Models for Superior Performance suggest 

Behavioural Event Interviewing (BEI) as the preferred approach to developing Competency 

Based Models. They have compared high performers to average performers in order to 

understand how each performance group achieves their different levels of success. Based on 

behaviours that are empirically related to performance in a wide variety of jobs, they provide a 

quick-start to comparing performance groups and developing competency models, and they 

provide a framework for both assessing and developing competencies in people. 

The book lacks detailed statistical data analysis. The author duo could have provided examples 

and practice tests for readers who are on their own on the path of coding competencies. 

Khandawalla (2004)   paper titled “Competencies for Senior Manager Roles” published in 

Vikalp fills a critical research void that of relationship between managerial roles and 

competencies. The author points to the fact that the performance of Senior level Managers and 

consequently of the Organization depends upon how well they play their varied roles.  

The roles of Senior Managers have been categorized into nine strategic, nine operations-related, 

and nine leadership roles. Strategic roles relate to matters of long-term and organization-wide 

importance such as policy formulation, setting of long-term objectives, declaring vision for 

organization etc. Operations related roles constitute implementation of policies and changes, 

framing short-term targets, work allocation to staff, etc. Leadership roles include motivating 

subordinates, mentoring, fostering teamwork and collaborative effort, effective conflict 

resolution, etc. 

Forty-five senior manager level competencies have been categorized into six groups namely 

 Competencies related to contextual sensitivity (power structure management) 

 Management of initiatives 

 Introduction of innovations 

 Resilience and effective coping through problem solving 

 Effective task execution 

 Interpersonal competence and leadership 

Key Findings 

 Competencies varied considerably in the breadth of their impact on role effectiveness 

– there were six competencies that were ‘core’ for all three categories of roles 

(versatile competencies), while nine competencies were specialized in their 

relationship to specific categories of roles. 
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 The six competencies that were ‘core’ for all three categories appeared to be those 

that enhanced the credibility of the possessor to his/her associates, and possibly 

thereby enabled the possessor to play so many roles effectively. 

 There was a relative deficiency in playing leadership roles and greater proficiency in 

playing strategic and operations. 

The paper points to the need for further work to convert competencies into specific skills that 

can then be delivered to managers through training, job rotation, on-the-job experiences, 

mentoring, etc. 

Khosla (2006) in the article titled “Competency Mapping” elucidates the concept of 

Competency as also the process of analyzing Competencies. Competency mapping process is 

lucidly described. Its use in practice is also clearly delineated. Competency mapping tools are 

used to advance personal and organizational development in training-type context. “Human 

resource experts and consultants use competency maps to improve the alignment of what they 

need to do to perform better and differently consistent with the aims and objectives of the 

organization (Shell Global Solutions, 2001). The study of competencies in real or applied terms 

helps people to use the same language repeatedly, and to make important standards, 

expectations, and objectives part of everyday conversations (Green,1999) 

In practice individual maps - comprising of listing critical skills and knowledge elements of a 

task, job, role, unit or organization- are blended or merged to create a more detailed map for a 

group of individuals. This blended map is juxtaposed against the knowledge, skills and abilities 

that are required and need to be improved. 

Competency mapping approach can provide a common thread for all HR systems be it 

recruitment, training, performance appraisal etc. 

The author has only cursorily touched upon the aspects of designing and managing competency 

frameworks. 

Rao, T.V. (2006) in ‘Art And Science Of Competency Mapping’ accessed from the official 

website of their HR Consultancy  begins  the write-up by an emphatic assertion that many large 

Indian organizations viz. L&T, LIC, NDDB, NOCIL, HLL, Bharat Petroleum use Competency 

mapping mostly in areas of Performance appraisal systems, role analysis and role directories. 

The author underlines the need for firms to have competent employees in today’s globally 

integrated world. Core issues facing the organization are described. Organizations are facing high 

manpower costs; there is also pressure to downsize and manage with fewer people. 
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Organizations are also realizing the need for ensuring that competent people are available for 

performing various critical roles.  

Rao goes on to elucidate the concept of Competency as well as traces its history. The process of 

identifying competencies is also illustrated. 

Rao’s article is somewhat generalist in nature. The fine nuances have been avoided. The 

questions of how it can be applied in different sub functions of HR have not been touched 

upon. 

Sanghi’s  (2000) book titled ‘The Handbook of Competency Mapping Understanding, Designing And 

Implementing Models In Organizations’ spread over seven chapters begins with an introduction to 

Competency and the author underlining the importance of Competencies in order to compete in 

today’s environment. The author also dwells on certain myths about Competency. She highlights 

a very striking feature of Competency, workers cannot perform to standards without 

competencies. But, presence of Competencies does not gurantee that workers would perform 

adequately. Competency Measurement should not be confused with Performance Measurement. 

Competency refers to the ability of doing a particular job, whereas Performance is the actual 

result produced on the job. 

Sanghi advocates the identification of key stakeholders for the successful implementation of 

Competency Model in an Organization 

Marshall and Cathy (2000) in their article New Competencies for Tomorrow’s Global Leader illustrate 

10 key competencies of Leaders- Thinking globally; Appreciating cultural diversity; 

Demonstrating technological savvy; Building partnerships; Sharing leadership; Developing 

personal mastery; Communication vision; Demonstrating integrity; Focusing on results; Ensuring 

customer satisfaction. 

Dr Sharma, Radha (2003) in her research paper ‘Assessment and Development Centre as 

Tools for Competency Development’ published in Indian Journal of Training and Development   

describes Assessment Centre in detail also makes comparison with Development Centre. A 

historical perspective is also given by author by way of past research on Assessment Centre. 

Sharma has very well delineated the steps involved in such centers. Process of identifying a 

competency and competency based assessment has been described in detail. Lastly, the benefits 

of the aforementioned assessment to the individuals and organizations have also been 

summarized.  
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Parveen (2002) in her article in Human Capital reports the result of a survey on HR function in 

leading and emerging IT organizations. Company’s age was used as criteria for bifurcating them 

into leading (those more than four years of age) and emerging (those who have been in existence 

for less than three years). Respondents included top management, HR personnel, project 

managers and programs. 

On the basis of this literature discussion, it is observed that a lot of work has been done in the 

field of Competency mapping and allied areas. Authors who have communicated their views 

through books, journals, research magazines, research reports, etc. have touched upon various 

crucial aspects of genesis of Competency mapping, its Conceptual framework but there is 

absence of research on the roles played by various stakeholders like Line Managers, top 

Management in successful implementation of Competency Mapping on ground.  

3.0 Research Methodology 

3.1 Research Objectives 

 To examine the awareness levels of non HR Mangers (line managers or Operational 

managers) regarding Competency Mapping process and tools used thereof 

 To examine the perception of non HR Managers regarding extent of usage of 

Competency Mapping and its tools in various HR sub-processes in their respective 

organizations 

3.2 Need & Significance of the Study 

The study will provide insights into the awareness and perception of a key stakeholder in the 

Competency Mapping process, namely, Line Managers. This will help HR managers appreciate 

the perspective of their partners, thereby helping in effective implementation of Competency 

Mapping 

3.3 Research Question 

 Are Non HR Managers (Line Managers) aware of the Competency Mapping Tools? 

 Are Non HR Managers using Competency Mapping Tools? 

 Are Competency Mapping tools being used in the sub-segments of HR viz. 

Recruitment & Selection, Training and Development, Performance Management, 

Compensation and Reward, Career Planning, Building Appropriate Culture, 

Succession Planning, Change Enablement and Talent Management?   
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3.4 Scope & Limitations of the Study 

The study is restricted to examining the awareness levels and perception of Non HR Managers 

only. The awareness and perception of HR Managers is beyond the scope of this study. 

3.5 Research Design 

Survey 

3.6 Type of Data 

Primary: Data was collected using a questionnaire consisting of thirty items. 

Secondary: Data was culled from sources viz. Peer-reviewed Research Journals, Open Access 

journals, Periodicals, Online Research Databases, HR books on Performance Management, 

Recruitment  etc. 

3.7 Tool used for Data Collection 

A closed ended questionnaire was used for data gathering. The questionnaire had 31 number of 

items  

3.8 Sample Design 

Sample size: 30 

Nature of Sample: Non HR Managers from across departments in an organization. 

Organizations were also chosen from across sectors/ industries 

Sampling Technique:  Convenience Sampling was used  

3.9 Research Approach 

Non HR Managers or Line Managers from various departments in organizations across sectors 

were approached. The organizations selected varied in terms of two parameters – age and size (in 

terms of number of employees) 

4.0 Data Analysis and Interpretation 

Quantitative techniques were used to analyse data collected through questionnaire. The 

responses were keyed in SPSS and Statiscal tools like mean, SD and t test were used. The first 11 

items pertain to the awareness of Competency Mapping tools like Industry Benchmark, Mock 

Centers, Assessment Centers, Development Centers, Expert Panels, BARS, Threshold Scales, 

Repertory Grids, Forced Rank Order, Job Role Classification, Checklists for Observations 

amongst Non HR Managers. 
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Sample being small (30) Mode- a measure of Central Tendency was used for the purpose of Data 

Analysis to indicate the level of awareness of the surveyed sample on each of the 11 Competency 

Mapping Tools 

The table given below clearly shows that for each of the 11 items on awareness Mode ( that is 

the observation with highest frequency) among all 30 respondents  was calculated using SPSS. 

The Interpretation can be clearly drawn that for all parameters mentioned above (except 

Industry Benchmark and Checklists where number of Managers aware equals number of 

Managers not aware) awareness amongst the respondents is zero.  

Table for Awareness of Competency Mapping tool by NonHR Manager. 

 

Indicates the 
awareness of 
Industry 
Benchmark as 
Competency 
Mapping tool 
by NonHR 
Managers 

Indicates the 
awareness of 
Mock Centers 
as Competency 
Mapping tool 
by NonHR 
Managers 

Indicates the 
awareness of 
Assessment 
Centers as 
Competency 
Mapping tool 
by NonHR 
Managers 

Indicates the 
awareness of 
Development 
Centers as 
Competency 
Mapping tool 
by NonHR 
Managers 

Indicates the 
awareness of 
Expert Panels 
as Competency 
Mapping tool 
by NonHR 
Managers 

N Valid 30 30 30 30 30 

Missing 0 0 0 0 0 

Mode 1a 2 2 2 1 

 

 

Indicates the 
awareness of BARS 
as Competency 
Mapping tool by 
NonHR Managers 

Indicates the 
awareness of 
Threshold Scales as 
Competency 
Mapping tool by 
NonHR Managers 

Indicates the 
awareness of 
Repertory Grids as 
Competency 
Mapping tool by 
NonHR Managers 

Indicates the 
awareness of 
Forced Rank Order 
as Competency 
Mapping tool by 
NonHR Managers 

N 
Valid 30 30 30 30 

Missing 0 0 0 0 

Mode 2 2 2 2 

 

 
Indicates the awareness of Job Role 

Clarification as Competency Mapping 
tool by NonHR Managers 

Indicates the awareness of Checklists 
for observations as Competency 

Mapping tool by NonHR Managers 

N Valid 30 30 

Missing 0 0 

Mode 1 1a 
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The subsequent 11 items ascertain the usage of  tools namely like Industry Benchmark, Mock 

Centers, Assessment Centers, Development Centers, Expert Panels, BARS, Threshold Scales, 

Repertory Grids, Forced Rank Order, Job Role Classification, Checklists for Observations by 

Non HR Managers. 

The statistics table given below using Descriptive Statistics Mode clearly shows that for each of 

the 11 items on Usage- except for one parameter namely Job role Clarification (where there is 

usage by Non HR Managers)-is zero. The Interpretation can be clearly drawn that for all 

parameters (except one) mentioned above the usage of Competency Mapping tools by nonHR 

Manager is nil. 

 

Indicates the 
extent of 
usage of 
Industry 

Benchmark 
as 

Competency 
Mapping tool 
by NonHR 
Managers 

Indicates the 
extent of 
usage of 

Mock Centers 
as 

Competency 
Mapping tool 
by NonHR 
Managers 

Indicates the 
extent of 
usage of 

Assesssment 
Centers as 

Competency 
Mapping tool 
by NonHR 
Managers 

Indicates the 
extent of 
usage of 

Development 
Centers as 

Competency 
Mapping tool 
by NonHR 
Managers 

Indicates the 
extent of 
usage of 

Expert Panels 
as 

Competency 
Mapping tool 
by NonHR 
Managers 

N 
Valid 30 30 30 30 30 

Missing 0 0 0 0 0 

Mode 2 2 2 2 2 

 

 

Indicates the 
extent of usage of 

BARS as 
Competency 

Mapping tool by 
NonHR 

Managers 

Indicates the 
extent of usage of 
Threshold Scales 
as Competency 
Mapping tool by 

NonHR 
Managers 

Indicates the 
extent of usage of 
Repertory Grids 
as Competency 
Mapping tool by 

NonHR 
Managers 

Indicates the 
extent of usage of 

Forced Rank 
Order as 

Competency 
Mapping tool by 

NonHR 
Managers 

N 
Valid 30 30 30 30 

Missing 0 0 0 0 

Mode 2 2 2 2 
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Indicates the extent of usage of Job 
Role Clarification as Competency 
Mapping tool by NonHR Managers 

Indicates the extent of usage of 
Checklists for observations as 
Competency Mapping tool by NonHR 
Managers 

N 
Valid 30 30 

Missing 0 0 

Mode 1 2 

 

The last nine items use a five point Likert scale ranging from No or very low usage (1) to high 

usage (5) to observe the application of Competency Mapping in 9 HR Sub segments namely 

Recruitment & Selection, Training and Development, Performance Management, Compensation 

and Reward, Career Planning, Building Appropriate Culture, Succession Planning, Change 

Enablement and Talent Management. 

SPSS output table is given below 

Descriptive Statistics 

 N Minimum Maximum Mean 
Std. 

Deviation 

Indicates the application of Competency 
Mapping in HR Sub-system of 
Recruitment 

30 1 4 2.17 .874 

Indicates the application of Competency 
Mapping in HR Sub-system of 
Trainingand Development 

30 1 4 2.07 .907 

Indicates the application of Competency 
Mapping in HR Sub-system of 
Performance Management 

30 1 4 2.17 .986 

Indicates the application of Competency 
Mapping in HR Sub-system of 
Compensation & Reward 

30 1 4 1.73 .868 

Indicates the application of Competency 
Mapping in HR Sub-system of Career 
Planning 

30 1 4 1.67 .884 

Indicates the application of Competency 
Mapping in HR Sub-system of Building 
Appropriate Culture 

30 1 4 1.57 .774 

Indicates the application of Competency 
Mapping in HR Sub-system of Succession 
Planning 

30 1 4 1.63 .809 
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Indicates the application of Competency 
Mapping in HR Sub-system of Change 
Enablement 

30 1 4 1.50 .777 

Indicates the application of Competency 
Mapping in HR Sub-system of Talent 
Management 

30 1 4 1.87 .937 

Valid N (listwise) 30     

 

The table shows that in all HR Sub segments the mean hovers around 2 (indicating low usage/ 

application). Hence it can be clearly stated that across size (in terms of no of employees) and age 

of the organization, the application of Competency Mapping is low almost bordering on nil. The 

three exceptions are Recruitment, Training and Development and Performance Management. 

Furthermore, cross tab was run to find interrelation between size (in terms of no of employees in 

the organization categorized under 5 groups of less than 500; 501 – 10000;10001-50000; 50001-

100000,  and more than 100000 employees) and application of competency mapping. A cross tab 

was also run to find interrelation between age of the organization (categorized in 5 groups of 0-

10yrs, 11-20yrs,21-30yrs, 31-40yrs and more than 40yrs) and application of competency 

mapping. In both cases cross tab showed that there is no association between the two variables 

namely size of the organization and application of Competency Mapping. The cross tab output 

also showed there is no association between the two variables namely age of the respondent 

organization and application of Competency Mapping.   

The Data Analysis of answers to all three Research Questions clearly points to a major challenge 

faced in the effective implementation of Competency Mapping. 

5.0 Conclusion 

From the above analysis it can be concluded that awareness levels of a key stakeholder in 

Competency Mapping process is quite low.  

The HR managers would do well to make extra effort to train Non HR (Line /Operational 

managers) on various aspects of Competency Mapping. Purpose of competency model initiative 

should be made clear to Line Managers. Moreover, they should be involved in some way in 

planning and development of the Competency model. Furthermore, all key stakeholders need to 

be trained as regards various tools of Competency Mapping and their usage in various sub-

segments of HR. 
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Correlation between Transactional Analysis and Emotional 

Intelligence 

Ms. Usha Chavali20 

 

Abstract 

The paper begins with putting forth a conceptual framework of two theories/ models, namely, Transactional 

Analysis and Emotional Intelligence. The researcher attempts to integrate the two models by exploring the 

similarities and differences amongst the various dimensions of the two models. A rigorous Literature review is 

undertaken for the purpose. The paper concludes with drawing a linkage between TA and EI. 

Key Words: Emotional Intelligence, Transactional Analysis, Leadership Development 

 

 

1.0 Introduction 

The importance of good interpersonal skills in today’s corporate world cannot be 

overemphasized. There are quite a few behavioural models/ theories which purport to improve 

this soft skill. The two which have gained lot of importance in the past few years are – 

Transactional Analysis and Emotional Intelligence. 

2.0 Objectives of the Study 

 To understand the behavioural model/concept of Emotional Intelligence as given by 

Goleman 

 To understand the theory of Transactional Analysis as given by psychoanalyst and 

psychiatrist Eric Berne 

 To find whether there is a correlation between Transactional Analysis (TA) styles and 

Emotional Intelligence (EI) Components. 

                                                 
20  Research Scholar – SNDT Women’s University, meusha32@yahoo.co.in 
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3.0 Research Methodology 

The Research Paper seeks to integrate two conceptual models/theories - namely Goleman’s 

Emotional Intelligence and Berne’s Transactional Analysis- which have immense significance in 

the area of Organizational Behaviour. Both theoretical models are analysed and linkages with 

allied concepts like leadership, performance management, human behavioural patterns, employee 

development and productivity are explored.  An exhaustive literature survey was undertaken for 

the purpose wherein secondary data was garnered from various sources viz. Research papers, 

articles, books, online research databases. The same were reviewed to find connect between two 

seminal models in the area of Employee/ Individual Behaviour. 

Scope and Limitations of the Study 

The study is limited to secondary data analysis only. Collection of primary data as regards TA 

profiles or EI profiles of working executive is beyond the ambit of this study 

Type of Data Analysis 

Qualitative   

Need and Significance of the Study 

The study of the two models will help HR practitioners in profiling employees in a better and 

holistic manner. This data can later be used in designing appropriate intervention programs for 

employees to improve their interpersonal skills, communication, self -awareness and 

development. 

4.0 Introduction – Emotional Intelligence 

Emotional Intelligence - EQ - is a relatively recent behavioural model, rising to prominence with 

Daniel Goleman's 1995 Book called 'Emotional Intelligence'. The early Emotional Intelligence 

theory was originally developed during the 1970s and 80s by the work and writings of 

psychologists Howard Gardner (Harvard), Peter Salovey (Yale) and John 'Jack' Mayer (New 

Hampshire). Emotional Intelligence is increasingly relevant to organizational development and 

developing people, because the EQ principles provide a new way to understand and assess 

people's behaviours, management styles, attitudes, interpersonal skills, and potential. Emotional 

Intelligence is an important consideration in human resources planning, job profiling, 

recruitment interviewing and selection, management development, customer relations and 

customer service, and more. 
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Emotional Intelligence links strongly with concepts of love and spirituality: bringing compassion 

and humanity to work, and also to 'Multiple Intelligence' theory which illustrates and measures 

the range of capabilities people possess, and the fact that everybody has a value. 

Emotional intelligence refers to the capacity for recognizing our own feelings and those of 

others, for motivating ourselves and for managing emotions well in ourselves and in our 

relationships - Daniel Goleman (1999- “Working with Emotional Intelligence”). 

Emotional Intelligence is “ the ability to perceive emotions, to access and generate emotions so 

as to assist thought; to understand emotions and emotional knowledge and to reflectively 

regulate emotions so as to promote emotional and intellectual growth” - John D. Mayer & Peter 

Salovey, 1997. They defined EQ as a scientifically testable intelligence. 

Emotional Intelligence today was once referred to as personality, “soft skills”, character or even 

communication skills, the scientifically based concept of emotional intelligence offers a more 

precise understanding of a specific kind of human talent. 

There is an intelligence based on emotion, and people who have this capacity are less depressed, 

healthier, more employable, and have better relationships. 

2000 years ago Plato wrote, “All learning has an emotional base.” Since then, scientists, 

educators, and philosophers have worked to prove or disprove the importance of feelings. 

In other words, there are four parts: 

 Perceive or sense emotions 

 Use emotions to assist thought 

 Understand emotions 

 Manage emotions 

Virtually all of our actions are motivated by one of two basic emotions: fear or desire. 

EQ is B.A.R.E.: Balance, Awareness, Responsibility, and Empathy.. 

The EQ-i assesses five areas: Intrapersonal (awareness), Interpersonal (relationships), Stress 

Management (problem solving), Adaptability (stress tolerance), and General Mood (happiness). 

One of the major problems in democratic societies is the confusion between needs and rights. 

By helping us understand our emotional needs, EQ helps us distinguish one from the other. 

Emotional intelligence theory makes it clear that we must take responsibility for our emotions if 

we are to be happy. The emotionally intelligent person learns from each negative emotion. He 
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learns to control his emotions, and thereby, himself. When we are emotionally smart, we get all 

we can from our negative emotions by: Accepting them, listening to them, and Learning from 

them.  

The Best Investment You Can Make is in yourself. There are at least two good reasons to work 

on raising your EQ:  

 If you want to be happier.  

 If you want people around you to be happier.  

5.0 The Five Components of Emotional Intelligence at Work as described 

by Goleman are 

Self-Awareness: It is defined as the ability to recognize and understand your moods, emotions, 

and drives, as well as their effect on others. The hallmarks of this are self-confidence, realistic 

self-assessment and a self-deprecating sense of humor. 

Self-Regulation: It is defined as the ability to control or redirect disruptive impulses and moods 

and the propensity to suspend judgment- to think before acting. The hallmarks of this are 

Trustworthiness and integrity, comfort with ambiguity and openness to change. 

Motivation: This is defined as a passion to work for reasons that go beyond money or status 

and a propensity to pursue goals with energy and persistence. The hallmarks of this are a Strong 

drive to achieve, Optimism, even in the face of failure, Organizational Commitment. 

Empathy: This is defined as the ability to understand the emotional makeup of other people and 

skill in treating people according to their emotional reactions. The hallmarks of this are expertise 

in building and retaining talent, cross cultural sensitivity and service to clients and customers. 

Social Skill: This is defined as a proficiency in managing relationships and building networks 

and an ability to find common ground and build rapport. The hallmarks of this are Effectiveness 

in leading change, persuasiveness and expertise in building and leading teams. 

The model introduced by Daniel Goleman focuses on EI as a wide array of competencies and 

skills that drive leadership performance. Goleman's model outlines four main EI constructs:  

 Self-awareness — the ability to read one's emotions and recognize their impact while 

using gut feelings to guide decisions.  

 Self-management — involves controlling one's emotions and impulses and adapting 

to changing circumstances.  
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 Social awareness — the ability to sense, understand, and react to others' emotions 

while comprehending social networks.  

 Relationship management — the ability to inspire, influence, and develop others 

while managing conflict.  

Goleman includes a set of emotional competencies within each construct of EI. Emotional 

competencies are not innate talents, but rather learned capabilities that must be worked on and 

can be developed to achieve outstanding performance. Goleman posits that individuals are born 

with a general emotional intelligence that determines their potential for learning emotional 

competencies. 

Emotional Intelligence embraces and draws from numerous other branches of behavioural, 

emotional and communications theories, such as NLP (Neuro-Linguistic Programming), 

Transactional Analysis, and empathy. By developing our Emotional Intelligence in these areas 

and the five EQ domains we can become more productive and successful at what we do, and 

help others to be more productive and successful too. The process and outcomes of Emotional 

Intelligence development also contain many elements known to reduce stress for individuals and 

organizations, by decreasing conflict, improving relationships and understanding, and increasing 

stability, continuity and harmony. 

The way emotions were modeled for us as children by our parents has an influential power in 

dictating how likely we are to manage similar emotions as adults. 

Ethical business and socially responsible leadership are strongly connected to EQ. 

Compassion and humanity are fundamental life forces; our Emotional Intelligence enables us to 

appreciate and develop these vital connections between self, others, purpose, meaning, existence, 

life and the world as a whole, and to help others do the same. 

People with strong EQ have less emotional 'baggage', and conversely people with low EQ tend 

to have personal unresolved issues which either act as triggers or are constants in personality 

make-up.  

Emotional Intelligence is not just a new twist on relaxation techniques; it is about genuinely 

increasing the internal coherence and balance of a person. There is no doubt that our emotional 

states affect our brain and its ability to process information. Many have wondered how it 

happens that persons with high IQs don’t always land the top jobs. The answer often lies in 

interpersonal skills. In fact, emotional intelligence- the capacity to manage emotions well is twice 
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as important to success in the workplace as IQ and expertise (IQ by itself is not a very good 

predictor of job performance).  

An example of this research on the limits of IQ as a predictor is the Sommerville study, a 40 –

year longitudinal investigation of 450 boys who grew up in Sommerville, Massachusetts. Two-

thirds of the boys were from welfare families, and one-third had IQ below 90.However, IQ has 

little relation to how well they did at work or in the rest of their lives. What made the biggest 

difference was childhood abilities such as being able to handle frustration, control emotions and 

get along with other people To put it another way, if you are a scientist, you probably need an IQ 

of 120 or so to get a doctorate and a job. But then it is more important to be able to persist in 

the face of difficulty and to get along well with colleagues and subordinates than it is to have an 

extra 10 or 15 points of IQ. (Snarey & Vaillant, 1985) 

Cognitive and non-cognitive abilities are very much related. In fact, there is research suggesting 

that emotional and social skills actually help improve cognitive functioning. For instance, in the 

famous “marshmallows studies” at Stanford University, four year olds were asked to stay in a 

room alone with a marshmallow and wait for a researcher to return. They were told that if they 

could wait until the researcher came back before eating the marshmallow, they could eat two. 

Ten years later the researchers tracked down the kids who participated in the study. They found 

that the kids who were able to resist temptation had a total SAT (Scholastic Aptitude Test) score 

that was 210 points higher than those kids who were unable to wait.  

Another cognitive mechanism we use to regulate our affective states –and especially to reduce or 

eliminate negative feelings—involves giving in to temptation. When we are feeling “down” or 

distressed, most of us engage in activities that we know are bad for us but which make us feel 

better, at least temporarily (e.g. eating fattening snacks, wasting time by watching television.) 

These actions make us feel better, but only temporarily. In the past, it was assumed that we did 

so because emotional distress reduced either our capacity or our motivation to control our 

impulses to do things that were enjoyable but potentially bad for us. However, cognitive factors 

play a role in such behavior. People consciously choose to yield to temptations at times when 

they experience strong negative affect. In other words, this is not an automatic behavior or a sign 

of weakness; rather, it is a strategic choice. People yield to temptation because in the face of 

intense negative affect, they shift their priorities. Reducing their negative affect becomes their 

primary goal, so they do whatever it takes to achieve this objective.  

Harvard psychologist named Howard Gardner, introduced his theory of “multiple intelligences” 

back in 1983.His research identified seven kinds of intelligence- including maths and verbal 
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abilities- as well as two personal varieties he called “knowing one’s inner world” and “social 

adeptness”. 

In 1988, Doc Childre, founder of the California- based Institute of HeartMath, launched 

Heartmath LLC. This for-profit arm was created to take the institute’s scientifically based studies 

of the effects of the heart on the brain and create tools to boost people’s “heart intelligence 

skills- a synergy of intellectual, intuitive and emotional intelligence.” 

According to Bruce Cryer, the heart is clearly seen as an active communication organ whose 

actions and behavior influence everything we see and do in life.  Bruce Cryer, was responsible for 

creating the scientifically based tools and training methods HeartMath teaches worldwide today. 

“When your heart is really into something; when you’re working from a place of heartfelt 

emotions – like empathy, appreciation, and care- the result is more efficient management of the 

brain.” 

Social Psychologists have long been interested in Affect and cognitive. How feeling shape 

thoughts and thoughts shape feelings. Experience shows us that there is often a complex into 

play between affect—and current moods—and conjunctive—the ways we process, store, 

remember & use social information.  

Most research on the relationship between affect and cognition has focused on how feelings 

influence thought. However, there is also strong evidence for the reverse —the impact of 

cognition on affect. One aspect of this relationship is described in what is known as the two-

factor theory of emotion (Schachter, 1964). This theory suggests that, often, we don’t know our 

own feelings or attitudes directly because these internal reactions are often somewhat ambiguous. 

We infer their nature from the external world - from the kind of situations like arousal in the 

presence of an attractive person; we may conclude that we are in love. In contrast, if we 

experience increased arousal after being cut off in traffic by another driver, we may conclude that 

what we feel is anger. 

A second way in which cognition can influence emotions is through the activation of schemas 

containing a strong affective component. For example, if we label an individual as belonging to 

some group, the schema for this social category may suggest what traits he or she probably 

possesses.  

A third way in which our thoughts can influence our affective states involves our efforts to 

regulate our emotions and feelings.  
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Learning to regulate our emotions is an important task. Negative events and outcomes are an 

unavoidable part of life, so learning to cope with the negative feelings these events generate is 

crucial for effective personal adjustment –and for good social relations with others. For example, 

individuals who often lose their tempers usually find it difficult to get along with others and may, 

in fact, be avoided by others. Among the most important techniques we use for regulating our 

moods and emotions are ones involving cognitive mechanisms. In other words, we use our 

thoughts to regulate our feelings. Many techniques for accomplishing this goal exist. Some 

examples are:  

People often attempt to soften the blow of negative or tragic events by assuming that these 

events were inevitable. They use counterfactual thinking-adjusting their thoughts about the 

probability of negative events-to make these seem unavoidable and therefore less distressing. 

Our current moods also influence another important component of conjunctive — creativity. 

The results of several studies suggest that being in happy mood can increase creativity since a 

happy mood activates a wider range of ideas. 

Living well requires insights and learning about our own internal environment. One of the most 

accessible places to look for ways to feel better is our own thought stream. As we explore our 

thoughts, we find many opportunities for improving them.  

When our thoughts drag us down, we can learn to change these habits for the better, and 

gradually, with diligent persistent work, we learn first how to detect, and then how to dispute our 

habitual thinking. By escaping the trap of unproductive habitual thinking, we can become free to 

think thoughts that deliver more productive and more harmonious results. 

The way emotions were modeled for us as children by our parents has an influential power in 

dictating how likely we are to manage similar emotions as adults. 

Three terms are closely intertwined: affect, emotions, and moods. 

Affect is a generic term that covers a broad range of feelings that people experience. It’s an 

umbrella concept that encompasses both emotions and moods. Emotions are intense feelings 

that are directed at someone or something. Finally, Moods are feelings that tend to be less 

intense than emotions and which lack a contextual stimulus. 

A related affect-term that is gaining increasing importance in organizational behaviour is emotional 

labor. Every employee experiences physical and mental labor when they put their bodies and 

cognitive capabilities, respectively, into their job. But most jobs also require emotional labor. This is 

when an employee expresses organizationally desired emotions during interpersonal transactions. 
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Emotions can be subdivided into felt versus displayed. Felt emotions are an individual’s actual 

emotions. In contrast, Displayed emotions are those that are organizationally - required and 

considered appropriate in a given job. Felt and displayed emotions are often different. In fact, 

many people have problems working with others simply because they naively assume that the 

emotions they see others display is what those others actually feel. This is particularly true in 

organizations, where role demands and situations often require people to exhibit emotional 

behaviors that mask their true feelings.  There are dozens of emotions. They include anger, 

contempt, enthusiasm, envy, fear, frustration, happiness, hate, hope, jealousy, joy, love, pride, 

surprise, and sadness. One way to classify them is by whether they are positive or negative. 

Positive emotions like happiness and hope express a favorable evaluation or feeling. Negative 

emotions like anger or hate express the opposite. Emotions can never be neutral. Being neutral is 

non emotional. Importantly, negative emotions seem to have a greater affect on individuals. 

People reflect on and think about events including strong negative emotions five times as long as 

to recall negative experiences more readily than positive ones. 

Emotions can be classified into six universal emotions: anger, fear, sadness, happiness, disgust, 

and surprise. Emotions can also be termed as Primary and Secondary emotions. 

A primary emotion is what we feel first. The secondary emotion is what it leads to. 

Anger is a good example of a secondary emotion. There are many possible primary emotions 

which, when they are intense enough, can lead to anger. We might feel insulted, pressured, 

cheated, etc. If these feelings are at a low level, we are not likely to say we feel angry. But if they 

are intense, we commonly say we feel "angry." 

Depression is another example of a secondary emotion. Depression can include, feeling 

discouraged, hopeless, lonely, isolated, misunderstood, overwhelmed, attacked, invalidated, 

unsupported, etc. Normally it includes several feelings.  

Secondary, "catch-all" terms like anger and depression do not help us much when it comes to 

identifying our unmet emotional needs (UEN's). When all I can say is "I feel angry," neither I 

nor any one else knows what would help me feel better. But if I say I feel pressured or trapped 

or disrespected, it is much more clear what my UEN is and what would help me feel better. A 

simple, but effective technique, then, is to identify the primary emotion.  

Some of The Emotions Are: Disappointment, Resentment, Dissatisfaction, Bitterness, 

Hopelessness, Discouragement, Destructiveness, Resiliency and Forgiveness. 
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People give different responses to identical emotion – provoking stimuli. In some cases this can 

be attributed to the individual’s personality. Other times it is a result of the job requirements. 

People vary in their inherent ability to express intensity. Some individuals almost never show 

their feelings. They rarely get angry. They never show rage. In contrast, some people are on an 

emotional roller coaster. When they’re happy, they’re ecstatic. When they’re sad, they’re deeply 

depressed. And two people can be in the exact same situation—one showing excitement and joy, 

the other remaining calm and collected. 

Jobs make different intensity demands in terms of emotional labor. For instance, air traffic 

controllers and trial judges are expected to be calm and controlled, even in stressful situations. 

Conversely, the effectiveness of television evangelists, public-address announcers at sporting 

events, and lawyers can depend on their ability to alter their displayed emotional intensity as the 

need arises. From a scientific (rather than a popular) standpoint, emotional intelligence is the 

ability to accurately perceive & understand your own and others’ emotions & to understand the 

signals that emotions send about relationships. Researchers have used performance tests to 

measure   people’s accuracy at identifying & understanding emotions for eg asking them to 

identify the emotions conveyed by a face or which among several situations is most likely to 

bring about happiness. People who get high scores on these tests are indeed different from 

others. In the business word, they are better able to deal with customers’ complaints or to 

mediate disputes & they may excel at making strong & positive personal connections with 

subordinates & customers over the long term. Emotional Intelligence isn’t the only way to attain 

success as a leader. A brilliant strategist who can maximize profits may be able to hire & keep 

talented employees even if he or she doesn’t have strong personal connections with them.    

Our emotions help us communicate with others. Our facial expressions, for example, can convey 

a wide range of emotions. If we look sad or hurt, we are signalling to others that we need their 

help. If we are verbally skilled we will be able to express more of our emotional needs and 

thereby have a better chance of filling them. If we are effective at listening to the emotional 

troubles of others, we are better able to help them feel understood, important and cared about. 

All humans have basic emotional needs. These needs can be expressed as feelings, for example 

the need to feel accepted, respected and important. While all humans share these needs, each 

differs in the strength of the need, just as some of us need more water, more food or more sleep. 

One person may need more freedom and independence; another may need more security and 

social connections. One may have a greater curiosity and a greater need for understanding, while 

another is content to accept whatever he has been told. 
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One of the major problems in schools is the treatment of all children as if their emotional and 

psychological needs were identical. The result is many children's needs are unsatisfied. They then 

become frustrated, as any of us do when our needs are unmet. They act out their frustration in 

various ways which are typically seen as "misbehavior." This is especially evident when children 

are expected to all do the same thing for the same length of time. The better we identify their 

unique needs and satisfy them, the few behavioral problems. It is also evident when they are 

made to do things which are not interesting to them, or when they are not challenged enough 

with things which are relevant to their lives. One of the things teenagers who are cutting 

themselves seem to have in common is they are extremely bored at school as well as emotionally 

neglected, over-controlled or abused at home. 

In dysfunctional families, it is most often the emotional needs which are not met. The children 

and teenagers are getting enough to eat and they have a roof over their heads, but their 

emotional needs are not being met.  

It is helpful to become more aware of these emotional needs as a first step towards helping each 

other fill them.  

Emotional Intelligence can be learned and improved at any stage. Sustained leadership cannot be 

achieved merely by having a high IQ as leadership qualities necessarily require, getting others to 

produce qualitative and superior work. Leadership is all about achieving the best output out of 

the available manpower, which in other words effectively means that the leader will have to 

know and understand the positive as also negative attributes of everyone of his employees. 

Effective commitment towards the employees is a necessary ingredient of social interaction and 

it is a matter or proven scientific record that positive emotion is associated with a high likelihood 

of success at work. 

6.0 EI as a Leadership Quality 

Leadership concerns the interaction of leaders with other individuals. Once social interactions 

are involved; emotional awareness and emotional regulation become important factors affecting 

the quality of the interactions. As House and Aditya (1997) summarized, ‘‘contemporary research 

on intelligence offers renewed potential for leadership trait research. 

The notion of multiple intelligence and Sternberg’s theory of triarchic intelligence have 

implications for managerial roles. Leadership is embedded in a social context, and the idea of 

social intelligence as a required leadership trait is a powerful one’’ (p. 418). 
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Sternberg (1997) echoed House and Aditya’s viewpoint by providing vivid examples to illustrate 

why social intelligence may be even more important in affecting the job success of managers and 

leaders than traditional general mental intelligence. Many leadership researchers have also argued 

that effective leadership behavior fundamentally depends upon the leader’s ability to solve 

complex social problems that arise in organizations (e.g., Mumford, Zaccaro, Harding, Jacobs, & 

Fleishman, 2000; Zaccaro, Mumford, Connelly, Marks, & Gilbert, 2000). 

By integrating EI into modern theories of leadership, Hooijberg, Hunt, and Dodge (1997) 

presented a framework of the cognitive, social, and behavioral complexities of leadership. They 

argued that the social aspect of a leader’s capacity consisted of two components— social 

differentiation and social integration. Social differentiation was defined as ‘‘the ability of a 

managerial leader to discriminate and recognize the various facets, aspects, and significances of a 

given social situation over time.  

Social differentiation is a function of the leader’s ability to discern existing and potential patterns 

of social relationships; the leader’s ability to regulate emotions within self and recognize 

emotions in others; the number and degree of independence of a leaders’ value preferences; and 

the leader’s level of self-complexity’’ (p. 382). In other words, good leaders need to have a good 

understanding of their own emotions as well as those of others, and are able to regulate their 

own emotions when interacting with others. 

This idea is reinforced by Boal and Hooijberg (2000) who highlighted the argument that 

behavioral complexity is a core element of leader effectiveness. Leaders needed to play different 

roles at different times, and more importantly, good leaders had the ability to select the right 

roles for the situation. Boal and Hooijberg argued that social intelligence was the underlying 

ability that governed the behavioral complexity of leaders. 

Day (2000) also reinforced the importance of EI in leader effectiveness. While discussing the 

training and development of leaders in organizations, Day emphasized that ‘‘specific examples of 

the type of intrapersonal competence associated with leader development initiatives include self-

awareness (e.g., emotional awareness, self confidence), self regulation (e.g., self-control, 

trustworthiness, adaptability), and self-motivation (e.g., commitment, initiative, optimism).’’  
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7.0 The Effects of EI on Work Outcomes in the Workplace 

Organizations are settings that require interpersonal interaction. Most of these interactions are 

related to the performance of job duties, for example, serving customers, receiving instructions 

and reporting to supervisors, or cooperating and coordinating with colleagues. 

Employees with high levels of EI are those who can make use of the antecedent- and response-

focused emotional regulation effectively, and master their interactions with others in a more 

effective manner. Ashkanasy and Hooper (1999) utilized the proposition that affective 

commitment towards other people is a necessary component of social interaction and argued 

that the showing of positive emotions is associated with a high likelihood of success at work. 

Abraham (1999), based on her own earlier observation that optimistic insurance salesmen would 

perform better than pessimistic salesmen, proposed that EI is directly related to performance.  

8.0 Is EI Important to Leadership Development and Performance?  

Research tracking over 160 high performing individuals in a variety of industries and job levels 

revealed that emotional intelligence was two times more important in contributing to excellence 

than intellect and expertise alone. 

9.0 EI Training Develops More Effective Managers and First Line 

Supervisors  

Supervisors in a manufacturing plant received training in emotional intelligence competencies to 

help raise their EI skills in areas such as how to listen better and help employees resolve 

problems on their own, how to empower and inspire others, and how to become more effective 

personal leaders.  

10.0 Introduction – Transactional Analysis 

Transactional Analysis is one of the most accessible theories of modern psychology, founded by 

Eric Berne, and the famous 'parent adult child' theory is still being developed today. 

Transactional Analysis has wide applications in clinical, therapeutic, organizational and personal 

development, encompassing communications, management, personality, relationships and 

behaviour. 



Management Vision 

212 
 

The goals of TA can be described as two fold:  

 To reach autonomy including the use of all the ego states in awareness; Ego states are 

described fully later, however one simple way of thinking about ego states is to think 

of them as different states of the self.  

 Developing intimacy - which in TA is described as the free exchange of strokes 

without ulterior transactions and allowing for spontaneity.  

TA uses a cognitive approach in teaching clients the concepts being used. TA is interactional in 

analyzing the transactions within their social context. TA works with the affect, helping people 

let go of their ‘old’ feelings and expressing their emotions in the here and now. TA is contractual 

in its approach. This contractual approach is one of the differentiating markers which defines TA 

from other psychotherapy approaches. 

Interpersonal interaction, in the capacity of individuals, social and organizational roles, may be in 

reference to the tasks being performed or to be performed - emotions, affections, anger etc. The 

conceptual framework, in which a person interacts with, is described as “Transactional Analysis” 

(TA). The basic concept usually used in TA, is Ego State. There are three basic ego states, 

namely Parent, Adult & Child ego states.  

Parent Ego State: This ego state is the "taught" concept of life. A permanent recording assessed 

from external events, which is essentially completed during the first five years of life. It is a 

permanent recording. It can be "turned down", but never erased. On one hand, parent ego state 

can be the kind, nurturing and compassionate side of our nature while on the other hand; it can 

be the critical, authoritarian and judgmental side of our nature.  

Child Ego State: This ego state is the “felt" concept of life. A permanent recording of internal 

events – emotions, which is in us that determines our fears and joys. Fear usually outweighs joy.  

Adult Ego State: This ego state is the “thought” concept of life. This ego state begins at about 

eight or nine years of age. This ego state is involved in decision-making, probability estimating, 

and priority establishing - all reality based. This side of our personality grinds out decisions after 

considering data from the Parent and the Child as well as data from the "real world" and is the 

means by which we keep our Parent and Child under control.  
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Some of the other concepts of TA include: 

 Life positions: There are four Life positions. They are: 

"I'm OK, you're OK": In this life position, people are in the 'get on with' position.  

They're confident and happy about life and work, and interact by collaboration and 

mutual respect even when they disagree. 

I'm OK, you're not OK": In this life position, people are in the 'get rid of' position.  

They tend to get angry and hostile, and are smug and superior.  They belittle others 

who they view as incompetent and untrustworthy, and are often competitive and 

power-hungry. 

I'm not OK, you're OK": In this life position, people are  in the 'get away from' 

position.  These people feel sad, inadequate or even stupid in comparison to others.  

They undervalue their skills and contribution and withdraw from problems. 

I'm not OK, you're not OK": In this life position, people are in the 'get nowhere' 

position.   These people feel confused or aimless.  They don't see the point of doing 

anything, and so usually don't bother. 

 Transactions: There are 3 types of transactions. They are as follows:  

Complementary Transactions: In this transaction, the ego state addressed is the 

ego state that responds. 

Crossed Transactions:  In this transaction, the ego-state being addressed is not the 

ego-states that respond. 

Ulterior Transactions: In this transaction, two messages are conveyed at the same 

time. One of these is an overt or social-level message, the other a covert or 

psychological-level message. 

 Games:  A game is a series of transactions that is complementary (reciprocal), 

ulterior, and proceeds towards a predictable outcome. Games are often characterized 

by a switch in roles of players towards the end. 

Each game has a payoff for those playing it. The antithesis of a game, that is, the way 

to break it, lies in discovering how to deprive the actors of their payoff. 

Students of transactional analysis have discovered that people who are used to a 

game are willing to play it, even if as a different actor from what they originally were. 
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 Life scripts: Script is a life plan, directed to a reward. Script is decisional and 

responsive; i.e., decided upon in childhood in response to perceptions of the world 

and as a means of living with and making sense of the world. It is not just thrust 

upon a person by external forces. Script is reinforced by parents (or other influential 

figures and experiences). Script is for the most part outside awareness. Script is how 

we navigate and what we look for; the rest of reality is redefined (distorted) to match 

our filters. 

 Strokes: A Stroke  is a transaction which provides a person with either recognition 

or stimulation.  This recognition or stimulation can be either positive or negative. eg. 

A child who is naughty, is trying to ‘gain attention' rather than being ignored. It 

should be noted therefore that ‘attention seeking behaviors' have value for those who 

are behaving in that way. It is important to give them attention. 

 Rituals: A ritual is a series of transactions that are complementary (reciprocal), 

stereotyped and based on social programming. Rituals usually comprise a series of 

strokes exchanged between two parties.  

Ego – state therapy 

The creation of Ego-state therapy is attributed to John G. Watkins. This therapy consists of 

psychological process and hypnosis. This therapy is used for resolving conflicts either within a 

single individual or within a family. The psycho-dynamic approach is adopted to treat various 

behavioral and psychological problems within a person and various psychotherapy techniques 

such as behavioral, cognitive, analytic or humanistic techniques are employed through a mixture 

of internal diplomacy. Complex psychodynamic problems are often resolved in a much shorter 

period with the ego-state therapy evolved by John G. Watkins. 

It consists of: 

 Psychological Process 

 Hypnosis 

http://en.wikipedia.org/wiki/John_G._Watkins
http://en.wikipedia.org/wiki/John_G._Watkins


Management Vision 

215 
 

11.0 Applications of Transactional Analysis 

Psychotherapy 

Transactional analysis is a powerful tool to bring about human well being. In psychotherapy, 

transactional analysis utilizes a contract for specific changes desired by the client and involves the 

"Adult" in both the client and the clinician to sort out behaviors, emotions and thoughts that 

prevent the development of full human potential. Transactional analysts intervene as they work 

with clients in a safe, protective, mutually respectful-OK/OK--- environment to eliminate 

dysfunctional behaviors and establish and reinforce positive relationship styles and healthy 

functioning. Transactional analysts are able to use the many tools of psychotherapy, ranging 

from psychodynamic to cognitive behavioral methods in effective and potent ways.  

Counseling 

Counseling work focuses on creating productive problem solving behaviors. Using transactional 

analysis, counselors establish an egalitarian, safe and mutually respectful working relationship 

with their clients. This working relationship provides tools which clients can utilize in their day-

to-day functions to improve the quality of their lives.  

Educational 

Transactional Analysis is a practical educational psychology that offers a way of transforming 

educational philosophy and principles into everyday practice. TA concepts provide a flexible and 

creative approach to understanding how people function and to the connections between human 

behavior, learning and education. Teaching them to both teachers and students is a process of 

empowerment, enhancing effective methods of interaction and mutual recognition.  

Educational TA is both preventive and restorative. TA concepts are developed and used with 

people of all ages and stages of development in their various social settings. The aim is to 

increase personal autonomy, to support people in developing their own personal and 

professional philosophies and to enable optimum psychological health and growth.  

The process of educational TA is contractual so that all parties know where they stand and what 

agreements have been made for what purposes. Throughout the process, the ideas and methods 

of TA are used openly to promote informed co-operation and the sharing of power between all 

parties. TA can be used to address important issues in:  

 initial and continuing teacher education  

 institutional climate and culture  
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 developmental and educational needs  

 self esteem building  

 parent education  

 student motivation  

 staff morale and teacher well-being  

 blocks to learning and teaching  

 behavior management 

Above all educational TA is invaluable in helping people to thrive and in promoting healthy and 

effective learning in a wide variety of contexts.  

Organizational 

Transactional Analysis is a powerful tool in the hands of organizational development specialists. 

Through presenting the basic concepts of transactional analysis and using it as the basic theory to 

undergird the objectives of their clients, organizational development specialists build a common 

strategy with which to address the particular needs of organizations and to build a functional 

relationship, as well as eliminate dysfunctional organizational behaviors. 

Transactional Analysis is effectively a language within a language; a language of true meaning, 

feeling and motive. It can help you in every situation, firstly through being able to understand 

more clearly what is going on, and secondly, by virtue of this knowledge, we give ourselves 

choices of what ego states to adopt, which signals to send, and where to send them. This enables 

us to make the most of all our communications and therefore create, develop and maintain 

better relationships. 

Transactional Analysis is a theory which operates as each of the following: 

 A theory of personality  

 A model of communication  

A study of repetitive patterns of behaviour 

Most executives seek out smart, aggressive people, paying more attention to their 

accomplishments than to their emotional maturity. Putting these unseasoned managers into 

positions of authority too quickly robs them of the opportunity to develop the emotional 

competencies that come with time and experience – competencies like the ability to negotiate 

with peers, regulate their emotions in times of crisis, or win support for change. Bosses may be 

delighted with such manager’s intelligence & passion – and may even see younger versions of 
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themselves but peers & subordinates are more likely to see them as arrogant and inconsiderate, 

or at the very least, aloof. At some time in a young manager’s career, usually at the vice president 

level, raw talent & determined ambition become less important than the ability to influence & 

persuade. Unless senior executives appreciate this fact & make emotional competence a top 

priority, these high potential managers will continue to fail, often at significant cost to the 

company.   

Research has shown that the higher a manager rises in the ranks, the more important soft 

leadership skills are to his success. About a third of senior executives derail or plateau at some 

point, most often due to an emotional deficit such as the inability to build a team or regulate 

their own emotions in time of stress. Usually, a young manager risks his career when he fails to 

develop his emotional competencies. Emotional maturity doesn’t come easily or automatically 

and isn’t something to be learnt from a book. It’s one thing to understand the importance of 

relationships at an intellectual level and to learn techniques to active listening; it’s another matter 

entirely to develop a full range of interpersonal competencies like patience, openness and 

empathy. Emotional maturity involves a fundamental shift in self-awareness and behavior and 

that change requires practice, diligence and time. 

The executives do their employees & the company a service by delaying the promotion of a 

young manager & giving him the chance to develop his interpersonal skills. Interrupting the 

manager’s ascent long enough to round out his experience will usually yield a much more 

effective & stable leader.   

Communication & interactions between individuals in an organisation can be enhanced by 

knowledge of the ego state model. Managers, for instance, may realize they are taking up a 

Critical Parent stance, while their employees respond from a Negative Adapted Child ego by 

being rebellious or overly compliant. 

To improve effectiveness, both managers & employees might take action to raise their use of the 

Adult ego state, acknowledge when it is appropriate to use their use Nurturing Parent ego and 

when, to improve job satisfaction and team build, Free Child ego should be released. 

11.0 Conclusion 

The strong link between emotional intelligence and transactional analysis outlines the 

development of human nature and how people relate and communicate with others; offer 

suggestions and interventions, which enable the growth in general. The philosophy underlining 

transactional analysis primarily leads to the conclusion that people can change and all people 
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have a right to be in the world and be accepted. The adult concept of the transactional analysis 

model explains the emotional intelligence, since adult has the ability to think and determine 

actions for themselves, based on data as received by them. One’s strength in emotional 

intelligence is certainly linked to personal experience, especially in formative years. TA can be 

used effectively at different levels; it is an in-depth methodology for relational psychotherapy 

usually working with clients over many months or even years and it is effective as a solution 

based cognitive methodology in time limited or brief therapy or counselling. Transactional 

analysis also provides us with a theory of communication; it gives a method for analysing systems 

and organisations. It also offers a theory of child development; it offers life script explaining how 

we are influenced by our history and the decisions we make about ourselves, others and the 

world because of that. It offers explanations as to how we continue to repeat patterns of 

behaviour that may be self-defeating. Overall, transactional analysis gives us a theory of 

psychopathology, a system of psychotherapy, a treatment system for all types of psychological 

problems from average neurosis to psychosis. 
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Celebrity Endorsement: Analyzing the Risks and Benefits 

Mr. Rahul Madhyani21 

 

Abstract 

Marketers are increasingly resorting to endorsements by celebrities, due to benefits such as positive rub-off on the 

brand persona. However, there are drawbacks and issues to be considered carefully, such as the high costs involved 

and the risk of celebrity over exposure. This paper attempts at understanding the nuances of celebrity endorsement 

from the perspective of the marketer and at the same time captures the risks and challenges. 

Key Words: Celebrity, Endorsement, Endorsers, McCracken’s transfer model, celebrity management 

 

 

1.0 Introduction 

Shahrukh Khan, Mahendra Singh Dhoni, Amir Khan, Sachin Tendulkar, these names have 

become symbols of the role of endorsers in advertising. Firms spend millions of dollars to sign 

up celebrities to endorse their products. This is not a recent phenomenon and goes way back in 

time to the late nineteenth century. From a marketing communication perspective it is important 

that companies design strategies to create competitive differential advantages for the company’s 

products or services. Marketing activities back up other elements in the marketing mix such as 

product design, branding, packaging, place and pricing in order to create positive awareness in 

the minds of the consumers. To achieve this, the use of celebrity endorsers is widely used as a 

marketing communication strategy. 

2.0 Objectives 

 To understand  what is celebrity endorsement  and how it works  

 To understand the benefits and the risks involved with celebrity management  

 To understand the factors considered while selecting celebrity endorsers. 

 To understand the essentials of celebrity endorsement  

                                                 
21  Research Scholar – Shri Jagdishprasad Jhabarmal Tibrewala University, rahulmadhyani@rmi.rizvi.edu.in 
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3.0 Scope and Limitations of Study  

 The paper focuses on the celebrity endorsements without any preference to a 

particular sector  

 This study focuses on celebrity endorsements at a macro level based on the opinions 

of experts in India and globally  

 The study does not focus on the actual cost benefit – analysis  and is purely based on 

qualitative inputs taken from various experts  

4.0 Sources of Data  

Secondary data: The data is gathered from internet, journals and reports.  

5.0 Research Procedure  

The data for this study was garnered from various online data bases , journals and websites. The 

data has been studied and  analyzed to understand the various aspects of celebrity endorsements 

in marketing.  

6.0 What is Endorsement?  

Endorsement is a channel of brand communication in which a celebrity acts as the brand’s 

spokesperson and certifies the brand’s claim and position by extending his/her personality, 

popularity, stature in the society or expertise in the field to the brand. In a market with a very 

high proliferation of local, regional and international brands, celebrity endorsement was thought 

to provide a distinct differentiation. But over the years, many aspiring brands in Asia have 

jumped on to this celebrity endorsement bandwagon. Even though endorsements have taken on 

a quasi-industry stature, there are many reasons for such a happening. The next section addresses 

this issue. 

7.0 Who are Endorsers? 

Endorsers can be categorized into three broad classes, namely experts, lay endorsers and 

celebrities. Each of them has special characteristics and roles in the communication process.  

 Experts are individuals or organizations that the target population perceives as 

having substantial knowledge in a particular area. Typically experts are chosen 

because of the knowledge they have gathered through experience, training or study.  
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 Lay endorsers are unknown individuals or characters that may be real or fictional 

and are (initially at least) unknown. They are selected to closely resemble the target 

segment, enabling the target segment to identify with the endorser and the message. 

Lay endorsers can generally be characterized as the anonymous voice-over in audio 

and video ads. In such cases, the target audience may not visualize an explicit person 

as endorser, but may treat the speaker as the voice of the advertiser announcing the 

advertiser’s position.  

 Celebrities are defined as individuals who are known to the public as an actor, 

sports figure, or entertainer for his or her achievements in areas other than that of 

the product class endorsed. Celebrities used as endorsers are in general found to be 

attractive and likeable by the audience.  

The three categories of endorsers are not mutually exclusive but, sustained and effective use of 

lay endorsers over time may make them celebrities in their own right way. Also some individuals 

could belong to more than one category depending on the product they endorse. Because sport 

celebrities frequently endorse sport equipment as well as other products, there may be an 

especially large overlap in classifying endorsers from the world of sports as experts or celebrities. 

Based on the above points, it shows that endorsers from all the three categories can be classified 

as celebrities due to the circumstances. According to Belch & Belch more than 50 percent of all 

TV commercials feature celebrities, and advertisers pay hundreds of millions of dollars for their 

services. 

8.0 What is Celebrity Endorsement? 

Celebrity branding is a type of branding, or advertising, in which a celebrity uses his or her status 

in society to promote a product, service or charity. Celebrity branding can take several different 

forms, from a celebrity simply appearing in advertisements for a product, service or charity, to a 

celebrity attending PR events, creating his or her own line of products or services, and/or using 

his or her name as a brand. The most popular forms of celebrity brand lines are for clothing and 

fragrances. Many singers, models and film stars now have at least one licensed product or service 

which bears their name.  

The term celebrity itself need not exclude individuals who may be controversial or disliked by the 

general population for example MS Dhoni for Pepsi, as long as they are used carefully to convey 

a certain image. Pepsi has for example always promoted its drinks to the younger generation and 

therefore Dhoni fits into that model. 
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Lately there has been a trend towards celebrity voice-overs in advertising. Some celebrities have 

distinct voices which are recognizable even when they not present on-screen. This is a more 

subtle way to add celebrity branding to a product or service.  

Celebrities can also be fictional, developed by advertisers to be used as spokespersons for their 

brand. Friendly personifications of animals or fantasy characters can have a wide appeal across 

ages, ethnic groups and nationalities. Good examples of fictional character are Kellogg’s Tony 

the Tiger and the Energizer Bunny.  

More recently, advertisers have begun attempting to quantify and qualify the use of celebrities in 

their marketing campaigns by evaluating their awareness, appeal, and relevance to a brand's 

image and the celebrity's influence on consumer buying behavior.  

Celebrity branding is a global phenomenon and it assumes paramount importance in developing 

countries like India where celebrities are given the status of demi -Gods by the masses. There is a 

certain co- relation between successful celebrity branding and brand endorsements.  

9.0 Why Celebrity Endorsement Route?  

The reason why companies should use celebrity endorsers is that celebrities are effective 

endorsers because of their symbolic inspirational reference group association. Reference groups 

provide points of comparisons through which the consumer may evaluate attitudes and behavior. 

One of the reasons for using celebrity endorsement depends on the characteristics of the 

audience. The use of celebrity is probably more effective in low – involvement conditions, such 

as buying cologne. When buying a product with high involvement conditions celebrity 

endorsement wouldn’t be that effective. When buying high involvement products the customer 

often wants information about the product instead of famous people that endorse it.  

10.0 Essentials of Celebrity Endorsements: 

Before any brand signs on a celebrity, they should consider three main aspects : 

 Attractiveness of the celebrity: This principle states that an attractive endorser will 

have a positive impact on the endorsement. The endorser should be attractive to the 

target audience in certain aspects like physical appearance, intellectual capabilities, 

athletic competence, and lifestyle. It has been proved that an endorser that appears 

attractive as defined above has a greater chance of enhancing the memory of the 

brand that he/she endorses.  
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 Credibility of the celebrity: This principle states that for any brand-celebrity 

collaboration to be successful, the personal credibility of the celebrity is crucial. 

Credibility is defined here as the celebrities’ perceived expertise and trustworthiness. 

As celebrity endorsements act as an external cue that enable consumers to shift 

through the tremendous brand clutter in the market, the credibility factor of the 

celebrity greatly influences the acceptance with consumers.  

 Meaning transfer between the celebrity and the brand: This principle states that 

the success of the brand-celebrity collaboration heavily depends on the compatibility 

between the brand and the celebrity in terms of identity, personality, positioning in 

the market vis-à-vis competitors, and lifestyle. When a brand signs on a celebrity, 

these are some of the compatibility factors that have to exist for the brand to 

leverage the maximum from that collaboration.  

Even though these three major principles must be adhered to by companies, practically it might 

be difficult to find celebrities that satisfy all these three conditions. Depending on the nature of 

the brand and the kind of product being used, companies can selectively emphasize one factor 

over the other. 

11.0 Celebrity Endorsement: Path to Foreign Markets  

Celebrity endorsement is a good way to enter foreign markets, because celebrities with global 

popularity can help a company to reach out with a message over the whole world. This is 

because celebrities often have the same image over the whole world and by that they can help 

companies break through the barriers when it comes to cultural roadblocks such as time, space, 

language, relationships, power, risk, masculinity, femininity. Celebrities have the potential to hold 

viewers’ attention and penetrate the clutter of brief and numerous advertising spots that compete 

for the audience attention. Celebrities can be chosen to endorse a new product since this strategy 

can pay huge dividends by giving products instant personality and appeal. This is because the use 

of a famous person makes it easier to reach consumers’ attention. Celebrities can be hired when 

positioning strategies has failed to reach interest from consumers. Hiring a celebrity endorser can 

give the product the new desired position on the market. 
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12.0 Factors inducing choice of celebrity as company’s promotion strategy 

McCracken’s meaning transfer model: 

McCracken (1989) has developed the meaning transfer model, which is a rich and 

comprehensive description of the meaning movement and the endorsement process. The central 

premise of the meaning transfer model is that a celebrity encodes a unique set of meanings that 

can, if the celebrity is well used, be transferred to the endorsed product. The model is built upon 

the more general process of meaning transfer and consists of three stages. In the first stage 

”culture”, the meaning exist in the celebrities themselves. In stage two ”endorsement”, the 

meaning is transferred when the celebrity enters into an advertisement with a product. Some of 

the meanings of the celebrity are now also meanings of the product the third and final stage 

”consumption”, the meaning moves from the product to the consumer. 

 

Stage 1 

According to McCracken (1989) celebrities are very different from anonymous models (or 

anonymous actors) that are normally used to bring meanings to the advertisement. Celebrities 

deliver meanings of extra subtlety, depth and power. It is clear that advertisements can undertake 

meaning transfer without the aid of celebrities. Anonymous actors and models are charged with 

meaning, and obviously, they are available at a fraction of the cost. The question is then, why 

celebrities should be used for an advertisement. How does the celebrity “add value” to the 

meaning transfer process? What special powers and properties does the e celebrity bring to the 

advertisement, to the product, and, finally to the consumer? Celebrities offer all these meanings 

with special precision. Celebrities also offer a range of personality and lifestyle meanings that a 
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model cannot provide. Finally, celebrities offer configurations of meaning that models can never 

possess. According to McCracken (1989) it is proven that celebrities are more powerful 

endorsers. When compared to anonymous actors and models. Celebrities have particular 

configurations of a meaning that cannot be found elsewhere and that makes them more powerful 

medium than anonymous actors and models. Celebrities evoke the meanings in their persona 

with greater vividness and clarity. Celebrities draw these powerful meanings from the roles they 

assume in their television, movie, military, athletic, and other careers. Indeed, these careers act 

very much like large advertisements, as Stage 1 of the figure shows. Each new dramatic role 

brings the celebrity into contact with a range of objects, persons, and contexts. Out of these 

objects, persons, and contexts are transferred meanings that then reside in the celebrity. When 

the celebrity brings these meanings into an advertisement, they are, in a sense, merely passing 

along meanings with which they have been charged by another meaning transfer process.  

Stage 2 

It can be said that the choice of particular celebrities are based on the meaning they symbolize 

and on a sophisticated marketing plan. Once the celebrity is chosen, an advertising campaign 

must then identify and deliver the meaning to the product. It must capture all the meanings it 

wishes to obtain from the celebrity and leave no relevant meanings unused. Furthermore, it must 

capture only the meanings it wishes to obtain from the celebrity. By that, care must be taken to 

see that these unwanted meanings are kept out of the evoked set. To accomplish that, the 

advertisement will be filled with people, objects, context, and a copy that have the same meaning 

as the celebrity. The advertisement will sometimes operate on the meanings of the celebrity, and 

may even modestly help them change and celebrities have been known to exploit this effect by 

choosing their endorsement to tune their image. McCracken continues to say that the 

advertisement must be designed to suggest the essential similarity between the celebrity and the 

product so that the consumer will be able to take the last step in the meaning transfer process. In 

theory, copy testing is used to measure whether the advertisement succeeds in this regard. 

When assurance is forthcoming, the second Stage of transfer is complete and the advertisement 

is put before the consumer. The consumer suddenly sees the similarity between the celebrity and 

the product, and is prepared to accept that the meaning in the celebrity is in the product.  

Stage 3 

Consumers constantly survey the object for goods with useful meanings. They use them to 

furnish certain aspects of the self and the world. The material world of consumer goods offers a 

vast inventory of possible selves and thinkable worlds. Consumers are constantly rummaging 
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here. This final stage of the transfer process is complicated and sometimes difficult. The meaning 

of the object does not merely lift the object and enter into the consumer’s concept of self and 

world. Celebrities play a role in the final stage of meaning transfer because they have created the 

self. They have done so in public, in the first stage of the meaning transfer process, out of bits 

and pieces of each role in their careers. The entire world has watched them take shape. 

Consumers have looked on as celebrities have selected and combined the meanings contained in 

the objects, people, and events around them. The self created is almost always attractive and 

accomplished and celebrities build selves well. The constructed self makes the celebrity a kind of 

exemplary, inspirational figure to the consumer. Consumers are themselves constantly moving 

symbolic properties out of consumer goods into their lives to construct aspects of self and 

world. Celebrities are proof that the process works.  

“Celebrities have been where the consumer is going.” 

They have done in Stage 1 what the consumer is now laboring to do in Stage 3 of the meaning 

transfer model. McCracken argues that this, in a wide aspect, advocate how celebrity 

endorsement operates as a process of meaning transfer. It is a review of each of the three stages 

in this process, considering in turn how meaning moves into the persona of the celebrity, how it 

then moves for m the celebrity into the product, and finally how it moves from the product into 

the consumer. Therefore celebrities are, by this account, the key player s in the meaning transfer 

process.  

13.0 Benefits of using Celebrity Endorsement 

 Increased Attention 

Today it is easier for consumer to choose advertise commercials what they want to 

see by changing the channel on the TV or record TV programs without commercials. 

It has become more important for companies to get consumers attention and get 

them to stay and watch the advertisement. Therefore it is a good way to use 

celebrity’s endorsement because celebrities have the capacity to hold viewers 

attention and penetrate the clutter of brief and numerous advertising spots that 

compete for audience attention. Celebrities also makes the advertise stand out from 

the rest and therefore improving the communicative ability by cutting through excess 

noise in a communication process.  
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 Image Polishing 

If a company’s image has suffered and is going in the wrong direction, celebrity 

endorsement can be a good way to polish the image of the company since the 

celebrities own image which is known by the public will be transferred to the product 

an in that way give the product or brand a new image.  

 Brand Introduction 

When introducing a new brand or product a company can choose to make the new 

product designed around the personality of a celebrity. This is a good way to receive 

instant personality and appeal. When the product is launched the consumer 

immediately understands the image of the celebrity and pushes that image over to the 

product. 

 Brand Repositioning 

If the positioning of a product or brand does not work as the company had hoped 

for celebrity endorsement can be a good way to repositioning the product or brand 

by giving the brand a new image through the endorser. 

14.0 Risks in Celebrity Endorsements  

 Negative Celebrity Information 

One of the risks of using celebrity endorsements is that the celebrity hired for the 

process can receive negative information or publicity. Negative information can be 

spread from the endorser to the company and by that way affect the company in a 

negative way. This is because companies want their consumers to associate the brand 

with the e celebrity. When negative information about the celebrity comes out, this 

may lower the evaluation of the celebrity, which in return reflects back to the 

endorsed brand through the associative link established between celebrity and 

company.  

 Overexposure & Overuse 

Overexposure is an important issue because when celebrities are famous they often 

endorse several products. If a celebrity’s image ties in with several different brands, 

the connection between the celebrity and a specific brand becomes blurry and the 

distinction between them disappears. It is negative when celebrities endorse several 
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products because this negatively influences consumer’s perception of endorser 

credibility and likeability and the attitude towards the advertisement because the 

consumer has a hard time remembering what brand the celebrity stands for, the 

consumer also starts to question if the celebrity really likes the brand or if it is only 

doing it because of the money. It is important for companies not to overuse celebrity 

endorsement because this has the same effect as using a celebrity that is endorsing 

several different products. 

 Overshadowing 

Overshadowing is also an important issue because consumers might focus their 

attention on the celebrity instead of the product that is being promoted. This often 

occurs when celebrities are endorsing multiple products. Therefore it’s important that 

the celebrity spokesperson will attract attention and enhances the sales message 

without overshadowing the product. The company certainly intends for an 

associative link to develop between the celebrity and the endorsed brand, instead the 

celebrity endorser is most likely to build a link with the predominant stimulus, which 

might not be the featured brand in the ad execution.  

 Investment Risk 

It is a big financial risk for companies to invest in celebrity endorsement. The cost of 

hiring celebrities as endorsers cost in some cases several millions of dollar to endorse 

a single product. This makes it a huge financial risk since companies have no control 

over the actions of the celebrity and that the use of a celebrity is a high-risk decision. 

A good choice can pay off handsomely but it can just as easily mean a disaster for the 

company since they have no control of how the celebrity behaves. 

 Extinction 

Celebrities may disappear from the media flashlight during a market campaign, which 

is a disaster because this means that the attractiveness that the celebrities are suppose 

to bring to the company disappears . If this happens celebrities often tries to change 

their image to become famous again which can damage the image of the company 

they are endorser for. 
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15.0 Methods to Reduce Risk in Celebrity Endorsement 

This section deals with concern on how to match celebrities to products and services which can 

prevent risks within celebrity endorsement. 

 Reducing Risk 

There are several ways in which companies can ensure against some surprises that 

can occur when using celebrity endorser. Companies should start with a properly 

screening of candidates to ensure that they are buying the right image, and that the 

risk with the celebrity contract is worth the potential risk for damage. Companies can 

also set up contracts that have a moral clause. A moral clause is a legal statement that 

gives companies the option to terminate a contract with a partial fee or no fee at all. 

These clauses often state that if the celebrity becomes involved in any situation or 

occurrence, which in the company’s reasonable opinion, subjects Company to 

ridicule, contempt or scandal.  

 Managing Celebrity Endorsers 

Companies must establish a link between the endorser and the brand or product. 

When an associative link is built between the celebrity and the brand each is then part 

of the other association set, a group of concepts, which are meaningfully related to a 

target brand. Few  example of this is consumers thinking of  Nike - Michael Jordan, 

Dunlop - John McEnroe, 

Adidas – David Beckham, and so on. Repeated pairing of the two stimuli is a key to 

associative learning process, because repeated repetition of the pairing of two stimuli 

increases confidence that the presence of one stimulus predicts the presence of the 

other stimulus. Within a celebrity endorser context, repeated pairings of the endorser, 

increases consumer’s recognition that the brand is a good predictor of the presence 

of the celebrity, strengthening the link between the brand and the celebrity. 

Companies often use a celebrity endorser sporadically or opportunistically either at 

the whim of the client or the agency. Payback on the investment in celebrity 

endorsement comes from using the celebrity regularly over time. Such repetition 

both strengthens the associative link for those consumer already aware of the of the 

celebrity endorsement as well increase the pool of consumer who begin to become 

aware of the link between the brand and the celebrity. If companies don’t use the 

chosen celebrity consistently it will weaken the benefit from using the endorser.  
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 The Source Attractiveness 

The source attractiveness is a model that has been explained by several authors 

through the years. The source attractiveness model posits that the acceptance of a 

message depends on the attractiveness of the source, which in turn depends on three 

central attributes: familiarity, likeability, and similarity. 

Familiarity is the audience’s knowledge of the source because of prior exposure to it. 

Likeability is the audience’s positive regard for the source because of its physical 

appearance and behavior and similarity is the resemblance between the source and 

the receiver. The higher a source rates on each of these attributes, the more 

acceptable and attractive it will be. There are two explanations to how attractiveness 

affects the message acceptance: Identification and conditioning. Identification means 

that the receiver of the message begins to see himself or herself as similar to the 

source because of the latter’s attractiveness. Because of that the receiver becomes 

willing to accept the opinions, beliefs, attitudes or behavior of the source. 

Conditioning means that the endorser is an unconditioned stimulus, and the brand or 

product would b e the conditioned stimulus. When the endorser is repeatedly 

associated with the brand, the attractiveness of the endorser is supposed to pass to 

the brand. 

 Match Up 

To create an effective endorsement between a celebrity and a brand it is important 

that there is brand–celebrity congruency when it comes to facilitate the development 

of an associative link. When there is a perceived fit between the brand and celebrity, 

there is a greater probability of building an associative link, a poor fit between 

celebrity and brand is the primary cause of failed celebrity endorsement. The greater 

the perceived fit between the celebrity and the brand the more quickly the associated 

link between the two can be expected to develop. The choice of celebrity should fit 

with the association the brand either currently has or plausible could have.. It is 

therefore necessary, to test the possible use of any celebrity fits current associations, 

then the celebrity serves to reinforce existing associations. If the associations or the 

image of the celebrity fits the desired association that the brand could plausibly have, 

then the celebrity serves to create association for the brand. However there is not 

only important that the celebrity has a fit towards the brand and image, companies 

must also consider that the celebrity has a fit towards the target audience. Different 
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groups of people may have different celebrity with the brand’s target group to ensure 

that the image or the associations the celebrity has in the minds of the target audience 

are meaningful, positive and consistent with the company’s expectations.  

 Overshadowing 

The way to decrease the chances of overshadowing the advertising executions should 

be single- minded in communicating the brand-celebrity pairing. The brand and the 

celebrity should be the two strongest elements in the ads executions which are 

cluttered with superfluous exceptional devices, distract from the brand celebrity 

pairing is weakening the potency of the celebrity endorser. The like hood of forming 

an associative link between the celebrity and the brand increases when there are few 

other competing elements in the advertisement.  

 Overexposure 

When celebrities are endorsing several products blocking can occur which refers to 

the reluctance of a favorable stimulus (celebrity endorser) to form a strong link with 

another stimulus when the favorable stimulus (celebrity endorser) already has a 

strong association with a previous stimulus. When a celebrity already is strongly 

associated with a brand they will not form associative links with other brands. 

Therefore companies should avoid using celebrities that are already endorsing several 

other brand s to which they have a strong connection.  

 Extinction 

To reduce the risk of extinction companies should expand their use of celebrity 

endorsement. Because it is unrealistic to expect that every time a consumer 

encounters a brand the celebrity endorser image also will be present. Therefore 

companies should work to get endorsers more integrated into the marketing mix. 

Although most commonly used in advertising, celebrity endorsers can be effective in 

promotion activities, such as giving away related items or trips, which tie into the 

celebrity. The celebrity could also be used at large trade shows, national sales 

meetings and other significant publicity events. 
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 Financial risk 

Companies must decide how cost effective their choice of celebrity is. The celebrity 

with the highest potential is often also the most expensive one. Companies should 

therefore look for a lesser-known person that fits into the message of the brand and 

appeals to the target audience.  

Nike: Successful celebrity endorsement case study  

Nike is known around the world for being one of the most iconic brands. It was recently ranked 

as the world’s 31st most valuable brand in terms of its brand value – USD10.8 billion – by the 

annual Business Week’s global top 100 brand survey. In spite of many market maneuvers (such 

as the recent merger between Adidas and Reebok), Nike has remained the leader in its category. 

Nike is also very well known for another aspect and that is its consistent use of celebrities to 

endorse the brand. In fact one of the most successful collaborations between a brand and a 

celebrity is that of Nike and Michael Jordan. So successful was the collaboration that Nike and 

Jordan launched a new brand variant called the Air Jordan line of sport shoes. Nike pulled off a 

very similar coup in the sports industry when it joined forces with the ace golfer Tiger Woods to 

enter the golf category with its apparel, equipment and accessories. Nike had no experience in 

golf before. Moreover, golf being a very elite game, it was generally considered that a brand like 

Nike would not be very successful. This might have probably been true had Nike chosen the 

traditional path to building its equity in the golfing arena. But Nike chose to associate with the 

best golfer in the world and have him endorse the brand. As is known today, Nike has emerged 

highly successful in golf. 

As a brand, many have established a very strong brand identity and a brand personality over the 

years. What Nike did was to use celebrity endorsement as one of the main channels of 

communicating its brand to a highly focused set of customers. So, Nike’s association with Tiger 

Woods was one of the parts of an entire branding process that Nike has been practicing 

consistently. Contrary to this, most of the brands in India that have used celebrity endorsements 

have used it as the main brand building tool. 
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16.0 Conclusion  

This article discusses the potential benefits and the risks attached to celebrity endorsement. To 

optimize celebrity endorsement for a brand, companies should focus on:  

 Differentiation and the opportunity to create a distinct personality for a brand or the 

product. 

 The endorser’s effectiveness is moderated by a number of factors including 

credibility, attractiveness, successful meaning transfer, celebrity-product congruence 

and other associations developed through classical conditioning. 

Companies also should be able to identify the risks involved such as overexposure, image change 

and loss of recognition which may harm the brand.  

In terms of the future, celebrity endorsements are here to stay. Their ability to cut across the 

classes, caste barriers and apprehensions are simply too important to be sidelined. They have 

been time-tested and delivered results repeatedly, given good hands. One could continue to 

wonder if these celebrity-hawkers are worth the money and the tantrums, but in a world of brand 

clutter and product muddle, celebrities seem to hit the nail on the head, more often than not. 

And to be honest, let's look around ourselves, we all in a little appreciation of those stars aren’t 

gazing back at us! 

  



Management Vision 

236 
 

Bibliography 

Electronic Documents:  

 http://www.chillibreeze.com/articles/Celebrity-endorsement.asp 

 http://www.coolavenues.com/know/mktg/surabhi3.php 

 http://www.thehindubusinessline.com/bline/2008/04/09/stories/20080409507505

00.htm 

 http://www.coolavenues.com/know/mktg/surabhi6.php 

 http://www.thehindubusinessline.com/2008/04/08/stories/2008040851250500.htm 

 http://timesofindia.indiatimes.com/articleshow/1507842.cms 

 http://in.movies.yahoo.com/news-detail/15671/Celebrity-endorsements-ensure-

highersale-Shahrukh-Khan.html 

 http://www.merinews.com/catFull.jsp?articleID=183 

 http://www.icmrindia.org/free%20resources/Articles/Celebrity%20Endorsement1.

htm 

 http://catalogue.ausport.gov.au/fulltext/1998/cjsm/v2n1/dyson.htm 

 http://issuesinimc.wikispaces.com/Advantages+and+Disadvantages+from+using+

celebrity+endorsement 

 http://www.broadcastnewscorp.com/html/production.php 

 http://www.utalkmarketing.com/Pages/Article.aspx4187&Title=White_Paper._Cele

brity_Endorsement_2008 

 http://www.asuku.com/forum/viewtopic.php?t=4649 

 http://www.nerve.in/subscribe.php?xml=brand_ambassador 

 http://news.webindia123.com/news/Articles/Business/20070208/586975.html 

  



Management Vision 

237 
 

Leveraging Public Relations to Businesses 

Ms. Anjali Talreja22 

 

Abstract 

Public Relations (PR) is the management function of researching, communicating and 

collaborating with publics to build mutually beneficial relationships. 

- New York Times 

This paper focuses on how Public Relations, when incorporated as a management function has helped firms to 

achieve their business objectives. The study highlights the benefits and the challenges of implementing PR in 

businesses. The role of PR is beneficial provided the business objectives are aligned with the PR campaign.  

With the help of 2 case studies, Socio Square and Financial Pundits, this paper helps understands how PR can be 

leveraged advantageously. The two cases also explain the challenges involved in auctioning the PR plan. 

Key Words: Public Relation, Publics, Management function, Key messages 

 

 

1.0 Introduction 

‘Public Relations’ enables organizations to connect with their key stake holders. These 

stakeholders are called ‘Publics’. Public relations, unlike in the past is not confined to media 

related activities only. In fact the PR role is now larger and is designed to meet the business 

objectives of the organization.  

Public Relations, is an integral part of business and at a broad level caters to the following 

Publics.  

 Customers / Potential customers  

 Employees  

 Regulatory Authorities  

 Shareholders  

 Vendors / agencies  
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 Financiers / Lenders  

 Media  

2.0 Pre–requisites for a successful PR campaign 

To be able to implement a successful PR campaign it is important to:  

 To understand the organization’s core offering, its structure and management’s 

vision  

 The ability to research and develop on the client’s core competitive landscape  

 To understand the business objectives of  the firm  

 Excellent oral and written communication  

 The ability to craft articulate key messages which are in sync with the firm’s goals  

 To create  and identify existing PR platforms which help connect with the stake 

holders  

 The ability to network and maintain long lasting media relations  

 The management (who will be spokespersons) representing the firm, will have to be 

trained on PR skills to be able exhibit the right perspective.  

A successful PR plan cannot be designed without the continuous inputs / developments that 

have to be shared by the management at regular intervals. A seamless line of communication 

between the PR team and the management is a must. This will enable the PR team to build on 

key messages that can reach out to the defined ‘Publics’. 

Based on the above, a PR plan is developed and is evaluated at regular intervals. This evaluation 

also called a review process enables the firm to understand the progress made and if required, a 

need to make any changes to the plan. 

3.0  PR Platforms 

Given below are a few tools / platforms which create a ‘connect’ with the ‘Publics’:  

 Newsletters: helps in disseminating developments / expertise. For effective results, 

the newsletters should be issued at regular intervals In an attractive format which will 

eventually connect with the desired audience.  

 White Papers: In depth research based reports create a stir, provided the research is 

meaningful and acts as a ‘ready reckoner’.  .  
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Eg: The BRICs report issued by Goldman Sachs was proved to be useful by finance 

professionals and at the same time captured the attention of the corporate world 

almost instantly.  

 Editorial Meet: This is a close knit editorial interactive session with senior editors / 

writers and the management of the firm. This helps the media to understand the 

developments of the firm and at the same time gain knowledge on the sector / 

domain / global perspectives.  

 Knowledge Sharing Workshop: This is a platform that helps the company to 

demonstrate their expertise through a workshop format. This helps bridge the gaps 

in understanding the fundamentals of the sector / business and at the same time 

positions the company’s expertise / skills.  

Since PR tools / platform will differ from company to company, only a few are mentioned.  

4.0 Objectives 

This objective of this paper is to understand:  

 How PR works advantageously for businesses  

 The PR process  

 Challenges in implementing a PR campaign  

 The importance of aligning business objectives with the PR Plan   

5.0 Research Methodology 

Type of Research:  

Exploratory 

Scope & Limitations of Research:  

The study is limited to two Organizations only. 

Furthermore, the two cases pertain to leveraging PR for customer acquisition and talent 

acquisition. The use of PR to connect with other stakeholders namely regulatory bodies, Vendor 

Relations, Financiers is beyond the ambit of this research. 

Research Design:  

Case Study 
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Type of Data:  

Primary Data: was collected by way of researcher’s observations and interactions with various 

stakeholders of the two organizations under study over a two year time period  

Secondary data: was collected from sources viz. research journals, company websites, online data 

sources etc. 

Procedure:  

The information collated from different sources (primary and secondary) is presented in the 

form of 2 case studies pertaining to 2 Organizations. 

Type of Data Analysis:  

Qualitative 

6.0 Case 1: PR tools helped a US based start up firm to acquire clients in 

India  

About Socio Square 

Socio Square is approximately a 2 year old firm focusing on social media marketing solutions and 

applications. Head quartered in the US, the firm started its operations in India in 2011. The 

management team comprises, the CEO who is also the founder, Mr. Gaurav Mendiratta,  an 

alumnus of University of Pennsylvania.. The board member includes Prof. Kartik from the 

Wharton School and Peter Gartner, Investment banking stalwart.  The total strength of the 

company is 25.  

PR Brief 

Based on the firm’s business goals, the PR plan was based on the following objectives:  

 To create awareness on the offerings of Socio Square  

 Connect with potential clients  across sectors with a focus on B2C businesses , 

education institutes , financial firms and NGOs   

 Attract rich talent to join Socio Square  

PR Plan  

 Key messages : Creating the right key messages that were aligned with the business 

objectives/  

 Media Mapping: This process maps out the media to the pre defined target audience  
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 Media train the management: This training program focuses on preparing the 

management team ( also called spokespersons) to face the media, answer questions 

keeping in mind the business objectives of the firm and at the same time be prepared 

to brace tough / negative questions 

 Identify Networking Opportunities: Here the PR team focuses on tapping conferences , 

seminars to enable networking to enable connect with prospective clients 

 Thought Leadership: The approach here is to position the management as experts in 

their respective domain, to create a base for thought leadership. The platforms 

leveraged were media through management’s opinions/ thoughts stories / features 

and authored articles.  

 Leveraging Educations Institutes: To be able to attract talent, the management team was provided 

with opportunities to deliver lectures in leading schools and colleges which were potential bases for 

talent acquisition. 

Duration of PR Exercise 

14 months  

The PR Benefits  

With consistent efforts by the PR team, Socio Square was able 

 To connect with clients and establish a business relationship with them.  

 Create a rich talent pool through college campus recruitments thus saving on 

recruitment costs.  

 Increase level of awareness amongst its target audience through prominent visibility 

in leading media such as newspapers, magazines and online portals.  

PR Challenges 

Since the firm was a start – up, the level of awareness was completely missing; this made it 

difficult initially for the media to write about Socio Square and the team. However, creating the 

right messaging framework keeping in mind the media’s needs and identifying lucrative 

networking events/ seminars, the PR objectives were achieved. The biggest challenge was time; it 

took almost 12 months for Socio Square to gain meaningful visibility. 
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7.0 Caste Study 2  

PR enabled a medium sized chartered accountant to reach out to potential clients in Tier II and 

Tier III cities  

About Financial Pundits:  Mr. Ashok Maheshwary, proprietor of 10 year old Ashok 

Maheshwary and Associates, is a CA firm.  This firm has now expanded the services to debt 

raising and debt restructuring under the name Financial Pundits.  

PR Brief 

Based on the firm’s business goals, the PR plan was based on the following objectives:  

 To create visibility in Tier II and Tier III cities  in India  

 The Publics defined were exporters / importers / manufacturers  

 Target cities : Agra , Kolhapur , Pune  & Sangli  

PR Approach  

 Knowledge Sharing Workshops: Is a close knit training workshop focusing on debt 

raising and debt structuring. Most exporters and importers in Tier II and Tier III 

cities have no understanding of this service and its benefit to their business. The 

objective of the work shop was to connect with potential clients and at the same time 

position the Financial Pundits team as financial mentors.  

 Connect with Trade Associations: Each city / town has a strong trade body. The PR 

effort was to tap these trade bodies and leverage their network to benefit Financial 

Pundits.  

 Regional Media Approach: Since the brief was clearly tier II and Tier III, the PR 

campaign focused on regional media in each of the target cities. The interactions took 

place with the regional press. Media was invited to be a part of the workshops and 

the interactions took place post the training sessions.  

PR Benefits  

The PR team was able to offer Financial Pundits the following:  

 A platform to directly connect with potential customers 

 The total number of customers acquired across 4 cities were 8  

 The total number of articles that appeared in the form of interviews was 20 across 

the 4 cities. This helped create goodwill and recognition as experts in debt  
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PR Challenges 

The concept of debt raising / structuring was almost alien to the traders / businessmen in tier II 

and III cities. Therefore convincing the target audience was difficult initially but the PR team’s 

efforts to liaison with trade bodies / associations helped garner the required attention of the 

trading community. These very participants eventually were converted to clients but the numbers 

of clients were a miniscule 8. Also, the knowledge sharing workshops were expensive taking into 

account the travel costs, lodging and boarding, hotel and other logistics and of course time!  

8.0 Conclusion 

The above 2 cases have proved that with the right implementation of the PR campaign, Socio 

Square and Financial Pundits have achieved their business objectives. However, for a successful 

PR plan, it is recommended that the management of the firm should:  

 Align the business objectives to the PR plan and craft appropriate key messages  

 Map the platforms that will help connect with the target audience / publics  

 The PR efforts have to be consistent  

 The challenges of time constraints/costs have to be well understood and factored in  

before implementation of the PR plan  
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Physical Shopping to Online Shopping 

Mr. Mohammed Osaid Koti23 

 

Abstract 

Shopping has evolved in India and continues to evolve. Moving from a physical format to an online platform is a 

marked change and Indian consumers are embracing this evolution. This paper studies how consumers are 

gradually moving towards online shopping. This study further takes into account the deterrents and the challenges 

of online/ physical shopping and also understands the consumers’ mindset. 

Key Words: Online Shopping, Physical Shopping, Process Flow Charts 

 

 

1.0 Introduction 

In 2010, a customer walked into a local electronic store, in search of a digital music player to 

replace his antiquated Walkman. He was tired of listening to music on a bricklike gadget 

especially when there were better options available in the market.   

The store offered him a plethora of options. Ranging from a portable MP3 player to the most 

hyped electronic category of the 21st century – The IPOD. The staff displayed the irresistible 

features of the Ipod and the customer was lured. But then the customer instead of making an 

impulsive purchase decided to check other options online. The customer went back home, 

checked a few popular online stores and did a comparative study between the offerings here and 

the shop he visited earlier. He preferred the online store! The options were better and he got a 

good deal. It is a very 21st-century way to do research and buy.  

2.0 Objectives 

The objectives of this paper are:  

 To understand the changing face of retailing in India  

 To understand the pros and cons of online and physical shopping  

 To understand the customer’s mindset with respect to online / physical shopping  
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 The future of online and physical platforms of shopping  

3.0 Research Methodology  

 The research is based on observations of customers purchasing through the online 

and the physical format.  

 The research is confined to customers in Mumbai only.  

Tool used for primary data collection 

Observation 

Secondary data source  

Company websites, open-access journals, newspaper articles etc. 

Unit of Analysis 

Organizations using physical shopping compared with organizations using online shopping 

represented by means of process flow charts. 

Need and Significance of the Study 

The study would help organizations decide on the distribution strategy for their products. 

4.0 Changing face of Retailing 

Many retailers still operate in the old fashioned way of selling goods without taking into account 

the competitive framework.  Retailers tend to overestimate the effect of a technology in the short 

run and underestimate the effect in the long run. After a panic at the turn of the millennium 

about the impact of online shopping on their industry, In-store owners settled into making only 

modest shift to their business model or, ostrich-like, trying to ignore it. They need a paradigm 

shift in order to compete with the new face of Retailing, which is E-Retailing. Few have so far 

made the radical changes needed to meet the threats from, and tap the enormous potential of, E-

Retailing. 

According to industry sources, share of total retail sales is creeping up relentlessly, from 5% five 

years ago to 9% now. People in their 20s and 30s do about a quarter of their shopping online. It 

is true, few will buy their favorite dresses and fragrances online; and bargain-hunters will still 

enjoy rummaging in discount stores. But to attract everyone in between, retailers will have to 

build a strong online offering while making their shops nicer, more conveniently located and, in 

the case of many big-box retailers, smaller, otherwise they are likely to go under. 
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It must not be interpreted that E-Retailers in isolation can build a profit mountain; E-retailers 

must integrate it without a flaw with their bricks-and-mortar operations. Performing separate 

operations, increases the risk of lack of communication or improper co-ordination. If we speak 

about Walmart's online operation which is based out of Silicon Valley, is far away from its 

Arkansas headquarters. 

It will be unfair to say that Physical Stores are not attractive and do not make the visit 

worthwhile. Customers will never buy some products which they would like to experience first 

by trying them, such as expensive clothes and gadgets, and for which they will pay extra, such as 

advice from competent sales assistants. Also, In-stores have become more pleasurable to visit, 

such as malls and retail outlets. Customers always prefer to go to an Apple store to buy the 

product, the experience and the aura the outlet generates is incomparable to online shopping. 

Sooner or later, the trend is going to swing from physical to virtual. To survive in the new world 

of retail, shopkeepers will need large amounts of imagination and evidently capital. The losers 

will include those that keep selling things people are happy to buy online. The biggest winners 

will be consumers.  

5.0  Key Reasons for Online Shopping  

A survey conducted by Nielsen highlights top three reasons why people opt for online shopping. 

They are ‘convenience’, ‘to save time’, and ‘the ability to comparison shop’. Whilst traditional 

shopping did not provide these three reasons or for that matter if we were to say these three 

benefits, it provided the advantage of “the ability to feel the product”.  In the past customers 

were limited to the stores they shopped at or the items available for purchase based on what was 

locally available. 

Thanks to the internet, online shopping has helped customers to choose from a variety of stores 

and products, if a physical store was not present in their region or a product in a physical store 

was not available. The arrival of online shopping has helped the customers to shop with a click 

of the button. A small online search with the help of search engines can help them to find 

unique or specialty items. 

6.0  Online Shopping – Current Experience 

In an article (February 2010, 24/7 Customer) submitted by Mr. Ravi Vijayaraghavan, Vice-

President and Head - Global Analytics, according to the author, “Conventional marketing theory 

suggests that the primary aspect that drives the demand for any product and/or service is the ability of product 
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and/or service in itself to create the needed demand. The awareness of any given product and/or service thus far 

has been created through multiple print and media channels. While these channels continue to exist, the consumers 

in today’s high tech world demand “sale-at-convenience”. The growth in internet is one such medium that has been 

of interest to many business houses.” 

Following is an example of an In-Store shopping process. Imagine a customer is in Helios – The 

Watch Store, he casually walks over to a segment and starts looking over from premier brands. 

Within a moment, a sales person with a friendly smile approaches the customer to help. The 

sales person appears to know the customer’s preference, and guides him to an eventual sale. This 

event could be quite unremarkable, and never thought of as “Why did she pick that particular 

customer to sell to? Maybe she judged him based on data, she saw his nice expensive shoes, his 

attention to details in selecting the watch and reckoned that there is a good chance he can afford 

the Rs. 50,000/- watch. This process is a two-way process, where there is a two way interaction, 

between the customer and the salesperson. 

Herein follows representation of the two ways of shopping-physical and online- by means of 

Process Flow charts to understand the work flow, time taken, resources involved (in terms of 

Men, Material, Machine &Money) wait times/delays, and constraints/bottlenecks. The same 

helps in comparison of the two ways of shopping in all its myriad details and would aid 

organizations to decide the way they would want to reach the customers keeping in mind the 

resources available, the environmental factors (viz, internet broadband access) and the customer 

profile and mindset. 
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Process Flow Chart for Physical Shopping 
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Process Flow Chart for Online Shopping 
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7.0 Advantages of Online Stores 

 Rich product information 

 Customer reviews and tips 

 Editorial content and advice 

 Social engagement and two-way dialogue 

 Broadest selection 

 Convenient and fast checkout 

 Price comparison and special deals 

 Convenience of anything, anytime, anywhere access 

8.0 Advantages of Physical Stores 

 Edited assortment 

 Shopping as an event and an experience 

 Ability to test, try on, or experience products 

 Personal help from caring associates 

 Convenient returns 

 Instant access to products 

 Help with initial setup or ongoing repairs 

 Instant gratification of all senses 

9.0 Physical Shopping: Opportunities and Challenges  

The face of Online Shopping industry is changing the approach of shoppers to shopping as 

more shoppers go online. Now the bigger consternation for the physical store owners is – What 

Next? 

This question leads me to the 5-Whys. 

Why – Why is In-Store shopping nearing its death? 

Why –Why is there a decline in In-Store Shopping? 

Why – Why the approach of the Shoppers is shifting from In-Store to E-Store? 

Why – Why are the In-Store owners not able to compete with E-Stores? 

Why – Why are the In-Store owners myopic? 
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Many connoisseurs, although, having an in-depth knowledge even are not able to answer the 

above 5-Whys. Some have drawn attention to the problems and drawbacks of Physical Stores 

while some have pointed out benefits of Online Stores. Online shopping has opened up entirely 

new possibilities in the world of shopping. Customers are now allowed to shop worldwide, 

influence great internet sales, and comparison shop all from the comfort of home. 

Following is the same example in an Online Store shopping process. The customer visits an 

online shopping website. The customer browses through various brands, although he feels the 

product only virtually, but within a short span he glances through multiple options. Here there is 

no one to help the customer or respond to his doubts if any. But the bigger benefit he gets is 

that he does not need to invest a greater amount of time and effort to visit any physical store 

with limited options along with the delivery received at home. 

Traditional or physical sales cycle provides a high level of interactive process between the seller 

and the buyer. The online sales cycle is more of one-way channel allowing buyers to browse 

through the store on their own without any help or guidance. 

As said by Mr. Ravi Vijayaraghavan, that there is a need to create a need or demand. With the 

advent of online shopping and techniques and tools involved to support it, sellers are doing 

enormously well in creating a need and demand for a product or service and also they have been 

triumphant to the most advantageous level in generating awareness for the same. Without a 

shadow of doubt, web marketing has made all this very simple and a cake walk.  

A bigger challenge posed in front of online sellers is of much more importance and magnitude. 

If online shopping is the future, which means, everyone will be entering into it, then how one 

seller selling the same product or offering the same service is different from another? How can 

they beckon new customers? How can they provide a better customer experience? How can they 

build customer retention and loyalty?  

10.0 Physical Shopping vs Online Shopping 

Internet has had an impact in our existence in all sorts of ways. The manner in which we 

communicate, flirt, and most importantly, how we shop. Not much while ago, people used to 

think it as an bizarre idea to be able to buy an Armani outfit wearing pajamas while looking after 

the needs of a toddler, the increasing sophistication of the technology of the 21st century need to 

be thanked. Almost everything is virtually possible. People prefer to buy their regular purchase 

from the online platform. 
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When shopping on the internet started, it gave rise to the online vs. traditional shopping debate 

which is still ongoing. Despite the fact that physical stores still witness a flood of customers; 

online shopping at the same time is gaining momentum. So the debate continues.. Will online 

shopping overpower traditional formats of shopping? Will the old format stores survive the 

increasing onslaught of e-shopping? 

Online shopping portals have affected physical shopping. Research studies have proved that 

Online shopping portals like eBay, Amazon, Flipkart etc. are competing with traditional retailers. 

This competition has resulted in traditional retailers’ cutting labour, minimising cost and even 

losing focus on quality service. With the service deteriorating in physical stores and nothing 

different to offer as compared to the online retailers, customers are inevitably shifting their focus 

to price and convenience, which are lucrative features offered by online retailers. 

However, attractive price points and easy delivery features are not enough for online shopping 

portals to ignore the fact that physical retailers also have their unique offerings. Booming online 

sales does not indicate an evaporating traditional selling process. Traditional retailers, if feel the 

need to survive, have to fight the damage online retailers can cause, they need to translate the 

one big feature that online retailers are not able to offer —the store—. This can be converted 

from a liability into an asset. In the near future, stores will continue to exist and will be an 

effective competitive weapon.  

11.0 Complementing Online and Physical Shopping  

Online and offline stores do not always have to compete with each other, but can also 

complement each other. Offline store or online stores however, in isolation won’t be sufficient. 

Shopping in a store is simply an laborious task for many people and if given an opportunity they 

will avoid it. Some may find the store electrifying, compelling, and emotionally engaging? In 

other words, there will always be some who prefer online shopping and some who prefer the 

physical format.  

One thing that can help in changing the in-store experience is “Innovations”; earlier, more 

frequent, and broader, it will change customer perceptions and behaviours. These innovations 

must not be in the field of ‘digital technology’ or ‘in-store’ alone, as said earlier either of them in 

isolation is insufficient. It is high time; retailers must now try to implement and assess the effects 

of paid search, natural search, e-circulars, digital displays, e-mail campaigns, and other new 

techniques and must gauge those effects on both physical and online marketing. Trying to 

innovate years after competitors do is surely not going to generate much buzz or traffic. 
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Innovations are not fool-proof, they might fail and it is not easy to quantify the effects of the 

same, which does not mean that you do not innovate and live with the old school. It is a 

perpetual task to upgrade testing and learning skills. 

Take the example of example of Malls in the city, they have achieved some of the high sales 

productivity by using themed environment, 3D theaters, food courts, motion-simulation rides, 

water shows, laser light shows, etc. These Malls not only have highest rated websites; they also 

have some of the most engaging physical stores. These sorts of store experiences are expensive 

to create; but it is important to note that both the formats work well simultaneously: the physical 

mall and the websites as well. This does come at a high cost, but then there is also an ROI.   

12.0 Comparison 

There are certain comparisons between Physical and Online Shopping. Shopping online 

eliminates the need to drive and also eradicates the frustrations of dealing with traffic snarls and 

parking problems. With the extraordinary upward trend in the petrol price, it is advisable and 

logical that you save that money by shopping online and spend that extra buck in buying 

something else. Not only money, online shopping also saves precious time. Shopping online will 

take you about a minute or so or it would take you just about thirty minutes.  

However, with some cons, traditional shopping does have certain plus points. Instantaneous 

delight that physical shops provide is still liked by many people. The need for something urgent, 

right away; getting it from a physical store is the only alternative. Apart from this, when buying 

something expensive, seeing and touching the product is also an important factor. You might 

not buy an expensive jewelry only on the basis of a picture on the website. 

There is a sense of ease and comfort when you do online shopping as compared to the hustle 

bustle you experience while you go to any physical store. This is the main problem of a 

traditional shop. You need to go through such crowds of jostling people, wait in queues to make 

your billings done. Due to inadequacy of shelf space, physical stores cannot afford to provide 

large varieties of products. It is economic for them to fill the available space on their shelves with 

the most selling items. Online stores are not facing the same problem. The space available with 

online stores is infinite, limited only by the web server’s storage capacity, allowing the online 

stores to have innumerable varieties of a product. Also, online shopping need not worry about 

warehousing because they don’t to stock all the items. 

Here the online stores win hands down against physical stores. A physical store is accessible to 

only the people of the locality, whereas an online store is accessible to the whole world. 
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Industries which are more suitable for traditional shopping (physical stores), tend to resist the 

online shopping trend. The chances are slim for the Internet to capture a share for these types of 

industries, wherein, consumers carry out research online, like properties and cars, but usually 

want to see the pies of the land or visit a car showroom and test drive a car before finalising the 

deal. A physical store bestows the personalized human contact which is not available in online 

shopping. 

In addition, shopping for many is a source of entertainment, somewhat a social rite. People 

prefer to, especially clothes, feel the texture, and try them on to see how they look in them. 

13.0 Conclusion 

The paper shows that online shopping is gaining momentum in India, however, physical 

shopping has not yet lost its sheen. Both platforms, with their unique selling styles continue to 

entice the customer. However, with online shopping has impacted physical shopping but there 

has been evidence to prove that both the platforms also complement each other. The customer 

has the final verdict: his preferences depend up on the various attractive benefits such as value 

for money and convenience offered by the two platforms. 
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An Impact Assessment of Media Ownership & Media Control on 

Dissemination of Information to Public: A Discussion 
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Abstract 

The principle objective of this paper is to understand the ownership patterns prevalent in Indian Media and how it 

is different when compared to media companies in other countries. Several media conglomerates have made their 

presence felt by their significant contribution across the world. Some of these Media Owners are even referred to as 

media Mughals. Is owning a media entity akin to controlling the media? If so are these entities subjecting Indian 

audiences to a controlled dissemination of information. Prevalent ownership guidelines enable media houses to 

acquire a bouquet of media vehicles. In the present scenario the fear of a selected few controlling the media is very 

real.  

Some of the media houses also have other non media business interests.  There is now also a trend of business 

houses entering the media business to further their own business interests. In situations such as these there are 

obvious conflicts of interest & what is the possibility that the information being shared is coloured one way or 

another by the entity’s own interest rather the general good at large. 

Key Words: Media Ownership, Media Control, Media Conglomerates 

 

 

1.0 Introduction 

This paper attempts to research the grey areas in Media business and analyse instances where the 

news in print or electronic media seemed to be tainted due to obvious business interests.  The 

reader, viewer, listener or internet user may not be aware of such underpinnings. In today’s 

connected society it is extremely difficult to identify who has vested interest in whom & how the 

stories appearing on any given day are being used to further whose self interest. The possibility 

that the truth will be the only casualty in this scenario is very high. 
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Several theorists have discussed this scenario in their lectures, papers and books & expressed 

concern about these issues. This paper will attempt to bring out the divergent views on both 

sides. 

Access to information in this digital age has multiplied beyond ones imagination. As we all know 

social media has become a powerful tool to stay connected. Mobile alerts allow you to be 

constantly aware of what is happening in the rest of the world. Switching on the television or 

radio or waiting for the newspaper for the next day are no more the only forms of media to keep 

one informed. But the traditional media forms are still a major or only form available in India to 

a majority of its users. Access to simple technology is either not available or use is still not very 

common. 

2.0  Emerging patterns in Media Business  

Media houses in India have constantly continued to provide information to its audience in the 

existing format for years. At the same time the competition has ensured the use of better 

technology to retain one’s users. Gone are the days of AIR or Doordarshan or a handful of 

newspapers which in all could be defined as media. Today the Indian media house is like any 

other corporate house. Competition is tough and partnership inevitable. 

 Media businesses in India have been by and large family owned businesses. A study 

of the History of Indian media houses clearly shows  that media in its print form in 

its initial years never worked as a ‘business’ instead it was more of a vehicle for social 

change’. It was not treated as a revenue generating enterprise focussed on corporate 

entities or as a vehicle to advertise – “to reach the target audience”. With the advent 

of television it has become obvious that prime time slots are sold at a phenomenal 

price and it is what the business is all about. The media market has also become very 

competitive in the last decade. Several newspapers, magazines, television channels, 

news portals, e-papers have converged in both English and non English media. 

Every news story by and large is BREAKING NEWS not because it is news of 

importance but because in an age of minute by minute reporting there is intense 

competition to be the first past the post. A constant need for creating EXCLUSIVE 

news is leading to most of the media giving its users what can be termed as WEAK 

or DISTORTED content. 



Management Vision 

259 
 

Existing ownership pattern allows media houses to be classified into any one or more of the 

following ownerships: 

 Family owned business 

 Group or Chain ownership 

 Cross ownership 

 Vertical ownership 

 Employee ownership 

 Corporate ownership 

3.0  Media Consolidation 

How is media consolidation manifested? 

 Mergers 

Media mergers are a result of one media related company buying another company 

for control of their resources in order to increase revenues and viewership. As 

information and entertainment become a major part of our culture, media companies 

have been creating ways to become more efficient in reaching viewers and turning a 

profit. Successful media companies usually buy out other companies to make them 

more powerful, profitable, and able to reach a larger viewing audience. Media 

Mergers have become more prevalent in recent years, which have people wondering 

about the negative effects that could be caused by media ownership becoming more 

concentrated. Such negative effects that could come into play are lack of competition 

and diversity as well as biased political views. 

 Media Oligopoly 

An oligopoly is when a few firms dominate a market.[9] When the larger scale media 

companies buy out the more smaller-scaled or local companies they become more 

powerful within the market. As they continue to eliminate their business competition 

through buyouts or forcing them out (because they lack the resources or finances) 

the companies left dominate the media industry and create a media oligopoly. 

 Elimination of Net Neutrality 

 Net neutrality is also at stake when media mergers are occurring. Net neutrality 

involves a lack of restrictions on content on the internet, however, with big 
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businesses supporting campaigns financially they tend to have influence over political 

issues, which can translate into their mediums. These big businesses that also have 

control over internet usage or the airwaves could possibly make the content available 

biased from their political stand point or they could restrict usage for conflicting 

political views, therefore eliminating Net Neutrality.[9] 

4.0 Media Analysis   

As per RNI (Registrar of Newspapers of India) in 2011 there were:  

82000 registered publications 

250 FM Radio Stations 

800 TV Channels (of which 300 News Channels) 

However less than 100 groups control the media content across all existing verticals 

“In old days men had the rack. Now they have the press. That is an improvement certainly. But 

still it is very bad, and wrong, and demoralizing. Somebody—was it Burke?—called journalism 

the fourth estate. That was true at the time no doubt. But at the present moment it is the only 

estate. It has eaten up the other three. The Lords Temporal say nothing, the Lords Spiritual have 

nothing to say, and the House of Commons has nothing to say and says it. We are dominated by 

Journalism.” 

Concentration of media ownership is very frequently seen as a problem of contemporary media 

and society. When media ownership is concentrated in one or more of the ways mentioned 

above, a number of undesirable consequences follow, including the following: 

 Commercially driven, ultra-powerful mass market media is primarily loyal to 

sponsors, i.e. advertisers and government rather than to the public interest. 

 Only a few companies representing the interests of a minority elite control the public 

airwaves 

 Healthy, market-based competition is absent, leading to slower innovation and 

increased prices.   

Some of the Indian media houses to name a few with a very vast presence in the market are The 

Times of India, The Hindu, The Hindustan Times, The Indian Express, Dainik Bhaskar, Dainik 

Jagran, TV18, Zee .  
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The Times of India Group 

Newspapers Magazines Television Radio 

The Times Of India 
(English) Femina (English) TIMES NOW Radio Mirchi 

The Economic Times 
(English) Filmfare (English) ET NOW  

Maharashtra Times 
(Marathi) Idiva (English) ZoOm TV  

Nav Bharat Times (Hindi) TimeNStyle (English) MOVIES NOW (HD)  

Vijay Karnataka (Kannada) 
TimeNStyle Luxury 

(English) Prime Connect  

Mumbai Mirror(English) Aamar Somoy (Bengali)   

Bangalore Mirror (English) Ami Udita (Bengali)   

Ahmedabad Mirror 
(English) Top Gear (English)   

Pune Mirror (English) Hello (English)   

Crest Edition (English 
weekly) Grazia (English)   

Speaking Tree (English) Good Homes (English)   

ET Wealth (English 
Business weekly) 

Lonely Planet India 
(English)   

The Economic Times 
(Hindi) Home Trends (English)   

The Economic Times 
(Gujarati) 

BBC Knowledge 
(English)   

Sandhya Times (Hindi) ZigWheels (English)   

Bodhi Vruksha (Kannada)    

 

Network 18 

Television 

News channels - CNBC-TV18, CNBC Awaaz, CNBC-TV18 Prime HD, CNN-IBN, IBN7 and 

IBN-Lokmat (a Marathi regional news channel in partnership with the Lokmat group).  

TV18 also operates a joint venture with Viacom, called Viacom18, which houses a portfolio of 

popular entertainment channels – Colors, Colors HD, MTV, SONIC, Comedy Central, VH1 and 

Nick 

Magazines -Forbes India 

Zee   

Zee Entertainment Enterprises Ltd - media and general television entertainment network  
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Zee News Ltd - a cluster of news channels   

DNA - an English language newspaper in a joint venture with the Dainik Bhaskar Group 

5.0 Accountability Factors  

Looking at the phenomenal media reach of these companies the question arises whether media is 

controlled or monopolised by a few and if yes then shouldn’t there be accountability that they 

should have towards their users. As rightfully pointed by Mr.DVR Murthy in his book, Media 

and Accountability ,accountability of the media is at various levels as it has its social, cultural and 

political implications. Klaidman and Beauchamp (1987) have classified accountability of media in 

three categories namely: 

 Accountability to employers 

 Accountability to subjects 

 Accountability to sources   

& Mr. Murthy has rightly added  

 Accountability to the public 

The possibility of FDI without any restriction may not be allowed by the government for these 

reasons in print media. As for now the cap on FDI in newspapers in India is at 26%. One can’t 

rule out the pivotal role that the major media houses play in discouraging the increase of FDI in 

print. Some of them have been in favour of it as it helps a smaller group to expand and give its 

user a better end product .On the other hand the conglomerates don’t want FDI as it will field 

more competitors in their monopolized market. 

In the given situation a normal reader is not aware of these behind the scenes arrangements. He 

or she is of the opinion that as a reader he is getting the utmost accurate and unbiased piece of 

information. Any form of media while keeping in mind the accountability factor may still not 

want to be elaborate about certain stories which involve its investor or client for the fear of 

losing revenues. A media house might be moulding the news story to its convenience and the 

user of the medium may not be very well aware of it.  Perhaps one could coin it as media 

control. 

Recently the newspapers carried a story about Mr.Navin Jindal accusing the Zee TV editors of 

asking for a bribe. Most of the leading papers had a different reporting style about the incident. 

DNA expressed its ire by saying that the editors were framed the reason being simple that DNA 

is a part of Zee Network. If the story involves a corporate giant a channel or newspaper would 



Management Vision 

263 
 

hesitate to vividly write about as it may displease its client. So where is the question of objective 

reporting? On several occasions a media user misses the slant as he or she is not fully aware of 

the arrangement.    

6.0 Diversity of viewpoints 

It is important to elaborate upon the issue of media consolidation and its effect upon the 

diversity of information reaching a particular market. Critics of consolidation raise the issue of 

whether monopolistic or oligopolistic control of a local media market can be fully accountable 

and dependable in serving the public interest. 

7.0 Freedom of the press and editorial independence   

On the local end, reporters have often seen their stories refused or edited beyond recognition. 

An example would be the repeated refusal of networks to air "ads" from anti Concentration of 

media ownership (also known as media consolidation or media convergence) is a process 

whereby progressively fewer individuals or organizations control increasing shares of the mass 

media. Contemporary research demonstrates increasing levels of consolidation, with many media 

industries already highly concentrated and dominated by a very small number of firms. 

Globally, large media conglomerates include Viacom, CBS Corporation, Time Warner, News 

Corp, Bertelsmann AG, Sony Corporation of America, NBCUniversal, Vivendi, Televisa, The 

Walt Disney Company, Hearst Corporation and others.  

In nations described as authoritarian by most international think-tanks and NGOs like Human 

Rights Watch (China, Cuba, Russia), media ownership is generally something very close to the 

complete state control over information in direct or indirect ways (see Gazprom Media). 

8.0 Deregulation 

One explanation for the cause of the concentration of media ownership is a shift to neoliberal 

deregulation policies, which is a market-driven approach. Deregulation effectively removes 

governmental barriers to allow for the commercial exploitation of media. Motivation for media 

firms to merge includes increased profit-margins, reduced risk and maintaining a competitive 

edge. In contrast to this, those who support deregulation have argued that cultural trade barriers 

and regulations harm consumers and domestic support in the form of subsidies hinders 

countries to develop their own strong media firms. The opening of borders is more beneficial to 

countries than maintaining protectionist regulations. 

Critics of media deregulation and the resulting concentration of ownership fear that such trends 

will only continue to reduce the diversity of information provided, as well as to reduce the 
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accountability of information providers to the public. The ultimate consequence of 

consolidation, critics argue, is a poorly informed public, restricted to a reduced array of media 

options that offer only information that does not harm the media oligopoly's growing range of 

interests. 

For those critics, media deregulation is a dangerous trend, facilitating an increase in 

concentration of media ownership, and subsequently reducing the overall quality and diversity of 

information communicated through major media channels. Increased concentration of media 

ownership can lead to the censorship of a wide range of critical thought.  

9.0 Recommendations of TRAI on media ownership 

The Ministry of Information and Broadcasting [MIB] had sought TRAI’s recommendations in 

May 2008 on the need for cross-media and ownership restrictions in India for radio, 

broadcasting and print medias. It was clarified by the MIB that looking at the increasing trend of 

the print media entering into broadcasting sector, to examine the issue in its entirety, TRAI in 

the present context should also include print media while examining the need for any cross 

media restrictions vis-à-vis broadcast media. 

Summary of recommendations of TRAI (Telecom Regulatory Authority of India) concerning 

media ownership: 

These are the recommendations of TRAI with regard to media ownership: 

 Cross-media control/ownership (horizontal integration): - 

 There is no emerging threat of market failure. 

 Necessary safeguards should be put in place to ensure that plurality and diversity 

of views are maintained. A detailed market study and analysis should be carried 

out by the Ministry of Information & broadcasting (MIB) for 

identifying/determining the safeguards. The results of such analysis may be put in 

public domain and discussed before finalising the safeguards. 

 Vertical integration 

 The broadcaster should not have any control in the distribution and vice-versa. 

 Any entity having more than 20 per cent equity participation in a broadcasting 

company cannot have more than 20 per cent equity in a distributor (MSO/Cable, 

DTH, HITS, Mobile TV) and vice- versa. 

 The existing broadcasters who have control in distribution (MSO/Cable/DTH) 

to be given sufficient time of three years for restructuring. 
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 Limits on number of licenses by a single entity 

 The current restrictions, policies and TRAI recommendations on these are 

adequate for the time being. 

 Concentration of control/ownership across media 

 After working out the required safeguards for horizontal and vertical integration, 

the merger and acquisition guidelines for the sector may be issued to prevent 

media concentration and creation of significant market power. 

 Cross control/ownership across telecom and media companies 

 No restriction should be imposed on cross control/ownership across telecom 

and media segments separately, at this point of time. The issue could be reviewed 

after two years.  

10.0 Conclusion 

Robin Jeffrey in his book, Media & Modernity, refers to the Telegu newspaper Eenadu which 

was by and large responsible for the media hype it created and was instrumental in the victory of 

the TDP (Telegu Desam Party). Media regulatory bodies have from time to time ensured a free 

unbiased flow of information through various media vehicles. How far has the Indian media 

flawed is a question to ponder upon. In the name of breaking news how far will the 

sensationalising of news stories dilute the already diluted media. 
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A Study on the Consumer Awareness  

for the Green Products in Mumbai 
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Abstract 

Environmentalism has fast emerged as a worldwide phenomenon. Business firms too have risen to the occasion and 

have started responding to environmental challenges by practicing green marketing strategies. Green consumerism 

has played a catalytic role in ushering corporate environmentalism and making business firms green marketing 

oriented. Based on the data collected through a field survey, the paper makes an assessment of the extent of 

environmental awareness, attitudes and behaviour prevalent among consumers in India and lists implications of the 

study findings for the government and non-governmental organizations engaged in marketing of green ideas and 

products in the country. In the concluding section, limitations of the study have been discussed and suggestions 

provided for undertaking more thorough investigations in the area. 

Key Words: Green Marketing, Consumer Awareness, Green Products 

 

 

1.0 Introduction 

Green marketing is a vital constituent of the holistic marketing concept. It is based on an 

assumption that the customers will view a product or service as environment friendly and then 

implement buying choices accordingly. Green marketing refers to marketing with an ecological 

conscience, so as to minimize environmental pollution, reduce the usage of non-replenish able 

natural resources. In recent times, more and more companies are adopting green marketing 

practices, thereby minimizing wastage and integrating their activities with the environment. 

Indian companies are also serious about building environmental sustainability into their business 

practices. 

Green marketing incorporates a broad range of activities, including product modification, 

changes to the production process, packaging changes as well as modifying advertising. In fact 
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27 Assistant Professor, Sinhgad Institute of Business Management, Mumbai rhizu.krishna@gmail.com 
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green marketing is the process of developing products and services and promoting them to 

satisfy the customers who prefer products of good quality, which of the same time do not have a 

detrimental impact on the environment. 

According to Pride and Ferrell (1993), Green marketing, also alternatively known as 

environmental marketing and sustainable marketing, refers to an organization's efforts at 

designing, promoting, pricing and distributing products that will not harm the environment. 

2.0 Significance of the Problem under Study 

Today's consumers are becoming more and more conscious about the environment and are also 

becoming socially responsible. Therefore more companies are responsible to consumer's 

aspirations for environmentally less damaging or neutral products. But the awareness among the 

customer about the green products is still a challenge. The paper is significant for the firms who 

have the green products and the consumer having interest in the green products. 

3.0 Objectives 

The objectives of present study were: 

 To find the awareness level of green products 

 To find whether consumer are aware about the sources of information for the green 

product.  

 To find out the benefits which the green companies by selling the green product. 

4.0 Importance of Green Marketing 

Companies that develop virgin and improved products and services with environment inputs in 

mind give themselves access to new markets, increase their profit and enjoy competitive 

advantage over the companies which are not concerned for the environment. The advantages of 

green marketing are specified below. 

 Green marketing saves money in the long run, though initially the cost is more. 

 It helps in accessing the new market and enjoying competitive advantage. 

 Green marketing ensures sustained long term growth along with profitability. 

 It helps companies market their products and services keeping the environment 

aspects in mind. 



Management Vision 

269 
 

 As resources are limited and human wants are unlimited, it is important for the 

marketers to utilize the resources efficiently without waste and to achieve 

organization's objectives. 

 Green marketing helps to protect the ozone and whole the environment. 

Problems with Green Marketing 

While company adopting green marketing, at the same time there are a number of problems that 

must overcome. One of the main problems is that firms using green marketing must ensure that 

their activities are not misleading to consumers or industry and do not breach any of the 

regulations or laws dealing with environmental marketing. A problem of the firms face is that 

consumer's perceptions are sometimes not correct. When firms attempt to become socially 

responsible, they may face the risk that the environmentally responsible action of today will be 

found to be harmful in the future.  

Following are the challenges before the green marketing: 

 Green products require renewable and recyclable material, which is costly. 

 It requires a technology, which requires huge investment. 

 Water treatment technology, which is also too costly. Majority of the people are not 

aware of green products and their uses. 

 Majority of consumers are not willing to pay a premium price for green products. 

5.0 Limitation of the Study 

The study was conducted by keeping in focus the awareness about the green product in the 

customer. The study didn’t cater to what the green products are available in the market. It also 

not considered the challenges faced by the organizations in adopting the green products. The 

area of the study is also limited. 
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6.0 Literature Review 

Green Marketing 

The term green marketing refers to the strategies to promote products by employing 

environmental claims either about their attributes or about the systems, policies and processes of 

the firms that manufacture or sell them(A. Prakash, 2002). Clearly, green marketing is part and 

parcel of the overall corporate strategy (Menon and Menon, 1997). Along with manipulating the 

traditional marketing mix (product, price, place and promotion), it requires an understanding of 

public policy processes. Green marketing also ties closely with issues of industrial ecology and 

environmental sustainability such as extended producers’ liability, life-cycle analysis, material use 

and resource flows, and eco-efficiency (A. Prakash, 2002). Thus, the subject of green marketing 

is vast, having important implications for business strategy and public policy.  

According to Jacquelyn Ottman, (author of Green Marketing: Opportunity for Innovation) from 

an organizational standpoint, environmental considerations should be integrated into all aspects 

of marketing; new product development and communications and all points in between. The 

holistic nature of green also suggests that besides suppliers and retailers new stakeholders be 

enlisted, including educators, members of the community, regulators, and NGOs. 

Environmental issues should be balanced with primary customer needs. The concept of green 

marketing is the business practice that considers consumers concerns with regards to 

preservation and conservation of the natural environment (Coddington, 1993). Green marketing 

that has been previously and primarily focused on the ecological context has been shifted to 

more sustainability issues in the marketing efforts and main focus now is in socio-economic and 

environmental context. Whereas, green market is identified as a part of market segments based 

on the greenness of the consumer (Charter et al., 2002; Simintiras et al., 1994). Therefore, green 

marketing is now dealing with fair trade of socio-economical benefits as well as environmental 

responsibilities through the green business. 

7.0 Basic Parameters of Green Marketing 

Many global players in diverse businesses are now successfully implementing green marketing 

practices. Just as we have 4P's called product, price, place and promotion in marketing, we have 

these 4P's in green marketing too, but they are a different. They are buttressed by three additions 

P's namely people, planet and profits. Green marketer can attract customers on the basis of 

performance, money savings, health and convenience, so as to target a wide range of green 

consumers. The 3R's are the nerve of this concept which is shown in the following chart. 
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Companies which embark on green marketing should adopt the following principles in their path 

towards in greenness: 

 Adopt virgin green technology/process so as to reduce environmental impact. 

 Establish a management and control system that will lead to the adherence of 

stringent environmental safety norms. 

 Using more environment-friendly raw materials at the production stage itself. 

 Explore possibilities of recycling of the used products, so that it can be used to offer 

similar other benefits with less wastage. 

8.0 Green Consumer 

The so-called "green consumer" movements in the U.S. and other countries have struggled to 

reach critical mass and to remain in the forefront of shoppers' minds (Dodds, John, 2006). One 

of green marketing's challenges is the lack of standards or public consensus about what 

constitutes "green," according to Joel Makower, a writer on green marketing. In essence, there is 

no definition of "how good is good enough" when it comes to a product or company making 

green marketing claims. This lack of consensus—by consumers, marketers, activists, regulators, 

and influential people—has slowed the growth of green products, says Makower, because 

companies are often reluctant to promote their green attributes, and consumers are often 

skeptical about claims. Despite these challenges, green marketing has continued to gain 

adherents, particularly in light of growing global concern about climate change (Mendleson, 

Polonsky, 1995). This concern has led more companies to advertise their commitment to reduce 

their climate impacts, and the effect this is having on their products and services (McDaniel, 

Rylander, 1993).  

Although no consumer product has a zero impact on the environment, in business, the terms 

―green product and ―environmental product are used commonly to describe those that strive to 

protect or enhance the natural environment by conserving energy and/or resources and reducing 

or eliminating use of toxic agents, pollution, and waste (J. Ottman, 1997). A study by Jacqueline 
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A. Ottman found that green offerings accounted for 13.4 percent of all products in 1991 and 20 

to 40 percent of all new products in certain categories, including health and beauty aids, pet care, 

and household and laundry products.  

The Economist magazine has gone so far as to claim that "For far-sighted companies, the 

environment may turn out to be the biggest opportunity for enterprise and invention the 

industrial world has ever seen." 

Indian literate and urban consumer is getting more aware about the merits of Green products. 

But it is still a new concept for the masses. The consumer needs to be educated and made aware 

of the environmental threats. The new green movements need to reach the masses and that will 

take a lot of time and effort. By India’s Ayurvedic heritage, Indian consumers do appreciate the 

importance of using natural and herbal beauty products. Indian consumer is exposed to healthy 

living lifestyles such as yoga and natural food consumption. In those aspects the consumer is 

already aware and will be inclined to accept the green products. India is already one of the largest 

economies in the world, and will continue its rapid urbanization and economic development 

over the next few decades.  

This is a cause for celebration, but one tempered by the recognition of challenges this growth 

presents: rising consumption and demand for energy, increasing green house emissions, and 

constraints on critical natural resources such as land, water and oil. Like all other countries, India 

needs to find a way to ensure energy and environment sustainability without compromising its 

economic and social development. Despite India’s strong policy framework and some successes, 

environmental degradation has not been arrested on a large scale.  

In order to make this dream of a Green Prosperous India come true, country will have to rely on 

its most valuable asset, its youth. Global issues are not solved within the four walls of a scientist’s 

laboratory. They need to be brought to the knowledge of an average individual. And informing 

youth is the best way to begin. Many of the best ideas come from young minds; the Indian youth 

is, and must be, the builder of a new society. In the period between1996-2016, population in the 

age group 15-59 will increase from 519 to 800 million (National Commission on population, 

2011). In this paper researcher had focused on the young Indian educated people because they 

often have better access to information about the environment than do their elders.  
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The main aim of this paper is to understand the behavior of Indian youth when the term green 

marketing or green products come up every time. Therefore in this paper we are trying to 

understand  

 Awareness level of green products  

 Perception about green products  

 The parameters they consider for buying green products  

 Does Green Marketing really affect their decision to buy products?  

9.0 Current Scenario-India  

Many analysts are predicting that 2011 will be a make-or-break-it year for many green businesses 

as increasing competition in the green sector drives some businesses to new heights of 

innovation and service while other businesses lag behind. Trends come and go, it is impossible 

for any green business to stay on top of all of them, nor is it worthwhile to try. However, 

keeping track of green business trends is a great way to ensure that your business stays fresh, 

flexible, and creative in the face of new challenges and opportunities, the surest way to green 

business success in 2011 and beyond.  

Consumers - As per research, India is the only country to choose deforestation and air pollution 

as the most important green issue. India is the only country in which more consumers say it 

should be developing countries that should focus on green innovation versus developed 

countries. The results of the recently released 2011 edition of the Global Image Power green 

Brands Survey show that concern about the environment by the consumers, is translating into a 

willingness to pay for a premium for green products. 64% of Indian consumers indicate that they 

plan to spend more on green products next year. Furthermore consistent with emerging 

countries, Indians are willing to pay a green premium price, with 48% of Indians willing to spend 

10% more on a product simply because it is green. Consumers in India are trusting of green 

advertising compared to other countries, with 86% of Indian consumers reporting that 

advertising about green products help them in making choices. In India 28% of consumers 

intend to purchase auto in the next year as compared to purchase of 16% in last year.  

Producers – AMUL has been rated as the Top Indian Green Brand by Global Green Brands 

survey. The International Dairy federation has also awarded AMUL Green movement as the best 

Environment Initiative in the ―Sustainability Category in 2010.It also has been awarded Srishtis 

good green Governance award for four consecutive years since 2011.  
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The 2011, top 10 Green Brands in India are:  

 AMUL  

 Dabur India ltd.  

 Infosys  

 Taj Hotels  

 Britannia Industries ltd.  

 Suzlon India  

 Hindustan Unilever Ltd.  

 Wipro technologies ltd  

 Maruti Udyog ltd.  

 Godrej Consumer Products  

The findings emphasize that today situation being both green and consumer friendly is the only 

mantra for long term success.  

Government 

The Indian government has also done its mite in promoting green marketing and eco friendliness 

by way of banning plastic bags from daily use, helping its automotive industry to develop greener 

vehicles by supporting hybrid and electric vehicles (EVs), by investing in greener cars the 

Government of India is capitalizing on an underutilized segment and building an infrastructure 

that will generate economic growth and reduce emissions. The government took the initiative of 

promoting green buildings construction, usage of alternate sources of energy by companies. 

Governmental Bodies are forcing Firms to Become More Responsible. In most cases the 

government forces the firm to adopt policy which protects the interests of the consumers by 

reducing production of harmful goods or by products, Modify consumer and industry's use and 

/or consumption of harmful goods; or, Ensure that all types of consumers have the ability to 

evaluate the environmental composition of goods. 

10.0 Green Marketing – Challenges 

Although a large number of firms are practicing green marketing, it is not an easy job as there are 

a number of problems which need to be addressed while Implementing Green marketing. The 

major challenges to Green marketing which have to be faced are:  
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New Concept 

Indian literate and urban consumer is getting more aware about the merits of Green products. 

But it is still a new concept for the masses. The consumer needs to be educated and made aware 

of the environmental threats. The new green movements need to reach the masses and that will 

take a lot of time and effort.  

Cost Factor 

Green marketing involves marketing of green products/services, green technology, green 

power/energy for which a lot of money has to be spent on R&D programmers for their 

development and subsequent promotional programs which ultimately may lead to increased 

costs.  

Convincing customers 

The customers may not believe in the firm’s strategy of Green marketing, the firm therefore 

should ensure that they undertake all possible measures to convince the customer about their 

green product, the best possible option is by implementing Eco-labeling schemes. Eco-labeling 

schemes offer its ―approval‖ to ―environmentally less harmless‖ products. In fact the first eco-

label program was initiated by Germany in 1978. Sometimes the customers may also not be 

willing to pay the extra price for the products.  

Sustainability 

Initially the profits are very low since renewable and recyclable products and green technologies 

are more expensive. Green marketing will be successful only in long run. Hence the business 

needs to plan for long term rather than short term strategy and prepare for the same, at the same 

time it should avoid falling into lure of unethical practices to make profits in short term.  

Non Cooperation 

The firms practicing Green marketing have to strive hard in convincing the stakeholders and 

many a times it may fail to convince them about the long term benefits of Green marketing as 

compared to short term expenses.  

11.0 Avoiding Green Myopia 

Green marketing must satisfy two objectives: improved environmental quality and customer 

satisfaction. Misjudging either or overemphasizing the former at the expense of the latter can be 

termed ―green marketing myopia. 
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In short firms using green marketing must ensure that their activities are not misleading to the 

consumers or the industry, and do not breach any of the regulations or laws dealing with 

environmental marketing.  

The green marketing claims of a firm must do the following in order to overcome the challenges:  

 Clearly state environmental benefits 

 Explain environmental characteristics  

 Explain how benefits are achieved 

 Ensure comparative differences are justified  

 Ensure negative factors are taken into consideration and  

 Only use meaningful terms and pictures.  

12.0 Green Electrical products as per Indian Government  

Green consumer durables features with advantage compare to the normal products like LCD 

TV, Pressure Cooker, Washing Machine and Air Conditioners. 

There are energy-efficient air conditioners, color TVs, ceiling fans, LPG gas stoves, tubular 

fluorescent lamps, and refrigerators in India. These products have been ranked by the Bureau of 

Energy Efficiency (BEE) on a scale of one to five stars. Five stars are the most efficient, while 

one star is the least efficient, so you should look for products with the greatest number of stars. 

Energy efficient appliances: Look for energy label  

Today, buildings are increasingly responsible for hosting number of energy consuming 

electronics and electrical equipments.  Apart from general electronic products such as 

refrigerators, washing machines and air conditioning units, people with middle income groups 

are also buying high-end equipments. Also the formal and informal market of inefficient 

electrical products influences the unprecedented energy consumption at household level. 

Therefore, Ministry of Power has established the Bureau of Energy Efficiency to monitor, 

register and verify the Energy Star Labeled equipments which are more energy efficient and 

saves money for the consumers.  

The consumers’ dilemma to know-how and select the best category of appliance according to 

their needs and requirement is necessary to discuss. In May 2006, the Ministry of Power 

launched the standards and labeling programme with an objective to provide the consumer an 

informed choice about energy saving and thereby the cost saving potential of the marketed 

household and other equipments.  There was a need for standards and labeling programme 
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because of wide variation in energy consumption of products, information on energy 

consumption being often not easily available or easy to understand from the nameplate and 

leading to continued manufacture and purchase of inefficient equipments and appliances.  

Under this programme, the Bureau of Energy Efficiency (BEE) has established comparative star 

labeling system for indoor appliances like tubular fluorescent lamps, refrigerators (frost free and 

direct cool), and air conditioners. Other appliances include distribution transformer, induction 

motors, pump sets, ceiling fans, LPG, electric geysers and colour TV.   

More the number of stars more are the energy efficiency of the appliance. There are six 

significant benefits from this programme which include : 

 providing information on energy use to consumers,  

 enabling consumers to reduce energy bills, 

 reducing capital investment in energy supply infrastructure,  

 strengthening competitive markets, mitigating climate change goals and 

 reducing urban/regional pollution 

Refrigerators 

These are one of the highest consumers of electricity. However, they have become significantly 

efficient in the past few years, and are still improving.  

The life span and cost 

A typical refrigerator has a lifespan of 15 to 20 years. The cost of running it over that time period 

is several times the initial purchase price. Therefore it is important to buy the most efficient 

model available. A BEE 5-star rated refrigerator that costs more initially will have lower 

operation costs because of better construction and insulation, and will pay for itself in less than 

four years compared to a 2-star refrigerator. Models with top or bottom mounted freezers use 12 

per cent less energy than side-by-side designs.  

Star label 

The BEE has rated 422 models of refrigerators from 13 companies based on their gross volume, 

storage volume in litres and electricity consumption in units per year. According to the BEE 

rating, the best refrigerators get a 5 star energy label whereas the ones with lowest performance 

have got a 2 star label.   

The available stars are between a minimum of one and a maximum of five shown in one star 

interval. The star rating is calculated from the Star Rating Band which is the range of energy 
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efficiency (kWh/year). This is used for determining the number of stars displayed on the energy 

label. 

Air conditioners 

Energy issue in Air conditioners 

Air conditioners usually consume the highest energy among all home appliances. Window and 

split air conditioners (AC) are most commonly used. These are available in different sizes --- 0.75 

tonne, 1 tonne, 1.5 tonne, and 2 tonne.  

The benefit of a BEE star label AC 

The energy consumption of an AC depends on its size. Therefore, it is important to select an AC 

with requirements one have. A 1-tonne AC is appropriate for a 150 sq ft room, while a 2-tonne 

AC is sufficient for a room, which is 300 sq ft in area.  

The efficiency of an AC affects energy consumption as much as the size of the AC does. The 

number of stars on the BEE label indicates the efficiency of an AC; the higher the number of 

stars the more efficient the appliance.  

The BEE has rated 254 models of window and split ACs with high performers getting a 5 star 

label and 1 star for a worst performer. The labeling is based on the cooling capacity, power 

consumption and energy efficiency ratio.  

The lifespan and cost 

For instance, a BEE 4-star rated 1.5-tonne AC would consume 194 units of electricity in a 

month compared to an inefficient AC of the same size that would consume 278 units during the 

same period. An efficient 1.5-tonne AC would cost about Rs. 16, 500, whereas an ordinary AC 

would cost about Rs 15, 000. The additional Rs. 1,500 invested on the efficient AC will be 

recovered in less than six months due to savings in the electricity bill. 

Tubular Fluorescent Lamps (TFLs) 

The BEE has given star labels to 49 TFLs manufactured by various companies. The highest 

performer has got the 5 star rating and the lowest 2 star. 

Ceiling Fans 

It is said that fans consume the maximum energy among our electric home appliances. The BEE 

has specified the labeling requirements for ceiling fans covering 1200 mm sweep. So far various 

models of 9 brands have been rated. All these have got five star labels. 
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LPG Gas Stoves 

The BEE has specified the energy labeling requirements for domestic LPG gas stoves that are 

being manufactured, imported or sold in India. The energy labeling requirements is based on the 

thermal efficiency of gas stoves which should not be lesser than 64 per cent. In the star rating 

index, the minimum thermal efficiency of a burner of a stove (having any number of burners) is 

taken to decide the thermal efficiency of the stove. 

Stationary Storage Type Water Heaters (Electric Geysers) 

The BEE has specified the energy labeling requirements for stationary storage type electric water 

heaters up to a rated capacity of 200 liters being manufactured, imported, or sold in India. The 

ratings are based on the standing losses per 24 hours. The Standing loss (kwh/24hour/45 

degrees centigrade difference) which is the energy consumption of a filled water heater after 

steady state conditions have been reached when connected to electrical supply when no water is 

drawn for 24 hours. Starting with 6 litres rated capacity of a water heater followed by 10, 15, 25, 

35, 50, 70, 100, 140 and 200 litres, depending on the standing loss per 24 hours, star ratings are 

given to each category. 

Colour Televisions 

A colour television is a commercially available electronic product designed primarily for the 

display and reception of audiovisual signals from terrestrial, cable, satellite, Internet Protocol TV 

(IPTV), or other transmission of analog and/or digital signals, consisting of a tuner/receiver and 

a display encased in a single housing. This product relies upon a cathode ray tube (CRT), liquid 

crystal display (LCD), plasma display, or other display device. The BEE has rated various models 

of Videocon and Samsung CRT TVs and Onida LCD. 

13.0 Research Methodology 

Hypothesis 

Null Hypothesis (Ha0) There is no awareness about Green products among the customers. 

Alternative Hypothesis (Ha1) There is awareness about Green products among the customers. 

Null Hypothesis (Hb0) 
There is no awareness about the information source in respect of 
Green products among the customers. 

Alternative Hypothesis (Hb1) 
There is awareness about the information source in respect of Green 
products among the customers. 

Null Hypothesis (Hc0) There is no awareness about the Green Company’s benefits. 

Alternate Hypothesis (Hc1) There is awareness about the Green Company’s benefits. 
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Period of the Study 

Period of the study of research is 4 months –August 2012- November 2012 

The Study Area 

Area of the study was in Mumbai Andheri (East). 

Sampling Design 

Sample Size: Data was collected from 127 people out of which 94 result were valid for the 

analysis. 

Nature of Sample: The respondents were working professionals with in the age group of (30-45). 

Sampling Technique: Convenience Sampling 

Tools used for Data Collection  

Data was collected through questionnaire and the analysis was done through using SPSS and 

Excel as per the requirement. 

14.0 Data Analysis  

The data was analyzed according to the responses got from the customer and which is presented 

in the form of bar/pie diagram and tables which contains the frequency of respondents to 

particular option and hypothesis tested for each parameter using the t-test. The t-test is used in 

SPSS for hypothesis testing to know the awareness of green products.  

Age Composition 

30 or Below 16 

30-35 52 

35-40 21 

40-45 5 

 

Educational Qualification of Respondent 

Senior Secondary 18 

Graduate 47 

Post Graduate 29 

  

 

Profession of the respondent 

Private Service Personnel 46 

Government 28 

Self Employed 20 
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Consumer awareness about Green Product 

Made of Recyclable material or packaging 26 

Energy efficient 15 

Non toxic nature 10 

Made of natural ingredients 25 

Manufactured/ marketed by social responsible company 10 

No knowledge 8 

 

Awareness of information source about Green Product 

Product label 21 

T.V. Advertisement  25 

Print Media 19 

Word of Mouth 16 

No idea 13 

 

Reasons for buying Green Product 

Concern toward environment 37 

Better than conventional product 28 

They are value for money 29 

 

Benefit to the firms by selling Green Product 

No idea 12 

Lower cost 33 

Increased sales 25 

Higher cost 14 

Customer Trust 10 

 

15.0 Analysis and Interpretation of Hypothesis 

Null Hypothesis (Ha0) - There is no awareness about Green products among the customers. 

Alternative Hypothesis (Ha1) - There is awareness about Green products among the 

customers. 

The tcal =8.550 which is above the critical= 2.358 value hence we reject the null hypothesis and 

accept the alternate hypothesis “There is awareness about Green products among the 

customers” 

Gender of the respondent 

Female 25 

Male 71 



Management Vision 

282 
 

Null Hypothesis (Hb0) - There is no awareness about the information source in respect of 

Green products among the customers. 

Alternative Hypothesis (Hb1) - There is awareness about the information source in respect of 

Green products among the customers. 

The tcal =10.433 which is above the critical= 2.358 value hence we reject the null hypothesis and 

accept the alternate hypothesis “There is awareness about the information source in respect of 

Green products among the customers”. 

Null Hypothesis (Hc0): There is no awareness about the Green Company’s benefits. 

Alternate Hypothesis (Hc1): There is awareness about the Green Company’s benefits. 

The tcal =15.054 which is above the critical= 2.358 value hence we reject the null hypothesis and 

accept the alternate hypothesis “There is awareness about the Green Company’s benefits”. 

16.0 Recommendations and Conclusion 

As the demand for green products undoubtedly exists, Green Marketing provides an opportunity 

to the companies to increase their market-share by introducing eco-friendly products. Stricter 

environmental regulations across the world, growing consumer preference for eco-friendly 

companies, and the inherent cost advantages in lowering toxic waste, are encouraging industries 

big and small to clean up. Result of the survey conducted showed that, consumers are not overly 

committed to improving their environment and may be looking to lay too much responsibility on 

industry and government. Though it’s the responsibility of the firm to produce products, which 

are having minimum impact on the environment, but ultimately it’s the consumer who is having 

responsibility to use eco-friendly products. Consumers are not too much concerned about the 

environment but as they have become more sophisticated, they require clear information about 

how choosing one product over another will benefit the environment. Consumer education 

results in their empowerment. Empowered consumers choose environmentally preferable 

products when all other factors are equal.  

Ultimately green marketing requires that consumers “Think Green, Think clean, Think Eco-

friendly” i.e. they want a cleaner environment and are willing to "pay" for it, possibly through 

higher priced goods, modified individual lifestyles, or even governmental intervention. Until this 

occurs it will be difficult for firms alone to lead the green marketing revolution. We have 

formulated the following recommendations/suggestion from our study:  
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 Support green marketing programs with corporate credibility 

Introduction of a new green product without the support of a positive track record 

of corporate credibility will adversely affects the product‘s image. That's the message 

being sent back to the companies from skeptical consumers. Consumers typically 

cannot experience environmentally oriented product benefits--they can't see the air 

pollution spared from the environment when they use a less polluting gasoline; they 

can't see the energy saved when they recycle aluminum cans. 

Often, environmental marketing claims are confusing. So, consumers must rely on 

their impressions of the corporations behind the greener products and ads to feel 

that claims can be trusted, that products marketed as such are truly less harmful to 

the environment. Green marketing must satisfy two objectives: improved 

environmental quality and customer satisfaction. Misjudging either or 

overemphasizing the former at the expense of the latter can be termed ―green 

marketing myopia. 

Research indicates that many green products have failed because of green marketing 

myopia—marketers myopic focus on their products ―greenness over the broader 

expectations of consumers or other market players (such as regulators or activists). 

Companies that market products as green without the credentials to back it up also 

risk retaliation from consumers, environmentalists and the media who may feel a 

company is exploiting the environment. Roper ASW’s 2002―Green Gauge Report 

finds that the top reasons consumers do not buy green products included beliefs that 

they require sacrifices inconvenience, higher costs, and lower performance without 

significant environmental benefits.  

Ironically, despite what consumers think, a plethora of green products available in the 

marketplace are in fact desirable because they deliver convenience, lower operating 

costs, and/or better performance. Often these are not marketed along with their 

green benefits, so consumers do not immediately recognize them as green and form 

misperceptions about their benefits. When consumers are convinced of the desirable 

―non-green benefits of environmental products, they are more inclined to adopt 

them.  

Other environmental products have also scored market successes by either serving 

profitable niche markets or offering mainstream appeal. The green bottom line: it is 

not enough to talk green. Companies must be green or at least be perceived as 
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making a concerted effort in the right direction. Strategies in the arsenals of 

companies who do right by their consumers and the environment include:  

 Benchmarking  

Establish a benchmark upon which to measure the progress of company in term of 

eco aspects. Self-certify the company‘s progress and the efforts made by company. 

 External Audit  

Conduct a thorough environmental audit to assess current performance. To build 

credibility, have your audit certified by an independent third party and voluntarily 

report results to the Environmental Protection Agency, and to the public via a 

corporate Environmental Progress Report.  

 Back up from Top Level  

It's not enough to have the top-level support for a corporation's environmental 

program. That commitment must be projected to the consumer as personal and 

direct. In doing so, an emotional link is forged between the company and its 

customers.  

 Employee Awareness Program  

It is only when employees are aware of the issues and given the authority to make 

changes that greener products will be developed and environmentally sound 

corporate practices be put into place. Conduct innovative and thought-provoking 

educational programs to heighten awareness for the issues and empower employees 

to act positively on ecological issues. Invite outside speakers to talk about trends in 

population, technology, the economy and the environment.  

 Constantly Refine the Product  

Consumers intuitively understand that no product or company is truly "green". What 

they want from companies is reasonable progress. Constantly integrate, learn, and 

refine products and processes. Develop a plan, set measurable goals, and work 

towards them. As per the study conducted we found that variety can play a major 

role in influencing consumers, so the companies should focus on creating variety in 

Green Products sector.  
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 Effective Communication  

Effectively communicate with the consumers; always look for feedback from 

consumers as well as from environmental organizations. Be publicly accountable, 

regularly issue reports on environmental performance, advertise them & use them as 

a tool to improve public relations. Clearly state the benefits, clearly tell the consumers 

what are the cost savings and how the product is eco-friendly. 
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