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BUSINESS EXCELLENCE THROUGH INTEGRATION OF
TQOM AND HRM

Ms. ANKUR JAIN

Research scholar, Birla Institute of Technology, Mesra, Ranchi
E mail: rukna_niaj@yahoo.com

ABSTRACT

Purpose — This paper seeks to examine employees’ perceptions of business excellence or High Performance Work
System (HPWS) and its relationship with TQM/HRM practices within software industry in India. Despite extensive
research on TQM/HRM practices and HPWS, none examines this scope of investigative study. Therefore, the proposed
model was developed with the intention of examining this relationship.

Design/methodology/approach — Original research using self-completed questionnaires, distributed to employees
of software industry, is thoroughly reported. The study sample consisted of 324 employees, resulting in a response
rate of 81 percent. A questionnaire was developed and administered to ascertain the level of influence by TQM/HRM
practices on HPWS. Data were analyzed by employing correlation.

Findings — The results revealed that HRM, organization culture, quality of work life, empowerment are high
involvement TQM/HRM practices which are positively associated with employees perceptual outcomes and process
quality management, benchmarking and others are low involvement TQM/HRM practices which are required for
the cost efficiencies and operative outcomes of HPWS. Further, the result of the analysis supports the proposed
model based on the empirically validated TQM/HRM instruments, which are reliable and valid.

Originality/value — The findings make a significant contribution by using software industry that proves to be useful
as an example of a methodology that might be used to track the extent of TQM/HRM effects on HPWS. An organization
could use this instrument to do a pre-test baseline measurement, and then periodically re-administer it to identify
changes associated with TQM/HRM efforts.

Keywords-Total quality management, Human Resource Management, High Performance Work System, software
industry.

I.INTRODUCTION

The relationship between TQM and HRM in relation with business excellence or performance of the organization is
the concerned area for many researchers. There are many theories and researches, which explain this relationship and
provide the practices, which are relevant for high performance work systems or business excellence. In the TQM literature
there are some common practices described by many authors that contribute and leads to the business excellence. Dale
(1999) explains that following TQM practices leads to the organizational excellence: leadership, training, involvement and
participation of employees, co-operation and customer focus. These practices can also be described as HRM practices
or activities. Apart from that various researchers explicitly described the best practices for High Performance Work Systems
or business excellence. Pfeffer (1994) describes 16 ‘high performance practices for high performance work systems.
‘Information’, “high wages’, job security, motivated and flexible work force are amongst them. While Arther (1994)
stresses on other practices like decentralization, participative leadership and excellent wages. Dalery and shaw (2002)
states that a proper mixing and application of best practices as staffing, appraisal, compensation and job design will
leads to high performance work systems (see figure 1). The high performance work system models described in relation
to international quality standards (like ISO, CMM, Six sigma etc.) developed best practices from TQM point of view
(Blackburn and Rosen, 1993; Puay et al, 1998). Thus it is clear that TQM and HRM both are very much required for
business excellence or high performance work systems.
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Figure 1: Theoretical Model

But, previous studies link the TQM/HRM with HPWS have had limited outcome in scope and also have
methodological constrains. Most of the previous studies are theoretical in nature. In order to overcome mentioned
limitations this study contributes to literature by attempting the clear need of an analytical study that examines the
elements of TQM/HRM and linking them with HPWS using the appropriate statistical methods with in the Indian
software industry.

In view of the absence of such research on these relationships, therefore, this paper reports the results of a survey
that was designed to address these research questions :

(1) What essential TQM/HRM practices should be developed that would lead to HPWS?

(@) Is there any difference between the types of TQM/HRM practices, which lead to HPWS?

(3) Which of the HRM outcomes are closely related to HPWS?

(4) Does the perceptions of employees towards TQM/HRM practices affect HPWS?

(5) To what extent are the effects of TQM/HRM practices visible on HPWS and HRM outcomes?

This research explores the degree of impact, the implementation of TQM/HRM practices poses to benefit the employees
within software industry in India, and further measuring the relationship between TQM/HRM practices and High
Performance Work Systems, apart from identifying problem areas, their possible remedies respectively and also prominent
improvements.

The purpose of this investigation is four-fold. Firstly, to identify a set of TQM/HRM principles that would prove
to be an effective guide in the implementation of HPWS. Secondly, to present a model as a systematic way to measure the
extent of impact employees’ perceptions have in relation to the implementation of TQM /HRM practices on HPWS.
Thirdly, itis to explore the relationship between TQM/HRM practices and HPWS and lastly, to assess which TQM/HRM
practice is strongly associated with HPWS?

11. CONCEPTUAL MODEL FOR RESEARCH

Top Management Leadership
Organizational culture
Customer focus

Process Quality Management

Human Resource Management II-|
Quality of work life
Continuous Improvement
Employee Empowerment
Benchmarking

Communication
Infrastructure

Operative
outcomes

High Performance
Work System

HRM
Outcomes

TOM/HRM Practices

Figure 2: Conceptual model
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The conceptual schema of this study focuses on the development of a theoretical HPWS model as a systematic
way in implementing TQM/HRM practices within software industry in India. Examining the relationship between TQM/
HRM practices and HPWS should contribute to our knowledge of the complexity of the relationship that exist between
them.

The link between TQM/HRM practices and HPWS is illustrated in Figure 2. In this theoretical framework, TQM/
HRM practices are independent variables and HRM outcomes and operative outcomes are dependent variables, which
are the part of HPWS. The present study thus attempts to bridge the gap by providing a basis for a thorough and
insightful discernment of TQM/HRM practices and HPWS.

II.HYPOTHESIS

Based on the extensive study of previous research, it would therefore suggest that TQM/HRM practices improve
HRM outcomes and operative outcomes. As such, the following hypothesis are proposed:

H1. TQM/HRM practices are positively associated with operative outcomes within software industry.
H2. TQM/HRM practices are positively associated with HRM outcomes within software industry.

IV.METHDOLOGY
Sample and procedures

An initial list of constructs was prepared through literature survey and it was sent to the software engineers and
academicians to verify it. They evaluate the list and also assess the relevance, understandability, clarity, and unambiguity
of the questions. This ensures the validity of the questionnaire.

Data were collected from employees of various software organizations in India. The Companies were selected from
the member list of NASSCOM.

The questionnaire survey was done for data collection. The questionnaires were sent to software developers and
their managers who have more than 2 years of experience to 100 development centers of different software firms. They
were sent through email or distributed through HR manager. Out of the 400 questionnaires sent, 324 questionnaires were
returned, yielding a response rate of 81 percent, which is considered acceptable.

Variable measurements
Independent variables:

TOM/HRM practices. A total of 45 questions captured the 11 TQM/HRM variables under investigation. The
questionnaires on TQMHRM dimensions were grouped into 11 elements; namely, Top management leadership,
Organizational culture, Customer focus, Process Quality Management, Quality of work life, Continuous Improvement,
Human resource management, Employee Empowerment, Benchmarking, Communication. The importance of the 11
constructs of TQM/HRM practices are described below:

(1) Top-Management Leadership (TML): The leadership of top management is very important and in central to the
implementation of a TQM/HRM practices in any organization. Many researchers states that the quality improvement
efforts in any organization should start from the top and flows down to the lower level.

(2 Organizational Culture (OC): Quality cannot be achieved without the cooperation and coordination of everyone in
the organization. A proper atmosphere should be created in the organization to imbibe and cultivate an organizational
culture, which builds up the commitment of everyone to quality (Tenner 1991).

() Customer Focus (CF): Many studies agree on what quality means, satisfaction of customer requirements. Customer
focus leads to improved quality irrespective of anything. So, understanding of the client’s requirements and
maximizing his satisfaction are critical in the software industry also. The requirements of the customers (internal
and/or external) should be satisfied at each stage of software development.

(4) Process Quality Management (PQM): Quality performance depends on process management, measurement and
analysis of data, and leadership. So, the quality of processes needs to be improved continuously for improving the
quality of the product. “Process” is a key factor in software development. Improvement of processes helps to
reduce the effort, development time, and defects in software (Jalote 2000).

(5) Human Resource Management (HRM): Based on an empirical study, Paul and Anantharaman (2002) said that there
is a positive relationship between human resources practices and organizational performance. The authors further
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(11)

states that there is a significant difference in human resources practices across multinational and Indian software
companies. Thus, it is evident that human resources practices are critical in software firms.

(a) Reward and recognition: This can be defined as monetary and nonmonetary benefits, such as increased
salary, bonuses and promotion resulting from the review of performance, which is gave public acknowledgement
of superior performance.

(b) Recruitment, selection, and retention: Recruitment, selection, and retention of employees with required skills
are very important for any organization. The ability of the employee to develop as a member of the team as well as
the organization is another important factor in the case of software industry. Employee turnover is a major issue
faced by software companies that should be minimized.

(c) Training and development: Training brings about changes in knowledge, skills, attitudes, and social behavior
of employees for doing a particular job, and it is a vital in continuous improvement. Training also helps to improve
employee participation and involvement in quality programs by providing required knowledge and skills to them.

(d) Teamwork: Teamwork is an important tool associated with quality management. Most of the software projects
involve the combined efforts of a number of people across various departments in the organization. Therefore, the
success of a project depends on interdependence and coordination among the team members in a software firm.

Quality of Work life (QWL): An essential factor that decides the effectiveness of software employees is “conducive
work environment.” Quality of work life is the general atmosphere and human relations at the workplace.

Employee Empowerment (EE): Empowerment means the assigning of responsibility with authority to the employees.
High performance and high commitment require high levels of employee empowerment can be successfully used
to transform organizations. Freedom for all team members to make suggestions during software development or
project execution is a good practice for improving the software quality.

Continuous Improvement (CI): According to the TQM philosophy, the key to quality is satisfying the needs and
expectations of the customer through a system wide continuous improvement strategy (Goyal and Islam 2001;
Ahmed 2001). Therefore, superior quality demands the propagation of a culture of continuous improvement,
driven by measurement and improvement (Lewis 1999).

Benchmarking (BM): Benchmarking is a term used to describe activities that are aimed to make comparisons
against the best practices. Benchmarking is acommon element of TQM implementation, irrespective of the nature
of the organization (Zinovy et al. 1996). In the IT industry, the common benchmark themes are expenditures,
operations, helpdesk activities, programming effectiveness, and efficiency (Cortada 1995).

Infrastructure and Facilities (IF): Infrastructure becomes very critical in the case of software companies, where
technological advancement is rapid and its adaptation is compulsory for survival. The term “facilities” also
includes sufficient conference rooms; training areas; physical resources such as furniture, computers, and application
software; and communication technologies such as telephone, fax, and e-mail (Bahrami and Evans 1997).

Communication (COM): Communication helps to provide better control of processes, which in turn helps to
improve quality. Communication helps to provide clarity of roles and responsibilities of each employee.
Communication helps to improve quality through customer satisfaction by providing better service and quicker
response to queries (Cortada 1995) opportunities. The internal consistency reliability coefficient for the scale is
0.79.Prepare

Dependent variables:

High Performance Work Systems (HPWS). HPWS include two elements, namely HRM outcomes and operative

outcomes.

@

@

HRM outcomes: This includes the HR performance of the system. This can be divided in two:

(a) Perception HRM outcomes; e.g. employee satisfaction, employee motivation, employee trust, employee
commitment, and employee loyalty.

(b) Objective HRM outcomes; e.g. employee turnover rate and absenteeism rate.
Operative Outcomes: This includes the productivity of the system. This includes:

(a) Product Attributes (PA): The quality of software is estimated by many of its attributes such as reliability,
integrity, maintainability, enhanceability (extensibility), usability, portability, and reusability. They affect the customer
satisfaction so these can be treated as the indicator of quality product.

4
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(b) Return on Quality (ROQ): The returns (benefits) of quality implementation are measured by performance
indicators such as the reduction of errors, better process management, decrease in production costs, decrease in
rejects and wastage, reduction in rework, and decrease in customer complaints (Radovilsky and Gotcher 1996).

Measure Items | Factor loading | KMO | Eigenvalue|Variance explained (%) | Reliability

Independent variables

Top-Management Leadership 3 0.598-0.718 | 0.85 269 53.77 0.74
Employee Empowerment 4 0.531-0.955 0.70
Organizational culture 7 0.516-0.803 0.72
Communication 4 0.701-0.795 083
Customer Focus 4 0.510-0.755 0.80
Process Quality Management 4 0.588-0.728 083
Human Resource Management 8 0.541-0.955 0.76
Quality of Work life 4 0.516-0.813 0.76
Infrastructure and Facilities 3 0.703-0.796 081
Benchmarking 3 0.520-0.755 0.73
Continuous Improvement (CI) 3 0.599-0.718 0.74
Dependent variable

HRM outcomes 5 0.653-0.797 0.84 234 46.47 0.79
Operative outcomes 5 0.721-0.794 0.82

V.ANALYSIS OF DATA

The statistical computer program used for the questionnaires data analysis was SPSS 11.0. Correlation studies were
used to determine the relationship between the dependent and independent variables. TQM/HRM practices were regressed
against HPWS. The multiple regression analyses confirmed the significance of the independent and dependent variables.

A. Result of Surveys
Factor analysis and scale reliabilities:

Table I. Factor analysis and scale reliabilities — independent variables
Note: n=324

A principal component factor analysis with varimax rotation was conducted to validate the TQM /HRM practices
(Table I). In interpretation, only a loading of 0.5 or greater on the factor and 0.35 or lower on the other factors is
considered. Varimax rotated analysis showed the existence of 11 significant factors with eigenvalues (i.e. 2.69) greater
than one that explained 53.79 percent of the variance. The KMO sampling adequacy test has 0.85 value for each item with
sufficient intercorrelations with the Bartlett’s test of spehericity was also found significant (Chi-square = 472:06, p ,
0.001). Thus, the factors are considered adequate because they are less than 60 percent of the variance recommended in
social sciences (Hair et al., 1998). The results of the factor analysis represented in Table I.

Similarly, another factor analysis was done to check the dimensionality of the dependent variables. The two factor
analysis with eigenvalue of 2.34 showing 46.45 percent of variance in the data. The KMO measure of sampling adequacy was
0.84 indicating sufficient intercorrelations, while the Bartlett’s test of sphericity was significant (Chi-square =339:92, p, 0:01).

The reliability of the questionnaire was tested by Cronbach alpha. The reliability coefficient (alpha) of each
element of TQM/HRM practices was as follows: top management leadership (74 percent), employee empowerment (70
percent), organization culture (72 percent), communication (83 percent), process quality management (83 percent),
human resource management (76 percent), quality of work life (76 percent), infrastructure and facilities (81 percent),
benchmarking (73 percent), and for continuous improvement (74 percent). The reliability for dependent variables i.e.
HRM outcomes is (79 percent) and for operative outcome is (82 percent). The reliability coefficients of all the five
elements of TQM were above 0.70, which concurs with the suggestion made by Nunnally (1978).

5
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B. Descriptive Statistical Analysis

Mean| SD 1 2 3 4 5 6 7 8 9 10 11
TML 376 | 055
== 392 | 061 | 0.53*
oCc 393 | 058 |0.49*| 0.56*
Com 389 | 062 |054*| 0.61* | 0.67*
CF 374 | 057 | 042* | 0.36* | 0.53* | 0.62*

PQM 370 | 058 | 0.41* | 0.46* | 0.47* | 0.57* | 0.57*
HRM 395 | 052 | 053* | 0.65* | 0.66* | 0.57* | 0.65* | 0.63*
QWL 390 | 055 |049*| 0.56* | 0.54* | 049* | 0.57* | 0.59* | 0.60*
I&F 369 | 056 |054*| 0.61* | 0.67* | 0.57* | 0.56* | 0.54* | 0.54* | 0.58*

BM 367 | 061 | 042* | 0.36* | 0.53* | 0.62* | 0.62* | 0.59* | 0.56* | 0.60* | 0.58*

Cl 374 | 059 | 041* | 0.46* | 0.47* | 057* | 0.57* | 0.56* | 0.60* | 0.61* | 0.58* | 0.55*
HRMO | 390 | 055 | 0.52* | 0.70* | 0.72* | 0.68* | 0.54* | 0.46* | 0.76* | 0.60* | 0.42* | 0.44* | 0.55*
00 376 | 052 | 046* | 0.66* | 0.65* | 0.57* | 0.60* | 0.67* | 0.70* | 0.57* | 0.50* | 0.60* | 0.58*

Notes: n = 324; *Correlation is significant at p, 0.01 level (2-tailed)
Table II. Correlations of TQM/HRM practices and HPWS

The correlation matrix in Table 11 further indicates that TQM/HRM practices were positively, moderately and low
correlated with HPWS. There was a significant positive relationship between HRM and HRM outcomes (r =0.76, n = 324,
p, 0:01), organization culture and HRM outcomes(r = 0.72, n = 324, p, 0:01), employee empowerment and HRM outcomes(r
=0.70,n =324, p, 0:01), communication and HRM outcomes (r = 0.68, n = 324, p, 0:01) and quality of work life and HRM
outcomes (r = 0.60, n = 324, p, 0:01). The positively moderate correlation was for continuous improvement and HRM
outcome (r = 0.55, n = 324, p, 0:01), customer focus and HRM outcome (r = 0.54, n = 324, p, 0:01) and between top
management leadership and HRM outcome (r = 0.52, n = 324, p, 0:01). The weakest correlation was for process quality
improvement and HRM outcome (r = 0.46, n = 324, p, 0:01), benchmarking and HRM outcome (r =0.44, n =324, p, 0:01) and
between infrastructure and facilities and HRM outcomes (r = 0.42, n = 324, p, 0:01).

While when we consider the correlations between TQM/HRM practices and operative outcomes (indicated in
table 2) we find that there is a significant positive relationship between process quality improvement and operative
outcome (r = 0.67, n = 324, p, 0:01), benchmarking and operative outcome (r = 0.60, n = 324, p, 0:01), continuous
improvement and operative outcome (r = 0.58, n = 324, p, 0:01) and customer focus and operative outcome (r =0.60, n =
324, p, 0:01) also along with the HRM and operative outcome (r = 0.70, n = 324, p, 0:01)organization culture and operative
outcomes(r =0.66, n =324, p, 0:01), employee empowerment and operative outcomes(r = 0.65, n = 324, p, 0:01), communication
and operative outcomes (r = 0.57, n = 324, p, 0:01). The positively moderate relationship was found between top
management leadership and operative outcome (r = 0.46, n = 324, p, 0:01), and between infrastructure and facilities and
operative outcomes (r =0.50, n =324, p, 0:01).

The correlation coefficients between the independent variables (i.e. TQM/HRM practices) and the dependent
variable (i.e. HRM outcomes and operative outcomes) were less than 0.9, indicating that the data was not affected by a
collinearity problem (Hair etal., 1998). These correlations are also further evidence of validity and reliability of measurement
scales used in this research (Barclay et al., 1995; Hair et al., 1998). The results indicate that the most important TQM/
HRM practice affecting HRM outcomes were HRM and employee empowerment (i.e. with the highest scores of correlation),
which proves that HRM and empowerment were perceived as a dominant TQM/HRM practices, which improves HRM
outcomes. But when we consider operative outcomes other practices, as process quality improvement is also very important.

VI.DISCUSSION

The overall objective of this study was to investigate the relationship between TQM/HRM practices and HPWS
within software industry. The results of this study revealed that the TQM/HRM practices could be categorized into three
categories:
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1. High Involvement TQM/HRM practices: e.g. HRM, empowerment, quality of work life, communication and
organization culture with highest mean and correlation coefficient.

2. Moderate involvement TQM/HRM practices: e.g. continuous improvement, customer focus and top management
leadership with moderate mean and correlation coefficient.

3. Low involvement TQM/HRM practices: e.g. benchmarking, infrastructure and facilities and process quality
management with weakest mean and correlation coefficient.

In the contemporary HRM-business performance literature, high involvement work practices are typically measured
by indexes that incorporate, or assign points to the extent of team-based work and/or other employee participation
arrangements, employee training and development, formal performance management systems, variable pay, business
information sharing with employees, targeted or selective recruitment and hiring, and certain other practices. Those
entities —companies, service work groups -with high index scores can be said to practice what might be called “high high
involvement” HRM; those entities with midlevel index scores can be said to practice what might be called “average high
involvement” HRM; and those entities with low index scores can be said to practice what might be called “low high
involvement” HRM. (lewin 2004).

The results show that there is a strong relationship between high involvement TQM/HRM practices and HRM
outcomes. This provides the evidence to lewin and other researchers who states that high involvement practices are
required for HPWS and leads to business excellence.

In contrast, there was a weak relationship between low involvement practices and HRM outcomes. Low involvement
practices were found to have insignificant contributions towards HRM outcomes.

But, there is a significant and strong relationship is found between low involvement practices and operative outcomes.
The result supports the findings from lewin (2004), in which he found there is a significant relationship between the low
involvement practices and business performance which is the called as ‘dual theory of business performance’. (lewin 2004).

The dual theory of business performance states that “high involvement” type HRM (HIHRM) practices has
significant positive effects on such business performance measures as market value, rate of return on capital employed, revenue
growth, revenue per employee, productivity, product/service quality, and even organizational survival (see Lewin, 2004).
That HIHRM practices “leverage” business performance appears to be well known to human resource (HR) executives.

HIHRM practices, however, constitute only one way of managing human resources to leverage business performance.
Another way to achieve more business performance is by managing human resources by expense control. Consequently,
certain “low involvement” HRM (LIHRM) practices may best fit some organizations and employees. Taken together,
HIHRM and LIHRM practices form the building blocks for a dual theory of HRM and business performance (lewin 2004).

VIl.PROPOSED MODEL
On the basis of the findings from the study and lewin’s dual theory we propose a model for HPWS.

TQM/HRM Practices High Motivational | HRM outcomes
1. Ttop management leadership Involvement path Job satisfaction
2. Organization culture work Commitment
3. Customer focus processes Trust
4. Process Quality Management Loyalty
5. Hum_an Resource; Management % - Attitude & morale
6. Quality of work life ==

. D o
7. Continuous Improvement 8 -
8. Employee Empowerment p Operative outcomes
9. Benchmarking Low Cost effectiveness
10. Communication Involvement Return on quality
11. Risk management work o, Product qualit
12. Infrastructure and facilities processes Cognitive T e

path urnover

Figure 3. High Performance Work System

7
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Figure 3 linked TQM/HRM practices to involvement processes and thence to worker psychological states, which
leads to HR outcomes and measures of organisational effectiveness i.e. operative outcome. It proposes two paths: a
cognitive path in which high-involvement processes take ‘greater advantage of the skills and abilities’ employees
possess and a motivational path in which involvement processes increase HR outcomes (satisfaction, commitment etc.).
This parallels Batt’s (2002) identification of a “direct’ path (enhancing employee skill levels and firm-specific knowledge)
(Boxall and Macky 2009) and an “indirect” path (enhancing employee motivation and satisfaction, and lowering quit
rates). The direct path, which includes low involvement processes, is important for enabling workers (individually and
collectively) to solve work problems more effectively, and that leads to better operative outcome of the companies, and
the indirect path is important to ensuring they want to do so and continue to take responsibility for doing so...

In other words, high-involvement work processes empower workers and positively affect job satisfaction, trust,
commitment and employee loyalty. It also reduces the employee turnover and absenteeism. While low involvement work
practices are related to motivational path only and give the cost advantages and enhance knowledge and employee
abilities, motivations and opportunities to contribute. Improvements in knowledge enhance ability, while empowerment
and information enhance the opportunity to contribute.

The kind of framework shown in Figure 3 takes us in a simple but important way beyond the counting of HR
practices. It means that we are not restricted to understanding TQM only through certain specific practices. It measures
each process dimension in relation to the HRM framework. Such a procedure measures the systemic impact of these
processes on employee attitudes and organisational effectiveness. It is found that high-involvement processes do act
positively through both (indirect) motivational and (direct) cognitive paths. Company performance is higher (measured
by higher ROE and lower employee turnover), as is employee morale. It ensures that processes as experienced by
employees are measured in the space between management.

A sustainable high involvement work practices also benefit firms or economically rational managers will shut
down operations or relocate operations. Because, the value to firms is best demonstrated by the benefits and costs at the
point of production (i.e. operational outcomes of an actual production process) and the proposed model measures the
cost involved, ROE and other operative outcomes. So, the proposed model also measure that processes, which are
beneficial, form the employer side.

VII1.CONCLUSIONS, IMPLICATIONSAND RESEARCH LIMITATIONS

Like others, we found the difficulties in specifying the independent variable in HPWSs. The term itself gives no
clue about the pathway of the desired goal. The linkage of HPWS and high involvement employment practices (lewin
2004), are both more descriptive, more useful in identifying the main thrusts in a particular HR system. However, they are
not equivalent. While higher involvement typically implies higher skill and is more rationally managed with high-
involvement practices, but, the reverse is not always true.

The study of HIWSs has logical focus because it creates smarter working, to gain competitive advantage globalised
software industries, are of vital interest to practitioners and policy makers in the developed economies. As the studies
of MacDuffie (1995) and Appelbaum et al. (2000) states that the competitive response requires change to work systems.
This study provides a theoretical rationale for particular practices by accompanying quality framework.

Focusing our independent variable on high-involvement work and linking it with TQM/HRM improve our theoretical
modeling and practical measurements and will help to progress the evaluation in this area. The HIWSs implies that there
are possibilities for win—win outcomes in certain contexts but not without careful management of both types of practices.
On the employee’s side, the high involvement practices provides motivation to them and leads to high HR outcomes in
the form of better job satisfaction and high moral and less turnover. But on the other side low involvement practices
required for the cost efficiency and better operative outcomes. However, the interaction between involvement and
intensification is very critical. On the company’s side, the caution should be taken with overgeneralised claims of
economic benefits. This study will help us to know that when and how a high involvement system might perform, thus
helping us with the contextual and causal questions that is the central to this line of research.
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I.INTRODUCTION

The concept of branding for products and services is well known. Employer branding may be the least known type
of branding yet is becoming more important to organizations. The reason is changes in workforce demographics. The
baby-boomers are retiring and the pool of new recruits is not sufficient to fill the gap. According to an Accenture survey,
60% of CEOs are very concerned about attracting and retaining people. The concept of Employer Brand has gained
importance since 1990"s or it is a result of Global manic competition but above all it has become a magnetic force, a
catalyst , an accelerator and a prime factor which determines an organization success and future . Employer brand has
overshadowed and synchronized all other factors which had their individual importance like customers, relationship, PR,
networking, 2- way communication etc and is now the sole prima factor or the turnkey of success.

In the present job markets, where companies compete for attracting the best of the talent, employer brand,
sometimes, becomes more relevant when compared to various critical factors like job profile and the compensation
package. Employer brand is the image of an organization as a great place to work in the minds of its current employees
and key stakeholders. It is the development of such an organizational culture which fosters a sense of belongingness
with the company and encourages the employees to share organization’s goals for success. In short, it is the value of the
company in external marketplace. The goal of employer branding is to create loyal customers; the customers here being
the employees.

From an HR point of view branding is very important. If your organization has a good brand image in the market,
it will help you in getting right workforce at right time and at the same time you will have a control over the employee cost.
An organization with no brand name has to shell out lots of money to attract and retain the right candidate.

This paper begins by defining the concept of Employer Branding practices carried out by the organisations to
attract talents which help them to move towards their vision in a successful style. Types of Employer Branding, Branding
Strategy and the benefits received by the organisation by adoption of the concept of Employer Branding in Indian
context are then discussed.

11. CONCEPTUAL ANALYSISOFEMPLOYER BRANDING

Brett Minchington (The Employer Brand Institute), defines employer branding as “the image of the organization
as a ‘great place to work’ in the minds of current employees and key stakeholders in the external market (active and
passive candidates, clients, customers and other key stakeholders).”*It is the ‘sum of a company’s efforts to communicate
to existing and prospective staff that it is a desirable place to work’ (Lloyd 2002)2. Increasingly, it is likely to also be used
to create what has in the popular business press recently been referred to as ‘employment brands’ building and
sustaining employment propositions that are compelling and different. The moniker ‘employer brand” appears to have
first been coined by Ambler and Barrow (1996)%, who defined it as ‘the package of functional, economic and psychological
benefits provided by employment, and identified with the employing company’. The authors go on to suggest that, just
like a traditional brand, an employer brand has both personality and positioning. Employment branding is therefore
concerned with building an image in the minds of the potential labour market that the company, above all others, is a
‘great place to work’ .According to human resources consultants Hewitt Associates, there are four steps to developing
a strong employer brand:

(i) understand your organisation,
(i) create a ‘compelling brand promise’ for employees that mirrors the brand promise for customers,
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(iii) develop standards to measure the fulfilment of the brand promise,
(iv) ‘ruthlessly align” all people practices to support and reinforce the brand promise,

Moreover, it is posited that companies with strong employer brands can potentially reduce the cost of employee
acquisition, improve employee relations, increase employee retention and even offer lower salaries for comparable staff
to firms with weaker employer brands (Ritson 2002)*. Collins (1995)°, confirming prior research, suggest that early
recruitment activities are indirectly related to intentions and decisions through two dimensions of employer brand
image: general attitudes towards the company and perceived job attributes. Examples of employer brands, and indeed
employer advertising, are becoming increasingly common.

Employer branding is the development and communication of an organization’s culture as an employer in the
marketplace. It conveys organisations “value proposition” - the totality of organisations culture, systems, attitudes, and
employee relationship along with encouraging organization’s people to embrace and share goals for success, productivity,
and satisfaction both on personal and professional levels.

Employer branding is the essence of the employment experience, providing points that commence with initial
employer brand awareness, and continuing throughout the tenure of employment, even extending into retirement.
Employer branding is a distinguishing and relevant opportunity for a company to differentiate itself from the competition
creating its branded factors as its USP for employee satisfaction and happiness resulting in retention, productivity and
efficiency?®.

111.RISING IMPLICATION OFEMPLOYER BRANDING

Itis said that an unsatisfied customer tells ten people about his experience while an unsatisfied employee tells a
hundred. Employer branding reflects the work culture in an organization. It has become more critical in today’s times, as
most professionals are looking at a stable career and establishing a long-term relationship with the company. Research
shows that employees of industrial brands feel a much greater sense of pride, attachment and trust towards their
employer. They are also significantly more likely to recommend their company to others and claim it treats employees
well. Through right branding, the company can recruit the best talent and reinforce its positioning amongst its employees.
It helps build trust and reliability. A good employer brand makes it easy to attract good talent and curb attrition. The
strength of an organization’s brand has a significant impact on the performance of its employees. Working with one of
the largest or most innovative companies in a specific industry acts as a motivator too.

But as one moves higher in his career, brand name becomes of little significance as job role takes over. Brand name
is the most important factor but at entry level only. When one is a fresher and embarks on one’s career, the brand of a
company matters. It helps in reflecting a stronger resume. With career growth, one places importance on things that are
more meaningful to one’s sense of purpose. It is also being argued that in most cases, companies treat employer
branding as a mere short-cut for attracting the talent. Instead of self-analysis, the HR departments tie up with ad
agencies to conjure up an image that may be attractive to their target market, even if not their own. While some argue that
organizations like Google with strong employer brand hardly spend money in building the brand; instead they focus on
living the brand. Sasken, for example, has a stated ‘People First” policy to emphasize that employees are the focus. Fedex
has a core philosophy of ‘people - service - profit’ to indicate what comes first. Bill Marriott of Marriott Hotels does not
tire of repeating the founder’s belief “Take care of the associates, and they’ll take good care of the guests, and the guests
will come back.” These organizations reveal a high degree of trust in the management of the organization. Managements
must understand that the core value offering of the organization is to engage employees towards being productive and
responsive to customers. In the end, it is believed that if the company takes care of people, people will take care of the
company.’

IV.SURVEY RESULTS

An exclusive survey of 1,889 Personnel Today readers with responsibility for recruitment reveals that 95% of
respondents believe employer branding is ‘important’ (Fig. A)®.
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V.BRANDING STRATEGY
A) Nature of Business

Branding should be based on the nature of business. Like if an IT company goes for a fashion show, it may not
yield the same results as it would have got by going to IT Fair or something similar. A real estate company may go for
some road show on property market.

B) Nature of Market

It is always recommended to gauge the market before going for any project which involves market risk. Like if
targeting to explore a financial market or banking and at the same time it is marred by some other factors like Inflation, you
need to design your strategy which could help you in overcoming the negative trend.

C) Reception Target

It’s always good to define the reception target or the audiences. The audiences under employer branding are the
internal customers of the organisation. The attempt of employer branding boosts up the morale of the employees and
thereby keep the employees feel satisfied.

D) Long Term Mission of Organization

Also the long term as well as short term goals of the organization should be kept in mind. If the organization does
not have any long term goals in the target market or location, it’s always recommendable not to go for branding or it is
very much required go for a small, low budgeted branding event.

E) Organizational Structure

Organizational structure is also very vital part for deciding any strategy. Organizational structure is the strength of
any organization and any event or branding can be done based on that. Like if the organization does not have lots of
hierarchy steps, it can boast of Flatness and claim of equal behavior. And if it has different layers, it can market the clear
definition of roles etc.

VI.EXTERNAL BRANDING

External branding refers to branding which is done by using external sources and which may (or may not) require
some investment in monetary or other forms. The different means of doing external branding are;

(@ Use of Job Sites—As HR the first thing which comes to the mind is recruitment, so Job sites also offer good branding
opportunities through different means like Pop ups, pop ins etc. It’s always better to go for pop ins as most of web
browsers come with pop-up blockers.
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Banners — Banners are also a good mean for branding. Banners can be of both types” means Online Banner and
Street banners. By Online banner, your organization name will be flashed on different web pages as per your choice
and price. Street banners are good for bigger requirements.

Road Shows — Road shows are also an important mean for creating brand awareness. Corporate can organize talks,
presentations, seminars etc. for attracting people towards your organization.

Corporate Social Responsibility — Corporate social responsibility refers to corporate getting associated with
society for some noble cause. The association can be in any mode either getting associated with a Charitable Trust
or a NGO or some other public venture. Corporate can align and attach with any of these and share the stage.
Always keep in mind that choose as per organization status meaning if its a small firm, do associate with a medium
sized organization and if medium it can align with either of these- large or medium. Idea should be get a nice coverage
in the popularity cake.

Public Events — Public events are one of the major ways of creating a brand image. An organization can participate
in any of the public event and assuring that it does not get disappeared in the crowd of many brands or big names.

Newspapers — Branding can be done through newspapers as well. If you target the local public, you can go for
advertisements considering the individual day circulation, target readers, rapport of newspaper, type of newspaper
etc. If you target only to employ people for your workforce requirement, you can place job Ads which may seem
expensive at the first glance but in terms of attracting the correct workforce, it can do magic.

Email — For mail ids related to job portals, you can create an auto reply which can contain brief description of the key
aspects of candidate’s and public interest and at the same time introducing your company to the public. It should
be informative as well as crispy so that the audience reads it and just doesn’t do Shift Delete.

Tagline — Create a nice, attractive tagline or a punch line for your brand and give it a significant visibility in all your
branding efforts. The tag line should be in accordance with the organization values, goals, work etc. so that it
reflects an overall image of the brand everywhere.

Align with celebrity — Aligning with a celebrity is also a good way of creating a brand image. But this may cost big
bucks and ultimately increasing your cost dramatically. This is an expensive method of branding.

VII. INTERNAL BRANDING
Internal Branding is comparatively a cheaper way of branding. Organisation can use its internal organizational

staff for this purpose.

@)
(b)

©

©)

©)

®
@
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Front Office — Always pay attention to your front office because first impression is last impression. It should be kept
neat and clean with a pleasant receptionist who always maintains freshness and welcomes the guests with courtesy.

Stays Interview - HR can always conduct stay interviews in which they can interact with the employee and ask them
regarding their career prospects, there alignment with the company, there feedback regarding their concerned
departments, etc. These feedbacks can be analyzed and used for different purposes by which you can create an
internal brand image of the country.

Exit Interview —An exit always carries a fair chance of initiating the chain reaction among the employees so always
be very careful in analyzing the exiting reasons so that you can overcome the justified ones in the future.

Employee Satisfaction — Employee satisfaction is always very important for any organization to grow. A satisfied
employee is a productive employee. If your employee is satisfied, you can relax because they will create a good and
positive rapport for the company in the market outside.

Policy Information — Always design your policies very strategically. A policy should be designed in such a way that
it holds good even after a long period of time. A frequent internal policy change sends a message to the outer world
that the company is not consistent and knowledgeable and reliable.

Customer Orientation — Customers are always the most important factors. Always keep your workforce motivated
towards delivery of customer oriented services. Customers can be of either type, internal or external.

Employee Participation —Ensure the maximum participation from the employee side, either in terms of internal
events participation or external events.

Trained Employees — Always ensure proper training of employees before they are engaged in work. The training
should be in all the aspects like policies, vision, mission, organization. This will project a good picture of organization
on the new employee °.
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VIII.EMPLOYER BRANDING IN INDIA

“The Employer Branding—A Strategic Tool to Attract, Recruit and Retain Talent” highlights that HR uses the
employer brand for three main reasons: 1) organizational culture and employee fit; 2) positive outcomes for recruiting;
and 3) retaining talent with corporate values and a team-based culture. At its most effective, the employer brand is a long-
term strategy with a transparent message that promotes the organization as an employer of choice. The increasing focus
on competitive advantage is leading many firms to rethink their employer brand®. “India, Inc.”—a common term used in
India to refer to India’s corporate sector—aims to positively build on opportunities as the world economy strengthens,
and the employer brand is a prime example of a progressive HR practice in India. The fit between employer and employee
is important for hiring compatibility. Yet, research shows that Indian companies do not always intentionally develop
employer branding interventions. “Infosys, Wipro and TCS did not intentionally build their brands; rather, they focused
on building a productive workplace, resulting in happy employees, and their brands were the result of that foundation,”
“For other organizations in India, such as RMSI and Google, which already have strong employer brands, their goal is
to ‘live’ the brand.” As Indian firms focus on strategies of turnaround, diversification, expansion and internationalization,
human resources and human capital performance in India have become increasingly important. Consequently, HR’s role
in effectively using the employer brand has tremendously expanded and grown in importance.Employer branding becomes
a tokenism when it doesn’t fit in the DNA of the company. And, there needs to be a lot of self-sustained and conscious
effort needed to create such a fit; to ‘become oneself’. The Tatas would never like to become like Reliance, or vice-versa.
The brand as an employer must provide a long-term advantage. And this advantage comes only when the profile of the
candidate fits well with the profile of the company. Also, one must also appreciate that employer branding works mainly at
the entry-level since the middle level workforce and upwards look at other things, such as job profile, career enhancement et al**.

IX.OUTCOME OF EFFECTIVE EMPLOYER BRANDING

Employer branding gives an organization a competitive advantage. Employer branding is a tool to attract, hire, and
retain the “right fit it also has an impact on shareholder value, creating positive human capital practices, contribute to
bottom-line. Strong employer brands have employer value propositions (EVP’s) which are communicated in company
actions and behaviors and evoke both emotive (e.qg. | feel good about working here) and tangible benefits (this organization
cares about my career development) for current and prospective employees. These organizations segment and
communicate EVP’s which reflect the image that the organizations want to portray to its target audience. Employer Value
Proposition (EVP) is a set of associations and offerings provided by an organisation in return for the skills, capabilities
and experiences an employee brings to the organisation. A company’s employer brand is reflected in the actions and
behaviors of leaders and is affected by company policies, procedures, and practices and the same when well planned
and implemented results in profitability of organizations. Thus to retain talents inside the organisation not only during
the bliss of the organisation but also in its tough times employer branding strategy plays a vital role.

X.CONCLUSION

Thus it can be concluded that not only there is a need of creating a satisfaction in minds of employees (Internal
customers) but there is an urgent need of creating this positivism in the minds of external customers and stakeholders.
The created image has to be monitored and sustain in such a way so that it will help in increasing profits as well as would
create belongingness, pride, self actualization and true commitment in true words and spirit.
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ABSRACT

Investors have experienced superior gains from stock markets all around the world during the past one decade.
Investors have two ways to make profits with stocks: capital appreciation and annual income in the form of dividend.
Capital appreciation is possible in bullish trend. But in bearish market, the capital appreciation is not possible; the
other way to gain profit is dividend. Investors assumed to consider dividend is more important source when there is
no capital appreciation in stocks. Using an event study methodology we find that despite of investors do not gain
significant value in the period preceding as well as on the dividend announcement day, yet they can gain value in the
post announcement period. Investors do shift their security positions at the time of dividend announcement, which
indicate that in post announcement period there is a possibility of information content in dividend announcement in
NSE. The dividend announcement conveys information to market traders; one would expect the impact of event on
the market’s valuation of the company’s share. It depends on the magnitude of the unexpected component of the
dividends. The present study attempts to contribute positively to the understanding of the behavior of Indian stock
prices in relations to dividend announcement

Keywords : Dividend, Investors, Market, NSE

1. INTRODUCTION

Investors have experienced superior gains from stock markets all around the world during the past one decade.
Investors have two ways to make profits with stocks: capital appreciation and annual income in the form of dividend.
Capital appreciation is possible in bullish trend. But in bearish market, the capital appreciation is not possible; the other
way to gain profit is dividend. Investors assumed to consider dividend is more important source when there is no capital
appreciation in stocks. The present study attempts to contribute positively to the understanding of the behavior of
Indian share prices in relation to the dividend announcements. This study analyzes the impact of dividend announcement
in the Indian stock market. The dividend is the cost of equity capital to equity shareholders/investors in the market place.
The announcement has an impact on the market price of the shares; the market will react positively, if the dividend is upto
the expectation level of the equity investors. At the same time if the dividend announcement is not the expectation level
of the shareholders, the market reaction will in bear trend for that particular scrip.

2.STATEMENT OF THEPROBLEM

This study investigates the stock market reaction to cash dividend announcements for the period from January-
2009 to December-2009. In particular, this paper examines the stock price response to company announcements about
dividend to shareholders. As a matter of fact dividend announcements usually are considered as the positive signal to
the shareholders and its positive impact on the share prices is also expected. Using an event study methodology we find
that despite of investors do not gain significant value in the period preceding as well as on the dividend announcement
day, yet they can gain value in the post announcement period. Investors do shift their security positions at the time of
dividend announcement, which indicate that in post announcement period there is a possibility of information content
in dividend announcement in NSE. In a country like India where the economy is emerging, the issue is still unresolved
and there is a diverse substantiation over the matter which has encouraged us to examine the impact of dividend
announcement over share price, which may carry valuable information to the investors, researchers and policy makers.

3.NEEDFORTHESTUDY

Perhaps no other area of finance has been subject to so much empirical investigation during the last four decades
as the behavior of stock prices. Interestingly enough, the early empirical work was used to develop a theory, to be
specific, the Efficient Market Hypothesis — rather than the normal procedure of first developing a theory and then its
empirical testing. The empirical work on market efficiency is dividend into three categories: (1) Weak-form tests — test for
predictability of future returns on the basis of past returns, (2) Semi-strong form tests — test for stock price adjustment
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to publicly available information, and (3) Strong form tests — test for the extent to which stock prices reflect unpublished
information. Though a large part of the international finance journals during the past several years has been devoted to
examining the behavior of stock prices in relation to all the conceivable publicly available price-sensitive information, no
noteworthy research has been undertaken for the Indian Capital Market.

The price of a share may be said to depend upon the future earnings and dividend stream of a company. The
information concerning a specific company may affect only that particular company’s share. The dividend announcement
conveys information to market traders; one would expect the impact of event on the market’s valuation of the company’s
share. It depends on the magnitude of the unexpected component of the dividends. The present study attempts to
contribute positively to the understanding of the behavior of Indian stock prices in relations to dividend announcement
and market movement.

4.OBJECTIVESOF THESTUDY
The main purpose of the study is
4 To examine the behavior of stock prices around and on the date of dividend announcement.
< To investigate if any strategies found in dividend announcement could be used to outperform the market.
< To find the correct path of future trends based on the announcement effect.

In this context, the behavior of stock prices has been examined in the prior and post announcement periods in
relations to the unexpected dividend announcement.

5.RESEARCHMETHODOLOGY
5.1. SAMPLEAND DATA

The present study covers a period of one calendar year from January 2009 to December 2009 and the results are
based on a sample of Nifty stocks, listed in the National Stock Exchange. The data set contains daily data from the
different sectors of 10 dividend paying stocks over the 10 window period i.e. -4 day to +4 day relative to the dividend
announcement, which is listed on the National Stock Exchange for the period of January 2009 to December 2009. Three
basic time series data have been employed in this study. These are, dividend announcement dates for the whole sample
period, daily closing stock prices for the period [-4, to +4] around each dividend announcement day of every stock,
prices of the NSE Nifty Index in the [-4, to +4] time window for each dividend announcement day of every stock and
number of shares traded each day for each company in the sample period.

5.2. SELECTION OF SAMPLE

The selection of sample has primarily been guided by two factors, availability of dividend announcement for the
sample period, and the time to time revision and replacement of stock in the NSE Nifty. Often some existing stocks were
replaced by new stocks in the Nifty index. This is also considered in the present study.

5.3. TOOLSAND TESTING PROCEDURE

The most widely event study methodology is used in order to determine the stock price behavior of the company
as a result of announcement of dividend. The event study methodology has been adopted to analyze the mass data. The
supporting statistical tools can be used for simplification and application of the data analysis. Event study is followed
for testing the market efficiency. At the outset it is useful to discuss the structure of an event study. The initial task of
conducting an event study is to define the event of interest and identify the period over which the security prices of the
firms involved in this event will be examined — the event window. For example, if one is looking at the information content
of dividend with daily data, the event will be the dividend announcement and the event window will include one day of
the announcement. It is customary to define the event window to be larger than the specific period of interest. This
permits examination of periods surrounding the event. Hence for this study, return on four days prior to the event day
and four days return after the event day are considered for analysis. Here, the abnormal returns can be used to draw
conclusion during the study period. Abnormal return means the excess of security return over the index return on a
particular date. The abnormal returns will be calculated for the entire period. In addition to that to test the market
efficiency the time series analysis and necessary statistical tools applied.

Event studies examine the behavior of firm’s stock price around corporate or economic events such as dividend
announcements. The event study has many applications. In accounting and finance research, event studies have been
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applied to a variety of firm specific and economy wide events. Some examples include mergers and acquisitions, earnings
announcements, issues of new debt, or equity and announcements of dividends which is the case in this paper.

54.METHODOLOGY OFEVENT STUDIES
The methodology of event studies is fairly standard and proceeds as follows:

1. Collect a sample of firms that had a surprise announcement (the event)

What causes prices to change in an announcement that is a surprise to investors? For many studies, such as an
announcement of a merger, announcement of bonus shares or dividends, any announcement can be treated as a
surprise. For other studies, such as the impact of dividend announcements, it is more complicated. For those studies, it
is necessary to define a surprise. This is normally done by comparing announcements to what was expected as reflected
in the average estimate of professional analysts. A number of services provide these data. To form a sample or surprises
one first separates out a group of firms where the announcement is significantly different from what is being forecast.
Since positive and negative surprises would affect price differently, this group is further separated into two groups, one
for positive and one for negative earnings surprises.

2. Determine the precise day of the announcement and designate this day as zero

Most current studies use daily day, but in early days monthly data adopted. The use of monthly data made
measurement much more difficult because there are many surprises in a month besides the announcement effect being
studied. Thus, for measuring market efficiency, it is important to measure the impact of the announcement using the
smallest feasible intervals. A number of recent studies have used intraday data.

3. Define the period to be studied

The present study, we studied 9 days around the event, the we would designate -4, -3,...., -1 as the 4 days prior to
the event, 0 as the event day, and +1, +2,...., +4 as the 4 days after the event.

4. Computation of the return on each of the days being studied for all stock

In this study 9 days (4 days before the event plus the event day, plus 4 days after the event) returns are calculated
from 10 days prices along with the benchmark index values are also collected.

5. Computation of abnormal return for each of the days being studied

Abnormal return is actual return less the expected return/ market return. Different authors use different models for
expected return. In this study we used the return on the benchmark index as the expected return.

6. Examination and discussion of the results
Having performed the analysis the abnormal returns are examined and conclusions drawn.

5.5.EVENT STUDIES INSEMI-STRONG FORM

According to the semi-strong form of the market, the security prices reflect all publicly available information within
the purview of the efficient market hypothesis. In this state, the market reflects even those forms of information which
may be concerning with the announcement of a firm’s most recent dividend forecast and adjustments which will have
taken place in the prices of security. The investors in the semi-strong form of the market will find it to earn return on the
portfolios which is based on the publicly available information in excess of the return which may be said to be commensurate
with the risk. Many empirical studies have been made to test the semi-strong form of the Efficient Market Hypothesis. In
the semi-strong form market, any new announcement would bring reaction immediately to the company. This reaction
could be even prior to the announcement in the market. This reaction prior to or immediately after the announcement
would be caused by the additional information which is not anticipated by the stock exchange participants. This
information also would not be disclosed to the market participants. But the semi-strong form of the efficient market
hypothesis would immediately indicate a change in the price of the securities but the price would be adjusted immediately
by the market participants and in this way, the participants remove any possibility for abnormal returns in the future.

6.LITERATUREREVIEW

Semi-strong form of EMH was empirically tested in 1969, by Fama, Fiscer, Jensen and Roll. “They considered the
behavior of abnormal security returns at the announcement of stock split”. In a stock market a stock splits generally
indicates increased dividends payouts. Stock split announcement contain economic information. The average cumulative
abnormal security return for thirty months upto the month of announcement was in excess of 30%. This shown that the
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return was far above the normal rate of return which was achieved by the method of buying and holding a portfolio for
a long-term investment of similar risky securities. The behavior of the security prices in the market after the split
announcement should exactly the predictions of the EMH. After the public announcement the investors could achieve
in abnormal returns n the basis of the information of stock split. The average cumulative abnormal return which was
going higher and increasing just before the announcement stopped increasing or decreasing in any significant manner
in the following period after the split announcement was made.

In 1972, Scholes conducted a study to observe, “The reaction of security prices to the offer of secondary stock
issues”. The research study showed that the price of security decreases when the issuer belongs to a company which
indicated to the market that such an offer contained some bad news. But secondary, offering by investor, banks and
insurance companies were not viewed in a negative manner and the security prices did not significantly fall. Price change
which was associated with the secondary offering occurred usually within six days of issue and showed that these
changes were more or less permanent. The price behavior of secondary issues lent support with the market just to a new
price of information in an unbiased manner and almost immediately.

Kraus and Stoll also conducted a research study in the same year as Scholes to examine, “the effect of large block
traders on the behavior of security prices”. According to them, the study showed that there was a temporary effect, on
share prices which were associated with the block trade. The traders which were known to effect large transactions were
shown by a decrease in price but the price rose almost immediately and was totally reactionary by the end of the day. But
the price did not return to the previous position because the market had received information which was negative to the
image of the security. There was also no price behavior which could be predicted after the day on which the block trade
occurred. This was constant with the semi-strong form of the EMH. Pettit and Watts examined the market reaction when
an announcement was made about changes in dividends. They found that there was no evidence that the firms dividend
announcement. Wauds further made an examination relating to the size and the direction of changes in the Federal
Reserve discount rate. The price change on the date of announcement was significant and the manner in which it could
be predicted. But after the event three days there was no indication of price change.

Another study conducted by Beaver which looked into the information with the announcements of annual
earnings and the speed of changes in security prices. He examined the levels of the trading volume and the size of price
changes. According to him, the absolute values of price changes and levels of trading were significantly higher during
the announcement week. In the week of following the announcement week, it returned to pre-announcement levels. The
market announcement effect was also studied by Patz and Boatsman. Both of them examined the reaction of market
counting principles and they boldly release of a memorandum which was concerned with the cost centre used by some
oil companies for accumulating certain material cost. They found that there was no significant reaction in the market to
announcement and it was consistent with the efficient market hypothesis that the market saw the changes in keeping
with temporary announcement leaving no great economic impact. This was further tested by Foster. He tested the
preliminary estimates made by company officials and the market’s reaction to it. He also found that the volume of trading
increased in the week of announcement but went back to the pre-announcement level in the next week. All the above
results indicate that price changes accompany with the announcement but abnormal returns cannot be made after
following the announcement.

7. CALCULATING AND ANALYSING OF ABNORMAL RETURNS

Using capital market data, an event study measures the impact of a specific event on the market. The usefulness
of such a study comes from the fact that given rationality in the market place, the effect of an event will be reflected
immediately in security prices. Thus a measure of the event’s impact can constructed using security prices observed
over arelatively short period. In this study, the problem of calculating and analyzing abnormal return is considered. The
abnormal return is calculated using actual return of a stock less the market return on the same day. This facilitates the use
of abnormal returns around the event day in the analysis. The fashion of abnormal return for both positive growth and
negative growth firms are similar trend. The abnormal return occurs in the pre as well as in post-announcement period.
That is, stock price reaction to the firm’s dividend is not instantaneous, which contradicts the efficient market hypothesis.

For analysis purpose, the companies are categorized into two type’s i.e. positive growth and negative growth
companies. This can be concluded with previous year dividend or current year interim dividend. If the current year
dividend is higher than the previous dividend announcement is designated as positive growth and if lower than the
previous announcement is called as negative growth.
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Almost Infosys return does not differ from the market return. The return behavior of this company prior to the
event day and after the event day is consistent with the market index. The price path on the event day also followed with
the market movement. The dividend announcement of the company doesn’t seem to have any influence in the price. By
this news, one can earn little amount of return but it doesn’t fulfill the transaction cost.
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ABB return curve movement is almost same with the market movement, but at the same time it involved with heavy
loss than that of the market index. There is no positive abnormal return found pre as well as post announcement period.
The above chart proves the scrip movement is parallel with the market movement.
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A little abnormal return is found in pre-announcement period but from the event day onwards scrip movement
correlated with the market. There is no opportunity exists to earn superior return from the market. This announcement
cannot yield handsome returns to the market participants.
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Almost the scrip movement is correlated with the market performance. A little abnormal return is found during the
first four days after the announcement of dividend results. Thereafter market return is decreased considerably along
with scrip return. On the event day, market and the company share price is also ended with red.
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It is clear from the above chart, scrip and market movement were almost same prior to the announcement of
dividends. After the result announcement, scrip generated a little return to the market traders. But at the same time there
was no return found during the day of dividend announcement. It is hard to believe that abnormal return found because
of announcement or any other surprise news of the company.
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It is evident from the above chart; the scrip started giving abnormal return prior one day to the dividend
announcement to two days after the announcement. Based on this dividend announcement, one could not earn superior
returns from the market. Almost all the curve movements are same pattern.
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The return behavior of this company is correlated with the index return in pre-event period and also in the post
event period. There is no chance to earn abnormal return, by taking this announcement. Hence the announcement of

dividends doesn’t have any impact on the price of the script.
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This company’s return does not differ from that of the market return. The return behavior of the company, prior to
the event day and after the event day is consistent with the market return. The big dividend announcement of the

company does not have any influence on the price of the share.
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The above chart reveals, there is no correlation between the scrip movement and index movement. But during the
event day market and scrip movement coincides diminutive. Based on this news drift, it is difficult to earn abnormal

return, which is also clear from the above chart.
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From the above chart, prior to the event day company return is correlated with the market return. The same trend
continued even after the event day. Opportunity exists in both the periods to earn abnormal return. Hence the
announcement of result does not have any impact in the market.

8.SUMMARY AND CONCLUSION

The findings of the present study basically highlight as to how the market evaluates equity returns. It is simply not
true, that dividend announcement data can provide a profitable guide to investment timing or improve a portfolio’s rate
of return. Information is reflected in stock prices so rapidly that published data tells the investor virtually nothing about
the future change in stock prices. Not only do stock returns reflect the firm’s dividend data when published but they also
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anticipate future dividend growth to some extent. The growth factor is taken in terms of percentage which increase profit
over the previous year performance, was supposed to be an important performance indicator that is likely to affect the
stock returns.

The study was undertaken to find out whether the announcement of dividend result is having any influence on the
stock return. There are variety of factors that influence the movement of share price and hence the return. The performance
of the company as disclosed by the dividend result is one among them. In this study it was tested whether the
announcement of result is having any influence in the company return. Normally a higher dividend than the previous
year dividend should be welcomed by the market. This should be associated with greater return after the result is
announced. All higher return after the announcement cannot say to be due to the dividend results. To find out the impact
of results on returns, the impact of other factors in returns is to be segregated. The impact of other factors in return is
taken from the index which is nothing but the market return. The announcement of dividend is unique and specific to a
company. To study its impact on the market place, the impact of other factors is removed, that is why the period is limited
to 10 days and the return is calculated for 9 days.

From the stock return behavior of 10 companies studied, the return behavior of only one company does not move
with the market return. At the same time, the chance to earn abnormal return is found only in 3 companies. The
announcement of results is said to have an impact only when there is an abnormal return after the announcement of
dividend results. Then only an investor can formulate a trading strategy to outperform the market. In the absence of
abnormal return caused by the dividend announcement, no trading strategy will help an investor to outperform the
market.

Hence it can be concluded that the announcement of corporate dividend result does not have any impact on the
stock return behavior of companies. By taking this announcement of dividend results, no one can outperform and there
is no strategy exists in the market. Also it is clear from the above analysis; it seems very difficult to find future path based
on the announcement effects.
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ABSTRACT

Globally, the brand equity is given more significance by corporate. The article highlights the importance of brand
equity and analyses the reasons behind the importance of brand equity in firms.

Keywords - Brand, Brand equity, Management and Corporate

Brand equity refers to the marketing outcome that accrue to a product with its brand name compared with those
that would accrue if the same product did not have the brand name. In other words, consumers’ knowledge about a
brand makes manufacturers/advertisers respond differently or adopt appropriately adept measures for the marketing of
the brand. The study of brand equity is gaining importance globally as some researchers have concluded that brands are
one of the most valuable assets of the company. Brand equity is one of the main factors which can increase the financial
value of a brand to the brand owner. Elements that can be included in the valuation of brand equity also includes:
changing market share, profit margins, consumer recognition of logos and other elements, brand associations made by
consumers, consumers’ perceptions of quality and other relevant brand values.

There are many ways to measure a brand. The levels are listed below ;

Firm Level

Firm level approaches measure the brand as a financial asset. In short, a calculation is made regarding how much
the brand is worth as an intangible asset. For instance, if you were to take the value of the firm, as derived by its market
capitalization - and then subtract tangible assets and “measurable” intangible assets- the residual would be the brand
equity.

Product Level

The classic product level brand measurement example is to compare the price of a unbranded or private label
product to an “equivalent” branded product. The difference in price, assuming all things equal, is due to the brand. More
recently a revenue premium approach has been advocated.

Consumer Level

This approach seeks to map the mind of the consumer to find out what associations with the brand the consumer
has. This approach seeks to measure the brand awareness and brand image. Brands with high levels of awareness and
strong, favorable and unique associations are high equity brands.

A brand equity is the positive effect of the brand on the difference between the prices that the consumer accepts
to pay when the brand known compared to the value of the benefit received.

There are two schools of thought regarding the existence of negative brand equity. One school of thought states
brand equity cannot be negative, hypothesizing only positive brand equity is created by marketing activities such as
advertising, PR, and sales promotion. A second perspective is that negative equity can exist, due to catastrophic events
to the brand, such as a wide product recall or continued negative press attention. The term “negative brand equity” may
be used to describe a product or service where a brand has a negligible effect on a product level when compared to a no-
name or private label product. The brand-related negative intangible assets are called “brand liability”, compared with
“brand equity”.

The brand management and product management divisions of a company actively seeks strong brand equity in
the marketplace. One common method of gaining equity is through advertising campaigns that promote the brand.
Messages that are delivered through advertising are created by the company, with the assistance of facilitating agencies
unlike other factors which are beyond corporate control.
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Publicity and consumer reviews of a brand are aspects of brand equity not managed by the company. Depending
on the source, the effects of these factors may affect the brand perception positively or negatively. While companies
actively pursue positive reviews and articles, they can be damaged by negative press or media coverages. Companies or
products with the strongest equity tend to be those with the highest market share and profits.

Brand equity influences customer loyalty. The recent research findings clearly showed, according to the Pearson
correlation conducted between the consumer perception of the product equity and the consumer loyalty, a positive
significant relationship on an intermediate-high level. In other words, the higher the consumer evaluates the brand
equity, the greater his loyalty becomes. Namely, as a product has higher perceived importance in the consumer’s
opinion, he searches for additional added value beyond his brand perception.

In addition, positive significant relationships were found between all the indices of the variable of brand equity
and all the indices of the variable of customer loyalty. The level of relationships was intermediate high. The strongest
positive relationship, relatively, is between real assets and repeat purchase, while the weakest relationship, relatively,
was found between the non-real assets and recommendation to the friends.

Additional findings reinforce the importance in the creation of brand equity. It is also found that the brand equity
contributes significantly to the prediction of the consumer loyalty.

To conclude, in light of the scientific literature and the research findings, that there is a positive relationship
between brand equity and consumer loyalty. This relationship is stronger as the level of involvement is lower. In other
words, the more the brand is familiar and established and perceived by the consumer as stronger, the more the consumer
will develop loyalty to it and there is a greater chance of the repeat purchase of the product.

REFERENCES
1. Aaker, David A. (1991), Managing Brand Equity. New York: The Free Press

2. Keller, Kevin Lane (2003). “Brand Synthesis: The Multidimensionality of Brand Knowledge,” Journal of Consumer
Research, 29 (4), 595-600

3. Leuthesser, L., C.S. Kohliand K.R. Harich (1995). “Brand Equity: The Halo Effect Measure,” European Journal of
Marketing, 29 (4), 57-66.

4. Ailawadi, Kusum L., Donald R. Lehmann, and Scott A Neslin (2003). “Revenue Premium as an Outcome Measure of
Brand Equity,” Journal of Marketing, 67 (October), 1-17

5 Keller, Kevin Lane (1993). “Conceptualizing, Measuring, and Managing Customer-Based Brand Equity,” Journal of
Marketing, 57 (January) 1-22

6.  Lassar, W., B. Mittal and A. Sharma (1995). “Measuring Customer-Based Brand Equity,” Journal of Consumer
Marketing, 12 (4), 11-19

7. Neumeier, Marty (2006). The Brand Gap: How to Bridge the Distance Between Business Strategy and Design,
Berkekley, CA : New Riders Publishing.

8. Grannell, Chris (2009).”Untangling Brand Equity, Value and Health”, Brandchannel, Fall 2008

9.  Chu, Singfat and Hean Tat Keh (2006). “Brand Value Creation: Analysis of the Interbrand-Business Week Brand
Value Rankings,” Marketing Letters, 17, 323-331

10.  Aaker, David A. (1996), “Measuring Brand Equity Across Products and Markets,” California Management Review,
38 (Spring), 102-120.

11.  Aaker, David A. (1991), Managing Brand Equity. New York: The Free Press

27



International Journal of Enterprise and Innovation Management Studies (IJEIMS) \Vol. 1 No.3
ERP APPLICATION IN INDIA: AN OVERVIEW

IN. VENKATESWARAN and ?Dr. V. MAHALAKSHMI

!Research Scholar, Sathyabama University, Chennai 600 119.
E-mail: visvenki2003@yahoo.co.in

2Professor and Dean, Panimalar Engineering College, Chennai - 600 123.

ABSTRACT

Enterprise resource planning (ERP) systems are among the most important enablers for business intelligence and
planning functionality in supply chains. This paper provides an overview of ERP research and its development and
implementation in India. The paper describes the current market, challenges and future trends for ERP software in
India. Cases are provided where ERP implementations have been used to enhance supply chain management of
major companies. One of the (not unexpected) findings is that not only analytical data concepts play an important
role in successful ERP implementations in India but also cultural and language aspects.

Keywords - Enterprise Resource Planning, Information Systems, MRP, Supply Chain Management

I.INTRODUCTION

An enterprise resource planning (ERP) system is a highly integrated enterprise information system to manage all
aspects of the business operations of an enterprise (especially regarding transactional data) including production,
purchasing, engineering design, manufacturing, sales, marketing, distribution, accounting and customer service, etc.
Once ERP systems are successfully implemented, significant benefits such as improved customer service, better production
scheduling, and reduced manufacturing costs can be gained. However, the successful implementation rate can be
accounted for as still quite low and many firms that have gained some benefits from ERP systems have yet to exploit the
full potential benefits in their organizations.

Comprehensive studies related to the economical evaluation of information systems in general and those of ERP
systems in particular still seem to be in their infancy to date. More specifically, if one cares about specific cultural and
language barriers (including not even language differences but also considerations regarding character sets different
from those used in most of the countries as they can be found related studies need to investigate additional aspects not
yet included in general ERP adoption and innovation diffusion models.

One of the major concerns in today’s globalization is the transformation of countries like India or China. ‘More
than any other country, India is being transformed by its application of IT, from a poor and isolated society to a major
force in the global economy.” What makes India a somewhat special case is the great variety of ownership structures
including state-owned, foreign invested and privately-held companies? That is, the role of ownership can be studied in
relatively greater depth there than elsewhere.

In this paper we focus on ERP system applications in India. While some studies exist in this respect, they seem to
be completely isolated and even expressing contradictory results at places. Therefore, we provide an expository survey
on existing literatures and studies related to ERP applications in India. That is, specific studies with India focus related
to various systems including MRP based and ERP systems from the literature are put into perspective. Moreover, this is
moderately interleaved with some reasoning based on an empirical analysis conducted by the researcher based on an
online survey investigating some 25 enterprises which are currently or were implementing ERP systems in India. The
outcomes of this paper may provide a more comprehensive picture of current ERP implementations in India especially
regarding the provided references and facilitate organizations to respective literatures and to avoid obstacles for future
adoption.

I1.ERP SYSTEM ADOPTIONS : GENERAL ISSUES

ERP systems are rated among the most important information systems towards achieving competitive advantage
especially for manufacturing firms. As IT and supply chain management continue to improve and modeling applications
expand, it is expected that more and more companies implement various systems including those that interest us here.
ERP systems may be regarded as those information systems enabling to manage a company’s transactional data on a
continuous, real-time basis, i.e., standardizing data and information systems for order entry, financial accounting,
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purchasing, and many other functions, not only within a single location of a firm but also across multiple facilities and
business units.

The most prominent basics of ERP utilize ideas from materials requirements planning (MRP) and its successor,
manufacturing resource planning (MRP Il1). Here net requirements of raw materials and intermediate products to be
manufactured or ordered from vendors to meet demand for finished products are calculated (MRP). Moreover, capacity
considerations are taken into account (MRP 11). Supply chain management (SCM) became a major management issue in
recent decades. The ability to instantaneously exchange information together with increased computational power has
enabled the use of sophisticated optimization software, although one has to admit that appropriate planning functionality
has not yet come to its full extent despite the mouthwatering advertisements of most SCM software vendors. Nevertheless,
ERP systems and the availability of transactional data are at the core of enabling SCM while supply chain planning and
integration remain a critical issue

Introducing information systems and especially ERP systems is closely related to organizational change. Taking
the view of a company, say, a manufacturing firm, introducing an ERP system refers to innovation, change (management)
and reshaping through the use of IT. That is, an interesting topic related to innovation management is the question how
to justify ERP system adoption and related investments.

Besides some general discussion, specific surveys and case studies are provided in many references including
those mentioned and beyond. For instance, the importance of proper project management is based on a study of about
70 ERP system implementations. Most importantly, one may conclude that critical success factors (CSF) for implementing
ERP systems are somewhat in line with those of other types of information systems.

A special interest in ERP system adoption accounts for certain cultural backgrounds, language specifics, and
alike, especially when it comes to supply chain integration. That is, especially language barriers and certain historical
paths in shaping companies may greatly influence the way of ERP system adoption.

Firstly this paved way for more prospects in ERP market. The demand and supply gradually transformed from
general to enterprise resource market. Once this got stabilized there was no looking back. It was well evident that ERP
market could boom and give the necessary impetus to stakeholders. However this did not mean that mediocre could
survive in the market. There was demand only for top notch services and professionals.

This naturally led to improvement in the quality of services offered. Such an improvement increased the competition
among various players. The end user was getting assured that he would be receiving the best services for the money
invested. Case ERP in India got more and more competitive. The ERP implementation in India demanded more than the
custom ERP India module.

I11. CURRENT STUDIES WITH INDIA FOCUS

Most empirical studies in the literature conduct a survey on a limited sample with a specific focus, e.g., a certain
industry or a specific region/country. As mentioned above, India takes a somewhat special role as different ownership
structures can be found side-by-side. This includes state-owned enterprises (SOE), foreign-invested enterprises, and
privately-held companies. Moreover, larger companies as well as major internationally operating companies may be
distinguished from small and medium sized companies (SME). That is, the role of size and ownership can be studied in
relatively greater depth there than elsewhere. Another topic which makes India an interesting source is the rapid change
also with respect to modern forms of corporate governance

ERP Implementation and Development in India
ERP system application can be followed back for more than two decades with many national programs in India

supporting IT developments. Earlier research and development programs like, e.g., more than 750 Program on computer
integrated manufacturing (CIM) systems, was launched in March 1995. It strongly supported research, development
and application of MRP/MRP Il based systems, ERP and other systems for many years, and allowed to accumulate
comprehensive practical experiences. On a high level one may classify the development of ERP implementations into
three phases.

» Phase | : MRP adoption (with limited effects of application)

» Phase Il: Developing MRP II/ERP

» Phase I1l: Maturity of the ERP market
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From the late 1990s, MRP Il, ERP and SCM became more and more popular; many industrial enterprises have
upgraded their ERP solutions or have directly applied new ERP systems of that time, such as SAP/R3, Oracle, and BAAN
IV/V. Meanwhile, Chinese ERP software companies were active in extending their MRP Il software products to ERP
systems, the functionality of their ERP software became more and more powerful, and they started to replace some of the
foreign dominators of the market.

Government also continues to support the ERP system’s development. Since 2001, the policy of using IT
technologies to speed up industrialization has been widely implemented in India. At the same time, several large scale
national projects on IT applications in industrial enterprises also have been launched. Up to 2003, more than 3000
industrial enterprises, have applied ERP systems. Moreover, SME as emerging market entities rise quickly, and request
new ERP solutions to meet their demands. All of these demonstrate the maturity of the ERP market in India.

Table 1 provides a snapshot of the as yet not stabilized percent market share of new license revenues for ERP
software in India for the years 2008 and 2009. (100% in these cases refer to 74.7 and 95.4 millions of dollars for 2008 and
20009, respectively.) Earlier numbers can be found.

Vendor 2008 (%) 2009 (%)
SAP 180 25
Oracle 45 80
PeopleSoft 251 225
JD Edwards 20 18
BaaN 148 12.7
QAD 32 20
SSA 43 37
Ramco 41 47
Others 240 221

Table 1: Market share of ERP software in India

While common understanding is that mathematics and respective models are universal, many other things like
culture or language are not. A thought provoking question for software vendors refers to the markets and the possible
use of ERP systems. As supply chains become global we continue to encounter boundaries that are literally beyond
planning in our sense, i.e., a more quantitative one. Interesting entries into some literature, e.g., considering questions
of the use of MRP, MRP I, and ERP systems in this respect in, say, India.

Before 2003, about 90% of the ERP implementations were late or over budget and the ERP implementation success
rate was only about 33%. While these numbers may hold in general, the success rate of the implementation of ERP
systems in India was just 10%, much lower than that in Western countries.

The main reasons, among others, include the following challenges faced by Indian enterprises:
» Data maintenance and integration problems

Involvement of consultants in respective projects

Vendor selection

Little implementation experience

Weak IT infrastructure

YV V V V V

Access knowledge and human resource etc.
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Specific Studies

An explanatory study of R/3 users in India had been conducted in Winter 2008. A very comprehensive questionnaire
had been distributed among the users of R/3 using the customer list of SAP Indian clients culminating in some 80 usable
questionnaires, corresponding with a response rate of about 74%. The researcher identifies crucial implementation
process and context variables related to general issues of IT-enabled organizational change. It was found that project
governance, specifically the role and decision making style of the steering committee, can be associated with a broad set
of outcome variables after controlling for ownership and other important context factors. While it turns out that ownership
is strongly associated with implementation process characteristics, the association of ownership structures with
implementation results is much less pronounced.

In a broader context the study reveals that an overall motive for ERP adoption is to improve management control
and to standardize business processes. This may help management to obtain basic transactional data on company
operations. ERP implementations are often used to reduce the degree of managerial discretion and process variability.
One may argue whether in the era of SCM the underlying rationale of an ERP system is to enable more decentralized or
more centralized decision making.

Only the most advanced companies are beginning to build inter-organizational systems on the back of successful
ERP implementations. In this study and its conclusions are extended into devising business oriented electronic commerce
development strategies.

In 2009, the researcher conducted a survey on a group of executives from 150 enterprises over 20 provinces in
India. The researcher received some 79 usable returns. Ten were from large SOE while the remaining were from SME. The
major findings are related to CSF, ERP benefits and ERP obstacles. The major ERP benefits are related to SCM issues and
constitute related benefits as cost reduction, business strategies’ support and alike. Among the CSF he concludes that
executive support is the key success factor for ERP, followed by SCM as an important component and BPR as another
CSF. Moreover ERP is more of a concept than software. ERP obstacles are found around common challenges such as
‘ERP istoo expensive’ or ‘ERP is too complicated’ as well as some firm specific challenges. In that respect main obstacles
seem to be IT infrastructure in India, lack of well-trained workers, lack of incentives at SOE, and differing corporate
culture.

Additional studies with independent results can be found as follows. For instance reports about a questionnaire
which was published in an ERP professional website and mailed to the listed companies in the Bombay stock exchange.
Depending on the questions between 90 and 118 responses were accounted for as useful, i.e., according to the source
90 enterprises have completely finished or partly finished their ERP implementation project.

Among those companies about 81% used external consultants during the ERP adoption. Among the possible
consultants the vendor’s consultants were mostly selected and they were involved in at least 50% of the work. Among
the purpose for involving consultants we mostly found (multiple answers possible) as reasons to obtain support
regarding project design and advice as well as the provision of knowledge transfer and appropriate training. Arguing in
favor of the consultant selection we mainly found as reasons the expertise with the product to be implemented, a strong
experience in higher education and the availability of specific personnel. While we do not assume to be comprehensive
with respect to our study, we still like to emphasize the aspect of higher education. It may deserve further investigation
as it seems to be a factor which is not yet fully studied.

IV.IMPLEMENTATION IMPLICATIONS IN INDIA

So far, we have provided a brief overview of the history of ERP implementations in India, and analyzed some of the
currently available main references. As can easily be deduced, ERP system success still depends on the knowledge,
personnel, infrastructure, etc. At the same time we accumulated some useful pointers for successful ERP implementations,
such as paying attention to top management involvement, teamwork, customization, communication etc.

Based on the observations in the previous subsections the study deduces a number of CSF for domestic vendors
of ERP software on the Indian market as follows:

» Low price : An SAP application easily costs more than more than 10 lakhs, while some domestic systems cost
as little as several thousands. Even with their ‘high quality’ image in India, SAP vendors have difficulties to
customize the product especially in the emerging SME Indian market.

3l



International Journal of Enterprise and Innovation Management Studies (IJEIMS) \Vol. 1 No.3

» Customer service: Domestic vendors can reflect the market quite quickly while foreign vendors may find it
difficult to provide adequate and comprehensive customer support on time due to the shortage of on-time
communication and technical personnel.

» Reporting format and content: India’s accounting standards are different from international accounting
standards. This requires foreign vendors to modify their financial accounting modules to generate the correct
formats to meet local requirements. Many foreign vendors might encounter difficulties to do this appropriately
while their Indian competitors took this advantage.

V.PRESSURES MOUNT ON THE INDIAN INDUSTRY

As discussed earlier ERP was initially restricted to back office functions and later spread its wings to all the
operations in the enterprise. This naturally meant that the ERP manufacturers and vendors had to increase the
functionalities and scope of the application. There are practical difficulties when it comes to this issue.

The ERP experts will definitely be able to restructure the ERP systems with the help of resources and expertise available
with them. However doing it all on sudden is a difficult task. They must have been working with different requirements
till then. Compelling them to suddenly change will land things in a mess because there will be lot of confusions for the
vendors, manufacturers and end-users. The unrealistic deadlines and time pressures further add agony to this menace.

Finance

This is another important determinant of ERP market in India. Some bigger companies still hesitate to invest in ERP
due to the exorbitant costs. It is indeed encouraging to find that a vast majority of them have realized its benefits and
have determined to go for it. However some of them are keeping quiet due to the risks involved besides the unforeseen
expenses and losses.

Technical factors

Thirdly ERP in the nation calls for a restructuring in the technical aspects. This is definitely appreciable. The fate
of the businesses that have already implemented and deployed ERP remains a big question mark. No doubt change is
inevitable and an element for growth. However it would be next only to impossible to change even before the current
change has stabilized in the market.

VI.FUTURE TRENDS
Future developments in ERP software need to be analyzed in the light of two contexts.

The first relates to the enhancement of technical and functional capabilities of the ERP software. ERP packages
now provide Web-enabled functionalities and e-business suites for use in B2B and B2C transactions. In this context,
SAP has launched mySap.com, Baan has a product called iBaan, and Oracle has incorporated e-business functionalities
into their new ERP software called Oracle Moreover, many ERP vendors have positioned themselves as one-stop
vendors for different integration requirements, and are adding CRM and SCM functionalities into their software. This is
in response to integration problems that organizations have had when they have tried to interface different best of breed
solutions. Therefore, basic ERP packages are expected to serve as the back-end transaction-processing database, to
which e-business modules incorporating functions relating to e-procurement, CRM and SCM would be added.

Future research efforts would therefore need to be directed at analyzing ERP adoption as part of an overall
framework for adoption of e-business, along with the implementation of other packaged software such as CRM and
SCM. The study of ERP adoption by SMEs and the accompanying specific problems and issues is another area of
potential investigation

Future research is still in dire need for more comprehensive empirical data. For instance, one might add a few issues
that have not been widely addressed, especially when comparing the ERP application in different countries. It would be
useful to investigate the significance of the interaction between firm size and financial health for ERP adopters compared
to non-adopters with respect to measures such as return on investment, return on assets and return on sales.

VII.CONCLUSION

Over the last few years, many organizations in India have benefited from improved processes and better information
availability as a consequence of the implementation of ERP solutions. For many others, the adoption of ERP has resulted
in a very painful transition and adaptation period, while the benefits have not been immediate or tangible.
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This model presents a general conceptual framework and serves as a useful starting point from where the ERP
experience of Indian companies can be analyzed. It also presents some practical implications for managers for managing
and controlling relevant aspects of different stages of the implementation process. The generality of the framework has
been further enhanced because of the number of industries covered in the study. The framework can be used for
organizations in other developing societies, as well as in SMEs.

During implementation most companies are looking for consulting assistance with ERP system vendors themselves
becoming the most popular consultants during the implementation. Nevertheless, some consulting companies with
special experience have a considerable growth share. For the selection of appropriate consulting companies, price seems
not the main influencing factor, but reputation and practical experience. Despite all the advances, there is still a considerable
way to go for India regarding ERP implementation, and for improving their operational as well as their management level.

VII.RESEARCHHIGHLIGHTS

The main objective of this paper focuses on ERP system applications in India. While some studies exist in this
respect, they seem to be completely isolated and even expressing contradictory results at places. Therefore, we provide
an expository survey on existing literatures and studies related to ERP applications in India. That is, specific studies with
India focus related to various systems including MRP based and ERP systems from the literature are put into perspective.
Moreover, this is moderately interleaved with some reasoning based on an empirical analysis conducted by the researcher
based on an online survey investigating some 25 enterprises which are currently or were implementing ERP systems in
India. The outcomes of this paper may provide a more comprehensive picture of current ERP implementations in India
especially regarding the provided references and facilitate organizations to respective literatures and to avoid obstacles
for future adoption.

The major research highlights of this paper focus on:
e General adoption issues before considering the specific case of India
e ERP implementation Implications in Indian Market
e Future trends of ERP adoption.
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I.INTRODUCTION

Today workplace stress is becoming a major issue and a matter of concern for the employees and the organizations.
It has become a part of life for the employees, as life today has become so complex at home as well as outside that it is
impossible to avoid stress. Selye [1936] defines stress as “a dynamic activity wherein an individual is confronted with an
opportunity, constraint or demand”. Organisational stress arises due to lack of person- environment fit. When
organizational stress is mismanaged, it affects the human potential in the organization. It further leads to reduced quality,
productivity, health as well as wellbeing and morale.

Thus, Stress is inevitable in our society. Researchers on stress make it clear that, to enter in to the complex area of
stress, especially in to the area of occupational stress, is very difficult. Stress is an unavoidable consequence of modern
living. With the growth of industries, pressure in the urban areas, quantitative growth in population and various
problems in day to day life are some of the reasons for increase in stress. Stress is a condition of strain that has a direct
bearing on emotions, thought process and physical conditions of a person. Steers [1981] indicate that, “Occupational
stress has become an important topic for study of organisational behaviour for several reasons.” 1. Stress has harmful
psychological and physiological effects on employees, 2. Stress is a major cause of employee turn over and absenteeism,
3. Stress experienced by one employee can affect the safety of other employees, 4. By controlling dysfunctional stress,
individual and organisation can be managed more effectively.

During the past decade, the banking sector had under gone rapid and striking changes like policy changes due to
globalisation and liberalisation, increased competition due to the entrance of more private (corporate) sector banks,
downsizing, introduction of new technologies, etc. Due to these changes, the employees in the banking sector are
experiencing a high level of stress. The advent of technological revolution in all walks of life coupled with globalisation,
privatisation policies has drastically changed conventional patterns in all sectors. The banking sector is of no exemption.
The 1990s saw radical policy changes with regarding to fiscal deficit and structural changes in India so as to prepare her
to cope with the new economic world order. Globalisation and privatisation led policies compelled the banking sector to
reform and adjust to have a competitive edge to cope with multinationals led environment. The implications of the above
said transformations have affected the social, economical and psychological domains of the bank employees and their
relations. Evidence from existing literature states that more than 60% of the bank employees have one or other problem
directly or indirectly related to these drastic changes. All the factors discussed above are prospective attributes to cause
occupational stress and related disorders among the employees. Although a lot of studies have been conducted on the
psychosocial side of the new policy regime in many sectors, there are only few studies, as far as the banking sector is
concerned, while the same sector has been drastically influenced by the new policies.

In this juncture, the present study is undertaken to address specific problems of bank employees related to
occupational stress. This throw light in to the pathogenesis of various problems related to occupational stress among
bank employees.

I1.REVIEWOFLITERATURE

According to Douglas [1980], stress is defined as any action or situation that places special physical or
psychological demand upon a person.

Van Fleet [1988], stress is caused when a person is subjected to unusual situations, demands, extreme expectations
or pressures that are difficult to handle.
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Cobb (1975) has the opinion that, “The responsibility load creates severe stress among workers and managers.”
If the individual manager cannot cope with the increased responsibilities it may lead to several physical and psychological
disorders among them. Brook (1973) reported that qualitative changes in the job create adjustmental problem among
employees. The interpersonal relationships within the department and between the departments create qualitative
difficulties within the organisation to a great extent.

Miles and Perreault (1976) identify four different types of role conflict: 1. Intra-sender role conflict 2. Inter sender
role conflict. 3. Person- role conflict; 4. Role over load. The use of role concepts suggests that job related stress is
associated with individual, interpersonal, and structural variables (Katz and Kahn, 1978; Whetten, 1978). The presence
of supportive peer groups and supportive relationships with super visors are negatively correlated with R.C. (Caplan et
al., 1964).

There is evidence that role incumbents with high levels of role ambiguity also respond to their situation with
anxiety, depression, physical symptoms, a sense of futility or lower self esteem, lower levels of job involvement and
organisational commitment, and perceptions of lower performance on the part of the organisation, of supervisors, and of
themselves (Brief and Aldag, 1976; Greene, 1972).

Ivancevich and Matteson (1950) indicate, “Lack of group cohesiveness may explain various physiological and
behavioural outcomes in an employ desiring such sticks together.” Workplace interpersonal conflicts and negative
interpersonal relations are prevalent sources of stress and are existed with negative mood depression, and symptoms of
ill health.

Occupational stress is an increasingly important occupational health problem and a significant cause of economic
loss. Occupational stress may produce both overt psychological and physiologic disabilities. However it may also
cause subtle manifestation of morbidity that can affect personal well-being and productivity (Quick, Murphy, Hurrel and
Orman, 1992). A job stressed individual is likely to have greater job dissatisfaction, increased absenteeism, increased
frequency of drinking and smoking, increase in negative psychological symptoms and reduced aspirations and self
esteem (Jick and Payne, 1980). The use of role concepts suggests that occupational stress is associated with individual,
interpersonal and structural variables (Kutz and Kahn, 1978; Whetten, 1978).

Studies on burnout found that, it is related to exhaustion and work over load factors in various organisations
(Green and Walkey, 1988; Chermiss, 1980; Freudenberger, 1977, 1980). Stress on the job is costly for employers, reflected
in lower productivity, reduced motivation and job skills, and increased and accidents.

The purpose present study is an attempt to investigate and to compare the level of stress experienced by the
employees of the Nationalised banks in Chennai. The study aims to ascertain the level of stress and to analyse the
various attributes which influence organizational stress on bank employees.

111.SCOPEOF THESTUDY

United States National Institute of Occupational Safety and Health has defined workplace stress as “The harmful
physical and emotional responses that occur when the requirements of the job do not match the capabilities, resources,
or needs of the worker. Job stress can lead to poor health and even injury.” Workers who are stressed are also more likely
to be unhealthy, poorly motivated, less productive and less safe at work. Their organizations are less likely to be successful
in a competitive market. Stress can be brought about by pressures at home and at work. Employers cannot usually protect
workers from stress arising outside of work, but they can protect them from stress that arises through work. Stress at
work can be a real problem to the organization as well as for its workers. Good management and good work organization are
the best forms of stress prevention. This study is helpful in assessing the extent of stress experienced by the employees.

IV.OBJECTIVEOFTHESTUDY
» The primary aim for the study is to analysis the job stress among the public sector bank employees in Chennai

V.SECONDARY OBJECTIVE

» Toexamine what is the effect of stress on work factors (e.g., morale, job satisfaction, task effort, organizational
commitment, etc) when people are under high stress.

» To assess the extent of experienced distress and consequent quality of life among the employees
» To identify different methods and techniques to reduce job-related stress.
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VI.METHODOLOGY OF THESTUDY
A]POPULATION

The population selected for this particular study is employees from public sector units in Chennai. Public sector
comprise of Union Bank of India, Vijaya Bank and the State Bank of India. Questionnaire were distributed and collected
personally by the researcher.

B]RESEARCHDESIGN
The study is explorative as well as descriptive in nature.

C]SAMPLEDESIGN
The particulars of sample design,

1. TYPEOFUNIVERSE : Finite.

2. SAMPLINGUNIT : Chennai

3. SOURCELIST . Public Sector Employees

4. SIZE OF SAMPLE 100

5. PARAMETER OF INTEREST: In estimating the number of persons being stressed in their jobs.

D] TOOLOFDATACOLLECTION

A pilot testing was conducted initially by administering the questionnaire on around 10 numbers of respondents.
The information was collected from the bank employees at all the levels. Interviews were conducted with the employees
for gathering information on their perception about their organization and the problems which they face both directly
and indirectly in the discharge of their responsibilities. The respondents were questioned on the issues affecting the
stress levels of the employees, impact of family pressures on their work, expectations from their roles, up to what extent
they are satisfied and possible suggestions for overcoming the adversities of stress by evaluating the individual
initiatives and organizational initiatives.

E] SOURCES OF DATA

The study will consist of both primary and secondary data. The primary data was collected by direct interview
through questionnaire. The secondary data was collected from research publications, standard journal and periodicals
including the government organizations and from respective records about the job related occurrence.

F]RESEARCH INSTRUMENT-QUESTIONNAIRE METHOD

The instrument will be administered in the workplaces of each group. Data will be collected from the employees.
Data will be collected using a structured questionnaire, which will be distributed in the workplace to employees and in
Chennai city.
G]ANALYSIS OF DATA

The data will be analyzed to determine any differences between the stress levels of employees and their impact on
reducing stress.

VII.RESULTSAND DISCUSSIONS

This paper also includes an analysis of data collected by respresenting it in tabular form along with interpretations.
The information collected were analysed for arriving at proper conclusion on the topic.

TABLENO:1
PERCENTAGE OF RESPONDENTS WHO FELT THAT THEY WERE STRESSED
Category % of Respondents
Stressed 97
Not Stressed 03
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From the table 1, it is indicated that majority of the respondents working in public sector banks were stressed,

whereas only few respondents felt that they were not stressed.

TABLENO:2
CAUSES OF STRESS
Causes of Stress % of Respondents
Work overload 21
Lack of Acceptability o7}
Time Management 08
Lack of Support 06
Feeling of Inequality 08
Job Difficulty 14
Inadequacy of Role Authority 03
Impatient customer 19
Stress due to technological problem 17

From Table 2, itis inferred that major causes of stress among the bank employees are excess of work load [21%] and

lack of cooperation among the impatient customer [17%].

Hence it was found that employees felt that they were facing severe work pressure, as they were expected to
handle multiple roles and responsibilities. Time stress is created by a real or imaginary deadlines; encounter stress is
created by contact with other people [both pleasant and unpleasant], and in this study, the employees suffer from stress

because of lack of support from the management and colleagues.

TABLENO:3

VARIOUSATTRIBUTES OF STRESS

Various Attributes of Stress % of Respondents
Communication Gap 14
Lack of skills 05
Work Life Imbalance 46
Work Environment 14
Unmatched Expectations 08
Economic Status 07
Resource Inadequacy 06

The above table depicts the various attributes related to stress; work life imbalance is one of the major attribute
which contribute to stress for an employee. This can be regarded as a factor building up stress because a lot of
employees complained that they were unable to balance both the personal and professional fronts successfully. Extra

work pressures and demands from work environment at times led to neglect of personal front.
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TABLENO:4
INITIATIVES FORHANDLING THE STRESS LEVELS OF THE BANK EMPLOYEES
Initiatives of Stress % of Respondents
Good Ambience 16
Recognition 18
Continuous Training 13
Effective Communication 15
Programme on stress management 15
Meditation 23

From the above table, it is interpreted that Meditation form an integral part of the science of Yoga, has a direct,

positive impact on the mind giving it the strength and power to resist stress. Moreover, around 18 percent of the
respondents expected that they required recognition as acknowledging people’s value is especially important in times of
stress. Based on the analysis; the initiatives taken by the banks to reduce stress are by providing good ambience,
continuous training, proper communication and conducting effective stress management programmes.

S e o

VII1.FINDINGSOF THESTUDY

+ About 97 % of the respondents belived that they face high level of stress, which may be due to both professional
and personal reasons

+ The respondent were overburdened with work load in their work place
+ Work life imbalance is one of the major attribute which contribute to stress for an employee.

+ The researcher identified few initiatives for effectively handling stress. Meditation was found to be the integral
part of life to reduce stress.

IX.IMPLICATION OF STRESS

Physical problems and health problems like heart diseases, ulcers, arthritis, increased frequency of drinking and
smoking, cardiovascular, gastrointestinal, endocrine and other stress related disorders

Psychological and behavioural problems: psychological problems like change of moods, inferiority complex,
widespread resentment, reduced aspirations and self esteem, reduced motivation and job skills,

Organisational: job dissatisfaction, behavioural problems, production turn over, increased absenteeism, increased
accidents, lower productivity,

X.SUGGESTIONAND RECOMMENDATIONS

Organize a Stress Management Program that focuses on different leave categories of employees at all hierarchical
level.

Take adequate steps to redesign jobs, which are taxing to employees’ abilities and capacities.

Adequate role clarification to be made whenever necessary to eliminate role ambiguity.

Introduce more job oriented training programs, which improve employees skill and their confidence to work effectively.
Encourage open channel of communication to deal work related stress.

Undertake stress audit at all levels in the organization to identify stress area improving conditions of job and
alleviating job stress.

Introduce ‘Pranayam’ (Brain Stilling and control of Vital Force) as a holistic managerial strategy to deal with
occupational strategy.
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8. Provide counseling on work related and personnel problems and support from a team of welfare health and counseling
staff.

9. Attractive system of reward and recognition of good work.

XI.CONCLUSION
The problem of stress is inevitable and unavoidable in the banking sector. A majority of the employees face severe

stress- related aliments and a lot of psychological problems. Hence, the management must take several initiatives in
helping their employees to overcome its disastrous effect.

Since stress in banking sector is mostly due to excess of work pressure and work life imbalance the organization
should support and encourage to take up roles that help them to balance work and family.

Theproductivity of the work force is the most decisive factor as far as the success of an organisation is concerned.
The productivity in turn is dependant on the psychosocial well being of the employees. In an age of highly dynamic and
competitive world, man is exposed to all kinds of stressors that can affect him on all realms of life. The growing
importance of interventional strategies is felt more at organisational level. This particular research was intended to study
the impact of occupational stress on Nationalized Bank employees. Although certain limitations were met with the study,
every effort has been made to make it much comprehensive.
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ABSTRACT

Obijective : This study was undertaken to determine the knowledge, attitude and practice of self-medication among
first-year under graduate business students of 3 universities in South India. Subjects and Methods: Out of the 1017
respondents, 605 (59.48 %) were male and 412 (40.52%) were female respondents. This was an anonymous,
questionnaire-based, descriptive study. Questionnaire, containing open-ended and close-ended questions, was
administered to the subjects. Data were analyzed and the results expressed as counts and percentages. Results: Of
the 1017 respondents, 815 (80.13%) practiced self medication. The respondents’ knowledge about appropriate self-
medication was poor, but knowledge of the benefits of self-medication was adequate. The respondents found self-
medication to be time-saving, economical, convenient and providing quick relief in common illnesses. The majority
(85%) of the respondents had a positive attitude favoring self-medication. The most common indications for self
medication were headache (35%), fever (36%), and cough, cold and sore throat (20%). Conclusion: Knowledge
about appropriate self-medication was poor, attitude towards self-medication was positive and the practice of self-
medication was quite high and often inappropriate. Educating students in particular and the public at large, about
the dangers of indiscriminate use of drugs; the physicians being more judicious in prescribing and also insisting on
drugs being supplied by the chemist only on a valid prescription; implementation of a proper statutory drug control
rationally restricting the availability of drugs to the public are the three measures suggested by the study.

Key Words - Self-medication . Business Students . Self-care . Health policy

*This study is part of the Research Thesis of the Scholar.

I.INTRODUCTION

Every day people throughout the world act on their own for their health; they practice self-care. In some instances,
they do so through self-medication, which is now increasingly being considered as a component of self-care (Hughes
CM, 2001). Self medication is defined as the use of medication by a Patient on his own initiative or on the advice of a
Pharmacist or a lay person instead of consulting a medical practitioner (WHO guidelines, 2000). Studies done on self-
medication reveal that it is a fairly common practice, especially in economically deprived communities. It is a growing
trend of ‘self-care” which has its positive and negative aspects (Geissler PW et al., 2000) Unfortunately, especially in
developing countries, professional health care is relatively expensive and in some cases not readily available thereby
making self medication an obvious choice of healthcare service (Chang, 2003) Furthermore, it has been noted that
purchase of drugs and many drugs that can only be purchased with prescription in developed countries are OTC in
developing countries. Also, lax medical regulation has resulted in the proliferation of counter free drugs that are in high
demand for the treatment of highly prevalent diseases (Shakoor, 1997)

Some governments are increasingly encouraging self-care of minor illnesses, including self-medication. While
responsible self medication, which is limited to over the counter (OTC) drugs, may generate substantial net benefit flows
to economies through saving in travel and consultation time and the direct financial cost of treatment (Porteous, 2005).
Major problems related to self medication is wastage of resources, increased resistance of Pathogens, and generally
entails serious health hazards such as adverse reaction and prolonged suffering. Antimicrobial resistance is a current
problem world wide particularly in developing countries where antibiotics are often available without a prescription
(Pagane, 2007). Self-medication is an area where governments and health authorities need to ensure that it is done in a
responsible manner, ensuring that safe drugs are made available over the counter and the consumer is given adequate
information about the use of drugs and when to consult a doctor (World Health Organization,1995)
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The reasons for self medication mentioned in the literature are mild illness, previous experience of treating similar
illness, economic considerations and a lack of availability of healthcare personnel. The most common medications used
for self medication are analgesics and antimicrobials (Hughes, 2001 & Shankar et al., 2002). Another study on self
medication shows that it is influenced by many factors such as education, family, society, law, availability of drugs and
exposure to advertisements (Monastruc JL, 1997 & Habeed, 1993). A high level of education and professional status has
been mentioned as predictive factor for self medication (Martins, 2002).

11. SUBJECTSAND METHODS

This study was an anonymous, questionnaire-based survey, undertaken between September to November 2010.
A self-developed, pre-validated questionnaire consisting of both open-ended and close-ended items was used. The
study population comprised of first-year Under Graduate Business students of University of Madras, Chennai,
Thiruvalluvar University, Vellore and Bharathiar Univeristy, Coimbatore. Students pursuing B.Com., and B.B.A., in 10
colleges affiliated to each of the 3 universities were the respondents of the study. These were young men and women
who had recently joined the Arts & Science College. All first-year business students who were willing to participate in
the study were enrolled. A briefing was given about the nature of the study, and the procedure of completing the
questionnaire was explained. Consenting participants anonymously completed the questionnaire in the classroom.

For the purpose of the study, certain operational terms were defined. Self-medication was defined as the use of
over-the-counter or non prescription drugs, whether modern or traditional, for self-treatment, without prior consultation
with a doctor. A doctor was defined as any person who is medically qualified to prescribe medications. It included
practitioners of modern scientific medicine as well as practitioners of other healthcare systems. Medication was defined
as any substance used for treatment or prevention of disease. It included modern scientific medications as well as
medications from other healthcare systems.

Samples of 1189 students were selected randomly from the colleges affiliated to the three institutions of South
India. The inclusion criteria for the selection of students was 17 years and above. Out of all, 172 students were excluded
in accordance with the exclusion criteria like incomplete information. The questionnaire consisted of questions on
reason for self medication, indications of self medication, source of drug information etc. The results are based upon the
data obtained from 1017 (85.5%) students. The prevalence of self medication was reported as percentages. The survey
was descriptive and data was summarized as counts and percentages, some of the questions had multiple options to
choose from.

1I.RESULTS

(A) Baseline characteristics of participants

All the students (n=1189) responded to the questionnaire, of whom 172 were excluded in accordance with the
exclusion criteria like incomplete information. Remaining 1017 (85.5%) students’ questionnaire were considered for
evaluation.

Perception

The respondents perceived several advantages of self-medication (Table 1). The most important advantages were
saving time (56.63%), being economical (17.69%) and providing quick relief (12.58%).

Table1
Reason for self-medication
Reasons stated by the respondents Respondents, %
Time-saving 56.63
No need to visit doctor for minor illness 344
Economical 1769
Quick relief 1258
Ease and convenience 8.09
Crowd avoidance 157
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Attitude

The majority (85%) of the respondents had a positive attitude towards self-medication and favored self-medication
saying that it was acceptable, while 15% felt it was unacceptable. When asked about the influence of pharmacists on
their attitude towards self-medication, 64.2% felt that the pharmacists played a major role in the self medication of the
non-prescribed medicines purchased over the counters.

Practice

Of the 1017 respondents, 815 (80.13%) practiced self medication, which included 45.1% of females and 44.2% of
males. The remaining 202 respondents preferred consulting a doctor by going to a private clinic (20.2%), a primary
healthcare center (31.3%), a referral hospital (48.5%). The most important reasons quoted for not consulting a doctor
were previous experience (45.5%), mild illness (40.3%) and shortage of time (32.1%); rarely, it was advice from a friend
(5.2%) and non availability of a doctor (4.5%). There were several indications for self-medication (Table 2): the most
common indications were headache, fever, and cough, cold and sore throat.

Table 2
Indications for self medication

INDICATIONS RESPONDENTS, %
Headache K3

Cough, cold, sore throat 20
Stomach ache 3

Fever 36

\Vomiting 1

Skin symptoms 0.27

Eye symptoms 0.73

Ear symptoms 2

Diarrhea 2

Drug information

80.82% students learned self medication from doctors’ prescriptions provided during their prior illness. Friends,
pharmacist, advertisements and books comprised 36.98%, 31.2%, 13.11% and 7.0% respectively, which provided/guided
students for self medication (Table 3)

Table 3
Drug information
Sources of Drug information RESPONDENTS, %

Doctors’ prescriptions provided

during prior illness 80.82
Friends 312
Pharmacist 36.98
Advertisements 7

Books 1311
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1V.DISCUSSION

Perception

The respondents had a fairly good knowledge of the advantages and disadvantages of self-medication. Many of
them correctly perceived self-medication as time-saving and economical, doing away with the need to go to a doctor for
minor illness and providing quick, easy and convenient relief. These perceptions are similar to those reported by the
WHO that self-medication provides a cheaper and convenient alternative for treating common minor illnesses [WHO
Report, 1995 & Kafle, 1993). These are important factors favoring self-medication and have been reported in other
studies [Hughes, 2001 & Shankar, 2002]. However, this could also mean that health services need to be improved so that
treatment becomes more accessible and the patient’s waiting time is minimized. Length of waiting time for medical
consultation has been identified as one of the predictive factors for self-medication [Martins, 2002]. The most important
deterrents for self-medication were fear of adverse drug reactions, risk of making a wrong diagnosis and risk of using a
wrong drug (fear of the unknown), similar to an earlier study [Hughes, 2001] .

Attitude

The majority of the respondents had a positive attitude towards self-medication, saying that it was acceptable.
Unlike other aspects of self-care, self-medication involves the use of drugs, and drugs have the potential to do good as
well as cause harm. In this context, the pharmacist has an important role (Hughes CM &WHO Report, 1998)

Practice

In this study, more than 80% of the respondents practiced self-medication. Those with a previous experience and
with mild illness were more likely to practice self-medication. This has implications, because many diseases have similar
symptoms, and a person using previous experience may be exposed to the dangers of misdiagnosis and consequently
wrong treatment. The commonest illnesses that led to self-medication in this study were usually self-limiting ‘minor
ilinesses’ that have been widely reported in studies on self-medication as the most common indications (Shankar, 2002).

It is acknowledged by the researcher that this type of study, using a self administered questionnaire, is largely
dependent upon information given by respondents. Although students were encouraged to complete the questionnaire
independently, mutual influence between pupils could not be entirely ruled out. However, given the high level of
response, the results should closely approximate the behavior of the adolescent students in South India. Few students
consulted pharmacists for information on drugs. The pharmacist’s role is mainly seen as that of a drug salesman rather
than that of a healthcare provider. Patient education and awareness campaigns are necessary to promote the role of the
pharmacist in India. Students with a previous experience and with mild illness were more likely to practice self medication.
This has implications, because many diseases have similar symptoms and a person using previous experience may be
exposed to the dangers of misdiagnosis and consequently wrong treatment.

Major reasons of self medication at student level were time saving, perception that there was no need to visit/get
advice from the prescriber for minor illness, self medication found to be economical and fear about the crowd at clinic.
Most of the respondents had positive attitude in self medication for minor illness. However, minor illness symptoms may
cause major illness if not diagnosed properly as most of the fatal diseases have symptoms like fever, body ache, and
headache.

V.CONCLUSION

This descriptive survey shows that the majority of the students had poor knowledge about appropriate self-
medication while the knowledge of the benefits and risks was not adequate. Thus, to avoid or minimize the dangers of
self medication, the students should be educated about the dangers of indiscriminate use of drugs. Secondly, the
physicians should be more judicious in prescribing and must insist on drugs being supplied by the chemist only on a
valid prescription. Thirdly, a proper statutory drug control must be implemented, rationally restricting the availability of
drugs to the public. These three measures would definitely reduce the incidence of drug-related mishaps and help in
maintaining good health of the individual and society.
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ABSTRACT

Itis a Meta analysis study, which is to investigate the adoption and usage of mobile phones among Generation X and
Y customers. The recent growth of mobile phone usage is an observable fact that crosses all age and gender boundaries.
Generation X and Y have taken different purchase decision, especially the product mobile. Meta analysis study helps
to analyze review and identify the overall trends in adoption and usage of mobile phones among generation X and
Y. The reviews are collected from the past eight years data (2000 - 2009) since it is only during these years the mobile phone
users have spread widely. [The mobile phone users were 0.5 billion in 2000 and are expected to increase to 1.5 billion in
2010]. This study aims to provide a framework for understanding how Social, Demographic, cultural and technological
factors change overall trends in adoption and usage of mobile phones among generation X and Y customer segment.

Keywords : Meta Analysis, Mobile, Customer Segment

1. INTRODUCTION

The maobile phone has become part of our lives and part of our identity. The device itself, the ring tone, the screen
images and the assortment of accessories all help define who we are to the outside world. Mobile phones nowadays are
not luxury items anymore but necessities because of the various benefits and advantages the mobile phones offer, they
became a very important part of society. Mobile phones have become a part of everyday life for many individuals and
some could not even manage to last an hour without them. This is also the fashion trend nowadays. Mobile phones have
even become the timepieces as people are more likely to check the time in their handsets. This device calculates, wakes
people up, and reminds them of all occasions and appointments.

The rapid adoption and usage of mobile phones around the world has changed the way people communicate,
interact and socialize with one another. Overall, consumers are choosing mobile phones over landlines. In fact, more
than four out of five U.S. adults (85 percent) own a mobile phone (i.e., cell phone and/or smart phone), compared to
only about seven in ten (71 percent) who have a landline or home phone. (SAN FRANCISCO, June 26 /PRNewswire/
— Ingenio, Inc., Copyright PR Newswire Association LLC Jun 26, 2007)

2.0BJECTIVE

The focus is to ascertain the influencing attributes that will affect the behavior of the consumers in the long run,
highlight the differences due to market evolution and observe the specific socio-economic, personal, cultural and
technological variables among mobile phone customers in Chennai city. From the above discussion it is clear that there
should be great interest in researching the consumer behaviour in connection with mobile phone adoption and usage on
the part of Generation X and Y customers in the city of Chennai. These two generations needs to be sufficiently
researched so as to increase the understanding of the attitudes and behaviour of the people towards mobile phones.
This is necessary in order to devise an effective way to market to this group. It is important to investigate this group
because Generation X and Y, as opposed to the general population of Chennai, exhibits different attitudes and behaviours
towards, and an acceptance of the mobile phone. To summarise the problem statement is to determine the behaviour
patterns of Generation X and Y consumers as they are a growth market, and not enough is known about their consumer
behaviour patterns regarding the adoption and usage of mobile phones in Chennai.

63 percent of mobile phone users agree that their phones are very personal to them and 44 percent believe that
their phones have strengthened their personal relationships. (SAN FRANCISCO, June 26 /PRNewswire/ — Ingenio,
Inc., Copyright PR Newswire Association LLC Jun 26, 2007). Younger mobile phone owners are especially likely to feel
that their phones have strengthened their personal relationships (60 percent of those ages 18-34 vs. 37 percent of those
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ages 35+).( SAN FRANCISCO, June 26 /PRNewswire/ — Ingenio, Inc., Copyright PR Newswire Association LLC Jun
26, 2007). While nearly one-half of mobile phone owners (49 percent) currently use their phones for more than just
making and receiving phone calls, the study finds that, in the next three years, 57 percent of mobile phone owners
anticipate using their phones for more than just making and receiving phone calls.

Cellular mobile subscibers

worldwide (Source: ITU)
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(Source: Wireless Mobile Telephony — Dr. Arian Durresi, 1998)

(SAN FRANCISCO, June 26 /PRNewswire/ — Ingenio, Inc., Copyright PR Newswire Association LLC Jun 26,
20072010: A Mobile Odyssey.)
2.1. Generation X Statistics

In India the term, Generation X (born between 1961 to 1981) is used for the younger generation of people who
present a hip image. They are westernized, upwardly mobile and against the old Indian traditions of their parents. They are
career minded and value money. They are not involved in social issues and have no ideals, except that of getting ahead.

e During the past three months, 69 per cent of Generation Xers have shopped online and 65 per cent used online
banking—more than any other group

e 21% of Gen X are now reading a blog once per month compared to 15% last year
e 61% of mobile subscribers text compared to 49% in 2007
(TMCnet Editor - Forrester Report Details IT Use Among Gen X, Y Members — By Michael Dinan July 21, 2008)

2.2. Generation Y Statistics

Generation Y (born between 1980 to 1994) is not a homogeneous group, rather made up of three distinct groups:
Generation Y kids, teens and adults. It comprises of two specific groups: Generation Y kids and teens as one group and
Generation Y adults comprise the second group. The rapid adoption and usage of mobile phones around the world has
changed the way people communicate, interact and socialize with one another. It helps to identify the need to market to
both of these groups in their own distinct manner.

e 90% of Gen Y own a computer and 82% own a mobile phone
e 72% of Generation Y mobile phone users send or receive SMS messages

e They spend more time online than they do watching television, with 42% watching online video at least once
per month

(TMCnet Editor - Forrester Report Details IT Use Among Gen X, Y Members — By Michael Dinan July 21, 2008)
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Hulme and Peters (2001:2) find that “the mobile acts on many levels, as a fashion statement, as a communicator, as
a badge of identity and as a decoder.” Furthermore according to Leps (2003) the “mobile me” ethos has become so
established amongst youngsters that regularly updating their mobile phone profiles has become second nature; from
the look and feel of the handset (bright colours and funky patterns) to how the mobile phone sounds, the graphics it
displays and how it helps users organise their lives on the move are just a few of the profiles used by the youth.

Economists have slashed Indian economic growth forecasts for this year and the stock market is in the doldrums.
There is no sign of a slowdown yet: figures to be released later are expected to show that new subscriptions in January
2009 reached a record 11 million. (Eric Bellman Feb 9, 2009)

“Gen Y is the audience that most companies are struggling to understand right now because it’s key to their future
revenue growth,” (Charles Golvin July 22, 2008)

“One of the questions that is been asked most frequently is the difference between Gen Y and Gen X, and this
year’s data clearly shows the distinction. Gen Xers use technology when it supports a lifestyle need, when it intersects
with a personal need or fulfills a desire. While technology is so deeply embedded into everything Gen Yers do that they
are truly the first native online population.” (Jennifer Netherby July 24, 2008)

3. THE ORITICAL BACKGROUND

Various factors that influence mobile phone usage have been identified over time [Davis, 1989; Venkatesh et al.,
2003; Rogers, 2003]. The following determinants of mobile phone adoption and usage have been identified;

3.1. Social factors

A customer’s buying behaviour is also influenced by social factors, where People use technology to satisfy
social needs. Social interactions are the focus of human existence and therefore, in order to be successful, technology
must eventually support socialization [Ark and Selker, 1999]. Cell phone has brought some social changes and be able
to stay in touch with family and friend is one of the foremost social advantages the cell phone is providing. As [Schofield
and Sithole, 2006] say, “it has become quicker to communicate with friends and relatives.”

In the context of social factors, Campbell and Russo [Campbell and Russo, 2003] distinguish between technological
determination and social constructivism as two perspectives in viewing technology, and describe them as follows:

e Technological determinism maintains that macro-level changes in the social order are primarily caused by new
technologies, which then exert micro-level influences on how people perceive and use technology.

e Social constructivism maintains that humans shape technology and not the other way round.

Campbell and Russo reject technological determinism in the favour of social constructivism but acknowledge a
reciprocal relationship between people and technology by saying: “just as new technologies influence the ways people
live their lives, the ways people live their lives influence how they think about and use technologies.”

Mobile phones are often seen as fashion items [Green et al., 2001] where fashion is a form of communication as well
as an indicator of status and power [Katz and Sugiyama, 2005]. Some user groups even create their own language as a
playful, creative expression of personal style [Page, 2005]. The location-free nature and huge growth of mobile phone
usage have established a new social order that can be described as a shift from place-to-place communication to person-
to-person communication [Khalil and Connelly, 2005a]. [Geser, 2004] states that mobile phones do not cause worldwide
convergences and homogenization in social behaviour, as stating that “by supporting rather traditional and particularistic
social settings, mobile phones are more likely to accentuate differences rather than communalities between various
population segments, social institutions or ethnic culture”.

3.2. Demographic Factors

This section deals briefly with some of the demographic factors that have been found to influence mobile phone
usage. Age has been the most widely applied demographic variable characterising differences in the adoption of mobile
end-user services [Kwon and Chidambaram, 2000; Pedersen, 2003; Kleijnen et al., 2004]. The needs of people vary
according to their age group [Coen et al., 2002]. Teenagers use mobile phones for accessibility, display and entertainment
[Ling, 2001; Gilbert and Kendall, 2003], and socialisaion [Ling, 2001]. Parents use mobile phones to coordinate family
activities and to check on their children’s safety [Campbell and Russo, 2003], while older people use them for safety and
security purposes [Ling and Haddon, 2001; Coen et al., 2002].

47



International Journal of Enterprise and Innovation Management Studies (IJEIMS) \Vol. 1 No.3

[Wilska, 2003] also found gender-related differences in mobile phone use. For example, ‘addictive’ use of the
phone with heavy spending and a trendy, are connected to the female gender, while technology enthusiasm and trend-
consciousness is linked to “hard’ values, a ‘trendy’ consumption style and the male gender. Gender difference is also
supported by a study by [Wei et al., 2006] who found that women rely on mobile phones to show affection to their
families while men tend to use them predominantly for information-seeking purposes. The findings of the study by
Nickerson and Isaac [Nickerson and Isaac, 2006], concerning the influence of gender on mobile phone use was
inconclusive and therefore it seems as though the issue of gender influence has not been resolved. It has also been
found that young people are increasingly using and adapting mobile phones not only to interact with their own words,
but to create and structure their worlds [Spero and Stone, 2004:154].

Mobile phone usage is also influenced by education and income levels [Ho and Kwok, 2003; Bina and Giaglas,
2005], and national culture has been identified as a moderating factor that may influence mobile phone use [Nickerson
and Isaac, 2006]. Better-educated people were found to use mobile phones more frequently and have a more positive
attitude towards using a mobile phone [Bina Giaglis, 2005; Adomi, 2006].

[Kleijnen, Wetzels et al., 2004] investigated the effect of computer skills, mobile technology readiness, and social
influence on technology adoption and found them all to be relevant in mobile phone usage. [Cheskin, 2001:9] notes that
“Technology has become a great facilitator of teen and young adults’ social needs, building on their peer fixation and
enhancing their ability to communicate with one another.”

3.3. Cultural Factors

Culture is the most fundamental determinant of a person’s want and behaviour. Cultural factors have a significant
impact on customer behaviour. The context of mobile user includes user culture and the influence of culture on mobile
phone use [Urbaczewski et al., 2002; Teo and Pok, 2003a; Jones and Marsden, 2005a]. This necessitates a review of
culture as an essential part of understanding users and the factors that influence mobile phone usage.

[Ford, 2005] defines culture in the context of Human-computer interaction (HCI) as “the patterns of thinking,
feeling, and acting that influence the way in which people communicate among themselves and with computers’. This
definition is also applicable to mobile interaction and he consequently adapted it for the purpose of this study to
consider culture as ‘the patterns of thinking, feeling, and acting that influence the way in which people communicate
among themselves and use mobile devices’. [Judy van Biljon and Paula Kotzé, 2008] supports the fact that culture
influence mobile phone adoption and usage.

The mobile device market has widened to a global scale and consequently mobile devices are distributed throughout
the world [Kim and Lee, 2005]. As the use of mobile phones pervades the world, the globalization of mobile device user
interface is becoming more crucial to business success and building a loyal customer base. Communication technologies
are entirely dependent on a social network for adoption and use, and therefore the diffusion of these technologies within
aculture should be studied [Urbaczewski, et al., 2002]. According to [Palen et al., 2000] deployment of mobile telephony
varies dramatically internationally and even among western countries. In general, usability studies aim to make technology
more useful. Cultural usability goes further and aims to make technology fit in with the user’s lifestyle [Sun, 2004]. In
order to be effective, designers therefore have to understand and be aware of the cultural priorities and the value system
of users, i.e. they must identify factors that are relevant and sensitive to cultural differences.

Hofstede proposed a model with international variables to show subjective culture affects human mental
programming [Hofstede 1995]. Hofstede further encompassed this model within the pyramid metamodel that comprises
of three levels [Hoft 1996; Hofstede 2001]

e Human nature is common to all human beings, it is inherited and not learned.
e Culture is specific to a group of people and is learned, not inherited.
e Personality is attributed to an individual and this attribute is both learned and inherited

3.4. Technological Factors

Technology adoption involves the user, the technology and the context [Humphreys, 2005].Various models for
understanding technology adoption have been proposed. [Pedersen, 2003] list Roger’s innovation diffusion model, the
domestication model and the technology acceptance model (TAM) as the three most commonly applied.



International Journal of Enterprise and Innovation Management Studies (IJEIMS) \Vol.1 No.3

e Roger’s innovation diffusion model is founded in sociology but also has been applied to the world of marketing
where users are seen as economic entities, the world provides an approach to understanding how a particular
population adopts innovations [Rogers, 2003].

e [Silverstone and Haddon, 1996] proposed the domestication model where users are seen as social entities and
the model aims to provide a framework for understanding how technology innovations change and are
changed by their social contexts.

e The technology acceptance model was developed by [Davis, 1989] to explain the determinants of computer
acceptance and usage behaviour.

While Rogers’ innovation diffusion model focuses on marketing and sales processes, the domestication approach
deals with a more global analysis of adoptions ex post facto and the TAM focuses on technology adoption in organisations
[Ling, 2001].

TAM postulates several conceptually independent determinants of a person’s attitude toward using new
technology (Davis, 1989; Davis, Bagozzi, & Warshaw, 1992). The determinants are as follows:

e Usefulness: Usefulness was defined as the extent to which an individual perceives that using a mobile phone
is beneficial to their lives [Davis, 1989].

e Ease of use: Ease of use was defined as the extent to which a person believes that using the system will be free
of effort [Davis, 1989].

e Pleasure of use: Pleasure of use was defined as the extent to which users believe that using a mobile phone is
pleasurable in its own right [Davis et al., 1992]. This construct includes hedonic qualities of mobile phones
such as attractiveness, aesthetics, and entertainment.

e Association with satisfaction: Traditionally, HCI research and other disciplines adopted “satisfaction” as a
subjective measure of the product quality, defined as an affective state that is the emotional reaction to a
product or service experience [Oliver, 1980; Spreng, MacKenzie, & Olshavsky, 1996]. User satisfaction has
been recognized as a key measure of system success in the information systems area [Bailey & Pearson, 1983;
Baroudi, Olson, & lves, 1986]. Therefore, user satisfaction can be used as a surrogate measure for overall
mobile phone quality.

[Balaji et al., 2005] itemize four components of a successful mobile product: Business model that fits the servise’s
natural usage pattern; mobile phone that deliver new features aimed at customer needs; device-level applications that
leverage the new features; and the mobile content designed for utilization within mobile usage scenarios. According to
[Ali-Vehmas and Luukkainen, 2005], the most influential factors determining service adoption include: complexity of the
product and the service (including usability and configurability), compatibility with other relevant services and relative
advantage of the new service compared to the original ways of doing the similar tasks.

4.DISCUSSION

The findings of the study support the fact that influencing factors [Social, Demographic, Culture, and Technology],
affects the behavior of the Generation X and Y in adoption and usage of mobile phones.

First, this study put forward the fact that Generation X are influenced in a great degree by social factors since
mobile phone satisfies their social needs, as social interactions are the main focus of human existence and mobile phones
allow them to keep in touch with their family and friends. Then the other major factor that influence this generation is the
demographic factor where Generation X , which is composed of 29- to 42-year old people use mabile for safety and
security purpose of their children’s and themselves. Generation X are also influenced by technological factor, where
these generations choose to adopt a technology only when it fits in with their personal need or desires. Some of the
determinants that affect Generation X’s attitude towards using new technology are ‘usefulness’ (the extent to which an
individual perceives that using a mobile phone is beneficial to their lives) and ‘ease of use’ (the extent to which a person
believes that using the system will be free of effort).

Second, the study confirms that Generation Y the other major group of this study are influenced to a greater extent
by social factors taking into considerations the fact that these generations see Mobile phones as fashion items which
indicates their status and power. Next, age has been the most widely applied demographic variable where the needs of
people vary according to their age group. Generation Y is a generation of 18- to 28-year olds, which mainly consist of
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teenagers and young adults who mainly use mobile phones for accessibility, display and entertainment. The next
important factor that plays a crucial role in influencing Generation Y is technology as this generation sets the pace for
technology adoption. While technology matures, ring tones, cameras, GPS features, music, and multiple other features
will be added to the hardware, the software on phones will progress to include easier web access, advertisements, news
downloads, and easier chat and email features which makes the mobile phone a mini-computer. The other determinant of
the technological factor that influence this generation is ‘pleasure of use’ where Generation Y feels, using a mobile
phone is pleasurable in its own right.

In general, both Generation X and Y are commonly influenced by certain determinants, such as social factors in
usage of mobile phones as it enables social interactions, which is a main focus of human existence. Since almost both the
generations are literates mobile phone adoption is also influenced by education and income levels which is one of the
main dimensions of the demographic factors that have been found to influence mobile phone adoption and usage.
Cultural factors have a significant impact on these generations as cultural usability aims to make technology fit in with
the user’s lifestyle. Since mobile phones do not cause worldwide convergences and homogenization in social behaviour,
it is more likely to emphasize differences rather than communalities between various population segments and ethnic
culture, which makes culture as an essential part of understanding users and the factors that influence mobile phone
usage. The other main dimension of technological factor, which affect generation X and Y in common, is “association
with satisfaction” where user satisfaction has been recognized as a key measure of system success in the information
systems area and therefore, user satisfaction is used as a surrogate measure for overall mobile phone quality.

5.CONCLUSION

Based on the findings of the study it is clear that, Generation X and Y consumers will most probably exhibit
different mobile phone usage patterns. This is in view with the fact that they are influenced by different factors but they
are similar to one another because of globalization. Generation X and Y are the most important demographics shaping the
landscape of consumer behaviour. The findings will indicate that this research will be a viable model for the study of
consumer behavior as it relates to mobile phones.

This study on knowing the factors that affects the adoption and usage of mobile phones between Generation X
and Y will enable marketers and advertising agencies to have a good rapport with these segments of population in a
personalized way to yield enormous results and more business opportunities. Understanding the way in which Generation
X and Y consumers have incorporated the mobile phone into their everyday lives will be of relevance for all future
applications. Mobile Phone companies will ultimately succeed if they custom design their products and services in order
to serve these unique segments of the market and if they tailor their companies around the Generation X and Y
consumers. The growing number of studies finds cross-cultural similarities in maobile phone use by these generations
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ABSTRACT

Unit linked insurance plan, simply called as ULIP, is a new kind of life insurance product that gives the benefit the
of life insurance protection and comprise the features investment. The premium invested in unit linked insurance
plan is subdivided into units and invested in the funds selected by the policyholder; such part is called as Net Asset
Value (NAV). The fund value under this policy varies according to the market movement of the portfolio. After
deducting the allocation charges and all other contingency costs from the premium, the remaining portion gets
invested in the units. Unit is the component in a fund; a fund consists of many companies usually called as portfolio.
Hence the return from this unit linked insurance plan depends upon the portfolio performance in the market.
Generally ULIP policies contain several funds i.e, diversified funds, equity funds, debt funds, money market funds,
growth funds, income funds etc. it is varied from company to company. Plenty of benefits are associated with this
policy but the important consideration is the risk in the investment portfolio is generally borne by the policyholder.
ULIPs are designed with lot of innovative ideas and different from the traditional insurance plans. It provides
flexibility in the life protection, investment and savings, adjustable life cover, fund options, transparency in charges,
options to take additional cover against death due to accident or disability and liquidity through partial withdrawals
etc. it is not possible in traditional package plans.

Key words used - Unit Linked Insurance Plan, flexibility, fund options, diversification, professional fund management,
fund switching, reinstatement of policy, rider options, foreclosure of policy, Top-up, free look period.

I.INTRODUCTIONAND NEEDFORTHE STUDY

There is a bewildering range of investment avenues available for the investing community, varied from financial
assets to physical assets. Both the asset class has its own features. Among the two investment outlets, insurance is an
inevitable tool, and no financial product can rival against insurance. Before the year 2001, insurance was sold in the form
of term, endowment, whole-life, and money-back policies by the monopoly insurer LIC. After the entry of private players
in 2001 and growth of equity prices captured the attention of all investors to insurance segment. Traditional plans do not
offer the return in the line of equity market. In order to satisfy existing customers and to capture more prospects, the life
insurers introduced some plans with innovative features to strengthen and maximize premium income. Such kind of
innovative ideas comes in the form of Unit Linked Insurance Plan. The private sector life insurance companies added
extra fuels in this arena.

A unit-linked insurance plan is a multi-featured product that combines the benefit of insurance, risk sharing and
investment. The investment in a unit linked insurance plan works like a mutual fund and does not come with guaranteed
returns, unlike money back, whole-life or endowment policies. Hence a unit linked insurance plan combines the features
of investment and life protection. The premium of the customer can fetch life insurance cover and a part of it gets
invested in specific investment funds of the customers’ choice in the form of units. A Unit is the component of the fund
and its performance is depends upon the performance of capital market. Under this plan, the policyholders have the
choice of investing their premiums in a single premium / regular or limited premium mode and in addition to that monthly,
quarterly, half-yearly and annually payment method is extended to regular and limited premium payments. The premium
alteration is also allowed in the tenure of the premium payment period. For example, the customers of this plan are
allowed to park their excess money in this scheme. Conversely, if any policyholder faced liquidity problem, it is allowed
to pay lower premium. Shifting of the funds from one fund to another funds or fund options.
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11.HOWULIPS DIFFERS FROM TRADITIONAL PLANS?

Unit linked insurance plan and traditional plans work very differently. While the risk is borne by the insurer in case
of a traditional plan, but in case of unit linked insurance plan it is borne by the customer. The traditional plan mixes
insurance and investment and assures the customer a certain sum at the end of given period. It includes sum assured and
vested bonus. If the customer does not survive the policy term, the policyholder family gets the sum assured plus
bonuses. Traditional plans are best for those with low financial discipline. They can consider including endowment
plans in their insurance portfolio. For such investors, many private sector insurers have innovations that have worked
on features, bonus payments structuring and riders. In an endowment plan, the big change has been in the structuring
of bonus payments. Reversionary bonus is accumulated until the death or maturity of the life insured and paid whichever
takes place first. The non-reversionary bonus if the policyholder is allowed to encash it.

Premiums in excess of the risk cover are invested as per the choice of the policyholder and go to a common fund
and are then invested as decided by the insurer unlike in a unit linked insurance plan, where the return or the yield
depends on the movement of the market and the risk is to be borne by the policyholder. The premium paid by the
policyholder, net of premium allocation charge is invested in fund(s) chosen and units are allocated depending on the
price of units for the fund(s). The fund value is the total value of units that the policyholders hold in the fund(s).

111.ULIPAND ITSMULTI-FACE

Now the unit linked insurance plan satisfies the needs of all segments, child, adult and senior citizens. It serves as
child plan, protection plan, savings plan, protection against loan, pension plan, etc., to the investing community. The
unit linked policy gives varied benefits to the life insured and it includes, life protection, investment and savings,
flexibility, adjustable life cover, fund options, transparency in charges, options to take rider cover against death due to
accident or disability or critical illness, liquidity in the form of partial withdrawals, switching etc. While considering the
long term, unit linked insurance plan gives higher return than the traditional package. However, the unit linked plan
customers to bear in mind that higher return come with greater risks.

1IV.HOW DOES ULIPWORK?

Vimal is a thirty-year old, he interested to invest in a unit linked insurance policy. He interested to invest Rs. 100 per
year for 10 years subsequently in an equity fund. Based on this premium, the sum assured works out to Rs 1000. Based
on the current NAV of the plan that Rajeev chooses to invest in, he is allotted units in the scheme. Then, the charges are
deducted by canceling the units in the investment portfolio.

The charges in the first year include a 20 per cent premium allocation charge, and policy administration charge of
Rs. 5 p.a. along with other charges, which are deducted monthly. Besides, mortality charges or the charges for the life
cover are also deducted. Fund management fee and brokerage are also charged. This cost is built into the calculation of
net asset value.

On maturity - that is, after 10 years - Rajeev would receive the sum assured of Rs. 1543.45 or the market value of the
units whichever is higher. Assuming the growth rate in the market value of the units to be 6 per cent per annum, Rajeev
would receive Rs. 1231.05; assuming that if the growth rate is 10% as per the IRDA regulation, Rajeev would receive Rs.
1543.45.

In case of Rajeev’s untimely death at the end of the ninth year, his beneficiaries would receive the sum assured of
Rs. 1231.05 or the market value of the units whichever is higher. Assuming the growth rate in the market value of units is
6 per cent per annum, the value of investment would be Rs. 1214.15

Sample Benefit lllustration

Name : Vimal Age .30 Gender M
Proposal No.  : 10000001 Policy No. . 123456789

Sum Assured : Rs.1000 Policy Term . 10 Years Premiumterm : 10 Years
Fund opted for : Equity fund Mode of Premium Payment : Yearly Amount of Premium : Rs. 100
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Statement of various charges along with growth of the fund expected over the duration of the policy with assumed
rate of interest is mentioned (All charges in Rupees)
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1100 20(8 | 5 [200/100| 7680 | NA | 100000 | 189 | 123 | 7988 | NA | 1000.00
21 100| 20| 8| 5 |180|125|16155| NA | 100000 | 178 | 132 | 18568 | NA | 1000.00
3| 10| 5|% 5 |168|135]|28525| 28525 | 100000 | 165 | 146 | 31258 | 31258 | 1000.00
4| 10| 2| %8 5 |154|140|41025| 41025 | 100000 | 158 | 157 | 489.25 | 489.25 | 1000.00
51 10| 2| % 5 |120] 14558925 589.25 | 100000 | 115 | 162 | 61125 | 611.25 | 1000.00
6| 100 2| B 5 |089|150| 789.85| 789.85 | 100000 | 095 | 164 | 82565 | 82565 | 1000.00
7110 2|8 5 |055|155]| 91257 | 91257 | 100000 | 059 | 172 | 98534 | 98534 | 1000.00
8| 10| 2|98 5 |000| 1.60 | 105869 105869| 105869 | 000 | 1.89 | 119869 | 1198.69 | 1198.69
9| 10| 2| %8 5 |000| 165 |1214.15| 1214.15| 121415 | 000 | 195 | 135473 | 1354.73 | 1354.73
10| 10| 2| 9 5 000|175 |1231.05 1231.05| 123105 | 000 | 208 | 154345 | 154345 | 1543.45

INTHISPOLICY, THE INVESTMENTRISK ISBORNE BY THE POLICYHOLDERAND THEABOVE INTEREST RATES
ARE ONLY FOR ILLUSTRATION PURPOSE

Signature of Policyholder Signature of the Sales Representative Date Place
Source: bajajallianzlife.co.in

V.MULTI-DIMENSIONS OF ULIPs

1. Protection for Life

Unit linked insurance policy gives maximum life insurance cover to the life insured, usually 50 times or 100 times of
premium size is considered for life protection cover. It enable the life insured to secure protection for their family in the
event of untimely death and simultaneously provides the life insured, an opportunity to earn a return on the premium
paid towards this policy. In the event of the life insured untimely demise, facilitates to the nominees to receive an amount
that is the higher of the sum assured or the value of the funds in case of Type — I policies and in some cases under type
— I1 policies both amount will be given.

2. Flexibility

There are three types of Unit Linked Insurance Plans in two category, selling in the insurance market — single
premium (SP), limited premium (LP) and regular premium (RP). In the single premium policy, a single lump-sum premium
payment is allowed to pay. The life cover (sum assured) is the minimum of 125% and maximum of 500% of the premium.
But under income tax rules, if the premium paid for a policy is more than 20 percent of the sum assured in a year, and then
deduction from taxable income will be allowed only up to 20% of the sum assured. In other words, to get the entire
premium deducted from taxable income under section 80C, make sure the cover is at least five times the premium. In LP/
RP plans premium payments are made in the form of annual, semi-annual, quarterly and monthly. The life cover starts
with a minimum of five times of annual premium and maximum subject to the limit prescribed by underwriters. The
customers are allowed to choose the sum assured according to their premium size and their income earning capacity as
prescribed by the insurance act. The sum assured is the death cover; it protects the unfortunate demise of the policyholder.

The existing structure of all Unit linked plans from any insurer allows two variants. But, this variation is applicable
only in the event of death of the policyholder. Under one variant, called Type-I Ulips, if the individual dies during the
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term of the policy, the dependant or nominee receives the sum assured or the value of the fund which is higher. In the
other variant, called Type-Il Ulips, dependants receive both the sum assured and the value of the fund, making the
amount larger. In both the variants, the maturity value or the benefit on surviving the term of the policy remains the same
—value of the fund as per returns from the market.

3. Safety of Capital

The Unit linked schemes offer different types of guarantees. In some of them, the amount of premiums paid minus
the total charges is guaranteed at maturity of the policy or death during the policy term. In others, a return on the
premium paid is guaranteed to the investor. In few others, the entire first year premium is paid back on maturity along with
certain additions. The top-up amount paid is also guaranteed as per the basic premium. At present, some insurance
companies offer, return shield option to some plans, if this option is opted, the return earned on basic policy and top-up
premium paid during the month will be transferred to Return Shield Fund at the end of the month. The capital guarantee
and return shield option safeguards the capital as well as the monthly return earned in the market. But all such value
added services comes with a cost to the customers. Hence here safety assured for the premium invested.

4. Fund Options and its risk profile

There are a lot of fund options that insurers provide to customers, these range from pure equity to pure debt and
money market funds and can be chosen to suit investment objectives, risk profile and time horizons. Different funds
have different risk profiles. The potential for returns also varies from fund to fund.

The following are some of the common types of funds available in the market. The risk-return characteristic of each
of these funds is also indicated here.

Equity Funds/ Sector Based Funds : These primarily invest in company stocks with the general aim of capital
appreciation. The risk-reward ratio is high in these funds.

Balanced Funds : These funds combine equity investment with fixed interest instruments. The risk-reward ratio is
medium in these funds.

Debt Funds : These invest in corporate bonds, government securities and other fixed income instruments. The risk-
return is moderate to this fund

Cash or Money Market Funds : These invest in cash, bank deposits and money market securities. Risk and return
level is low to this fund.

There may be other fund options, but they are broad combinations of the above-mentioned asset classes. Returns
on any of these fund options are not guaranteed and the investment risk is borne by the policy owner. Depending upon
the performance of the funds selected by the life insured, the policy enjoys gains or loss on its investments. It is also
important to know, the past performance of a fund is not an indication for future.

5. Switching Facility

The policyholder can switch some or all of the fund value between different unit-linked funds or fund options. The
company will give effect to the switch by canceling units in the existing fund and allocating units in the proposed new
fund at the next following unit price. At a maximum of 52 free switches are offering some insurers in the market, switches
beyond this limit will attract fixed fees. The fund switching request received before 3.00 p.m. in a day, the closing NAV
price of the day shall be applicable. Otherwise the closing NAV price of next business day shall be applicable. The free
switches of one year not allowed carrying forward to next year.

6. Diversification and Professional Fund Management

One of the biggest benefits of unit linked plans is that they provide the means for individual investors to achieve
broad diversification in their investment portfolios. Diversification is process of spreading the investment in numerous
assets. Ulips are large diversified portfolios and thus provide automatic diversification within their respective asset
classes ranging from equities to fixed income securities. This scheme will spread the funds of investor across a variety
of asset classes; this activity increases the diversification size and decrease the market risk. Awell stated diversification
greatly reduces and can even eliminate the specific risk. The funds of unit linked plans generally administered by the
professionally trained and well experienced fund managers. The fund manager duty is to analyze the potentiality to earn
profit from the shares and employs the suitable portfolio techniques to preserve the funds invested by the policy
owners.
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7. Flexibility of Premium Holiday

Many private insurers offer this service to its customers, if the policyholder unable to pay premiums after paying
all the due premiums for three consecutive years, the policy will not lapse immediately but the policyholder will be put on
a premium holiday of two years to pay any due but unpaid policy premiums. During these two years, all applicable
charges shall continue to be deducted from the fund value till the surrender vale falls to one regular annual premium. If
the policyholder failed to recommence paying premiums within two years from the date of the first unpaid regular
premium, the owner of the policy may write to the company to continue the policy, on policy continuation option subject
to the company approval (this facility available in Tata-Aig Life insurance company). Upon such request from the policy
owner, the policy will be continued so long as the fund value does not fall below an amount equivalent to one annual
regular premium. If failed to inform, the company may return the surrender value.

8. Transparency

The main feature of Ulips is their flexibility. ULIP policy provides transparency in insurance protection, fund
investment, alteration in life insurance cover, varied fund options and the charges. Also the premium proceeds are
invested as per the policyholder instruction and charges are informed through benefit illustration at the time of making
application.

9. Partial Withdrawal & Surrender

Here liquidity is possible through partial withdrawal and surrender of the policy. Unit linked plans are allowing its
customers to make partial withdrawals and after 3 years from inception. There would be a 3 years lock-in period on the
basic plans and top-up premiums paid; if any. The minimum partial withdrawal is allowed from Rs. 5,000 and the maximum
limit does not exceed 20% of the fund value at the time of withdrawal. The policyholders are allowed to surrender the
policy after completing 3 policy years. Some plans attract cost for this surrender in initial years.

10. Foreclosure of Policies

Foreclosure is allowed in respect of fully paid up policies (regular premium policies wherein all the premiums
during the premium payment period have been paid) and policies under which the premium is being paid, if the fund
value in a particular point of time is less than the mortality and policy administration charge of the next month, the policy
will be foreclosed by paying the fund value immediately.

11. Grace Period

If the policyholder has failed to make the payment of Limited Premium/ Regular Premium due before the due date,
the company shall give a grace period of 30 days for premium frequencies other than monthly and 15 days for monthly
premium mode. If premium of the policy are not paid within the days of grace, it is considered as lapse.

12. Reinstatement — revival of lapsed policy

In Ulips, the policyholders have the option of discontinuing of premiums. Unlike traditional plans, they may not
pay the premiums for the entire term in these plans. However, the effect of stopping payment of premiums is different
depending on whether premiums have been paid in the first three years. Here are some of the possibilities.

Discontinuance within three years of commencement

If the premium has not been paid for at least three consecutive years from the inception of the policy, the insurance
cover shall close down immediately. The policyholder provided an opportunity for revival within the period allowed; if
the policy is not revived within that period, surrender value shall be paid at the end of the period allowed for revival.

Discontinuance after three years of commencement

If the policy is not revived, at the end of the period allowed for revival, the contract shall be terminated after the
surrender value is paid to the policy owner. But in certain cases, the insurance company may offer to continue the
insurance cover with the levy of same mortality cost. It is continuing up to when the fund value reaches an amount
equivalent to full premium of a year.

13. Guaranteed additions or bonus

This, as a percentage of premium or fund value added to the policyholder kitty at fixed interval. Some insurers offer
1 per cent of the fund value every year from the sixth year onwards and some insurer’s offer 50 per cent of first year’s
basic premium at interval of every five years from 10th year till policy is in force. Most of the guaranteed additions or
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loyalty bonus begins after the completion of five year and it ensures the policyholder stay for a long-term. The guarantee
bundled with these policies comes at cost. The guarantees are denied in case of death or lapse or premature surrenders.
Also choosing higher term can add more guarantees to the fund value. Usually these are attached to the fund performance;
the bad market swing will not give such additions.

14. Rider Options

Rider is a condition that is added on a basic policy providing an additional benefit, with lowest cost. For example,
if accidental death rider selected, the sum assured would be double at the event of death of the life insured. Riders can
be with regard to additional payments on disability or sickness, or waiver of future premiums, partly or fully, under
certain conditions. Today insurers find it convenient to have a small number of basic plans, with riders being offered as
options, so that effectively the prospect has a number of options to choose from. Some of the riders being offered by
insurers in India are the following:

Term life insurance benefit rider: It provides additional death benefit cover in case of life insured death, depending
on the sum assured selected under the rider but usually not allowed to exceed basic policy sum assured.

Accidental death and Total and Permanent Disability rider: It enables additional death/disability benefit cover, if
death/disability caused to the life assured as a result of an accident.

Premium Waiver rider : This is allowed in juvenile policies, if the parent dies before maturity date or in the case of
permanent disability and sickness caused to the parent. The policy continues by paying premium by the insurance
company.

Critical Illness rider : As against to some ailments like cancer, cardiac or cardiovascular surgeries, stroke, kidney
failure, major organ transplants, and major burns, total blindness caused be illness or accident, this rider will
compensate the loss up to the rider cover limit.

Major surgical benefit rider : It gives lump sum amount to cover surgical expenses from disease like, Open Heart
Surgery, Kidney Transplant, Cornea Transplantation, Transplant of Lungs and many more.

15. Tax Benefits

Life insurance plan offers two kinds of tax benefits at the entry and exit stage. At the time of making investment in
insurance, the customers are provided three types of tax benefits according to the plan selection. The first is, as per
section 80C of Income Tax Act, life insurance premium shall qualify actual premium paid or 20% of sum assured whichever
is less. Sum assured shall not include bonus or any premium agreed to be returned. It also extended to the lives of spouse
and children policies. Section 80CCC allows a maximum of Rs. 10,000 for deduction while computing tax liability, but it
only applicable for pension or annuity plans. Contribution made to medical insurance premium or rider cover can fetch
amaximum benefit Rs. 10,000. This benefit is enhanced to Rs. 15,000 for senior citizens. The proceeds at the maturity are
completely exempted from the tax under section 10 (10D).

16. Top-up

If the policy permits, the policyholder can invest additional contribution over and above the regular premium, this
known as top-up facility. Top-ups are normally used to increase the investment portion of plans without any change in
the insurance cover. The top-up amount is treated as a premium and is subject to a lock-in period of three years.

17. Free look Period

In case the policy holder disagrees or dissatisfied with any of the terms and conditions of the policy, he may return
the policy to the insurance company within the 15 days of receipt of the policy document. The company makes refund
of the premium paid after deducting mortality charges for that coverage period and the expenses incurred on medical
examination for health check-up and stamp duty charges. The prevailing net asset value is paid as the refund value to the
policyholder.

18. Settlement Option

Usually the maturity proceeds are paid in the form of lump sum amount, here the ULIP has a special privilege and
the customers are allowed to take their maturity proceeds in the form periodical receipts. While making proposal to the
insurance company, the life insured can select this settlement option. On maturity the fund value directed to debt fund
and it is paid equal installments for a period of 5 years. During this settlement period, there will be no life insurance cover
provided to the life to be insured.
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19. Expenses Charged ina ULIP

It is important to know the other side of ulip; it attracts high cost while comparing with other outlets. Insurance
companies allot units on the portion of the premium remaining after providing for various charges and deductions.
Broadly, the different types of fees and charges are given below. However, it may be noted that insurers have the right
to revise fees and charges over a period of time.

19.1. Premium Allocation Charge

This is a percentage of the premium paid towards charges before allocating the units policy owner. Premium
allocation charge normally consists, underwriting charges, medical examination cost and the commission paid to the
agents of the insurance company. The Actuarial funded policies will fetch up to 100% of the first year premium as
premium allocation charge. The ordinary policies attract a maximum of 30% as premium allocation charge in the first year
and the second year onwards the premium allocation charges ranged from 1% to 15%. It is depends upon the term and
size of premium and varies from company to company.

19.2. Mortality Charges

This provides for the cost of the insurance cover under the plan. Mortality charges levied on the basis of age of
the life to be insured, amount of sum assured and state of health of the life insured. Initially, the mortality charge is
applied on the entire sum assured. Over a period of time, as the fund value increase, mortality expenses decrease. This
is because the mortality is actually charged on the difference between the sum assured i.e. life insurance cover and the
fund value. This concept is popularly known as the sum at risk.

19.3. Fund Management Fees

Fund management is comes with a nominal cost and the same is deducted monthly basis by cancellation of units.
It is the fee charged for managing the pool of funds, the most important charge in an ULIP is the fund management
charge. The lesser charge is better for the fund value growth. The fund management charge varied from 0.95% to 2.00%
according to the funds selected by the policyholder.

19.4. Policy Administration Charge

It is levied for administration of the plan and deducted by cancellation of units. It is deducted from the fund value
and not from the premium paid by the policyholder. This is charged at flat rate throughout the policy term and sometimes
varies as per the conditions specified under a policy.

19.5. Surrender Charge

The surrender charge is deducted in the case of premature of policy, partial withdrawal and full encashment of
units (surrender). Usually, Ulips do not charge this if the policy has run for at least 10 years. It is mainly expressed as a
percentage of the fund value prevailing at the time of surrender.

19.6. Fund Switching Charge

Fund switching allowed with certain conditions some policy offers, limited number of fund switches among the
different funds without any fee for a policy year. Then a minimum cost like Rs. 100 or more levied for subsequent
switches. Now this switch is allowed through online in addition to offline request by filling up requisite forms.

19.7. Service Tax Deductions
The appropriate service tax is deducted from risk portion of the premium before allotting of units to a policyholder.

19.8. Other Charges

These are deducted by canceling the units and include charges for the basic life insurance cover, premium
redirection and other add-on rider benefits. The amount to be charged will depend on the level or type of insurance cover
chosen as well as other factors, such as age, sex and smoking status.

After deducting all charges including mortality charge is utilized for purchasing units. Ulips are usually more
transparent that other plans in disclosing the charges levied. On a fixed interval — usually one policy year — the policy
statement is sent to the policyholder and it contains all the charges deducted so far.
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VI.CONCLUSION

The purpose of purchasing life insurance is to replace an income that is lost when the income earner dies. Every
investment have some benefits, some investments like bank deposits, provident funds offer fixed rate of return without
any risk. Many investments like mutual funds, equity shares, and derivatives of stock, currency and commaodity, venture
capital funds, real estate properties give high return but the risk profile also very high. But among the various investment
alternatives, none of the asset can compensate for the unfortunate demise of the investor. Life insurance ensures life
protection in the form of sum assured to the diseased person’s nominee along with the fund value. If the policyholder
survives until the maturity, the maturity proceeds are definitely high. The Unit Linked Products are bundled product that
combines life insurance protection and investment. ULIPs offer the double benefits of providing life protection cover
and systematic investment. They are more flexible than other financial and real assets and also ensures maximum
transparent. Now many life insurer offers with minimum premium of Rs. 4000, it is the cost effective way and suitable
vehicle for generating wealth to the low income caters. Before going to invest in market linked plans, the first things that
the investors need to set a financial goal — retirement, securing children’s future, buying a house. This will give exact idea
about selecting right plan. It is optimum and advisable to include unit linked insurance plan in the investment portfolio.
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ABSTRACT

To create competitive advantage, leaders must commit to bringing all members in an organization into a true
partnership in the innovation process. Those who have studied creative process understand that latent abilities are
present in an individual. Children usually pick their own team leaders naturally and almost all of them show
creativity in one form or another. Leadership is about the ability to lead. It is about creating the vision, structures,
systems, trust and clarity that inspire people in the organization to achieve its strategy and apply their creativity to
the things they do in their work.

Creative thinking and Leadership are in such high demand in business today that we need a clear understanding of
how they are related. We need to discover the latent factors playing important roles in creative leadership. This
paper is an empirical study of engineers in automobile sector to understand the latent factors which predominantly
reflect leadership traits represented by Charismatic, Inspirational, Intellectual Stimulation & Individual Consideration
and creativity traits represented by Idea Fluency, Originality, Creative Flexibility & Problem Sensitivity.

Keywords - Creativity, Transformational leadership, factors, Automobile Industry

1. INTRODUCTION

Organizations, especially technologically-driven ones, need to be more creative and innovative than before to
survive, to compete, to grow, and to lead (Jung et al., 2003; Tierney et al., 1999).™ To create competitive advantage,
leaders must commit to bringing all members in an organization into a true partnership in the innovation process. Those
who have studied creative process understand that latent abilities are present in an individual. Children usually pick
their own team leaders naturally and almost all of them show creativity in one form or another. Leadership is about the
ability to lead. It is about creating the vision, structures, systems, trust and clarity that inspire people in the organization
to achieve its strategy and apply their creativity to the things they do in their work.

1.1 Literature Survey

Considerable evidence indicate that employee creativity can fundamentally contribute to organization and innovation,
effectiveness and survival (Ambalie 1988, Madjar, Oldham & Pratt, 2002, Shally, Gilson & Blum, 2000, Zhou & Shally, 2003)?

Many organizations rely on employee creativity for competitive advantage, adaptation and survival (Nonaka,
1991; Zhou, 2003).” Not surprisingly then, understanding the dynamics of creativity in organizations is a high priority
for research in organizational behavior. [Zhou & Shalley 2008]

Some researchers believe that employee creativity will flourish when a supervisor provides transformational leadership
(Shin & Zhou, 2003)"! and when employees have a learning orientation (Redmond, Mumford, & Tech, 1993).1

Jaussi and Dionne (2003) found little empirical support for the notion that transformational leadership positively
influence creativity in a laboratory study with student subjects. However, in the first field study of transformational
leadership and employee creativity, Shin and Zhou (2003) reported that the two related positively. 1

Researchers have studied the effect of transformational leadership on the performance of followers and organizations in
the past decade (e.g., Dvir etal, 2002, Howell and Avolio, 1993; Lowe et al, 1996).81 Several studies report that transformational
leaders empower their followers (e.g. Jung and Sosik,2002)! and establish an innovative climate (Jung et al, 2003).

Literature survey suggests that most of the Researchers are interested in finding influence of various leadership
style on followers creativity rather than investigating relation between leadership style and creativity of same individual.
This study investigates the impact of transformational leadership of Engineers working in automobile sector in India on
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their own creativity. However, available research does not examine the effect of components of transformational leadership
on creativity of Individual.

1.2 Transformational Leadership

Transformational Leadership involves anticipating future trends, inspiring followers to understand and embrace
a new vision of possibilities, developing other to be Leader or better leader, and building the organization or group into
acommunity of challenged and rewarded learners. ' Gibson et. al (1997) defines Transformation Leadership as a leader
that motivate followers to work for transcendental goals instead of short term self interest and for achievements and self
actualization instead of security.*Y The employee’s reward is internal the leader’s vision provides the follower with
motivation for hard worn that is self rewarding. The transformational leader overhaul the entire philosophy, system and
culture of the organizations.

Burns (1978) introduces the transformational leadership theory. Bass and Avolio (1995) further developed the
theory.*? Transformational leadership has four components; Idealized Influence, inspirational motivation, intellectual
stimulation and individualized consideration.

1.2.1 Inspirational Motivation (L1)

This Involves behaviors and communication that guide followers by providing them with a sense of meaning and
challenges. Transformational leaders displays great enthusiasm and optimism, which carries over into the lies of followers and
fosters a sense of team spirit. Inspirational motivation is about motivating the entire organization to follow a new idea.l**!

1.2.2 Intellectual Stimulation (L.2)

Intellectual Stimulation is the encouragement given to followers to be innovative and creative. Transformational
leaders urge followers to question assumption, explore new ideas and methods and approach old situation with new
perspectives.[13]Intellectual stimulation involves responding to the specific, unique needs of followers to ensure they
are included in the transformation process of the organization.*#1

1.2.3 Idealized Influence(L3)

Transformational leaders demonstrate the behaviors that followers strive to mirror. Followers typically admire,
respect and trust such leaders. Idealized Influence is about building confidence and trust and providing a role model that
followers seek to emulate ©°

1.2.4 Individualized consideration (L4)

Individual consideration involves responding to the specific ,unique needs of followers to ensure they are
included in the transformation process of the organization (¢!

1.3 Creativity

The literature includes several definitions of creativity and innovation. A widely accepted definition states that
creativity is the production of novel and useful ideas, and innovation is the successful implementation of creative ideas
within an organization (Amabile, 1983, 1998; Amabile et al., 1996) 7 Thus, creativity is at the individual level, while
innovation is at the organizational level (Oldham and Cummings, 1996).

The cognitive components of design creativity have been defined based on Treffinger’s creative learning model
.The cognitive aspects in Treffinger’s creative learning model are fluency, flexibility, originality, elaboration, and
cognition and memory. We replaced cognition and memory with problem sensitivity, and identified four components of
creativity such as Idea fluency, Creative flexibility, Originality, and problem sensitivity [8!

1.3.1 Idea Fluency (C1)

This term simply means that a person can pile up a large number of alternative solutions to a given problem in a
given time. The value of this lies in the fact that the more ideas you have, the greater your chances of finding a usable
one; the more plentiful your opportunities to get out of the same old ways of doing things. Idea fluency depends largely
upon personal mental habits. It is an attribute that can be developed or improved by nearly every person who will
consciously apply himself to it.2%. Fluency is an ability to make multiple answers to the same given information in a
limited time®% and quantity of meaningful solutions.?!

1.3.2 Originality (C2)

The originality required of the business executive is more likely to be that of finding new ways to vary existing
conditions, or new ways to adapt existing ideas to new conditions or a new modification of something that will fit in an
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existing condition. The creative attribute of originality can also be developed, or at least simulated, to the point where it
meets the requirements of successful business operation. The secret is in the systematic use of questions.[19] Originality
is rarity in the population to which the individual belongs; its probability of occurrence is very low [20,21].

1.3.3 Creative Flexibility (C3)

The quality of creative flexibility is largely that of being willing to consider a wide variety of approaches to a
problem. This, inturn, is largely a matter of attitude. Rather than confining onto one particular idea, or a single approach
to a problem, the flexible person starts out by remembering that if one solution won’t work, he can always approach the
problem from another angle. This is also called “creative expectancy” - meaning, the creative person just plain expects
to solve the problem, no matter how many failure temporarily delay the solution.[19]

Creative Flexibility is an adaptability to change instructions, freedom from inertia of thought and spontaneous
shift of set [20]. That is the mode changing categories[21]

1.3.4 Problem Sensitivity (C4)

This dimension depicts the ability to understand & recognize an existing problem. This ability enables a person to
identify the root causes of problem like misunderstanding, misconception, lack of facts, or any other obscuring cause[19]
Problem Sensitivity is an ability to find problems and to aware needs for change or for new devices or methods [20].

1.4 Research methodology

The research methodology was based upon Questionnaire administration to Engineers working in automobile
sector of India and thereafter detailed statistical analysis using SPSS software.

1.4.1 Questionnaire Administration

Approximately 500 set of questionnaires were sent to various organizations of Automobile sector to get the
response of Engineers working in those organizations. We have received total 169 responses from Engineers.

1.4.2 Measuring instrument

Measuring Instruments consists of set of questionnaire out of 81 items for leadership style & 50 items for creativity
measurement. Transformation leadership was measured using the multifactor leadership questionnaire. The four behavioral
components of transformative leadership were measured by 81 items rated on a five point Likert Scale, with possible answer
ranging from ‘1 = strongly disagree’, ‘2 = disagree’, 3'=neither agree, nor disagree, ‘4=agree, *’5 = strongly agree’.

Creativity was measured using four dimensions i.e. Problem sensitivity, Idea Fluency, Originality, Creative Flexibility,
with the help of 50 set of questions rated on a five point Likert Scale, and were rated ranging from ‘1 = strongly disagree
to ‘5 = strongly agree’.

1.5 Statistical analysis

Factor Analysis (Maximum likelihood method with varimax rotation) was applied to the eight components of
transformational leadership (L1, L2, L3, L4) & Creativity. (C1, C2, C3, C4) defining the leadership and creativity as defined
above. The purpose was to find the latent factors representing the eight factors so listed in the study, specifically for
employees in the automobile sector.

Table 1 : Descriptive Statistics

Mean | Std. Deviation | Analysis N
Cl | 22544 45184 169
2 | 23680 56985 169
C3 | 23592 58293 169
G4 | 21787 49403 169
L1 | 21285 .38303 169
L2 | 21248 44234 169
L3 | 1.9555 33092 169
L4 | 21750 43057 169
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Descriptive statistics shows that the average has been overing around 1.9 to 2.5 .The highest trait observed as per
the means (Table 1) is that of C2, i.e. originality which means the employees have a lot of original ideas or possible
solutions for their day-to day problems. The minimum trait observed was of L3(Intellectual Stimulation) i.e. questioning
the assumptions which implies that though creativity is there but there is a tendency of accepting whatever has been
believed earlier and we embark on new idea based on those assumptions.

Table 2: Correlation Matrix

Cl (07 a3 4 1 L2 L3 L4
Correlation Cl (1000 941 975 | 967 |-146 |-171 |[-044 |-069
2 |94 (1000 | 982 |.970 |-109 |-112 |-036 |-076
C3 | 975 | 982 |1000 |.982 |-129 |-142 |-049 |-075
C4 |97 | 970 | .982 |L000 |-104 |-135 |-061 |-049
L1 |-146 |-109 |-129 |-104 [LOOO |.398 |.343 | 076
2 |-171 |-112 |-142 |-135 |.398 |1000 | .188 |-022
L3 |-044 |-036 |[-049 |-061 |.343 |.188 |L000 |-035
L4 |-069 |-076 |[-075 |-049 | .076 |-022 |-035 |[1.000
Sig. (1-tailed) |Cl 000 |.000 |.000 |.029 |.013 |.287 | .18
c |.000 000 |[.000 |.078 |.073 |.321 | .164
C3 | .000 | .000 000 |.047 033 | .266 | .166
C4 | 000 |.000 | .000 088 |.040 | .214 | 263
L1 |.029 |.078 | .047 | .088 000 |.000 | .162
L2 |.013 |.073 | 033 |.040 |.000 007 | .386
L3 |.287 |.321 | 266 |.214 |.000 | .007 327
L4 |.18 |.164 | 166 | .263 |.162 | .386 | .327

From the correlation matrix (Table2) we observed that at 0.01 level of significance correlation among the leadership traits
(L1,L2,L3, L4)is low (less then 0.45) while correlation among creativity traits (C1, C2, C3, C4) are exceptionally high(above
0.9).Which means all traits of creativity are highly interrelated with each other.

Table 3 : KMO and Bartlett’s Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 787
Bartlett’s Test of Sphericity | Approx. Chi-Square 1708.646
Df 28.000
Sig. .000

The Kaiser Meyer Olkin Measures of sampling adequacy and Bartlett’s test of spherecity confirm that the sample is

adequate and we can proceed for analysis.

Table 4 : Communalities

Initial | Extraction
Cl | 962 984
2 | 971 990
C3 | 988 993
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| 971 973
L1 | 267 1.000
L2 | .190 190
L3 | .150 118
L4 | 033 011
Extraction Method:
Maximum Likelihood.

From table 4, we infer that all the traits C1, C2, C3, C4 & L1 barring L3 & L4 are explained well by the factors
considered initially and after the extraction also. In fact the leadership trait L1, Inspirational motivation is completely
explained by extracted factors.

Table 5 : Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Rotation Sums of Squared
Loadings Loadings
Factor | Total | % of Variance| Cumulative| Total | % of Variance| Cumulative | Total | % of Variance | Cumulative
% % %

1 3.976 49.699 40699 | 1362| 17024 17.024 3.862 48.269 48.269
2 1572 19.656 69.355 | 3825 | 47811 64.836 1321 16.519 64.788
3 1.010 12,629 81.984 072 902 65.738 076 950 65.738
4 810 10.121 92.105
5 544 6.794 98.899
6 057 717 99.617
7 022 273 99.889
8 .009 111 100.000
Extraction Method: Maximum Likelihood.

From table 5, we infer that there are only three latent factors that explain the eight variables taken into consideration
and are explaining 82% of the variance observed in the behavior of the sample of automobile industry. On extraction the
factors could explain 65% of the total behavior and can be considered significant to retain these three factors only.

Table 6 : Factor Matrix?

Factor
1 2 3
1 1.000 018 .000
L2 399 -083 154
L3 344 .003 -003
L4 077 -062 -035
C3 -147 985 -011
o7} -122 979 -025
(o7 -127 979 129
C1 -163 963 -173
Extraction Method: Maximum Likelihood.
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From the tables 6&7 & we infer that the three factors so identified had typical characteristics. The factor F1 was a
good fit for all the creativity traits and instead of mentioning the traits separately we can mention creativity only. The
Factor F2 was a good fit on only one factor of leadership and that is L1 and the Factor F3 was not a good fit on any of
the factors and is insignificant also.

Table 7: Factor Transformation Matrix Table 8 : Rotated Factor Matrix?
Factor Factor
1 2 3 1 2 3

1| -035 | .993 -112
2| 998 | .039 .040
3| -044 | 11 993

Extraction Method: Maximum Likelihood.
Rotation Method: Varimax with Kaiser Normalization.

.989 -109 045
.982 -085 028
976 -073 181

975 -143 | -116
-017 993 | -112

-103 410 104
-008 341 | -041
L4 -063 071 | -046

Extraction Method: Maximum Likelihood.

Rotation Method: Varimax with Kaiser
Normalization.

a. Rotation converged in 4 iterations.

GIR|RIR|IQIR|

Table 8 depicts that only two factors are important in defining creativity & leadership among the engineers of
automobile sector ,they are four components of creativity i.e. Idea Fluency, Originality, Creative Flexibility& Problem
sensitivity and other is Inspirational motivation(L1)

1.6 CONCLUSION

Among all traits of Creativity the highest trait observed as per the means is originality(C2) which means the
employees have a lot of original ideas or possible solutions for their day-to day problems. we also observe that there
is high correlation among the traits of creativity .This study reveals that though eight traits have been analyzed of
creativity and leadership, we discover that only Two latent factors of Transformational Leadership & Creativity shows
strong interdependency with each other. We can conclude in another way that the Inspirational motivation (component
of transformational leadership style) has major impact on all four creativity traits i.e Idea Fluency, Originality, Creative
Flexibility& problem sensitivity.
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ABSTRACT

Six Sigma is a concept, a process, a measurement, a quality philosophy, and a management strategy used to improve
the systematized quality of an organization, which when applied reduce the number of defects to 3.4 or less per
million opportunities in the long run, a concept suggested by Motorola in 1980. The main aim of Six Sigma is to
reduce costs/wastages as much as possible and improve the quality of the product to the maximum satisfaction of the
consumer. Focusing on reduction of non-conformities will result in enhanced quality with more satisfaction and
profit. The concept of Six Sigma can be applied in the process of quality control in general and Acceptance
Sampling in particular. Various sampling plans have been designed focusing on the sample size only but not on the
lot size. It is also unconvincing to say that the lot is accepted or rejected based on a fixed sample size irrespective of
the huge lot size.

In this paper an attempt is made to determine the size of the lot (N) of a Six sigma based single sampling plan with
Poisson distribution as a base line distribution. Tables are also constructed for the easy selection of the plan for
various values of sample size (n) and Average Outgoing Quality (AOQ) with probability of acceptance 1 — 3.4 x 109,

Key words—Six sigma, Single Sampling Plan (SSP), rectifying inspection, Sample size (n), Lot size (N), Lot quality
(p), Average Outgoing Quality (AOQ).

1.INTRODUCTION

Six Sigma is the most popular tool to convert management problem to a statistical solution then convert it to a
management solution. Six Sigma has a measurement of standard in product variation can be traced back to the 1920’s
when Walter Shewart showed that three sigma from the mean is the point where a process requires correction.

Rectifying inspection programs were among the earliest of sampling inspection schemes. The plans developed by
Harold F. Dodge and Harry G. Romig (1942) at the Bell Telephone Laboratories were rectifying inspection plans. Later
their ideas on rectifying inspection have been extended by G.A. Barnard and F.J. Anscombe (1949). Initially programs of
rectifying inspection were associated with lot-by-lot acceptance sampling, but in 1943 Dodge also proposed a rectifying
scheme for continuous production. Radhakrishnan and Sivakumaran (2008) constructed six sigma sampling plan indexed
through Six Sigma Quality Level (SSQL) with Single Sampling Plan as a reference plan. All the plans suggested by them
are for infinite lot size only.

A. Average Outgoing Quality (AOQ)

AOQ is the average quality of outgoing product including all accepted lots or batches plus all rejected lots or
batches after the rejected lots or batches have been effectively 100 percent inspected and all defectives replaced by non
— defectives.

B. Glossary of symbols used
P . Proportion defective / lot quality.

N . lotsize

n . sample size

d : number of defectives counted

c : acceptance number

P . Probability of acceptance of the lot quality p
AOQ : Average Outgoing Quality

a
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C. Operating Procedure
The operating procedure of a Single Sampling Plan (SSP) is given below with a flowchart 1:
Stepl : Take arandom of size n from the lot of size N and count the number of non-conformities (say d).
Step2 : Ifdd”c,acceptthe lot.
Step3 : Ifd>c, rejectthe lot.

Flowchart 1

| Select a sample of size n from the lot of size N |

-

| Count the number of non-conformities (d) |

Accept the lot

No, Rejectthe lot

D. Conditions for Application

1. Production is steady, so that results of past, present and future lots are broadly indicative of a continuing
process.

Lots are submitted sequentially in the order of their production.
Inspection is by attributes, with the lot quality defined as the proportion defective.
Human involvement should be less in the manufacturing process.

E. OC Function

Associated with each sampling plan there is an OC curve, which portrays the performance of the sampling plan
against good and poor quality. The probability that the lot will be accepted under a given sampling plan is denoted by
P.(p) and a plot of P_(p) against given value of the lot quality p will give the OC curve.

OC function of the SSP is
P.(p)= > {[e"™ (np)*1/ X13,
X=0

F. Determination of the Lot Size

By fixing the probability of acceptance P (p) of the lot as 1-3.4 x 10° with Poisson Distribution as the basic
distribution the value of np is obtained for c=0 and c=1 and finally the lot size is determined using the formula

p.P,(N —n)

AOQ =
Q N

provided by Duncan (1986) and are presented in Table 1 and Table 2 for various values of n and AOQ using Excel
packages.

Example 1

For a given n=350 and AOQ=0.95x10¢®), the value of the lot size can be obtained from table 1 as N=15868. The
selected Single Sampling Plan (SSP) based on six sigma quality is N=15868, n=350, c=0. The OC curve for the suggested
plan is presented in figure 1.
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p
Figure 1 OC curve for SSP (n=350,c=0)

Explanation

In the manufacturing company if the consumer fixes AOQ as 0.95x10¢® (95 non conformities out of 10 crores) and
for a sample size 350 the lot size is 15868. In a lot of 15868 items select the sample of 350 items and count the number of
non conformities. If the number of nonconformities is zero then accept the lot otherwise reject the lot and inform the
management for corrective action. It is presented with following flowchart 2.

Flowchart 2

| Select a sample of size n=350 from the lot of size N=15868 |

w

| Count the number of non-conformities (d) |

Accept the lot No _' Rejectthe lot

Example 2
For a given n=250 and AOQ=1.03x10¢®, the value of the lot size can be obtained from table 2 as N=26009. The
selected Single Sampling Plan (SSP) based on six sigma quality is N=26009, n=250, c= 1. The OC curve for the suggested

plan is presented in figure 2.
1.000

0.900
0.800 A
0.700 1
0.600
0.500 1
0.400 +
0.300 -+
0.200
0.100 -+

0.000 T T T T T T 1
0.000 0.005 0.010 0.015 0.020 0.025 0.030 0.035

p
Figure 2 OC curve for SSP (n=250,c=1)

P a(b)
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Explanation

In the pump manufacturing company if the consumer fixes AOQ as 1.03 x10 ¢, that is (103 non conformities out of
10 crores) and a sample size of 250 the lot size is 26009. In a lot of 26009 items select the sample of 250 items and if the
number of nonconformities is less than or equal to one then accept the lot otherwise reject the lot and inform the
management for corrective action.

Figure 3. Flowchart 3

| Select a sample of size n=250 from the lot of size N=26009 |

| Count the number of non-conformities (d) |

Accept the lot No | Rejectthe lot

TABLE1
VALUES OF THE LOT SIZE N FOR C=0, VARIOUS VALUES OF THE SAMPLE SIZE NANDAOQ
— |

AOQ (10%9) 1 500 450 400 350 300 250 200
0.10 586 519

020 708 612 523

035 1030 838 630 547

040 1214 956 756 505

045 1478 1113 850 652

050 1889 1330 971 721 537

055 2615 1654 1133 | 807 583

060 4250 2186 1360 | 915 638

065 11334 | 321 1700 | 1058 703

0.70 6120 267 | 1253 785 515

0.75 61214 3400 | 1535 887 557

080 6300 | 1983 1020 607

090 4760 1457 739

095 15868| 1855 829

100 2550 944

105 4080 1007 523
110 10201 | 1308 567
120 2125 680
125 3001 756
130 5667 850
135 34008 | 971
155 2267
1.60 3400
165 6800
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TABLE?2

\ol. 1 No.3

VALUES OF THE LOT SIZE N FOR C=1, VARIOUS VALUES OF THE SAMPLE SIZE NAND AOQ

n
m 500 450 | 400 | 350 | 300 | 250 | 200
0.10 619 544
0.19 788 670 565
0.39 2000 1385 | 1000 | 737 | 545
047 5200 2412 | 1444 | %3 | 655
049 8667 2062 | 1625 | 1028 | 690
050 13001 | 3343 | 1733 | 1071 | 709
051 26005 | 3836 | 1857 | 1117 | 729
055 9361 | 2600 | 1348 | 821 531
056 14627 | 2889 | 1422 | 848 542
057 33437 | 350 | 1504 | 876 553
062 8667 | 2116 | 1054 | 619
063 13001 | 2304 | 1009 | 634
064 26006 | 2528 | 1147 | 650
071 7914 | 1660 | 788
0.72 11376 | 1773 | 813
073 20226 | 1902 | 839
0.74 91080 | 2053 | 867
084 9751 | 1300 | 565
085 15603 | 1368 | 578
086 30017 | 1444 | 591
101 8668 | 897
102 13002 | 929
1.03 26009 | 963
117 2000
126 6501
127 8668
128 13003
129 26011

that are practicing Six Sigma methodologies.
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ABSTRACT

Buyer behavior is the outcome of both individual and environmental influences’ -BOONE KURTZ.

Buyer behavior is a study of how individuals make decision to spend their available resources (time, money and
effort) on consumption related items (what they buy, why they buy, When they buy, Where they buy, How often they
buy and use a product or service).

With the increasing disposable income population, their percapita consumption of electronic goods and other
products is increasing. They are desirous of improving their standard of living with the hygienic and reasonably high
quality products and get ride of the spurious and sub- standard products being supplied to them. They deserve
quality products, correct information about a product and a door step delivery. It is remarked that the markets were
developed not because of the initiatives of Indian marketers but the “PULL’ from the consumers consuming system
itself.

In earlier times, marketers could understand consumers through the daily experience of selling to them. But the
growth in the size of firms and markets has removed many marketing decision makers from direct contact with
customers.

Despite the basic characteristics of consumers the behavior pattern of consumers are more or less similar to each
other, particularly in the aspects like quality, preference and decision making. However it is evident that the present
approaches to draw the attention of customers are not adequate. The consumers are particular about the appropriate
system of distribution and hence there is a great need for change in the distribution system. It may not be always
correct to say that consumers behave in the same way as it much depends on type of products, quality of the products
and price of the products. Therefore the producer must be paid special attention at least with regard to price and
distribution system to cover the large number of customers. This is mainly because of the fact that the buying
capacity of the consumers may not be equal to the buying capacity.

Key words - ‘Buyer behaviour, outcome of both individual, environmental, influences’, -BOONE KURTZ.

I.INTRODUCTION

Buyer behaviour is a study of how individuals make decision to spend their available resources (time, money and
effort) on consumption related items (what they buy, why they buy, When they buy, Where they buy, How often they
buy and use a product or service).

With the increasing disposable income population, their percapita consumption of electronic goods and other
products is increasing. They are desirous of improving their standard of living with the hygienic and reasonably high
quality products and get ride of the spurious and sub- standard products being supplied to them. They deserve quality
products, correct information about a product and a door step delivery. It is remarked that the markets were developed
not because of the initiatives of Indian marketers but the “PULL’ from the consumers consuming system itself.

Marketing manager who intend to develop the markets have to consider and examine distribution logistics,
location, concentration of demand, dealers attitude and maotivation, consumer motivation and buying habits and
organizational alternatives identification selection of target markets should be taken in developing marketing mix. Once
this is completed appropriate product mix strategies should be developed. It is a usual practice with many markets to sell
the same production the markets. This policy does not yield good results. Appropriate changes in tangible and intangible
features of the product should be made. The price mix is another critical marketing decision area. The price should tally
with the ability to pay by the marketers. Appropriate adjustment should be necessarily made in quantity size packages
etc. Adifferent approach is needed for the markets to find a solution to distribution problems and promotion problems.
Alternative distribution channels and method of promotional programmes are to be devised. Branding and packaging
are important tools used in markets.
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In earlier times, marketers could understand consumers through the daily experience of selling to them. But the
growth in the size of firms and markets has removed many marketing decision makers from direct contact with customers.
Increasingly, managers have had to turn to consumers research for answers to the most important questions about any
marketing called the seven O’s of the market place.

Who constitutes the market? Occupants
What does the market buy? Objects

Why does the market buy? Obijectives
Who participates in the buying? Organizations
How does the market buy? Operations
When does the market buy? Occasions
Where does the market buy? Outlets

Of central interest is the question, How do consumers respond to various marketer-controlled stimuli? The
company that understands how consumers will respond to different product features, prices, advertising appeals, and
so on will have an enormous advantage over its competitors. Therefore, business and academic marketing researchers,
have invested much energy in researching the relationship between marketing stimuli and consumer response.

11. FACTORS INFLUENCE BUYER BEHAVIOUR
The major factors influencing buyer behaviour are cultural, social, personal and psychological.

CULTURE
SOCIAL
PERSONAL
PSYCHOLOGICAL
Culture Reference Age and
Lifecycle stage
- Motivation
Occupation
Groups Economic
Sub culture _ Perception
. Circumstances
Famiy Life style Learning BUYER
Social class Personal and
Roles and statuses Self- concept Beliets and Attitudes

111.BUYINGROLES

For many products, it is fairly easy to identify the buyer. Many other products involve a decision making unit
consisting of more than one person. Five roles people might play in a buying decision.

1. Initiator: A person who first suggests the idea of buying the particular product or service.
2. Influencer: A person whose views or advice carries some weight in making the final decision.

3. Decider: A person who decides on any component of a buying decision. Whether to buy, what to buy, how to buy;,
or where to buy.

4. Buyer: The person who makes the actual purchase.

User: A person who consumes or uses the product or service.

A company needs to identify these roles because they have implication for designing the product, determining
and allocating the promotional budget.
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Types of buying behaviour

Consumer decision making varies with the type of buying decision. Assail distinguished four types of consumer
buying behaviour based on the degree of buyer involvement and the degree of differences among brands.

High involvement Low involvement
Significant differences Between brands | Complex buying behaviour Variety seeking buying behaviour
Few differences Between brands Dissonance-reducing Habitual buying behaviour
Buying behaviour

Stages in the buying decision process

Based on examining many consumer reports of buying episodes, proposals have been made by consumer
behaviour researchers for “stages models” of the buying process. The consumer passes through the five stages of
buying decision process: Need recognition, Information search, Evaluation of alternatives, Purchase decision and post
purchase behaviour.

Need recognition Information Search Evaluation of alternative

IV.PURCHASE DECISION

In evaluation stage, the consumer forms preferences among the brands the choice set. The consumer may also
form a purchase intension to busy the most preferred brand.

V. RESULTSAND DISCUSSION
SOCIAL-ECONOMIC CONDITION OF THE RESPONDENTS
Table 1 : Age wise classification of respondents

SNO | AGE NO OF RESPONDENTS
MALE FEMALE
1 Upto 20 years 12 (22) 10(14)
2. 20 Yearsto 30 Years | 25 (46) | 30(43)
3 30 Yearsto 40 Years | 13 (24) 20(29)
4, 40 Years and above | 5 (9) 10 (14)
TOTAL 55(100