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from the desk of Editor

Hari Menon, co-founder of Big Basket, country’s largest online grocery, can be found on a Monday
evening at Bengaluru’s Sherlock’s Pub. The 52-year-old CEO plays the guitar and sings classic rock
covers on karaoke night. He is fiercely passionate about music. “I play music with all my three boys –
one is a drummer, one is a guitarist and one sings. We have a band and we perform at home for
ourselves.” Eagles, Simon & Garfunkel, Pink Floyd and Kishore Kumar are among his favourite artists.
In the highly stressful world of start-ups, where time is a prized commodity and sustenance depends on
the next round of funding, several founders are also zealously guarding their downtime pursuits, if only to
stay sane.

Policybazar co-founder Yashish Dahiya is practicing for the Ironman Triathlon, the toughest singleday sporting event held every year in Hawaii. InMobi’s Naveen Tiwari runs and cycles. Housing.com’s
Advitiya Sharma is a football buff and BedBathMore’s Amit Dalmia fancies himself as a part-time DJ.
Menon says, “Music is a big, big stress reliever. It helps me calm down and in turn think better.”

“The pursuit of a hobby over a long period is a good indicator of a person’s persistence,” says
Ramakrishna Velamuri, professor of Entrepreneurship at China Europe International Business School.
“If an entrepreneur has learnt violin or piano for 10 years, resource providers will be sure that he or she
understands the relationship between efforts and quality of outcome.”

Start-up entrepreneurs are quite tactical about their downtime, using it to recharge batteries so
they can persevere for bigger goals, de-stress, tackle problems and uncertainties rationally.

This is critical for leaders striving to build large organizations. “A mark of a good leader is how he
approaches a problem. A relaxed mind helps you attack problems in the right way,” says Amit Dalmia
who at times handles the turntables at friends’ parties. He recently bought himself a DJ set to sharpen
his skills.

A Study on the Investor’s Perception about Mergers
P. Praveen Kumar,
Ph.D. Research Scholar, Department of Management Studies, Pondicherry University, Pondicherry
Dr. R. Kasilingam,
Associate Professor, Department of Management Studies, Pondicherry University, Pondicherry

Abstract
Merger is an expansion strategy whereby corporates engage in buying other companies in related or unrelated
industries to enhance their value. This study discusses different sources of information about merger deals. This
present study also analyses the investor’s perception about mergers. This study is based on primary data. Data has
been collected from 513 equity investors. The statistical tools such as simple mean, frequency analysis, cluster
analysis, discriminant analysis, chi-square test, correspondence analysis, ANOVA, post-hoc analysis and canonical
correlation have been applied to analyse the data. This study reveals that the non-shareholder acquires information
about mergers through print and electronic media. This study also reveals that investors feel that merger deals are
absolutely necessary. The number of family members who have invested in share market exercises the maximum
influence on investors’ perception about mergers.

Keywords: Investors, Mergers, Media, Motives.

1. Introduction
Merger symbolises legal combination of two or more
corporates engaged in related or unrelated business.
Acquisition signifies the corporate action of a company
gaining control over assets and management of another
corporate entity. Generally, companies engage in mergers
and acquisitions (M&A) with the following objectives:

Their corporate restructuring decisions were strictly
monitored and controlled by the Government through
various legislations. However, the liberalisation era
sparkled since 1991 and the subsequent liberal industrial
policy of the Government paved the way for M&A waves
in India (Vyas et al. 2012).

1. To face cut-throat competition prevalent in the related
market;

2. Review of Literature

2. To minimise risk;
3. To bring about changes in activities of the firms;
4. To utilise surplus finance available with companies
by investing in profitable projects.
Though M&A is an old phenomenon prevalent in India
from the age old days, its popularity was overshadowed.
Very few business entities in the past undertook M&A
deals and those who succeeded in striking such a deal
accomplished it through friendly acquisition deals struck
to take advantage of taxation laws. This trend continued
till 1991 as the Indian corporates were under the strict
preview and control of the Indian Government till then.

Namvar & Phillips (2013) have examined the cross
sectional variation determinants in the performance of
mutual fund mergers and have found that mutual fund
merger yields benefits. Mann & Kohli (2012) have
examined the impact of brand acquisition on wealth of
shareholders of Indian acquiring companies belonging
to FMCG and pharmaceutical industry. Forty-eight brand
acquisitions which took place during the period of 1 April,
1997 to 31 December, 2008 were considered for this
study and standard event study method has been used
for measuring abnormal returns using the event period of
-50 to +50 days. Results indicate that shareholders of
acquiring company have gained because of brand
acquisitions.
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Shook & Roth (2010) have examined the perception of
13 HR practitioners on M&A and downsizing strategies.
The study reveals that HR practitioners are in no way
related with M&A and downsizing decisions. Chovwen &
Ivensor (2009) have examined the motivation level and
feeling of job insecurity among female employees of eight
Nigerian banks which were involved in M&A deals. Based
on the response of 283 female employees of both the
merged and acquired banks, the study revealed that
organizational justice and job characteristics significantly
influence the employees’ perception about motivation and
feeling of job insecurity.
Lau, Proimos & Wright (2008) analysed the corporate
level success of merger deals by considering 72
Australian deals struck during 1999-2004. The study has
compared the operating performance of companies
during 2 years before and 3 years after merger deals.
The study has assessed operating performance using
profitability measures, cash flow measures, efficiency
measures, leverage measures and growth measures. The
study has revealed that operating performance of
companies in the post-merger phase is on the rise. Siegel
& Simons (2007) focused on the influence exerted by
M&A deals on workers, plant productivity and firm
performance. The study has found that productivity of
plant has increased while firm performance has not
declined due to the corporate restructuring strategy.
However, change in ownership has led to optimum
utilization of workers and plant capacity.
3. Research Methodology
This study is descriptive in nature, based on primary
data. Initially, the researcher has conducted pilot study

by administering the schedule to 59 equity investors.
This feasibility study has enhanced the simplicity. Based
on the data collected from feasibility study, the sample
size has been arrived at using the formula

ߪ ∗ 1.96 2
݊=(
)
ߤ ∗ 0.05
Where, n - Sample Size; ó - Standard Deviation; ì - Mean;
The ideal sample size arrived at is 447. Finally, the
researcher has collected data from 513 equity investors.
The statistical tools such as simple mean, frequency
analysis, cluster analysis, discriminant analysis, chisquare test, correspondence analysis, ANOVA, post-hoc
analysis and canonical correlation have been applied to
analyse the collected data.
4. Sources of Information about Merger Deals
Companies formulate and execute different corporate
strategies such as mergers, acquisitions, dividend
announcements etc. with different motives. They spread
information about these strategies to their shareholders
through different sources such as print media and
electronic media. Media plays a significant role in
facilitating shareholders acquiring knowledge about
corporate events. This section shall throw light on
sources of information available to shareholders to gain
knowledge about corporate events of their respective
companies.

Table 1
Frequency Analysis
Sl. No.

Sources of Informatio n

%

1.

Newspaper

394

76.8

2.

Stock Exchange bulletin

220

42.9

3.

SEBI website

195

38.0

4.

Magazine

113

22.0

Table 1 indicates that majority of the investors as nonshareholders (394) acquire information about merger
deals through newspapers, followed by stock exchange
bulletins (220), SEBI website (195) and magazines (113).
Hence, it can be observed that investors as nonshareholders gain information about corporate events
through the print as well as electronic media, though
print media seems to dominate.
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5.
Investors Perception about Merger
There are many purposes for which corporates strike
merger deals and this study endeavours to throw light
on investors’ perception about corporates striking merger
deals. Towards this direction, investors were asked to
indicate their opinion about their perception about merger
announcements of corporates in a Likert’s five-point scale
and their responses have been displayed in Table 2.

Table 2
Mean Analysis and Rank Scores

It can be inferred from Table 2 that merger has the highest
mean value of 3.31, followed by conglomerate merger
(3.27), merger should be avoided (3.07), same effect
(3.07), motives should be disclosed (3.01), frequent
merger should be avoided (3) and hidden agenda (2.82).
It can be observed from the table that investors are of the
perception that merger deals are necessary in the
corporate world.

6.

Segmentation of Investors Based On Their
Perception about Merger
All investors may not have the same perception about
mergers. Hence K-means cluster analysis has been used
to group the investors based on their perception about
merger deals. Table 3 displays results of cluster analysis

Table 3
Final Cluster Centers and ANOVA

Table 3 displays the mean scores, results of ANOVA
and number of investors constituting each of the clusters.
The first cluster has been designated as “Positive
perception” because mean scores of merger,
conglomerate merger and hidden agenda for this cluster
gyrate around the four mark. This cluster related to 121
investors who have positive perception about merger deals
and who are of the opinion that no hidden agenda should
prevail behind merger deals. The second cluster has been
labeled as “Negative perception” because the mean in
respect of merger and frequent merger should be avoided
for this cluster hover around the four mark. This group
encompasses 205 investors who are least interested in
merger deals. The third group has been branded as
“Moderate” because the mean values of majority of the
items for this cluster revolve around the three mark. This
group consists of 187 investors.
The F value in respect of frequent merger should be
avoided is the highest (227.563), followed by hidden

agenda (182.884), motives should be disclosed (96.842),
merger (91.182), merger should be avoided (64.845),
same effect (9.269) and conglomerate merger (4.557).
All the F values are significant at 1 per cent level. Hence,
all these items contribute to the segmentation process,
though the item of frequent mergers should be avoided
makes the maximum contribution as its F value is the
highest.
7. Reliability of Segmentation
Discriminant analysis has been conducted to assess
the consistency of segmentation. The items of merger,
conglomerate merger, merger should be avoided,
frequent merger should be avoided, hidden agenda, same
effect and motives should be disclosed are considered
as independent variables while cluster membership
scores of investors perception about mergers has been
taken as grouping variable
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Table 4
Eigen Value and Wilks’ Lambda
F unction

Eigenvalue

1
2

1.861
1.246

Canonical
Correlation
0.807
0.745

Eigen values of the two functions are 1.861 and 1.246
respectively, which are in excess of unity. Canonical
correlation of first function is 0.807 while that of the
second function is 0.745, which approves the existence
of excellent relationship between the items of investors’
perception about merger and the two functions. Wilks’

Wilks' Lambda

Chi-square

Sig.

0.156
0.445

943.275
410.302

0.000
0.000

lambda value of function one is 0.156 and that of the
second function is 0.445 which exhibits good difference
between the two functions. The values are significant at
1percents level. Hence, good consistency of
segmentation has been confirmed.

Table 5
Structure Matrix

Table 5 shows standardized beta scores which explain
characteristics of population. The two functions formed
are
Z1 = 0.675 * Frequent merger should be avoided + 0.110
* Same effect

Z2 = 0.612 * Hidden agenda - 0.394 * Motives should be
disclosed + 0.390 * Merger - 0.338 * Merger should be
avoided + 0.120 * Conglomerate merger

Fig. 1
Group Centroids

Figure 1 portrays the group centroids of the three clusters. It can be observed from the figure that the group
centroids are positioned in three different locations.
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Hence, proper alignment of the investors in every group
has been established.

Table 6
Extent of Correct Classification
P erc ept ion a bout M erge r
Po sitive p er cep ti on
Cou nt

%

Pred ic te d Group M em be rship
P osit iv e
Ne gat iv e
M ode ra te
pe rc ep tion
pe rce ption
1 17
3
1

Tot al
12 1

Neg ative pe rce ptio n

0

2 01

4

20 5

Mod er ate
Po sitive p er cep ti on

7
96 .7

3
2.5

1 77
0.8

18 7
1 00 .0

Neg ative pe rce ptio n

0.0

9 8.0

2.0

1 00 .0

Mod er ate

3.7

1.6

94 .7

1 00 .0

Table 6 displays that 98 percent of investors are correctly
grouped in “negative perception”, followed by “positive
perception” (96.7 percent) and “moderate” (94.7 percent).
Hence, it can be said that the segmentation process
has been done quite accurately.

8.

Relationship between Profile of Investors and
Perception about Mergers

Relationship between investors’ profile and their
perception about merger has been tested using chisquare test, ANOVA and independent samples t-test.
Table 7 displays results of chi-square analysis.

Table 7
Association between Personal Profile and Perception about Mergers

It can be inferred from Table 7 that only two profile variables
of family members and savings have significance value

of less than 0.05, suggesting that investors’ perception
about merger deals lack significant association with their
profile.

Fig. 2 (a)

Fig. 2 (b)

Family Members & Perception

Savings & Perception
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Fig. 2: Association between Personal Profile and
Perception about Mergers
Figure 2 displays that investors with three family
members have negative perception about mergers while
those with savings of 10-15 percent have a moderate
opinion about mergers.

Proceeding further, all the profile variables with
insignificant association with investors’ perception about
mergers have been tested with ANOVA and the results
have been displayed in Table 8.

Table 8
Relationship between Personal Profile and Perception about Mergers
Personal Profile
Gender
Age
Educational
qualification
Occupation
Monthly incom e
Dependents
Income earning
m em bers
Family m em bers in
share market

1
F (Sig.)
0.244
(0.808)#
2.691
(0.046)
2.563
(0.038)
0.877
(0.524)
0.831
(0.506)
1.41
(0.219)
1.927
(0.124)
0.634
(0.593)

2
F (Sig .)
0.933
(0.351)#
2.649
(0.048)
0.542
(0.705)
1.529
(0.155)
4.213
(0.002)
2.563
(0.026)
0.521
(0.668)
0.697
(0.554)

3
F (Sig.)
-0.748
(0.46)#
0.5
(0.683)
0.531
(0.713)
0.309
(0.95)
1.213
(0.304)
0.631
(0.676)
0.474
(0.7)
0.198
(0.898)

4
F (Sig.)
-2.348
(0.024)#
2.179
(0.09)
1.597
(0.174)
2.216
(0.032)
1.986
(0.095)
2.042
(0.071)
1.714
(0.163)
0.181
(0.909)

5
F (Sig.)
-1.011
(0.319)#
1.982
(0.116)
1.56
(0.184)
1.238
(0.28)
1.752
(0.137)
2.081
(0.066)
0.384
(0.765)
5.795
(0.001)

6
F (Sig.)
1.008
(0.321)#
0.722
(0.539)
1.138
(0.338)
1.313
(0.242)
1.86
(0.116)
1.092
(0.364)
1.414
(0.238)
0.65
(0.583)

7
F (Sig.)
-0.942
(0.353)#
0.127
(0.944)
0.672
(0.612)
1.64
(0.122)
1.394
(0.235)
0.917
(0.47)
1.058
(0.367)
0.734
(0.532)

# indicates t value and its significant level.
1 - Merger; 2 - Conglomerate Merger; 3 - Merger Should Be Avoided; 4 - Frequent Merger Should Be Avoided;
5 - Hidden Agenda; 6 - Same Effect; 7 - Motives Should Be Disclosed;

Table 8 displays that majority of the profile variables have
significance value of less than 0.05. Gender of investors
influences their perception about frequent merger should
be avoided while age influences perception about merger
and conglomerate merger, educational qualification influences perception about merger, occupation influences
perception towards about frequent merger should be
avoided, monthly income and number of dependents influence perception about conglomerate merger and number of family members engaged in share market influences perception about hidden agenda.

Table 9 highlights that investors with monthly income of
Rs. 45,001-60,000 have different perception about
conglomerate merger.

Table 10
Association between Investment-Related
Factors and Perception about Mergers

Table 9
Post Hoc Analysis

Table 10 shows that only two investment-related factors
have significance value of less than 0.05. This implies
that weak association prevails between investment-related variables of investors and their perception about
merger deals.

6
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Fig. 3 (a)
Investment Avenues & Perception

Fig. 3 (b)
Equity Investment Avenues & Perception

Fig. 3: Association between Investment-Related
Factors and Perception about Mergers
Figure 3 describes that investors with low financial
maturity and those who have invested in both cash
segment and derivatives have negative perception about

merger while those who have invested in equity,
derivatives and mutual fund have moderate view about
merger.

7

Table 11
Relationship between Investment-Related Factors and Perception about Mergers
Inve stme ntRe lated Fact ors
Per iod of
in vestm en ts
Mon ey in e quity

1
F (S ig.)
0.55 2
(0.64 7)
4.80 2
(0.00 1)

2
F (Sig.)
1.42 5
(0.23 5)
3.53 2
(0.00 7)

3
F (Sig.)
0 .2 69
(0 .8 48)
0 .0 37
(0 .9 97)

4
F (S ig .)
1 .98 6
(0 .11 5)
2 .37 1
(0 .05 1)

5
F (S ig.)
0.14 6
(0.93 2)
1.46 3
(0.21 2)

6
F (Sig.)
2.5 07
(0.0 58 )
0.8 95
(0.4 67 )

7
F (S ig .)
0 .54 9
(0 .64 9)
0 .48 9
(0 .74 4)

1 - Merger; 2 - Conglomerate Merger; 3 - Merger Should Be Avoided; 4 - Frequent Merger Should Be
Avoided; 5 - Hidden Agenda; 6 - Same Effect; 7 - Motives Should Be Disclosed;
Table 11 shows that the significance value in respect of
proportion of money invested in equity is less than 0.05,
suggesting that proportion of money invested by investors

in equity influences their perception about merger,
conglomerate merger and frequent merger should be
avoided.

Table 12
Post Hoc Analysis

Table 12 highlights that investors who have invested more
than 80 per cent of their money in equity have different
perception about merger and conglomerate merger.
9. Influence of Profile of Investors on Perception
about Mergers
Results of chi-square test, ANOVA and independent
samples t-test have approved the existence of significant
relationship between investors perception about mergers
and 12 profile related variables of gender, age, educational

qualification, occupation, monthly income, number of
family members, number of dependents, number of family
members engaged in share market, savings, investment
avenues, equity investment avenues and money in equity.
Canonical correlation has been employed to unearth the
most influencing profile variable. For the purpose of
performing canonical correlation, cluster score has been
taken as set one while the 12 profile related variables
have been considered as set two.

Table 13
Canonical Correlation
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Table 13 shows canonical correlation value of 21 percent
which is significant at 5 percent level. Hence, there is
good correlation among the two sets. The significance
value in respect of number of family members engaged
in share market is less than 0.05, suggesting that this
profile variable exerts maximum influence on investors’
perception about mergers. Furthermore, it can be
observed that investment-related variables are not
influencing investors’ perception about mergers.

10.

Conclusion

This study reveals that a non-shareholder, endeavouring
to invest in shares, acquires information about mergers
through print and electronic media. Investors have
expressed the strong perception that merger deals are
absolutely necessary. Based on their perception about
the importance of merger deals, investors have been
grouped into three groups of positive perception, negative
perception and moderate. The existence of significant
relationship between investors perception about mergers
and their profile characteristics of gender, age,
educational qualification, occupation, monthly income,
number of family members, number of dependents,
number of family members engaged in share market,
savings, investment avenues, equity investment avenues
and money in equity has been established. Finally, this
study finds that number of family members who have
invested in share market is the profile variable which
exerts the most influence on investors’ perception about
mergers.
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Abstract
Disclosure as a healthy practice of each and every corporate sector is meticulously designed as a means of
disclosing facts and information of financial & non-financial sectors. However, there are prescribed legal guidelines
of each corporate sector to disclose their data. In this paper the researcher has focused only on the corporate
disclosure practices within the companies’ Annual and Financial Reports that facilitate the investors to reach on a
consensus to invest in different organizations. The research methodology of the paper mainly based on Principal
Component Analysis and Factor Analysis. After thorough study we reached the identified constructs have positively
impact on investors’ mindset.

Keywords: Corporate House, SocialAccountability, HRM, Corporate Governance, Environmental Issues, Disclosures Practices.
1. Introduction
Corporate reporting is now nearly a decade old concept
followed in several organizations. The so called corporate
reporting covers the organizational status and
performance on different aspects, preparation and
provision, for the use of different stakeholders. This
information is often provided in the Annual and Financial
Reports, which include the economic, environmental and
social issues. In this paper the researcher has focused
only on the corporate disclosure practices within the
companies’ Annual and Financial Reports that facilitate
the investors to reach on a consensus to invest in different
organizations (FEE, 2000).
Conventional financial reporting has been practiced by
many organizations since long (Corporate Governance
Guideline 2012 of India), but selective user groups have
disclosed the same as per the Securities and Exchange
Board of India guidelines since its inception i.e., 1992.
The primary users of financial and non-financial
disclosures are shareholders, prospective investors and
financial institutions. Several factors like environmental,
corporate governance, human resource management,
and financial-disclosure are of greater importance and
have influence over financial and non-financial
assessments of an organization. For example,
environmental disclosures in the annual report are a
primary concern for the company to satisfy the
shareholders and stakeholders relating to environmental
safety and social viability requirements. Moreover, it is
important for organizations to disclose environmental and
social practices.
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2. Corporate Disclosure in India : a paradigm shift
Corporate Disclosure Practices as per Companies Act.
2013 are little bit more investors friendly as compared to
old Companies Act. 1956. As per new regulation the
central government has directed all the corporate houses
to introduce women director in the board of the
companies. Fixation of accountability on audit committee
has been introduced recently which were previously
absent.

3.

Literature review

In this paper the researcher has thoroughly reviewed the
work of different authors within and outside India. The
researcher has also referred some peer reviewed journals
and articles related to Corporate Governance, IFRS,
financial reporting, voluntary and mandatory disclosure,
environmental disclosure, corporate social responsibility
and other disclosure.
During the 1990s, a number of ‘high-profile’ corporate
scandals in the USA (Lehman Brothers, AIG Insurance,
Xerox, Arthur Anderson, Enron, WorldCom, Tyco, etc.)
and also elsewhere in the world, triggered an in-depth
reflection on the regulatory role of the government in
protecting the interests of shareholders. To redress the
problem of corporate ‘misconduct,’ ensuring ‘sound’
corporate governance is believed to be essential to
maintain investors’ confidence and good performance.
In view of the growing number of scandals and the
subsequent wide-spread public and media interest in
corporate governance, a plethora of governance ‘norms’

and ‘standards’ have sprouted all around the globe (Patelli
and Prencipe, 2007; Azlan et al,, 2010). The SarbanesOxley legislation in the USA, the Cadbury Committee
recommendations for the European Union (EU)
corporations, and the OECD principles of corporate
governance, are perhaps the ‘best known’ among these.
The Cadbury Committee (1992) advocated, first of all,
disclosure as “a mechanism for accountability,
emphasizing the need to raise reporting standards in
order to ward off the threat of regulation.”
Rouse, R. W.(2013), highlighted a broad analysis of the
impact of globalization on regulation in relation to
accounting standards. The author has highlighted the
need to “accommodate different but equally legitimate
financial reporting standards”.
Bhasin, M.L. (2011) conducted an exploratory ‘casestudy’ of the Reliance Industries Limited, and developed
his model as a “working method”. In order to ascertain
how far this corporation was in compliant of corporate
governance standards, a “point-value-system” was
applied. Based on the disclosures made by the
corporation in its Annual Report for the year 2006-07,
and an in-depth evaluation of the results reveals that “RIL
had shown very good performance, with an overall score
of 85 points. Moreover, RIL group is in the forefront of
implementation of “best corporate governance practices
in India,” but some scope still exists for its improvement.”
The aforesaid review of studies reveals that there is an
urgent need to study the voluntary corporate governance
disclosure (VCGD) practices followed by the corporations
in India. Voluminous research work has been carried out
to study the “mandatory” aspect of corporate governance.
The study of VCGD practices has remained as an
untouched phenomenon, yet corporate governance is in
the process of evolution, and over a period of time, the
scope of mandatory corporate governance is expected
to be extended further. Therefore, the study of VCGD
practices assumes significance at this evolving stage of
corporate governance in India. The paper attempts to
study “the VCGD practices followed by the corporations
over and above the mandatory requirements.” Besides,
this study has been planned with the following two
‘specific’ objectives in mind: (a) to examine the voluntary
corporate governance disclosure practices of ‘selected’
companies, and (b) to measure the ‘extent of variation’
in the disclosure pattern of corporate governance
practices of the corporations under study.
Islam, M.S. (2010) in his study examined the corporate
governance practices in the listed financial public limited
10 companies in ‘Bangladesh’ by considering 30
disclosure items. A corporate governance Disclosure
Index (CGDI) has been computed and a number of
hypotheses have been tested. Multiple regression result
shows that “CGDI is significantly influenced by log of
net asset value, EPS, and the size of the board. Age
and stock allotment are not found to have any significant
impact on corporate governance disclosure.”
Baek, Johnson, and Kim (2009) pointed out that “all the
relevant information should be made available to the users
in a cost-effective and timely way.” Whatever disclosures

are made and whatever channels are used, however, a
clear distinction should be made between ‘audited’ and
‘non-audited’ financial information, and matters of
validation of other non-financial information should be
provided. Company management, across the globe, thus
recognizes that there are economic benefits to be gained
from a well-managed disclosure policy.
In a study conducted by Hossain and Hammami (2009),
the researchers’ empirically examined the determinants
of voluntary disclosure in the AR of 25 listed firms of
Doha Securities Market in ‘Qatar.’ A disclosure checklist
consisting of 44 voluntary items of information was
developed and statistical analysis was performed using
multiple regression analysis. Their findings indicate that
“age, size, complexity, and assets-in-place are significant
and the variable profitability is insignificant in explaining
the level of voluntary disclosure.”
Dragmori (2009) pointed out that “New regulations, new
requirements and ever-increasing demands for
transparency determine companies to follow the recent
trends in corporate reporting (or disclosure) in order to
comply with ‘best practice’ regulations in way of narrative
reporting, balance in the structure of reports, inclusion
of management report, reporting Corporate Governance
and social responsibility, balancing financial and nonfinancial information, comparability over time, etc.”
Chahine and Filatotchev, (2008) suggested that the
quality of financial and non-financial disclosures depends
significantly on the ‘robustness’ of the reporting
standards, on the basis of which the financial/nonfinancial
information is prepared and reported. Further, disclosure
indicates the quality of the firm’s product and business
model, its growth strategy and market positioning, as
well as the risks it is facing.
Moreover, Murthy (2008) examined the corporate social
disclosure practices of the top-10 software firms in India.
The 2003-2004 annual reports were analyzed using
content analysis to examine the reported attributes
relating to human resource, community development
activities, product and services activities and
environmental activities. “The nature of global competition
in the software sector seems to have shaped the CSD
practices in product and service contribution category.”
Tamoi et. al., (2007) tried to find out the level and trend
of disclosure pattern of industrial companies in Malaysia
and its relationship with companies’ characteristics with
the help of content analysis over a period 1998 to 2003.
For the study, samples were selected using simple
random sampling technique. They observed that there is
positive relationship between CSR and companies’
turnover, no apparent relationship is noticed with
companies’ capital, relationship between CSR and
companies’ profitability is positive but weak and more
disclosure by local companies as compared to their
foreign counterparts. They show that CSR level of
industrial companies in Malaysia is increasing both in
terms of amount of the disclosure and the number of
participating companies.
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Subramanian, S. (2006) in his study identified the
differences in disclosure pattern of financial information
and governance attributes. The sample for the study was
90 companies from BSE 100 index and NSE 50. The
data relating to disclosure score had been collected from
the annual reports for financial year 2003-04.
“Transparency and Disclosure Survey Questionnaire”
developed by Standard & Poor’s was used for collection
of data. The findings revealed that “there were no
differences in disclosure pattern of public/private sector
companies, as far as financial transparency and
information disclosure were concerned.” Unfortunately,
the problem for private companies, which form a vast
majority of Indian corporate entities, remains largely
unaddressed. It should be noted here that even the most
prudent norms can be hoodwinked in a system plagued
with widespread corruption. Nevertheless with industry
organizations and chambers of commerce themselves
pushing for an improved Corporate Governance system,
the future of Corporate Governance in India promises to
be distinctly better than the past.

William (1999) analyzed 28 corporate annual reports,
found that culture and the political and civil systems were
determinants of the quantity of disclosure. The extent of
literature on corporate governance focuses on the
determinants of social responsibility disclosure and the
effect of corporate governance on social responsibility
disclosures. Similar type of studies was conducted by
Roberts (1991) in Western Europe; Chrisman and
Sharma (2007) in India.

Kakani et. al., (2001) pointed out that newer and smaller
firms, as a result, take to the market in spite of
disadvantages like their lack of capital, brand name and
reputation with older firms. However, it is not possible to
reach a conclusion that long-established banks can
disclose more information or be more compliant than
newly-established banks.

Jensen and Meckling, (1976); Berle and Means, (1932)
concluded that ‘the premise of agency theory is that
boards are needed to monitor and control the actions of
directors due to their opportunistic behaviour’. Mangel
and Singh (1993) believe that outside directors have more
opportunity for control and face a more complex web of
incentives, stemming directly from their responsibilities
as directors and augmented by their equity position.
Others who also see the role of non-executive directors
as monitors/controllers of management’s performance
and actions, include Fama and Jensen (1983), Brickley
and James (1987), Weisbach (1988), and Pearce and
Zahra (1992).

According to Healy and Palepu (2001), “disclosure
comprises all forms of voluntary corporate
communications like management forecasts, analysts’
presentations, the annual general meetings, press
releases, information placed on corporate websites and
other corporate reports, such as, stand-alone
environmental or social reports.” Further, Healey and
Palepu, (2001) confirmed in their study a higher levels of
disclosure could be mandated, but the benefits of
regulating disclosure are still not clear. Since managerial
discretion is involved in the content and timing of voluntary
disclosure, the market must rely on other monitoring
mechanisms to elicit disclosure from management above
the minimum requirements. As suggested in prior
research, the board is an effective internal governance
mechanism in monitoring management in the interests
of shareholders. The board’s monitoring role
encompasses financial reporting, and a more effective
board should result in higher levels of disclosure by
management.

Deegan and Gordon (1996) examined the environmental
disclosure practices of Australian companies. They used
content analysis as an approach to study annual reports
of the sample Australian companies, taking individual
recorded words as the basic unit of recording. The
authors observed low voluntary environmental disclosure
in Australia on average only 186 words for the sample of
companies. Most of the disclosures were positive
disclosures rather than negative disclosures. Authors also
concluded that there was an increase in voluntary
environmental disclosures during this period due to
increases in environmental group membership.

4.

Objectives

To identify the factors (related to corporate disclosure)
significantly attract investors for investment.

5.

Research Methodology

5.1 Research Design:
Research design express both the structure of the
research problem-the frame work, organization or
configuration of the relationships among variables of a
study and the plan of investigation used to obtain empirical
evidence on those relationships. The structure of the
present study for data collection includes only primary
sources which are summarized as follows:

Table No.1.
Structure of Data Collection
Source

Nature o f
Data

Respon dents

Sample

Too ls for Data
Collection

Broking houses,
F inancial Institutions

Primary

Investors in
capital market

128

Structured
questionnaires

Source: Authors work
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5.2 Data Collection
Primary sources are original sources from which the
researcher directly collected the data that have not been
previously collected. Otherwise this is called as first hand
information (Krishnaswamy and Ranganatham). This
paper mainly focuses on analysis of data related to
investors’ attractiveness due to disclosure. To study the
perception of investors’ towards corporate disclosure
practices, an attempt has been made through distributing
well defined questionnaire to various sections of investors.
Based on the objective to know about different factors
influencing investors’ attractiveness towards disclosure
practices, some well accepted statistical tool has been
applied on the numerical values gathered from the
opinions complied against each component of the
questionnaire.

disclosure practices. More specifically the statement can
be stated as the alternate hypothesis as given below.
H1: The identified constructs positively affects investor’s
attractiveness.
6. Analysis and Interpretation:
Selection of Factors
In this section the researcher has made an attempt to
identify the variable which has a greater influence on
investors’ perception towards the company. The study
was carried out on fifty variables and the importance of
the variable is determined on the basis of their mean
score. In this section the researcher has opted for
clubbing some interrelated variable using factor analysis
so that each of the variables (factors) may be studied
precisely.

5.3 Sampling and Data Collection Procedure
Principal Component Analysis
Sampling is the process which reduces time and cost,
saves labour and provide better than complete coverage.
For the same we made a sample design which in turn
describes the details of sample size and sample unit.
For this survey the respondents were Bank managers
(scale III and above), branch head of broking houses and
financial institutions, manager in public and private limited
company, Chartered and Cost accountants,
Academicians in the field of Finance and Accounts and
Software Engineers. From each branch at least one
respondent was chosen for the study. The researcher
has circulated 200 questionnaires. Out of 200
questionnaires, 157 filled-up questionnaires were
collected amounting to approximately 79% of the total
questionnaire. After due scrutiny 157 filled-up
questionnaires, 29 questionnaires were found incomplete
either in respect of demographic character of
respondents or in respect of any specific question. The
final sample size was taken of 128.
5.4 Hypothesis :
The constructs like; financial disclosure, Corporate
Governance, Risk management, environmental,
operational and HRM disclosure has a strong bearing on
investors’ perception (investors’ mindset) towards

Factor analysis falls into a class of statistical techniques
usually intended to use for data condensation and
summarization. In other words, factor analysis identifies
smaller number of underlying factors from larger number
of observed variables and maintains observed variables
core to the extent possible. The present study aims to
explore the fundamental factors for ‘Corporate Disclosure
and Investors’ Mindset’.
The appropriateness of factor analysis was assessed
by checking the significance of Bartlett test of Sphere
city and by examining sampling adequacy through
Kaiser-Meyer-Olkin (KMO) Measure of Sampling
Adequacy (MSA) at an overall and individual item level.
The KMO value of the data at an overall level of 0.777 is
considered excellent (Hair, et al, 2006), while at an
individual variable level also, the KMO MSA for each
variable ranges from 0.677 to 0.834 which is also above
the threshold level of 0.50 (Hair, et. al. 2006) for the
present analysis KMO was 0.858 indicating that all the
variables can be considered for factor analysis. The
results of the Bartlett test of Sphere city (chi-square
3562.203 with df 1225, p<0.001) suggested that the
correlation matrix of 50 variables was not an identity
matrix, i.e. some of the items were inter-correlated.
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Table No.2
Result of Principal Component Analysis:
KM O and Bartlett's T est
Kaiser-Meyer-Olkin Measure of Sam pling Adequacy
Bartlett's Test of Sphericity Approx. Chi-Square
Df
Sig.
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0.858
3562.203
1225
.000

E xtracti on Su m s o f S q uar ed L oad in gs

R otati on S u m s o f Sq uar ed Lo adi ng s

F actor s

Eig en V alu e

% o f V ar ian ce

Cu m ul ative

Ei gen V al ue

% of Vari ance

Cu m ul ative %

1
2

6.70 2
6.12 1

1 3.4 04
1 2.2 42

13 .40 4
25 .64 6

5 .08 9
4 .79 1

1 0.1 78
9 .5 8 2

10 .17 8
19 .7 6

3
4
5

4.40 7
4 .08
3.18 6

8 .8 1 4
8.1 6
6 .3 7 2

34 .4 6
42 .6 2
48 .99 2

4 .41 7
4 .06 1
3 .6 3

8 .8 3 4
8 .1 2 2
7.2 6

28 .59 4
36 .71 6
43 .97 6

6
7

3.01 3
2.30 2

6 .0 2 6
4 .6 0 4

55 .01 8
59 .62 2

6.0 5
5 .4 2 4

50 .02 6
55 .4 5

8
9
10

1.20 7
1.10 2
1.01 9

2 .4 1 4
2 .2 0 4
2 .0 3 8

62 .03 6
64 .2 4
66 .27 8

3 .02 5
2 .71 2
2 .19 1
1 .70 3
1 .40 9

4 .3 8 2
3 .4 0 6
2 .8 1 8

59 .83 2
63 .23 8
66 .05 6

11
12
13

1.01 2
1.00 9
1.00 3

2 .0 2 4
2 .0 1 8
2 .0 0 6

68 .30 2
70 .3 2
72 .32 6

1 .11 1
1 .01 8
1 .00 6

2 .2 2 2
2 .0 3 6
2 .0 1 2

68 .27 8
70 .31 4
72 .32 6
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Ro tated Co mpo nent M atrix
Varia
F1
F2
F3
F4
bles
V01
.0 66
.148
.022
.022
V02
.1 44
.106
.043
.084
V03
.2 43
.217
.112
.054
V04
.0 39
.566
.386
.162
V05
.0 92
.219
.040
-.070
V06
.1 18
.517
.047
-.067
V07
.3 63
.416
.198
-.027
V08
.0 52
.161
.285
-.091
V09
-.060
.222
.361
.102
V10
.1 12
.183
.347
.114
V11
-.020 -.033
.071
.249
V12
.1 05
.003
.141
.147
V13
-.007
.205
.206
.090
V14
.4 10
-.137
-.013
.133
V15
.5 42
.061
-.024
-.056
V16
.1 15
.099
.093
.266
V17
-.077
.193
.128
.027
V18
.2 06
.117
.112
.029
V19
.1 06
.071
.511
-.105
V20
.1 41
.189
.736
-.070
V21
.2 49
.116
.115
.199
V22
.4 48
.331
.226
.192
V23
.3 20
.356
.293
.223
V24
.4 67
.458
.246
-.084
V25
.4 19
.245
.150
.112
V26
.5 07
.221
.517
.094
V27
.7 73
.154
.154
.077
V28
.1 33
.296
.353
.069
V29
.2 42
.385
.140
-.037
V30
.1 21
.778
.180
.165
V31
.1 94
.655
-.003
.174
V32
.3 80
.401
.243
.071
V33
.2 20
.194
.374
.312
V34
.1 96
.203
.280
.162
V35
.2 51
.463
.200
.122
V36
.0 50
.268
.216
.304
V37
.2 01
.130
.632
.116
V38
.0 95
.135
.404
.214
V39
-.094
.135
.128
.751
V40
.1 22
-.018
-.103
.745
V41
.3 02
.164
.087
.424
V42
.3 06
.211
.003
.557
V43
.5 53
.114
.317
.413
V44
.1 85
.102
.031
. 454
V45
.4 60
.192
-.027
.298
V46
.2 60
.163
.113
.420
V47
.1 98
.037
.249
.287
V48
.0 00
.040
.210
.185
V49
.0 78
.183
.050
.181
V50
.1 55
-.048
.264
.237
Extraction Method: Principal Com ponent
13 components e xtracted

F5

F6

.057 .134
.384 .049
.304 .513
.038 .290
.049 .036
.289 .124
.340 .022
.218 .460
-.040 .028
.129 .175
.430 .392
.012 .170
.011 .162
.189 .416
.216
-.024
.381 .205
-.024 .722
.045 .198
.214 .123
.170 .091
.130
-.184
.142 .321
.381 .182
.186 .210
-.070 .048
.130 .119
.073 .019
.556
-.050
.095
-.065
.061 .052
.216 .146
.232 .110
.099 .260
.671 .189
.124 .141
.402 .151
.092 .178
.295 .235
.117 .006
.021 .027
.295 .259
.252 .164
.071 .053
. 421 .139
.321 .173
-.033 .302
.107 .558
.064 .054
.071 .097
.170 .345
Analysis.

F7

F8

F9

F 10

F 11

F 12

F 13

.013
-.013
-.003
.040
-.009
.832
.154
.154
.270
.19 2
.255
.1 20
.531
-.133
.099
.033
-.006
.178
.0 76
.063
.061
-.035 .085
.27 2
.000
.1 30
.131
.068
.082
.076
.06 9
.000
.7 96
-.013
-.010
.131
.280
.15 5
.294
.2 23
.005
.063
.185
.213
.14 0
.160
.2 49
.077
.135
.409
.126
.04 0
-.004
.0 46
.103
-.048
.498
.173
-.079
.351
-.060
.247
-.008
.227
-.084
.04 7
.184
.5 28
.103
.102
-.199 -.100
.11 4
-.056
.3 11
.186
.073
.081
.155
.11 1
.778
.0 68
.101
.126
.053
-.058
.74 2
.094
.0 53
.035
-.107
-.002 .066
.51 6
.010
.0 47
.092
.140
.119
.360
.39 1
.124
.0 86
.229
.064
.351
.241
.14 8
.185
.2 27
-.084
.362
.269
.052
.09 4
.122
.0 87
.121
.108
.782
.027
.10 8
.030
.1 95
.022
.049
.195
.191
.31 0
-.018
.1 98
.165
-.002
.036
.078
.19 0
.152
-.030
.024
-.105
.449
.167
.49 9
.066
.0 38
-.038
.146
.155
.053
.17 4
.141
.0 18
.168
.176
.197
.105
.07 5
.111
-.005
.157
.153
.010
.050
.20 9
.275
-.058
.059
.162
.197
.180
.11 2
.197
.3 68
.277
.105
-.010 .017
-.120
.111
.2 90
.116
.163
.122
-.001
.03 9
-.058
.1 15
.026
-.023
.237
.144
-.015
.094
.1 34
.156
.089
.028
.302
.34 0
.134
.2 47
.030
.100
.105
-.039
.03 9
.021
.1 87
.063
.090
.427
.011
-.011
-.060
.0 60
.100
-.041
.138
.069
-.071
.004
.1 79
.141
.255
.031
-.071
.28 6
.185
.1 25
.243
-.014
.038
.096
.10 1
-.095
-.057
.085
.028
-.109 .315
.33 0
-.238
.1 71
.119
.022
.086
-.089
.29 3
.289
.0 11
.011
.305
.189
.137
.03 6
.056
.1 40
-.110
.182
.330
.177
.08 4
-.179
.0 85
.142
.144
.115
.027
.15 7
.070
.0 16
.076
.183
.029
.198
.00 1
.004
-.043
.028
.227
.157
.045
-.110
.287
.1 19
.139
-.257
-.001 .210
.03 9
.088
-.028
-.010
-.267
.054
.163
.15 5
.182
-.076
-.029
-.166
-.097 .002
.12 8
.455
.1 79
.097
-.087
.151
.492
.08 6
.151
.0 53
-.068
.147
-.102 .550
-.137
.188
.1 12
.024
-.089
-.131 .350
.17 6
.129
-.064
.065
-.015
.182
.711
.02 3
.058
-.010
.111
.201
.046
.169
-.025
.082
.0 44
.140
.759
.150
.327
.14 5
.029
.1 40
.468
-.001
Ex traction Method: Principal Com pon ent An alysis.
Rotation Method: Varimax with Kaiser Norma lization .

Source: Computed and complied
Using principal component analysis (PCA) with an option
of Varimax with Kaiser Normalization rotation method,
factor analysis of the 50 variables was done and the values
are cited above. The criteria adopted for deciding the
number of factors was the common factors with an Eigen
value greater than 1 should be reserved. However, the
researcher has opted the item with higher cross loading
(more than 0.20) and those with lower value of MSA (less
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than 0.50) in their respective factor were to be trimmed
one by one. By this method all 50 variables were eligible
for further analysis. Finally based on the above criteria, a
thirteen-factor solution emerged and the rotated factor
matrix gave a near similar factor structure. These 13 factors
accounted for 72.326% of the total explained variance.
It was observed from the above table No. 2 that under
Extraction Sums of Squared Loadings , 13.404% of

variance explained by factor 1; 12.242% of variance
explained by factor 2; 8.814% of variance explained by
factor 3; 8.16%of variance explained by factor 4; 6.372%
of variance explained by factor 5, 6.026 % of variance
explained by factor 6; 4.604% of variance explained by
factor 7; 2.414% of variance explained by factor 8; 2.204%of
variance explained by factor 9; 2.038% of variance explained
by factor 10; 2.024% of variance explained by factor 11;
2.018% of variance explained by factor 12; and 2.006%
of variance explained by factor 13 and all together all the
thirteen factors contributed to 72.326% of total variances.
Further, it was observed that in Rotated Matrix, 10.178%
of variance explained by factor 1; 9.582% of variance
explained by factor 2; 8.834% of variance explained by
factor 3; 8.122%of variance explained by factor 4; 7.26%

of variance explained by factor 5, 6.05 % of variance
explained by factor 6; 5.424% of variance explained by
factor 7; 4.382% of variance explained by factor 8; 3.406%of
variance explained by factor 9; 2.818% of variance explained
by factor 10; 2.222% of variance explained by factor 11;
2.036% of variance explained by factor 12; and 2.012%
of variance explained by factor 13 and together all the
thirteen factors contributed 72.326% of total variances.
Again with a through review of the Table No.2, it was
observed that factors beyond factor number 8 were
considered somehow less important as the loading values
were less than .5. Hence, the final extracted factors were
rest at eight numbers. The details of factor load of each
factor and their corresponding name was given in the
following Table No. 3.

Table No. 3
Details of factor loading:
Factor
No

Fac tor Name

Variable
No
14
15
22

1

Investor’s
Attractiveness

24
25
27
43
45

4

6

7
2

Corporate
Governance
30

31

32

35

Variable Name
Return on i nvestment affect the investor’s
mindset
Earning per share i mportant for the
investor while making investment
The dividend per share fulfill the financial
requirements of an investor
The return on capital employed provides
valuable information to the investor
Share prices plays a vital role at the time
of investment
Return on sales provide insight to the
investor
Revenue to tota l assets gives useful
information to the investor
Return on equity useful from investment
point of view
Company have a manual on corporate
governance approved by the Board
applicable to directors and senior
management of the company
Deviation from the prescribed Accounting
Standards disclosed and explained in the
financial statements as well
as in the
corporate governance report of the
company
Number of functional directors in the
company
(including CMD/MD)
constitute 50% of the actual strength of
the board in your intended company
Chairman’s speech at the latest AGM
include a section in compliance with
Corporate governance guidelines
Company
have
a dedicated cell
responsible for sharing information with
the sta keholders throug h the use of
proper communication
Officers set the new goals of their
organi zations to be achieved in financial
terms
company included in i ts latest annual
report a statement of its corporate
objectives (Mission)
which is being
periodically updated

Variable
Load

Eigen
Value

% of
variance

6.702

1 3.404

6.121

1 2.242

.510
.542
.648
.567
.719
.773
.553
.560

.566

.517

.616

.778

.655

.601

.563

17

19

20
3

Disclosure made
by Audit
com mittee

26
37
38
39
40

4

Hum an
R esourc e
Management

41
42
44
11

5

Disclosure of
liquidity

28
34
36
3
8

6

Risk
Management

17
47
9

7

Environmental

18
21

8

Operational
D isclosure

46
48

Audit
comm ittee
review
the
management’s
discussions, analyze the financial conditions and the
results of operations
Company disclos es segment-wis e profit and loss
statem ent as per Ac counting Standard17 is sued by
ICAI
Internal audit department report, relating to the
internal control weaknesses review ed by the audit
Comm ittee
Company’s accounting procedures com ply with the
Accounting Standards adopted by ICAI
Information regarding the appointm ent and/or rem oval
of chief internal auditor placed before the audit
com mittee
The em ployees are satisfied with the com pensation
polic y of the organization
The employees are getting retirem ent benefit from the
organization in proper tim e
The incentive schemes are beneficial for the
em ployees in the organization
The company are disclosing the total number of
em ployees in the annual report
workers participation in management of the company
as a whole is visualized
current liabilities to shareholders equity affect the
investor’s mindset while investm ent
Current ratio provide valuable information to the
investor
Current liabilities given in the balance sheet give
useful information to the investor
Working capital reveal inform ation to the investor
while investm ent in a company
Risk management needs to include in the
organization strategy or operational level
Generally board reviews and take rem edial actions
im plement the risk management plan
The com pany have risk m anagem ent plan approved
by the board of directors
The shares held by the directors of the
com pany
affect the shares held by other share holders and
stake holders of the com pany
The com panies are taking precautionary measures for
waste management
Companies are
adopting its own energy
conservation policy
The company is taking care of for forestation and
vegetation
liabilities to total assets given in the balance s heet
helps the investor
Fixed assets play pivotal role for the investor

.511

.736
4.407

8.814

4.08

8.16

3.186

6.372

3.013

6.026

2.302

4.604

1.207

2.414

.517
.632
.504
.751
.745
.624
.557
.554
.530
.556
.671
.602
.513
.560
.722
.558
.598
.782
.649
.550
.711

Source: Computed and complied
In the table (Table No.3) there were eight factors identified

were reflected in the Table No. 4 given below where Alpha

with the details given above. Further the factor/construct

value for overall level should be beyond 0.7. It was

was tested for its internal consistency and reliability.

considered excellent but for a new scale above 0.6 is

The reliability of the factors/construct was assessed by

also acceptable (Nunnally, 1978).

the coefficient of alpha (Cronbach’s, 1951). The results
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Table No.4
Reliability test result of constructs:
Variab le
No
14
15
22
24
25
27
43
45
4
6
7
30
31
32
35
19
20
26
37
38
39
40
41
42
44
11
28
34
36
3
8
17
47
9
18
21
46
48

N umber of
varaibles

8

7

5

5

4

4

3
2

Factor
loading
.510
.542
.648
.567
.719
.773
.553
.560
.566
.517
.616
.778
.655
.601
.563
.511
.736
.517
.632
.504
.751
.745
.624
.557
.554
.530
.556
.671
.602
.513
.560
.722
.558
.598
.782
.649
.550
.711

Cronbach
alpha

Factor No.

.742

1

.791

2

3
.767

Co nstruct

Financial Disclosure related to
Capital structure

Corporate Governance

Financial disclosure made by
Audit comm ittee

.810

4

H um an R esource Management

.609

5

Financ ial Disclosure related to
liquidity

.762

6

Risk Management

.644

7

Environm ental Disclosure

.666

8

Operational Disclosure

Source: Computed and complied

However, analyzing deeply the factors and the clubbed

10 jury members (Appendix-I) in the group. After re-

items within each construct there arise a possibility of

clubbing, the researcher also tested the reliability of the

re-clubbing the constructed factor number 5 (Financial

new factor. The reliability test value of new factor was

disclosure of liquidity), constructed factor number 3

.822. It was found that the individual reliability test value

(financial disclosure made by Audit committee) and

of factor 1, 3 and 5 (Refer: Table No.3 and 4) was less

constructed factor number 1 (financial disclosure related

than the reliability test value of newly clubbed factor.

to capital structure) for further condensation of the

The detail of the new construct was given below in the

obtained components. This was substantiated by

table No. 5.

adopting Delphi techniques which was constituted taking
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Table No.5
restructuring of construct:
V a ria b le
No
14
15
22
24
25
27
43
45
19
20
26
37
38
11
28
34
36
4
6
7
30
31
32
35
39
40
41
42
44
3
8
17
47
9
18
21
46
48

Num be r of
v ara ib le s

17

7

5

4

3
2

F ac to r
lo ad in g
.51 0
.54 2
.64 8
.56 7
.71 9
.77 3
.55 3
.56 0
.51 1
.73 6
.51 7
.63 2
.50 4
.53 0
.55 6
.67 1
.60 2
.56 6
.51 7
.61 6
.77 8
.65 5
.60 1
.56 3
.75 1
.74 5
.62 4
.55 7
.55 4
.51 3
.56 0
.72 2
.55 8
.59 8
.78 2
.64 9
.55 0
.71 1

C ro n b a ch
a lp h a

.8 22

F a ct o r
No

1

C o n st ru ct

F i na ncia l D isc l osu re

C o rp or ate G o vern a nce

.7 91

2

.8 10

3

H u m a n R e s ou rce
M a na ge m e nt

.7 62

4

R isk M a na ge m e nt

.6 44

5

E n viro nm en ta l D isc l osu re

.6 66

6

Op er atio na l D isc lo sur e

Source: Computed and complied
After re-clubbing and reliability test six factors were
identified. The details of the factors are given in table
No. 5 along with number of variables coming under a
factor, factor load, reliability value and the name of the
factor. Hence, basing on the correlation value we reached
at this conjecture that these variables have a strong
bearing on investors’ mindset.

Conclusion
In this paper, six major constructs were identified through
Factor Analysis namely, Operational Disclosure,
Environmental Issues, Financial Disclosure, Risk
Management, HRM and Corporate Governance
Disclosure. We have analyzed the relationship among
investors’ mindset with six factors. Practically the above
identified factors have positive impact on investors’
mindset. Further study among these construct definitely
opens a new vista and helps in unveiling the degree of
inter relationship among them.
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Marketing Strategies for Air Mauritius Limited
Dr. Manish Srivastava,
Professor- Marketing, School of Business, Kaziranga University, Assam

Abstract
Airline Industry contributes to the development of a country’s infrastructure and enables the country to become
more accessible to the world. This industry plays an important role in small islands where air transport is the only
feasible means of transport. Air Mauritius Limited, with 27.5% share of government of Mauritius, aims at becoming
the leading airline of the island and in the Indian Ocean and is focused on generating sustainable profit and being
simultaneously perceived as a socially responsible company. AML is facing serious financial problems due to
inefficient management, less number of air carrier and tie ups with other carriers, out-dated marketing strategies.
The present paper is an attempt to find out the present scenario of air Mauritius and to assess marketing strategies
of a small airline, Air Mauritius based on secondary data evaluation. The paper is also presenting some strategies,
which can lead AML for its aspiration as being leading airlines of the Island.

Keywords: Environment Analysis, Competitive Forces.

1. Introduction : Air Mauritius Limited (AML)
The aviation industry plays an essential role in providing
connectivity to the world. It is instrumental in promoting
economic growth, world trade, international investment
and tourism, it is therefore central to the globalization
taking place in many other industries (The Airline
Industry, 2000). It contributes to the development of a
country’s infrastructure and significantly impacts tourism
and trade as it enables the country to become more
accessible to the world (Mechan, 2011).
AML was founded in June 1967 jointly by Air France,
BOAC, and the Government of Mauritius with 27.5%
shares each, together with Rogers Co Ltd, the Mauritian
based sales agent for BOAC and Air France with a vision
to build a sustainable business to enable profit generation
to cover its cost of capital on a long term basis. The
company is headquartered at Port Louis and its base of
operation is SSR Airport at Plaisance, Mauritius. AML
aims at becoming the leading airline of the island and in
the Indian Ocean and is focused on generating
sustainable profit and being simultaneously perceived
as a socially responsible company (All Africa, 2012)
In addition to the airline business, AML has several other
subsidiaries (also called the Group) which are involved
in related as well as diversified activities. Presently, the
main activities of the Group comprise of:

s

Operation of international and domestic flights
through the airline company AML for the transport of
passengers , freight and mail and to provide ancillary
services to the aviation sector

s

Worldwide air Cargo business in conjunction with
its passengers services using belly hold capacity
for cargo transhipment

s

Leasing of office and commercial space through its
subsidiary Mauritius Estate Development
Corporation Limited (MEDCOR)

s

Hotel accommodation in Rodrigues through Hotel
Pointes Cotton

s

Call Centre and BPO services through subsidiary
Airmate

s

Airline agent in South Africa AML(S.A) (Pty) Limited
– airline agent for AML

The airline company is the second tier scheduled
international passenger airline in the Indian Ocean (AML
Annual Report, 2011/12) after Emirates Airlines. It
operates a fleet of 12 aircrafts comprising of 8 wide bodied,
2 narrow bodied and 2 turbo props aircrafts servicing 25
destinations across Europe, Asia, Africa, and Australia.
As at last year, the average age of the aircrafts was
between five to ten years as per Table1 (AML Annual
Report, 2011/12).
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Table 1
AMLFleet Composition

Source:AML Annual Report, 2011/12, page 14
It has an airline network with 25 destinations worldwide which is mentioned in Table 2

Table 2:
AML destinations

Source: AML Annual Report, 2011/12, page 15
In addition, it also has strategic alliances with several
airline companies in Europe, Asia which enables the
company to offer a wider access to its customers:
s

Emirates to serve Dubai

s

Air France to serve 36 European destinations in
France, UK, Germany, Austria, Italy, Switzerland and
Netherlands; and

s

Malaysia airlines to serve 10 destinations in the Far
East – Malaysia, Australia, China, Thailand.

2. Internal Environment Analysis of AML
2.1 Ratio Analysis
Ratio analysis is the basic tool used to conduct a
quantifiable analysis of information in a firm’s financial
statements since it helps in the whole business strategic
planning. Various ratios for AML along with its explanation
is given below
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2.2 Current ratio
Current ratio measures a company’s ability to pay shortterm obligations. The current ratio of AML is worsening
over the past years, having a current ratio of < 1 means
that it will have difficulties to meet its short term
commitments.
2.3 Debt to total assets ratio
A metric used to measure a company’s financial risk by
determining how much of the company’s assets have
been financed by debt. Having a ratio of 0.77 is not a
bad sign for AML as it quasi the same compared to
Emirates.
2.4 Debt to equity ratio
The ratio indicates what proportion of equity and debt
the company is using to finance its assets. A high debt/
equity ratio generally means that a company has been
aggressive in financing its growth with debt.Lower values

of debt-to-equity ratio are favourable indicating less risk.
Higher debt-to-equity ratio is unfavourable because it
means that the business relies more on external lenders
thus it is at higher risk, especially at higher interest
rates.The debt to equity ratio of AML is 3.42 for the year
2012; it indicates that AML has been hostile in financing
its growth through debt.
2.5 Times interest earned ratio
The ratio indicates how many times a company can cover
its interest charges on a pre-tax basis. Failing to meet
these obligations could force a company into bankruptcy.
The ratio of -8.21 for 2012 is very crucial for AML, because
lenders of fund carefully check this ratio before lending
money to firms.

2.12 Passenger load factor %
It is a measure of the amount of utilisation of the total
available capacity of a transport vehicle. It is useful for
calculating the average occupancy on various routes of
airlines.AML has seen a decline in this ratio for the period
2010-2012, despite the increase in the number of
passengers and seats offered over the same period.
2.13 Strengths and Weaknesses of AML
Strengths:
•

Had a total of 1m passengers in 2011 - 2012
Extended destinations to emerging countries e.g
Shanghai

•

Focussing on hubs; main destinations by increasing
flights to theses destinations

•

Second leading airline in the Indian Ocean

•

Safe with no accident records

•

Government owned

•

Support Investment and tourism in Mauritius

•

Code Sharing with major International airlines

•

Geographical position of Mauritius which connect
the world

•

Proposes 25 destinations in the world touching 4
continents

2.6 Fixed assets turnover ratio
Fixed-asset turnover is the ratio of sales (on the profit
and loss account) to the value of fixed assets (on the
balance sheet). It indicates how well the business is
using its fixed assets to generate sales.AML was able
to maintain an upward trend of the ratio during the past 3
years and this leads to less money tied up in fixed assets.
2.7 Operating profit margin
Operating margin is a measurement of what proportion
of a company’s revenue is left over after paying for variable
costs of production such as wages, raw materials, etc.
A healthy operating margin is required for a company to
be able to pay for its fixed costs, such as interest on
debt.For the year 2012, AML has a negative operating
profit margin of 5.1% compared to a positive percentage
of 2.9% for Emirates.

•

Online ticketing reservation available

Weaknesses
•

Poor advertising policy

2.8 Net profit margin

•

Overdependence on European Market

It measures how much out of every dollar of sales a
company actually keeps in earnings.The net profit margin
of AML is in red and stands at -6.5% compared to
Emirates at 2.6% for the year 2012.

•

Limited Fleet and difficulty to increase fleet size

•

Too much Government intervention

•

Declining quality of customer service

2.9 Return on total assets (ROA)

•

Decreasing % growthof passenger number

An indicator of how profitable a company is relative to its
total assets. ROA gives an idea as to how efficient
management is at using its assets to generate earnings.
Calculated by dividing a company’s annual earnings by
its total assets, ROA is displayed as a percentage.The
ROA of AML is -7.9% compared to 2.1% which is bad
compared to Emirates for the year 2012.

•

Low technology advances as compared to
competitors

•

Weak online presence

•

Limited destinations

•

Rocketing operating costs

2.10 Return on Stockholders’ Equity (ROE)

•

Unstable top management

Return on equity measures a corporation’s profitability
by revealing how much profit a company generates with
the money shareholders have invested. Having a negative
ratio’s of 34.9% is indeed very bad for AML compared to
7.5% for Emirates for the year 2012.

•

Cargo freights accounts for only 10% of its revenue

•

Arrivals from European market is decreasing

•

Loss making of around 29.4m in 2011-2012

•

A second tier segmentation

2.11 Annual % growth in total sales

•

Limited potential for code sharing

Annual % growth in total sales is the increase in sales
as a % of last year sales. Despite the Euro crisis AML
was able to grow its sales by 3.9% for the year 2012
compared to 2011.

3. External Environmental Analysis of AML
3.1 Political Environment
AML’s decision making processes are highly influenced
by government interference. Each time the ruling political
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parties in the Government change, this replicates its effect
on the key personnel of the firm; whereby various key
posts are filled based on political affiliation rather than
based on capabilities. In some instances, coalition of
different political parties to form the government majority
in parliament, influences decision making at AML. This
is evidenced in the appointment of the Chairman of the
company, as the nominee is always chosen by the Prime
Minister based on political affiliation.
The fact that the Government is the major shareholder of
the company, gives it a competitive advantage over other
airlines which operate on the island as the company often
benefits from the helping hand of the Government. AML
is backed in terms of grants and loans at preferential
rates and has been solely allocated the airport
management function. Decision to liberalise the airways
also always favours the inland airline company.
3.2 Economic Environment
AML is highly affected by the increased competition and
high pricing of aircrafts. Since the airline industry is a
low profit making industry, similarly to other airline
companies, AML also find itself with high running cost
and difficulties in accessing huge finance to renew or
upgrade its fleet (Stefano Paleari, 2009). AML has
experienced huge losses from the previous years due to
fuel hedging, soaring fuel prices, climatic changes,
fluctuations in exchange rates and changes in other
jurisdictions’ monetary policies. However, AML can
expect growth with the global increase in the demand
for cargo services.
3.3 Social Environment
The world lifestyle pattern and consumer buying pattern
have been changing and this has affected the airline
industry both in the positive way and negatively too. AML
is now exposed to an increase in middle class
passengers from targeted emerging Asian economies
like India and China. These increasingly affluent
consumers, like to show off their status as “new rich”,
highly trendy and fashionable. The demand from this
category of customers has increased, evidenced by the
new flight operating agreement made with China in 2013
(Attracting Chinese tourist, 2013; http://
business.mega.mu )
However, demand from the European market, considered
as the main market up till now, has dropped significantly
due to the worsening economic conditions in the Euro
zone. Europeans prefer to go to closer destinations which
are cheaper and more affordable to them (Statistics
Mauritius).The considerably lower air travel fees charged
by the no-frills airlines like Ryan Air or Easyjet are
influencing travel habits of European consumers (Stefano
Paleari ,2009). Post the 9/11 events, people’s attitude
towards travelling have changed and the increasing fears
of crashes deter some people from travelling (Air plane
crash in San Francisco –Euro New, 07 July 2013).
3.4 Technological Environment
With the recent developments in technological advances
related to the airline industry, AML is in a situation
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whereby it is bound to adopt new strategies to be in line
with competitors. These actions are costly to maintain
and may require assistance from third parties e.g.
www.tripadvisor.com
3.5 Legal Environment
The airlines industry releases more than 500 million tons
of CO2 in the atmosphere on a yearly basis, representing
around 2 to 3 % of the world’s total carbon emissions
(Executive Travel, 2009)
Following the deterioration of the planet natural
environment which is negatively impacting the world
climatic conditions, the European Union Emissions
Trading Scheme (EU ETS) has set out policies to control
the emissions of greenhouse gases with the aim of
reducing the emissions by 21% by 2020 .The aviation
authority is also subjected to the regulations of the EU
ETS and all airlines operating in the Euro zone are
subjected to the rules (European Commission, 2013).
AML is also impacted by these changes since it operates
many flights in Europe and it is taking necessary steps
to be compliant. (Annual report 2011/2012)
3.6 Porters Five Forces
According to Michael Porter (Porter, 2011) , the airline
industry is generally described as one of the least
profitable industries with periods of low profitability
alternating with periods of high profitability and it is heavily
impacted by the Five Competitive Forces. These are
explained in details below.
3.7 Threat of New Entrants
The cost of entry in the airline industry is very high.
According to (Mok and Jainurin, 2005), it is one of the
most expensive industries as it involves the cost of buying
or leasing aircrafts, safety measures as well as the huge
cost of labour. The brand name is another barrier, as it is
very difficult for new entrants to lure passengers out of
their existing brands. For instance, AML has introduced
in 2011, loyalty membership cards, Kestrel Flyer as a
means to retain its customers and to avoid poaching
from new entrants in the market.
3.8 Bargaining Power of Suppliers
The airline supplier is mainly aircraft manufacturers and
there is not a lot of aggressive competition among
suppliers. Vertical integration is also rare in this case.
Other suppliers include airports and fuel companies.
However one powerful supplier is the fuel company who
is charging high prices, thereby shifting the costs to the
passengers. Fuel prices increased from an average of
USD 84 in 2011 to USD 128 a barrel in 2012 (Air
Mauritius Annual Report, 2011/12). This change in fuel
prices led to over 40% of the company’s cost of business.
3.9 Bargaining Power of Buyers
Internet access facilitates price comparison of air tickets,
thus the cost involved in switching airlines is low. Due to
sluggish demand and increased competition, AML has
maintained a fair pricing, thus improving its revenue
management. It has tried to match demand to capacity,
reduce seats wastage to increase revenue per seat

kilometre. Additionally, some customers take into
consideration the services offered in the airplane instead
of comparing prices. Thus power of buyers is high
(Frederic Dobruszkes, 2005)
3.10 Availability of Substitutes
For travelling long destinations to countries like France
India, threat of substitute is quite low, as airline is the
most favoured way for travelling. Nonetheless, for the
code sharing connecting flights to other European
destinations, passengers in France may choose a low
budget airline that is the no-frills airline, trains or ships.
3.11 Competitive Rivalry
There is high level of competition between the airline
companies operating in Mauritius with 12 airlines

companies offering flight services on the island for
domestic and international flights. The airlines are
continually competing against each other in terms of
prices, technology, in-flight entertainment, customer
services. AML compete with several other airline
companies on several routes Customers have the choice
between AML , Emirates airlines , Air France , Air Austral
, Air Seychelles Air India , South African Airways , British
Airways , Malaysian airlines , Aeroflot , Condor and
Singapore airlines depending on which countries they
are visiting . Additionally, budget airlines offer value for
money airline services which makes competition more
intense (Shukla, 2013). Competitive rivalry is thus high
in the airline industry. It is essential that AML keeps
innovating so as to better position itself in the market.

Figure 1:
The Five Competitive Forces
Airline industry analysis

- Aircraft Manufacturers
- Aircraft Le asingCompanies
- Labor Unions
- Food Service Companies
- Fuel Companies
- Airports
- Local TransportationServices
- Charters ervice

Potential New Entrants

Bargaining Power of Suppliers

Intra Industry Rivalry

-Alte rnate Travel
Se rvice s Faster (trains
and boats)
-Pri vate transportation
-Video conferencing

- Fore ign carriers
- Cargo carri ers Business strategy change

Bargaining Power of Buyers

-Travel a gents
Substitutes Products and Services

- Business travellers
- Pl easure travellers
- Cha rte rservice

Source: Porter 2011
3.12 Marketing Strategies for AML
Marketing Strategies for AML in order to stay in business
and also to be profitable in the short-term as well as
long term are as below.
Product
Through its fleet of 12 aircraft, AML carries passengers
to 25 destinations across 4 l continents and offer cargo
service through its belly holding capacity. Until recently,
the main market was Europe with the company focussing
on selling Mauritius as a holiday destination to couples
and families. With slump in demand due to the Euro
zone crisis, AML has started to look for new markets in
the emerging Asian countries. like India and China. Based

on the various customer segments, different customer
value propositions are offered to penetrate these niche
markets. It has started a direct flight to Beijing China
recently (Air Mauritius Annual report 2011/12)
Whenever AML has to launch a new product or to reengineer its existing product range, emphasis should
be made on specific details like the product range
offered, the different product options, the goodwill created
by the brand-name and what are the product packages.
AML should use the camouflage method of its customers
with product especially those which has various ancillary
offers that compensate for each additional loyalty offered
by its users. Currently we can only perceive big brand
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names like Emirates Airlines who is killing off its
competitors through massive presence and development.
AML should clearly re-consider its services and products.
Price represents the bell to the mind and refers to the
first impression which comes to the mind whenever any
customer is selecting a product. Several factors affect
the final price of products such as the cost of production
and the expected level of profit or sales. Price should
also provide value for money to consumers to attract
new buyers. There are several pricing strategies which
can be applied in airline Industries :
s

Cost based pricing to either cover cost only or
include an element of profit

s

Penetration price which is an initial low price which
is expected to bring in high sales volume and market
share quickly in case of new launch

s

Price skimming – high price at the beginning to
encourage early buyers “first to buy”

The strategies chosen for Air Mauritius is Going rate
pricing method which means they fluctuate price based
on competitors pricing.
Place
In addition to traditional travel agencies, the Internet is
now the preferred point of sales of increasingly large
number of travellers. E-booking is becoming more
common and help to reduce costs associated with travel
agencies. AML has recently revamped its website and
should make it more user-friendly to encourage e booking
through Amadeaus and Althea online booking system
(Annual report 2011/2012). AML also relies on several
travel agencies locally and overseas for bookings.
People
In the case of AML flights, there is a need to ensure a
wonderful trip in the AMLs airplanes. Therefore, it is
needed to consider qualified, trained and appropriate staff
to ensure quality service delivery at each level.
The problem with air Mauritius is that most of the top
level appointments are political in nature, which results
inefficiency in overall performance. The selection of the
employees are based on qualification and personal
interviews as it is quite difficult to get qualified staff in a
country of total population less than 1.3 million with less
higher education literacy rate.
Process
When we talk about the process opted by Air-Mauritius
to offer its services, we need to ensure that the same or
improved standard of services is repeatedly delivered to
its customers. Delivery of services is very crucial and in
the real world, it is almost impossible to provide the same
standard services at two different points in time. It is
therefore, a challenge for AML as a service provider, to
maintain the same standard of service offering or at least
to improve on each instance. e.g., greeting phrases
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Physical Evidence
Even though, services are intangible products, AML
needs to try its best into providing a certain element of
tangibility to its customers. Air-Mauritius can therefore,
extend its services to enhanced waiting lounges, offering
various magazines on board, design comfortable sofa
seats and a robust interior design offering its customer
a unique experience.
Promotion
Air Mauritius presently promotes travelling to the island
as a unique experience for holidays and special events
like weddings and honeymoons to middle and upper class
markets on international markets.
In June 2012, the airline industry launched a new website
which has been designed to reflect the new corporate
brand and identity. All their contents have been reviewed
and the navigation has been enhanced to provide a user
friendly online experience. The purpose of this new
website was to make it align with the best airline websites
(AML Annual Report, 2011/12). It is expected that
customers will be tempted to visit the website more often
and the attractive advertising will help boost demand.
However the advertising should be very promising and
targeting the right audience.
There are other various advertising media and each of
them has both advantages and limitations. It is vital that
the appropriate media is selected so that there is no
wastage of money and the advertising message is
transmitted to the targeted customer segments. AML
uses all the media to promote its offers mainly Television,
Radio, Newspapers, Direct mail, websites and
advertisements in local magzines. Previously, AML
participated in trade fairs with the tourist industry to
promote sales in Europe. Recently some promotions have
been done through the tour operators to capture some
market share in Asia. The company’s advertising level is
quite low (Air Mauritius annual report 2011/12)
3.13 Exclusive Marketing strategies for selective market
Since it has limited resources and in view of its goal to
build sustainable growth, AML should focus on a
concentrated or niche marketing strategy. It should focus
on the following niche markets in view of getting a larger
share of various smaller segments. Emerging markets
like China, India, Malaysia, Singapore as well as Russia
are presently very promising markets for AML. The
increasingly affluent population base in countries like
China, India, Singapore, Malaysia and Russia has trendy
and fashionable lifestyles and is looking for luxury
getaways for holidays, shopping and special events like
weddings and honeymoon. These customer segments
have the ability to pay but are looking for exceptionally
high level of service. AML needs to offer a first tier service
and partner with hotels and other players in the tourism
industry to be able to promote value propositions which
exceed the customers’ expectations so that they are
delighted. Special events like wedding and honeymoons
should be promoted as a divinely experience from the

time the customers board to the time they return to their
countries.
Since the country’s slogan is “Mauritius, it’s a pleasure”,
the company’s brand should also be perceived as a
commitment to making travelling by AML a pleasure. A
skimming pricing strategy will be appropriate based on
the higher tier service. These niches markets are still in
their growth stage and need to be exploited with special
promotions through public relations events, fairs,
websites, private specialised cable channels as well as
local agents. Another segment from Asia is the middle
class which has increased in numbers during the past
decades and is now able to afford overseas trips and
holidays. This segment may be targeted through tour
operators, advertising though private cable channel with
cinema stars and through social websites. AML should
position itself as the choice carrier to visits Mauritius for
business or leisure. A price penetration strategy as well
as sale promotions should be used to increase market
share.
The second segment can be from European Market.
Though demand from Europe, the main market to date,
is declining, this market still remains the largest segment
for AML for trade and Diaspora connection. This market
has traditionally been targeted for tourism promoting
holidays in the sun and sea and can be considered as a
product having reached the declining stage. Since less
Europeans are able to afford this product and are shifting
to cheaper destinations due to the economic crisis, AML
needs to negotiate with its business partners, in the
tourism industry, locally and abroad to be able to propose
a less expensive package. AML needs to position
Mauritius as an affordable destination for Europeans with
a value proposition based on delivering an exotic dream
to them. Our cultural diversity and legendry Mauritian
hospitality reflected in our cuisine, celebrations and
lifestyle should be promoted to them. It is important to
keep the customer relationship with this market segment
in view of its size and connection with Mauritius. AML
needs to adopt a cost plus pricing strategy to be able to
compete with other European destinations.
Another important market for AML can be business
travellers from Asia and Africa. Increasing trade with Asia
and Africa means that the market for business travelling
is on the rise. This market segment faces time constraint
and has special needs with regards to time management,
internet access (Wi-Fi connection), and information about
business markets and economy. AML should have a
special offer for this category of customers. Specialised
business websites, business magazines and publicity
through business events are some of the most
appropriate ways to promote AML as the choice carrier
for business trips to Mauritius and at the same time
promote the Cargo business package to those customers
involved in imports / exports through same media.
Another target market which is closer to its home base
is the range of countries in the Indian Ocean Rim (IOR).
Customers travel frequently on these routes for leisure,
business as well as personal reasons .The market is

presently serviced by various airlines companies of the
IOR countries. This market segment needs a product
which matches its expectation. These customers expect
to be well serviced and a cost plus pricing strategy should
be applied based on competition. Local newspapers,
magazines as well as social network may be used to
promote this package.
3.14 Service Quality Improvement
Feedback from newspapers and customers indicates that
during the past years, the product and service quality at
AML have declined and the customers’ experience has
also suffered. To be able to maintain the customer service
triad in terms of service, quality and price, AML needs to
be able to define features in each of its package and
price them so as to deliver value to its customers.
Moreover the company should adopt a top to bottom
strategy to promote a customer oriented organisation.
From the CEO, down to the lower level in the organisation,
all staff should have “improving service quality” as a
significant element in their Key Performance Indicators
(KPI) since as per GE’s former chairman John E Welch
Jr “Quality is our best assurance of customer allegiance,
our strongest defence against foreign competition and
the only path towards sustained growth and
earnings”(Kotler , 2000)
It needs to improve staff engagement through Human
Resource Management and link pay to performance by
implementing a rigorous performance management
culture. Qualified staff should be employed in the right
position to enable the company to progress in the right
direction with less interference from the government. The
shareholder agent relationship between the government
and AML should be based on appropriate ethics and
corporate governance with minimum interference in the
day to day running of the company.
To be able to measure customer satisfaction regarding
its products and services, the company should carry
regular surveys via internet or questionnaire and
encourage its customers to give honest constructive
feedback on its product and service as well as ideas to
improve. This dialogue with its customers will contribute
to improve its service quality and in the long term improve
customer loyalty.
3.15 Strategic alliances & network concentrations
AML has already started to reduce the number of
destinations by building a concentrated network and
leveraging more on code sharing through airline
partnerships. It is recommended that the company keep
this trend and concentrate on profitable routes and at
the same time ensuring that customers benefit from the
code sharing for connecting flights through hubs.
In view of the strategic position of China and the
increasing trading activities in this region, it is
recommended that AML negotiates with the help of the
Mauritian government for a closer and stronger
partnership with a strong Chinese airline company. This
would open new possibilities for AML in terms of market
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development and market penetration in China as well as
other neighbouring countries. This partnership could also
help to alleviate the liquidity problem and in the medium
to long term, enable the firm to invest in a more up to
date fleet which is more suitable to the present market.

4.

Conclusion

In view of the serious financial problem which the
company is facing, it is urgent to review its marketing
strategy which will ensure that it diversifies its markets
while keeping some of the traditional ones, improve its
value proposition in terms of service and quality to
improve customer satisfaction and strengthen its brand
image and presence on the market. We believe that with
the above marketing strategies and a rigorous cost
control, the company will be on the recovery route.
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Abstract
The advancement of technology has significantly changed the customer expectations towards different services. In
a highly competitive world, a bank needs to focus on satisfaction of customers with its products in order to reap
maximum gain in the market. Major focus of the study is to identify the gaps that exist between customer expectations
and perceptions with regard to the service quality and the areas that need to be improved to deliver superior quality
of service in selected rural branches public sector banks in Odisha. The 30 items concerning 5 dimensions of the
SERVQUAL instrument was used to measure the service quality of the banks. The parameters of service quality are
Tangibility, Reliability, Responsiveness, Assurance, and Empathy. This study also investigates the rural bank
customer’s expectations and their perceptions on the rural banks’ performance. Data was collected from two hundred
samples from rural areas of Odisha State. It was found that there exists a gap between customer perceptions and
expectations in rural Odisha, and emphasis should be given on three dimensions of service quality namely,
Responsiveness, Assurance and Empathy to close the GAPS.

Keywords: Customer Expectation, Customer Perception, Banks, SERVQUAL, Rural Odisha.

1. Introduction
Banking operations are becoming increasingly customer
dictated. Development of rural area and sustained growth
of banking sector are two sides of a single coin. Rural
the word has become synonymous with growth in the
emerging economics. The face of rural Odisha is changing
very fast. Rural Odisha is increasingly becoming a market
for banking products. Rural market has now created
opportunities for growth of deposits, Loans for consumer
durables, housing, educational, two wheelers, etc. along
with the thrust given by Government of Odisha for
increased flow of Credit to agriculture and Farm sector.
Commercial banks have started making forays in rural
Odisha. With the phenomenal increase in the country’s
population and the increased demand for banking
services; speed, service quality and customer
satisfaction are going to be key differentiators for each
bank’s future success. Thus it is imperative for banks to
get useful feedback on their actual response time and
customer service quality aspects of retail banking, which
in turn will help them take positive steps to maintain a
competitive edge. This has made growth of business even
in rural sector, and also keenly competitive phenomenon
unknown to the banks thereto before.
The service quality has gained importance in last decade
due to its unique characteristics of services involving

intangibility, inseparability, variability and perishability.
The researchers have been coming up with different
structure in various dimensions of service quality.
Technical – functional quality and image model by
(Gronoors 1984), Gap model (Customer expectation and
perception of expectation and perceived service by
(Parasuraman et al 1985). Nowadays service quality has
become one of the important determinants in measuring
the success of industries. Marketers agree that service
quality has truly presented a significant influence on
customers to distinguish competing organizations and
contribute effectively to customer satisfaction
(Parasuraman, Zeithaml, and Berry, 1985; Mersha, 1992;
Avkiran, 1994; Marshal and Murdoch, 2001). This of
course has impacted on the coverage of the bank and
its financial sustainability. In a competitive world of today,
successful banking outfits must be able to satisfy their
customers in order to attract new customers and retain
the loyalty of both old and new customers that will impact
rightly on their financial sustainability and coverage
(Arora, 2005). Zhou (2004) and Lopez et al., (2007)
examined the impact of service quality dimensions on
customer satisfaction and found that service quality was
the key determinant of customer satisfaction and
reliability was the most important dimension of service
quality. Banking services are feasibly providing access
to savings and withdrawal, fund transfer, Loan services
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and advisory/consultancy services. Some customers may
because of the poor quality of services of banks get
discouraged from patronising a bank regardless of the
suitability of its core banking services. In addition,
commitment, attentiveness, friendliness, care and
courtesy are found to be significant factors influencing
customer satisfaction (Johnson 1997).

2. Banking in Rural Odisha
The vast network of financial Institutions helps the
economy to augment its savings for more efficient
utilization. There has been a phenomenal growth and

spread of banking services throughout the country
particularly in rural areas. Financial Institutions play vital
role in the development process of any state through
supply of capital for production. Nearly 83 per cent of
Odisha’s population lives in rural areas (Annual Action
Plan Odisha: 2012-13). Besides, savings and investment
affects the economy directly as growth is calculated upon
savings and production. Commercial Banks were directed
to open large number of rural branches and have
shouldered the responsibility of mobilizing the public
savings for developing the economy of the State.

Table 1
Banking Network in Odisha

Number and Types of Banks

Number of Branches

Public Sector Banks (25)
Private Sector Banks (11)

2,413
294

Regional Rural Banks (5)

910

Total Commercial Bank Branches

3,617

State Co-operative Bank s
State Cooperative Agriculture and Research Development Bank &
others
Total Number of Bank Branches
I. Rural

3,958
2162

ii. Semi-urban

1041

iii. Urban

336
5

755

Source : SLBC Report 2013
In Odisha 3958 bank branches are in operation. There
are 755 Urban, 1041 semi – Urban and rest 2162 Rural
Branches. Rural and semi urban branches constitute 81%
of the total branches (S.L.B.C. Report 2013). Public
sector banks and RRBs and cooperative Banks play a
major role for flow of credit for an average of 11610 persons
one bank is working in Odisha. But for rural and semi
urban area for a population of 12405, one bank branch is
in operation. On a comparison to all India stipulation of
average population per branch office (APPBO) 17000,
Odisha is well banked. CD ratio is an indicator for flow of
credit to different sectors. As per statutory requirement
all the Banks have to maintain a CD ratio of 60%. The
present CD ratio is 89.31%. The total deposit has gone
up to Rs.157617.33 crore as on 16.11.2013. With regard
to advances as on 16.11.2013 the total Advance was
Rs.140487.21 crore. Priority sector advance constitutes
56.27%. Odisha being mostly an agrarian state, more
infusion of agricultural credit is required. SHG bank linkage
plays a vital role for advance to women and weaker
section.

3. Service Quality Defined
Delivering consistently good service quality is difficult
but profitable for service organizations (Zeithaml et.al.
1988). Service quality can be defined as the difference
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between customer expectation for service performance
prior to the service encounter and their perceptions of
the service received (Asubonteng et al., 1996). Service
quality is the delivery of excellent or superior service
relative to customer expectations (Zeithaml and Bitner
1996). Service quality is recognized as a
multidimensional construct. Service quality revolve around
the idea that it is the result of the comparison that
customers make between their expectations about a
service and their perception of the way the service has
been performed (Lewis and Booms 1983). Talwar
Committee (1975) viewed that customer service as a
dynamic concept and recommended that the bank should
assess and reassess the customers’ perceptions about
bank services. In this respect, Goiporia Committee
(1991) emphasized on friendly banker customer
relationship. In this context, Parasuraman (2000) opined
that superior customer service and marketing excellence
are the two sides of the same coin. Service quality is
the competence of a product or service to carry out its
specified tasks (Ennew et al., 1993). Parasuraman, Berry
and Zeithaml (1991) have developed SERVQUAL model
to measure the service quality by comparing the
expectations of customers for services (SE) with their
perception of services (SP) received. Service quality
should address the present and future needs of the
consumers.

4.

Review of Literature

Hasanbanu (2004) has studied the customer service in
rural banks. He found that the rural customers are not
aware of the purpose for which loans are available and
how they can avail them. Customers generally do not
know the complete rules, regulations and procedures of
the banks because the bank personnel do not take
interest in educating their customers. Sharma and Kaur
(2004) have studied customer satisfaction in rural banks.
They used the Likert scale and found that rural customers
are not satisfied with the strategies adopted by Grameen
Banks (Regional Rural Banks). The findings by Phuong
and Har (2000) have indicated that the most important
criteria determining the bank selection by undergraduate
consumers are higher interest rate for saving, convenient
location and overall quality of services. These are followed
by the availability of self-banking facilities, charges on
services provided by banks, lower interest rate on loans,
long operating hours, availability of student privileges and
recommendations by friends and relatives. The findings
of a study by Almossawi (2001) indicate that the chief
factors determining the bank selection are: bank’s
reputation, availability of parking space, friendliness of
bank personnel and availability and suitable location of
ATMs. Significant differences, however, were observed
between male and female students. Basu and Shrivastava
(2005) indicate that Indian rural poor have very little access
to credit from formal sources. With the current change
in the functional orientation of banks, Kumar (2008)
observed that the main driver is changing customer needs
and expectations. Lenka, Suar, and Mohapatra (2009)
in a case study of Orissa, have analysed service quality
of Indian commercial banks and are fostering customer
loyalty. The paper found that better human, technical
and tangible aspects of service quality of the bank
branches increase customer satisfaction. Human
aspects of service quality were found to influence
customer satisfaction more than the technical and
tangible aspects. With this backdrop an analysis has
been made to examine whether the increased competitive
pressure has been leading to increased efficiency in the
public sector commercial banks in general. An empirical
study has, therefore, been undertaken to assess the
nature of services rendered by the public sector banks
in the area under study.

This study is based on a survey conducted in different
parts of Odisha more concentrating in North-Eastern part
of the State. Primary as well as secondary data were
collected. The theoretical foundation of the study is based
on various secondary sources such as books on service
quality, articles, quality magazines, and published
papers. A cross sectional field study has been designed
for the proposed study. The primary data was collected
through a modifified version of the SERVQUAL Instrument
suggested by Parasuraman et.al. (1988). The
respondents were required to indicate their perceptions
and expectations of the services offered in a seven-point
scale by the respective bank customers in rural odisha.
The study includes the customers of 5 leading public
sector banks - Bank of India (BOI), State Bank of India
(SBI), UCO Bank, Punjab National Bank(PNB) and United
Bank of India(UBI). The sample size for the study was
400 customers. Initially the questionnaires were
distributed among the respondents selected at random
in few pre-identified branches of above public sector banks
in selected rural areas. With lot of persuasion and follow
up only 200 filled in the questionnaires were received
and considered for the present study. This categorization
was based on the responses of the customers. The
parameters of service quality used in this study are
Tangibility, Assurance, Reliability, Responsiveness and
Empathy.

6. Data Analysis and Interpretation
The data collected from the respondents are analysed
here keeping the broad objectives in mind. The
demographic profile of the respondents are given below.
6.1.Demographic Profile of the Respondents

Table 6.2A
Gender-wise Classification
G ende r

Pe rce ntag e

M al e

N o. of
res pon de n ts
15 5

Fem al e
T otal

45
20 0

22 .45
1 00

Table 6.2B
Age-wise Classification

5. Objectives and Methodology
The study on customer expectation and perception of
banking services have important implications for bankers
and academicians alike, as it will provide important insight
into the dynamics of customer satisfaction with service
quality of public sector banks operating in Rural parts of
Odisha. The main focus of the study are :
1. To study the customer perception on service quality
banks in rural Odisha;
2. To evaluate the service quality of banks in rural Odisha;
3. To analyze the level of customer satisfaction across
various demographic parameter of banks in rural
Odisha; and
4. To analyze the level of customer awareness about
various banking products banks in rural Odisha.

77 .55

Below 30y rs

N o. o f
re spo nden ts
8

30- 40yrs

94

47

40-60 yrs
60 y rs and
Above
Total

92

46

6

3

200

100

A ge

Percen tage
4

Interpretation
According to table 6.2A, 77.55 % respondents are
belonging to the category of male. And the remaining
22.45% respondents are belonging to the category of
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female. Similarly, 6.2B describes that 4% respondents
are belonging to the age category of Below 30yrs., 47%
respondents are belonging to the category of 30- 40yrs
and40-60 yrs respondents constitute 46%, and rest 3%
respondents are belonging to the category of 60 yrs and
Above. The same also can be observed from the charts
given below.

The above table concludes that 60% of respondents are
falling under the income level of Less than 1 lakh , 17.5%
of respondents are falling under the income level of 1-2
lakh, 18.5% of respondents are falling under the income
level of 3-4 lakh,and 4% of respondents are falling under
the income level of 3-4 lakh.

Charts (1 To 7) for
Demographic Profile of Respondents

Table 6.2C
Education-wise Classification

Up to Matriculation

No. of
respondents
87

Graduate

29

14.5

Professional

8

4

Education

Interpretation:

Percentage

Chart - 1

43.5

No formal education

76

38

Total

200

100.00

Interpretation
From the table 6.3C, 43.5% of respondents are belonging
to the category of Up to Matriculation. And 14.5% of
respondents are belonging to the category of Graduate.
And 4% of respondents are belonging to the category of
Professional. And 38 % of respondents are belonging to
the No formal education.

Chart - 2

Table 6.2D
Occupation Wise Classification
Occu pation

No . of resp ond ents

Percen tage

Serv ice

48

24

Agriculture

80

40

Profess ional

8

4

Self-empl oyed

64

T otal

200

32
100

Chart - 3

Interpretation:
From the above table we can say that 24% of respondents
belong to the category of service, 40% of respondents
are belonging to the category of agriculture and
professional constitute 4% of respondents and 32% of
respondents are belonging to the category of Selfemployed.

Table 6.2E
Income Wise Classification

Chart - 4

Income

No. of respondents

Percentage

Less than 1 lakh

120

60

1-2 lakh

35

17.5

2-3 lakh

37

18.5

3-4 lakh

8

4

Total

200

100
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Chart - 5

Chart - 7

Chart - 6

6.2. Banking Habits of the Respondents
Table 6.3A
Type of Bank Accounts
T yp e O f B a n k A c c o u n ts

N o . o f r e sp o n d en ts

P er c en t ag e

Sa v ing s ac c o un ts ( SA )
F ix ed de po s it (F D )

58
24

29
12

Sa v ing s an d L oa n ac c o un ts (SA & LA )
C ur ren t a c c ou nts (C A )
Sa v ing s an d F ix e d d ep os it (S A &F D )
Sa v ing s an d R e c urr in g de po s it(S A& R D )

46
32
32

23
16
16

8
2 00

4
10 0

T ot al

Interpretation
It can be seen from the table 6.3 that 29% of the
respondents maintain savings account in the bank. 16%
of them maintain the current account and Savings & Fixed
deposit. Only 4% of the respondents maintains the recurring

deposit, 23% of the respondents have loan accounts and
12% are the account holders have Fixed deposits. The
data indicates that larger portion of the customers have
either savings or loan accounts in rural areas.

Table 6.3B
Awareness About The Services Provided By Banks
A w ar e n es s A b o u t T h e S er v ices

N o . o f r es p o n d e n ts

P erc en t ag e

A w are

94

47

N o t a w a re

10 6

53

T o ta l

20 0

10 0

Interpretation
The data in Table 6.3B indicates that 47% of the
respondents are aware about the services provided by
the banks. 53% of the respondents are not aware about

the services provided by the banks. Majority of
respondents are not aware about the various services
that provided by banks.
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6.3. Service Quality Analysis
Table 6.4A
SERVQUAL GAPs – Item wise
1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20
21
22
23
24
25
26
27
28
29
30

Bank service Quality F actors
Modern equipments and instrum ents facilities
Com fortable and attractive working environment
Visually appealing exterior
Visually attractive interior
Location of Bank
Neat and professional appearance of Banker
Tan gibles
Error free service
Providing services as promised
Providing services as per the prom ised schedule
Providing prom pt service to customers
Keeping records accurately
Effectiveness of em ployees in critical incidents
R eliability
Inform when service will be performed
Polite and kind especially when employees are very busy
Efficienc y and quickly response of the em ployee
Willingness to provide advice and suggestions to
customers
Facility to m eet a bank managers or supervisors
Em ployees reply in any query of the custom ers
Responsiveness
Able to trust em ployees of the Bank
Safe in transactions with the Bank
Adequate support to employees
Em ployees’ knowledge to answ er clearly and
understandably
Providing appropriate& timely information to custom er
Em ployees are consistently polite, pleasing and
courteous
Assurance
Convenient operating hours
Bankers should know what exactly custom er needs
Em ployees devote enough tim e to the custom ers
Customers' best interest at heart
Providing services even on holidays
Concerned about the problems and willing to help
customers
Em pathy:

Percep tion
5.34
5.3
4.47
4.53
5.4
5.13
5.03
5.74
5.38
4.66
4.66
5.65
4.5
5.1
4.81
4.23
4.46

Expectation
6.28
5.34
4.11
4.81
5.51
4.42
5.08
5.94
6.17
5.34
5.89
5.89
6.17
5.9
6.3
5.28
6.25

Gap
-0.94
-0.04
0.36
-0.28
-0.11
0.72
-0.05
-0.21
-0.79
-0.68
-1.23
-0.23
-1.67
-0.8
-1.49
-1.05
-1.78

4.21

5.55

-1.34

4.9
4.6
4.54
4.87
5.17
4.94

5.6
6.47
5.91
6.08
6.17
6.36

-0.7
-1.88
-1.37
-1.21
-1.00
-1.42

4.38

5.74

-1.35

4.58

6.08

-1.5

4.52

5.83

-1.31

4.74
4.49
3.53
3.51
3.66
3.51

6.04
5.89
4.98
5.08
5.19
5.06

-1.3
-1.4
-1.45
-1.57
-1.53
-1.55

3.77

5.4

-1.63

3.74

5.26

-1.52

Table 6.4B
SERVQUAL Analysis – Dimension wise
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The magnitude and direction of the difference (GAP 5)
between expectation and performance along the quality
dimensions determine the total perceived service quality
(Parasuraman et al., 1985 and 1988). The gap score
enables us to find out how consumers perceive service
quality and try to identify what dimensions of service
quality they are satisfied with. A positive gap indicates
that customers perceived quality more than they
expected. A gap of 0.25 (negative) is generally considered
by researchers (Rohoni and Mahadevappa, 2006) as the
margin to measure the gap between perception and
expectation of service quality. In table 6.4A and 6.4B,
the average perception and expectation mean scores for
every attribute under all dimension of SERVQUAL scale
and the differences between the two are presented.
According to Parasuraman et al., (1988), overall service
quality is measured by obtaining an average gap score
of the SERVQUAL dimensions. In general, taking all
respondents together, it is found that, customers’
perceptions of service quality offered by banks did not
meet their expectations (all gaps scores the dimensions
are negative except 2 items of Tangibility dimensions of
service quality). From the above Table 6.4B, it reveals
that Dimensions that reported larger mean gaps were
reliability (-0.80) responsiveness (-1.37), assurance (1.30) and empathy (-1.52), while smaller mean gaps
obtained is reliability (-0.05). 2 attributes of Tangibility
shows a positive gap difference those are Visually
appealing exterior of your Bank (0.36), Neat and
professional appearance of your Banker (0.72). Out of
30 items of the five dimensions of service quality, only
two attributes of Tangibility have positive gap in which
the attributes under tangibility dimension have positive
gap score more than 0.25. Among the 30 attributes under
all dimensions, the gap scores Modern equipments and
instruments facilities (-0.94), Comfortable and attractive
working environment. (-0.04), Visually attractive interior
(-0.28), Location of the Bank (-0.11) of Tangibles
Dimension ; on Error free service of your Bank (-0.21),
Providing services as promised (-0.79), Providing services
as per the promised schedule (-0.68), providing prompt
service to customers (-1.23), keeping records
accurately(-0.23), Effectiveness of your bank employees’
skills and ability for action whenever a critical incident
takes place (-1.67), of Reliability Dimension; on Keeping
customers informed about interest rates and service
charges (-1.49), Being polite and kind especially when
employees are very busy (-1.05), Efficiency and quickly
response of the employee(-1.78), Willingness to provide
advice and suggestions to guide customers(-1.34),
Facility to meet a bank managers or supervisors (-0.7),
Employees reply in any query of the customers (-1.88)
of Responsiveness Dimension; Customers’ Confidence
on Employees (-1.21), Safe Feeling of Customers in
Transaction (-1), Adequate Support to Employees (1.42), Employees have the knowledge to answer clearly
and understandably (-1.35), Providing appropriate& timely
information to the customer regarding their accounts
changes (-1.5), Employees of the Bank are consistently
polite, pleasing and courteous (-1.31) of Assurance
Dimension and Convenient Operating Hours (-1.4),
Understanding Specific Needs of the Customers (-1.45),

Employees devote enough time to the customers (-1.57),
Giving caring and individual attention to customers by
having the customers’ best interest at heart (-1.53), Ready
for providing services even on holidays to remove
customers’ problems (-1.55), Really concerned about the
problems and willing to help customers (-1.63) of Empathy
Dimension. It is clearly understood that these are the
service attributes a bank is required to pay more attention
to maintain their customers satisfied.

7. Conclusion
Service quality is, without any doubt, gaining more
importance in banking industry in India. The study reveals
that attributes under the three dimensions namely,
Responsiveness, Assurance and Empathy are the major
short falls of service quality rendered by banks. The
present study suggests that the policy makers
(managers) of banks should take appropriate decision
to improve the quality of banking services in rural Odisha.
At the outset, we have examined rural customers’
expectation and perceptions of service quality. The four
dimensions’ except Empathy individual mean scores
were each greater than 4, indicating that respondents
perceived rural bank service to be of high quality.
Respondents attached greatest importance to assurance
(mean = 6.04), followed by Responsiveness (5.91).
Reliability, with a mean score of 5.90, Empathy was with
a mean score of 5.26 and Tangibility with (5.08) ranked
fifth. The above scores derive that in the rural area to
improve the services of the banks the responsiveness of
the bank employees to the customers of the village areas
needs maximum importance since in the customer profile
do not include highly educated group of people. On the
other hand rural customers are not highly concerned
about tangible aspects of banking in comparison to
reliability, assurance and empathy.
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Abstract
The possible brand evolution process is suggested by Goodyear (1996)s. It consists of six stages, namely unbranded goods, brand as reference, brand as personality, brand as icon, brand as company, and brand as policy.
However, the Goodyear model is just a general and conceptual model. This study considered the case of
Indian e-retail Company, Flipkart. The results of this case study indicate that there are three brand evolution stages
existing in the companies in the retail industry context. The authors found that the sequence of the brand evolution
stage model in the e-retail industry context is brand as identity, brand as reference, and brand as personality. For the
e-retail companies, the author found the brand evolution stage model and suggests that three stages are followed
Unbranded stage , brand as a reference and brand as a personality. The e-retail companies may not experience the
brand as an icon, a company and policy.

Keywords: Brand Evolution, Identity, Reference, Personality.

1. Introduction:
A brand is a distinguishing name and/or symbol (such
as logo, trademark, or package design) intended to
identify the goods or services of either one seller or a
group of sellers, and to differentiate those goods or
services from those of competitors. Time perspective
brand interpretation emphasizes the evolving nature of
branding. Though lots of studies have been done on
brand, however, most researchers have paid more
attention to consumer brand management (Simoes and
Dibb, 2001; Rajagopal and Sanchez R, 2004). Few
studies have discussed branding strategy in an industrial
context from a process perspective. The Goodyear
(1996) brand evolution stage conceptual model
suggests a new avenue for viewing branding strategy from
a process perspective. The Goodyear conceptual model
proposes brand evolution comprises six stages,namely
unbranded goods, brand as reference, brand as
personality, brand as icon, brand as company, and brand
as policy.
India is one of the fastest growing & emerging economies
of the world, having a very huge consumer base & a big
mass connected to internet approx 100 million. The Ebusiness trend have been catching up in the country
with the increasing rate of local & domestic firms using

the E-business model to do business which is very
different from traditional way of doing business in India.
E-retailing is one of the major components of E-business
where selling and purchasing of good is done through
internet. Simply put, e-tailing is the sale of goods online.
Companies like Amazon and Dell created the online retail
industry by putting the entire customer experience - from
browsing products to placing orders & payment for the
same through Internet. The success of those companies
encouraged more traditional retailers to create an online
presence to augment their brick-and-mortar outlets.
Online retail, while today representing a small fraction of
the e-commerce space is one of the fastest growing
segments. It is also the most challenging in fulfilling its
fundamental proposition of transcending physical
boundaries to deliver a variety of products to the
customer’s doorstep. Logistics and infrastructure in eretailing becomes the very backbone of the fulfilment
network and the basis on which stringent service level
expectations are set and met, and customer mind-space
among competing alternatives is won. In India, these are
arguably the weakest links, and therefore the enhanced
need for greater attention and management bandwidth
to these critical functions
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The purpose of this research is to explore the brand
evolution stage model using a case study approach
in an e-retail industry context. The e-retail industry is
characterized by consumerism, rapid technological
change, frequent product variations, and changing
customer needs. Such characteristics may represent a
fertile context for discussions of the retail industry.
The results of this study could be expanded to
other retail industry.
The purpose of this research is to explore the brand
evolution stage model using a case study approach
in an anti-virus software industry context. The e-retail
industry is characterized by rapid technological
change, frequent product introductions and updates,
rising income, liberalization of Indian economy, increase
in spending per capita income, advent of dual income
families and changing customer needs & preferences .
Such characteristics may represent a productive context
for discussions of the e-retail industry. The results of
this study could be expanded to other Retail industry.

2.

Flipkart: Case Profile

Flipkart is an Indian e-commerce company , it was
founded by two masterminds Sachin Bansal and Binny
Bansal in 2007. Both are graduates from IIT Delhi and
have previous working experience with Amazon.in. They
were solid coders and wanted to open a portal that
compared different e-commerece websites, but there were
hardly any such sites in India and they decided to give
birth to their own e-commerce venture,Flipkart.com. It
started from selling books in 2007, based in Bangalore,
and entered into consumer electronic category with the
launch of mobile phones, in September 2010.
Flipkart went live in 2007 with the objective of making
books easily available to anyone who had internet
access. It is an Indian based e-commerce company
started by Binny Bansal and Sachin Bansal, who
previously worked at Amazon.com. With rich
experience, in the field they ventured in to a similar ebusiness idea and launched it in india. Flipkart.com
works with the aim of making products and goods easily
available at the doorsteps of any who has internet access,
From the selling of books in the initial days, today, they
are retailing various categories of product & services
including movies, music, games, mobiles, cameras,
computers, healthcare and personal products, home
appliances and electronics, stationery, perfumes, toys,
apparels, shoes – and still counting!
It is now one of the leading e-commerce players in India,
currently ranks at the top 10 websites in India, spread
across 37 cities with 11.5 million plus book titles, 10
million products on offer across more than 70 different

2010
WeRead

40

2011
Mime360

categories, 18 millions registered user, 3,5 million daily
visitors per day , 105 million visitors a month,and 3000
sellers on its platform.
It provides online-shoppers a memorable experience
because of its innovative services like:
Cash on Delivery(CoD)
30-day replacement policy
Easy monthly Installment option(EMI)
Free shipping
Discounted prices & deals
Same day delivery to some nearest area or take 2-3
working days
Flipkart now employs 14,000 people including permanent
and contractual, and supply chain has been on hiring.
Its offering of products on cash on delivery is considered
to be one of the main reasons behind its success.
Flipkart also allows other payment methods like credit
or Debit card transactions, net banking, e-gift voucher
and card swipe on delivery. The cash-on Delivery model
adopted by Flipkart has proven to be of great significance
since credit card and netbanking penetration is very low
in India.
s
s
s
s
s
s

Flipkart has followed the same business model of
Amazon.com. Now it is a regional based E-business
portal i.e only targeting Indian Market. Today as per Alexa
traffic ranking, Flipkart is among 20 Indian websites and
has been credited with being India’s largest online book
seller with over 11 million titles on offer. Funding initially
self funded with Rs 400,000.Later raised two round of
funding from Accel India and Tiger Global Management.

2.1 Acquisitions
s
s
s

s

s

2011
Chakpak.com
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2010: WeRead, a social book discovery tool.
2011: Mime360, a digital content platform company.
2011: Chakpak.com, a Bollywood news site that
offers updates, news, photos and videos. Flipkart
acquired the rights of Chakpak’s digital catalogue
which includes 40,000 filmographies, 10,000 movies
and close to 50,000 ratings. Flipkart has
categorically said that it will not be involved with the
original site and will not use the brand name.
2012: Letsbuy.com, an Indian e-retailer in
electronics. Flipkart has bought the company for
an estimated US$25 million. Letsbuy.com was
closed down and all traffic to Letsbuy have been
diverted to Flipkart.
2014: Acquired Myntra.com Marking the biggest
consolidation in the e-commerce space in India,
homegrown e-retailer Flipkart acquired online fashion
retailer Myntra in an estimated Rs 2,000 crore deal.

2012
LetsBuy.co
m

2014
Myntra.com

2.2

Funding

s

Initially, the founders had spent Rs 400,000 to set
up the business .

s

Flipkart has later raised funding from venture capital
funds Accel India (US$1 million in 2009)

s

Tiger Global (US$10 million in 2010 and US$20
million in June 2011.

s

On 24 August 2012, Flipkart announced the
completion of its 4th round of $150 million funding
from MIH (part of Naspers Group) and ICONIQ
Capital.

s

The company announced, on 10 July 2013, that it
has raised an additional $200 million from existing
investors including Tiger Global, Naspers, Accel
Partners and Iconiq Capital.

Table-1
Total Sales of Flipkart

In July 2013, Flipkart raised USD 160 million from private
equity investors, taking the total to USD 360 million in
its recent fund raising drive to build and strengthen
technology and strengthen its supply chain.
In October 2013, it was reported that Flipkart had raised
an additional $160 million from new investors Dragoneer
Investment Group, Morgan Stanley Wealth
Management, SofinaSA and Vulcan Inc. with
participation from existing investor Tiger Global. With
this, the company has raised a total $360 million in its
fifth round of funding, the largest investment raised by
an Internet company in India, emulating In Mobi’s $200
million investment from Softbank in September 2011.

2.3 Interesting facts & figures about the portal:
s

Flipkart employs 14000 people

s

10 million sales unit and 105 million visitors /month

s

11.5 million titles, Flipkart is India’s the largest online
book retailer.

s

Ships out as many as 45,000 items a day

Year
2008-09
2009-10

Sales in million
40
200

s

Flipkart is now investing in expanding its network of
distribution centres, warehouses, procurement
operations which is now in only 8 cities in the country,
so as to reach more & more Indian cities.

2010-11
2011-12

750
5000

s

The company is even setting up its own delivery
network which is now in 37 cities., by which company
can save cost associated with outsourced shipping
& logistic function and is set to expand this even
further by next year.

s

In 2014 Flipkart recruited 50-55 students from various
distinguished B Schools including IIMs

s

In July 2014 Flipkart launched its own set of tablet,
mobile phones & Phablet. The first among these
series of tablet phones was Digiflip Pro XT 712 Tablet.

s

In July 2014 Flipkart launched it’s first networking
Router, under its own brand name named DigiFlip
WR001 300 Mbit/s Wireless N Router.

s

In September 2014 Flipkart launched its in-house
home appliances and personal healthcare brand
Citron. The label includes a wide range of cooking
utilities and grooming products.

Flipkart’s reported sales were Rs40 million in FY 2008–
2009, Rs200 million in FY 2009–2010 and Rs 750 million for FY 2010–2011, which has increased 4 folds from
that of the previous year were sales accounted for 20
crores in FY2008-2009. In FY 2011–2012, Flipkart is
achieved Rs 5 billion mark as Internet usage in the country
increases and people get accustomed to making purchases online.

2.4 Flipkart’s Success Mantra

For the year 2011-12, their revenue is $ 77 Million, 201213 their revenue is $ 11.8 billion. Recently Flipkart
estimated their revenue crossed Rs6000 cr. On average,
Flipkart sells nearly 20 products per minute and is aiming
at generating a revenue of Rs 50 billion (US$0.81 billion)
by 2015.
On November 2012, Flipkart became one of the
companies being probed for alleged violations of FDI
regulations of the Foreign Exchange Management Act,
1999.

s

Great Customer Service: Flipkart users are more
satisfied than that of their competitors.

s

Easy to use Website, hassle free payment
system: The user interface is sleek and easy to use.

s

Cash on Delivery/ Card on delivery mode of
payment: This has been a major instrument in
Flipkart’s success. Almost 60% of its sales happen
through this mode. Cash on Delivery created trust in
the minds of Indian customers who were always
weary of making payments online.

s

Focused on user experience: Other e-commerce
site, tries to cram the maximum of amount of
information which can create confusion to satisfied
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customer where as Flipkart foused on providing only
the relevant info.
s

s

It has also managed to sync of all its operations via
the mobile apps on all the major platforms like
android, apple, blackberry & mobile website
facilitating the online purchases & selling functions.
Over the years Flipkart has managed to build a strong
community having millions of followers on its twitter
& facebook pages giving instant responses and
interaction.

2.5.2 Weaknesses
s

The Company is not focusing on cost effectiveness
rather on profit alone

s

A part of cost of delivery is not borne by the
consumers as being practiced by other competitors.

s

It is not adopting suitable strategies to sharpen the
competition to outweigh the competitors in the
market.

s

The Flipkart is not maintaining proper balance
between expansion of customer base and pulling
profits.

s

The Flipkart is leaning more towards Political culture
and democracy is not followed in formation of Board
of Management.

s

The Investors are not given due importance in the
Management Board.

2.5 Strengths and Weaknesses of Flipkart:
2.5.1 Strengths
s

Regular penetration in all possible areas. They
started with books, entered later in fashion,
electronics, apparel etc.

s

Inflow of investment: They have taken seven round
of investment from investors like Naspers, Tige
Global, Accel Partners, Dragoneer, Morgan Stanley,
Sofina and Vulcan Capital.

s

Excellent service: They deliver the product within
a span of 24 hours.

s

Earning Customer‘s trust: Easy returns policy
which helped consumers to trust them more.

s

Internet reach: Indian youngsters have become so
active on internet in the past decade and so has
their tendency to shop online.

s

Convenience: It’s extremely convenient to shop
online, comparing the product price & features
sitting in the comfort of your home.

3.

Methodology of the Study

One aim of this paper is to know how the Goodyear model
is used in e-retail industry. For successful brand
management strategy it requires both an understanding
of how the brand strategy is implemented and
communicated to consumers and how they respond to
this. The data were collected from journals, reports and
articles, magazines, or newspapers, and also obtained
from media and corporate archives. Press releases
from Flipkart, print media interviews with Binny Bansal
and Sachin Bansal were also carefully checked.

4.

Discussion
Illustration of branding process over time

Table II
Different stages of Branding
St age s of B randing

Tim e

T ype s of V alue

S tag e 6 B ra n d as P ol icy
S tag e 5 B ra n d as co mp an y

Te rm ina l

S ta g e 4 B ra nd as Icon

S ymb oli c

Sta ge 3 B ra nd as pe rso na lity
S tag e 2 a s re fe re nce
S tag e 1 U nb ra nd ed

Tim e= 0

Instr um en ta l

Explanation of terms used in the above table
Stage -1 Unbranded: They are the commodities without
any name or symbol and consumers view them as just
a commodity. Example, Packet of sugar used before the
advent of Reliance Select and Tulsi etc. and Chinese
mobile phones.

42

Srusti Management Review, Vol -VIII, Issue - I, Jan.- Jun. 2015

Stage-2 Brand as Reference: It consists of Name
of the Producer/marketer, which is used for
identification of products among the competing
products; Name over time becomes guarantee of
quality and consistency. Differentiation is achieved
primarily through changes in physical product attributes

(Battery back up of nokia) Example: SONY, Nokia, LG,
Lee, Reebok, Addidas etc.

themselves. This interaction strengthens the relationship
that consumers feel with the firm.

Stage-3 Brand as Personality: Brand Name may
be “Stand alone”. By this stage, differentiation among
brands on rational/functional attributes becomes
exceedingly difficult as many producers make the same
claim. Therefore, marketers begin to give their brands
personalities. An example dove by creating the
personality of giving Deep Moisturizer for Dry Skin ,
Surf Excel Surf Excel offers outstanding stain removal
ability on a wide range of stains has an entirely different
personality as compared to other detergent in the market
and similarly Amul in the dairy sector , Mercedes and
BMW have their own personality in automobiles.

Stage-6 Brand as Policy: In this the company and
Brands are aligned to social and Political Issues.
Consumers now own Brands, companies and Policies.
The Goodyear Model focuses on the evolving nature
of Branding over time rather than on the design of brand
concepts at particular times and for particular brand
launches.

Stage-4 Brand as Icon: In this stage, the brand is
“owned by consumers”. They have extensive knowledge
about the brand – frequently worldwide— and use it to
create their self identity. An example is the Marlboro cow
boy who is recognized around the world. The cowboy
srugged ,a man against the odds, but he is not crude
and lacking in sophistication. Consumers who want to
be perceived as strong, rugged or loners might smoke
Marlboro cigarettes. The cowboy is a symbol or icon of
a set of values. To be well-entrenched in the consumer’s
mind, the icon must have many associations—both
primary(about the product)and secondary. For example,
Air Jordan shoes have primary associations with Michael
Jordan’s athletic prowess and secondary associations
with the Chicago Bulls and winning. The more
associations a brand has, the greater its network in the
consumer’s memory and the more likely it is to be
recalled. Thus, management of these brands must
continually find associations that strengthen the iconic
stature of their brand.
Stage-5 Brand As Company: As the brands have
complex identities, a consumer tries to asses them all.
Because the brand equals the company, all stakeholders
must perceive the brand (company) in the same fashion.
The company can no longer present one image to the
media and another to stockholders or consumers.
Communications from the firm must be integrated
throughout all of their operations. Communication is not,
however, unidirectional. It flows from the consumer to
the firm as well as from the firm to the consumer so that
a dialog is established between the two In such a case
integrated communication strategy becomes essential
through the line. For example Customers at IKEA are
willing to be involved in the product design process by
designing their own kitchen cabinets from modular units,
choosing fabrics for their upholstered furniture and by
transporting goods home and assembling the product

The six stages refer to changes in branding practices in
a product category over time rather than changes in
any specific Brand. When the product is used as a
Reference in which company distinguish their brand
respect to competing brands, after this they build
personality for the brand and finally when the brand
becomes well known it becomes an Icon. In stages 5
and 6, the value of brands changes. While brand values
in stages 1-4 were instrumental because they helped
consumers achieve certain ends, brands in stages 5 and
6 exemplify terminal values which are the end states
that consumers desire.

Table-3
Comparison of Good year brand evolution
model and brand evolution model of Flipkart
St age -I
G o od yea r m o de l

U n br an de d g oo d s

A u th or ’s M o de l

U n br an de d g oo d s
S ta ge- II

G o od yea r m o de l

B ra nd as re fere n ce

A u th or ’s M o de l

B ra nd as re fere n ce
S tage -III

G o od yea r m o de l

B ra nd as P erso n ality

A u th or ’s M o de l

B ra nd as P erso n ality
S ta ge- IV

G o od yea r m o de l

B rand a s IC O N

A u th or ’s M o de l

N /A
St ag e -V

G o od yea r m o de l

B ra nd as C o m pan y

A u th or ’s M o de l

N /A
S ta ge- VI

G o od yea r m o de l
A u th or ’s M o de l

B ra n d as Po lic y
N /A
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Table - 4
Summing of activities between 2007-10 to 2012-14 for 3 stages
B ra nd Evo lutio n
sta ge s

Sta ge -I Unb ra nd ed

Stag e -II B ra nd as
r efe ren ce

S ta ge -III b ra nd as pe rso n ality

P eri od

2 00 7- 20 10

2 0 10 -2 01 2

20 12 -1 4

M ain Ma rke ti ng
str ate gy

T o con stru ct
con sum er b ase

To win con fide n ce of
co nsu me rs

To em ph asize an d ex pa nd servic e
ne twor k a nd di versi fi catio n o f p ro du ct

M ain ma rke ti ng
a ctivity

Se ver al d iscou nts
a nd sa le s e ve nts.

A d ve rtise me nt s,
sale s pro mo tion an d
pr od uct aw ard s.

Rig or ou s p ro mo tion al a ctivity th ro ug h
ma ss m ed ia a nd socia l m ed ia, Sa les
e ven t l ike “ Big b il lion Da y”

Source: Authors own data
The Goodyear conceptual model comprises of six
stages, namely unbranded goods, brand as reference,
brand as personality, brand as icon, brand as company,
this case study on Flipkart so far achieved 3 stages i.e
unbranded goods, brand as reference, brand as
personality having certain differences with the former
model. But so far Flipkart has not reached other stages
as it has not yet achieved the global ranking within the
top ten e-retail company. But it has laid down a
progressive path with a vision to cover the rest three brand
stages of good year model within a few years, To reach
the brand as policy , it has chalked out the following
programmes.
I.

It has envisaged to double the gross merchandise
value of its products to reach about $8 billion by
December 2015

II. It has set target of shipping a billion units a month
against present 8 million and serving 100 million
customers by 2018.
III. To fuel its growth the company is working on several
discounts and sales events this year and it might
carry out another “Big Billion Day” sale Shortly. The
life style and fashion categories are expected to drive
growth for Flipkart in the near future.
The Table-3 as enclosed shows the comparison of the
flipkart model with that of goodyear brand evolution model
and the table no 3 enclosed describes the activities to
be performed between the period 2007-2014. These
activities mentioned in different stages are based on field
observations , performance of company and testing of
results. To drive e-commerce the company has planned
to follow the golden rule of five factors i.e
I.
II.
III.
IV.

Localisation of internet content
To go beyond metros for sound growth
To concentrate on growth of mobile commerce
To encourage use of debit cards for cashless
transactions and
V. To increase investment in logistics and warehouses.
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5.

Findings

Stage 1 is unbranded goods: (2007-2010)
However, in the revised model we find that , stage 1 is
brand as identity. During brand as identity stage,
companies attempt to attract the attention of customers,
which has done by Flipkart in consumer electronic
category with the launch of mobile phones, in September
2010 after entering to e-commerce. Today Flipkart topped
the chart by attaining highest overall satisfaction score (
3.71), followed by Jabong (3.63).(Consumer voice, 2014)
. Flipkart.com, India’s largest online retailer, went live in
2007 and since then has grown rapidly with the
introduction of innovative features such as collect on
delivery, 30-day replacement guarantees and its own
delivery network. The site ranks among the top 30 in
India (per Alexa rankings)and receives more than 12
million visits every month.
Most Asian brands were established by independent
entrepreneurs and thus lacked financial support from big
enterprises. Flipkart was established in 2007 and acquire
WeRead, a social book discovery tool at 2010. During
the early stage, Flipkart focused only on books.
2nd Stage Brand as reference : (2010-2013) , as the
company valuation comes to billions Flipkart has raised
the biggest ever round of funding by an Indian Internet
company, setting the stage for a battle with Amazon the
no 1 e-retail company in the world for supremacy of the
Indian online retail market. They can develop and produce
excellent products. However, they are relatively unknown
in the global market. The first concern of consumers in
choosing a brand is functional value (Goodyear, 1996;
de Chernatony, 2002). Customers or distributors lack
the confidence to try or sell new products from unfamiliar
companies.
Why does this stage as brand as reference stage?
According to the research of Goodyear (1996) and de
Chernatony (2002), consumers are primarily concerned
with functionality when purchasing a product. McEnally
and de Chernatony (1999) argue that in brand as
reference stage, the goal of brand management is to
position the brand as having unique functional benefits.

Sachin Bansal the Co-founder of Flipkart taken much
strategies to command the 65% of the online retail
market.
Two of the best methods of solving the problem of no
confidence among customers and distributors are winning
product awards and leveraging public relations. Flipkart
is one of many Indian Retail companies adopting this
strategy and attempting to win product awards and
achieve free exposure through the media and the industry
analyst community.
s Co-Founder of Flipkart Sachin Bansal, got
Entrepreneur of the Year Award 2012-2013 from
Economic Times, leading Indian Economic Daily
s Flipkart.com was awarded Young Turk of the Year at
CNBC TV 18’s ‘India Business Leader Awards 2012’
(IBLA).
s Flipkart.com- got Nominated for India MART Leaders
of Tomorrow Awards 2011.
s Flipkart.com, secured second position in the List of
Cheapest Mobile Store 2013, compiled by Indian ecommerce observer Zoutons.com.
3rd Stage Brand as Personality : (2013 onwards) By
stage 3, consumers are faced with a variety of brands—
all of which make functional promises. But advances in
technology make it difficult to sustain a functional
advantage with the result that brands competing in the
same category have become functionally more similar
.To differentiate their brands, marketers focus on
incorporating emotional values into their brands,
portraying this through creating brand personality. There
are two issues in building brand personalities. The first
is how to create the personality and the second is how
to measure it.
Introducing COD , same day delivery, own warehouse it
creates its personality. They started by identifying people
who could trust us initially and slowly built upon our good
business relations with them. They had assumed a lot
of things, especially around marketing. When those
assumptions turned out to be incorrect the business
model had to be changed. They have changed directions
multiple times and have taken each mistakes a learning
experience. Normally in Indian context people call all
other on line retailer as Flipkart.

6.

Conclusion

Flipkart is an Indian e-commerce company headquartered
in Bangalore, Karnataka. It was founded by Sachin
Bansal and Binny Bansal in 2007. In its initial years,
Flipkart concentrated on online sales of books, but it
later on expanded to electronic goods and a diversity of
other products such as fashion and life style sale .
Flipkart offers multiple payment methods like credit card,
debit card, net banking, e-gift voucher, and the major of
all Cash on Delivery. The cash-on-delivery model adopted
by Flipkart has proven to be of great significance since
credit card and net banking penetration is very low in
India.

Besides it has recorded some significant achievements.
In terms of valuation, Flipkart had already gone past its
competitors, with the company valued at about $12.5
billion. There is a hyper growth mode in e-commerce
sector in India, primarily due to the high penetration of
smart phones and internet. As of now India has the world
third largest population of internet users. For which
Flipkart is able to grow five times in terms of volume
during 2013-14.
The present growth of Flipkart is quite impressive as its
gross merchandise of $4 billion and monthly shipping of
$8 million units. It has built up a sound base to face
effectively the global competition with competitors like
Amazon and Ebay. In India it is the most superior Ebusiness portal evolved and aggressively expanding and
planting its root into the Indian market and at the same
time shifting the mindset of the people that is from going
& shopping from physical store to online stores, which
is magnificent.
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E-Waste Management: Developing a Model for Effective Take Back
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Abstract
The electronics industry is the world’s largest and fastest growing industry. Last decade has seen tremendous
growth in the field of information technology all over the world, especially in developing countries like India. This
growth has brought a new kind of waste known as electronic waste or e-waste that is very harmful for human health
and environment. Since this waste has very complex characteristics and requires an equally complex set of efficient
technology and processes to deal with it. This study strives to develop a valid and reliable model for effective ewaste management in Indian context. Total 495 respondents participate in the survey. A multiple regression analysis
was employed and the, ‘Collection and Recycling’ appeared as the best predictor, followed by ‘Rules and Regulation’,
‘Awareness’, ‘Responsibility’ and ‘Initiatives’. The e-waste management model developed in this research may be utilized
for effective e-waste management in an organization.

Keywords: Recycling, e-waste, Reuse, Collection, Disposal.

1. Introduction
Electronic waste, e-waste, e-scrap, or Waste Electrical
and Electronic Equipment (WEEE) are different names
for discarded electrical or electronic devices. Based on
data gathered by United Nations organizations,
governments, non government and science organizations
in a partnership known as the “Solving the e-waste
Problem (StEP) Initiative (www.unu.edu), it was
forecasted that by 2017, the global volume of discarded
refrigerators, TVs, cellphones, computers, monitors and
other electronic waste will weigh almost as much as 200
Empire State Buildings .
MoEF (2012) report says that Indian electronic waste
output has jumped eight times in the last seven years
i.e. 8,00,000 tones now. In parallel, life of electronic and
electrical products is constantly reducing. High
consumerism of these products, low recycling rates and
illegal transboundary movement from developed to
developing countries (Puckett and Smith, 2002; Brigden
et al., 2005) is creating issues in e-waste management.
The number of electronic devices used per capita at the
global scale will continue to increase; while their size
will further decrease and microprocessors will invade more
and more everyday objects. Experience shows that the
miniaturization of devices is usually counteracted by the
growing numbers of devices produced. On average, each

person on the planet produced seven kilograms of ewaste in 2012, that is 48.9 million tonnes in total, and
StEP estimates that this will rise to 65.4 million tonnes
in 2017 (www.unu.edu).
Solutions have been proposed from the perspective of
new industrial product designs, manufacturing and
recycling philosophies (e.g. the extended producer
responsibility, EPR) and green procurement policies. In
the European Union, the WEEE is more commonly used
and specifically defined as electrical and electronic
equipment which consumers dispose of or is required to
dispose of pursuant to the provisions of national law,
including all components, sub-assemblies and
consumables. Management of electronic waste is a much
more formidable challenge in developing countries on
account of lack of proper infrastructure, poor legislation
and awareness among citizens. Also at stake are the
livelihoods of a large number of urban poor involved in
processing and recycling of e-waste. According to a
report from Center for Science and Environment (2011),
India is generating 350,000 tonnes of electronic waste
(e-waste) every year and imports another 50,000 tonnes.
Out of this mammoth e-waste pile, only 19,000 tonnes
are recycled. Some of the top generators of e-waste in
India are Maharashtra, Tamil Nadu, Andhra Pradesh and
Uttar Pradesh.
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2. Review of Literature
The electronics industry is the world’s largest and fastest
growing industry and is recognized as one of the engines
of economic development in India. The last decade has
seen tremendous growth in the field of information
technology all over the world, especially in developing
countries like India. This growth, combined with rapidly
increasing product obsolescence and consumer choices,
has brought in a new kind of waste–electronic waste or
e-waste. This ever-increasing waste has very complex
characteristics and requires an equally complex set of
efficient technology and processes to deal with it.
Inadequate technical infrastructure for handling and
managing the waste (Nguyen, 2009), movement of ewaste dismantling from the formal to the informal sectors
(Jain and Sareen, 2006) are important drivers of
inappropriate e-waste management. Lack of relevant
information as support to the disassembly (Zhiduan,
2008), information about recycling services (Huang and
Truong, 2008), and an ambiguous responsibility for ewaste recycling among consumers, retailers, and
manufacturers (Jinglei et al., 2009) are also an important
factor for e-waste management.
Limited literature was found in Indian context about the
e-waste management. Therefore it was fascinating to
know about the e-waste management in Indian context.
An extensive review of literature was carried out in the
area of e-waste management as discussed above. The
important factors related to e-waste management were
identified and organized in a research model. The factors
are described as follows:
i) Collection and recycling: Collection and recycling
means collecting back used electronics devices for the
purpose of recycling, reuse and safe disposal of e-waste
.Buy back system is an important factor for e-waste
management (Jinglei et al., 2009).Time delay (Lafir Ali,
2008), lack of collection points (Shih, 2001) and cost of
collection (Wei Shanshan, 2008) are main drivers for
collection of e-waste. An efficient take back system is
dependent on accessibility, collection facilities, adequate
and consistent information to the users (Brussels,
2008).Complexity of take-back system is also one of
important factor (Zhiduan Xu, 2008). A paper discussed
that real quantity of discarded e-waste in urban China is
not recycled or disposed by formal recyclers (Hao Liu et
al., 2007). High recycling cost (Marie-Claude Nadeau),
low recycling rate (Brian K. Gullett, 2007) are main drivers
of formal recycling. The most challenge faced by formal
e-waste recycling sectors is that they do not get sufficient
e-waste to maintain normal operations (Jinglei et al.,
2009). Due to high costs of recycling and lack of
consumer incentives, only very small fractions
(Hyunmyung Yoon, 2006) reach for formal recycling.
Trans-boundary system for the 3R (Reduce, Reuse and
Recycle) management of electronic waste (Masachika
Suzuki, 2008) is important driver for reuse. e-waste
management can be improved by donating e-waste to
charities or schools, remanufacturing and by use of
upgradeable electronic devices (Kristin Hanks, 2008).
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ii) Rules and regulations: Rules and regulations refer
to the legal system required for effective e-waste
management. Adequate rules and regulations is one of
the important factors in management of e-waste. By
making final treatment and landfill last stage of the
disposal process (Shih, 2001) e-waste management can
be improved. In the absence of legislation, e-waste
recycling systems have been limited to private recycling
of high-value waste with only limited consumer
participation (Susan et al., 2008). Trans-boundary
movements of huge amount of e-waste from developed
counties to developing countries (Wen, 2006), lack of
legislation around e-waste (Roa, 2007), dumping e-waste
into landfills, terrible working conditions for workers
(Hanks, 2008), rigorous controls to prevent the illegal
import and export of e-waste (Sinha-Khetriwal et al.,2005)
and lack of relevant laws to adjust or control the selling
behaviors of waste electric & electronic equipment (Wen,
et al. 2006) are some important rules and regulations
related issues in proper management of e-waste.
iii) Government support: Government support refers
to the support required from the Government at various
levels for effective management of e-waste. It is suggested
that recycling facilities to manage e-waste should be
supported by the Government (Cobbling, 2008). Informal
sector as a crucial and emerging issue, which is needed
to be well understood and better governed (Tienhua and
Yenming, 2008) by the government. Inadequate technical
infrastructure for handling and managing the waste and
movement of e-waste dismantling from the formal to the
informal sectors (Jain and Sareen, 2006) are important
drivers in improper e-waste management. e-waste can
be a potential product for secondary markets (Kahhat et
al., 2008) so government need to develop second hand
markets for electronics devices. The system creates
incentives for collectors and recyclers to over-report the
amount of collected e-waste in order to gain extra
subsidies (Kojima et al., 2006). Under the support of
government, e-waste generated from government
agencies must be made mandatory to send to formal
recyclers (Hao et al., 2007).
iv) Awareness: Making the end user of electronics
devices aware about various activities and services of ewaste. Lack of relevant information as support to the
disassembly (Zhiduan, 2008), information about recycling
services (Huang and Truong, 2008), consumer awareness
regarding environmental issues (Sinha-Khetriwal et al.,
2005), and lack of programs that will enable consumers
to reduce, reuse and recycle greater volume of this
growing category of waste (Carolyn, 2005) are some
important barriers for effective management of e-waste.
v) Initiatives: Initiatives refer to programs or schemes
required to promote effective collection, recycling and
disposal of e-waste. It is important for government and
manufacturers of electronics devices to take various types
of initiatives to promote e-waste management. Several
initiatives have also been launched by electronic product
manufacturers or government to collect WEEE (Jinglei
et al., 2009). They have begin efforts to collect (e.g., free
e-waste collection events) and recycle the e-waste from

residential and business sectors (Kahhat et al., 2008),
enterprises and individual consumers choose to send
owned e-waste to formal recyclers (Hao, 2007) and
promoting renewal and reuse (Hanks et al., 2008). The
Legislation and various initiatives intended to help and
manage these growing quantities of e-waste are the
drivers for effective management of the e-waste.
vi) Responsibility: Responsibility means all stakeholders
of e-waste should understand and play their role in
responsible manner so that e-waste can be managed
properly. It is important to clarify the roles and a clear
demarcation of responsibilities (Sinha-Khetriwal et al.,
2005). If consumer take responsibility to bring their ewaste to designated drop off collection points of e-waste
(Susan et al., 2008) and manufacturer take responsibility

to reduce toxicity in material used for making electronic
equipments (Thiel and Neeli, 2008), e-waste management
can be improved. While manufacturers are responsible
for collection and disposal, other participants in the
lifecycle of electronic products, such as consumers and
government, should also take responsibility for e-waste
management. By providing financial incentive to
consumer for returning their e-waste to authorized
collection centers, management of e-waste can be
improved (Kahhat et al., 2008). Thus responsibility is an
important driver for effective e-waste management. An
ambiguous responsibility for e-waste recycling among
consumers, retailers, and manufacturers (Jinglei et al.,
2009) is also an important factor. These issues are
summarized in Table 1.

Table 1
Factors responsible for e-waste Management
N o.

Is sue s

Litera ture S upport

1.

Col lectio n a nd
Rec ycl ing

A li et al .,2 00 8; Jin gle i et al .,2 00 9 ; Rol f e t a l., 2 00 8; Sh a nsh an a n d
K eji ng , 2 00 8;S hih , 20 01 ; B ria n e t a l., 2 00 7; Ha o e t a l.,2 00 7; Jin gle i
e t a l.,2 00 9;M ari e-C lau de et al.,2 00 8; Yo on an d Ja ng , 2 00 6; Han ks et
a l.,2 00 8; S uzu ki M., 2 00 8;Hu an g a nd Tr uo ng ,2 00 8; Ko jim a e t
a l.,2 00 6;To ng ,20 04 ;

2.

Rul es an d r eg ula tion s

Ha nks e t a l.,2 00 8; Ro a,2 00 7; Sh ih ,2 00 1; S inh a- Kh etr iwal e t a l.,20 05 ;
W en e t a l.,20 06 ;

3.

G over nm en t su pp or t

Co bb lin g , 20 08 ; Ha o e t a l.,20 07 ; Ja in a nd Sa re en , 2 00 6;K ah ha t e t
a l., 2 00 8; Ko jim a et al .,2 00 6; Ngu yen ,20 09 ; T ien hu a a nd Y e nm ing
,20 08 ;

4.

Aw are ne ss

Ca ro lyn,2 00 5; Hua n g an d Tr uo ng ,20 08 ; S in ha -K he tr iwa l el a l.,2 00 5 ;
Zh idu an , 20 08

5.

Initia tives

Ha nks e t a l.,2 00 8; Ha o et a l.,2 00 7; Jin gle i et a l.,2 00 9; K ah ha t e t a l.,
2 00 8;

6.

Resp on sib ility

Jin gl ei e t a l.,2 00 9; K ah ha t e t a l.,20 07 ; K oj ima et al.,20 06 ; S in ha K he tr iwa l et al .,2 00 5; Su san et al., 20 08 ;Thie l a nd N ee li,20 08 ;

7.

Effe ctive e- waste
Ma na ge me nt
(De pe nd en t fa ctor)

Ha nks e t a l., 2 00 8; Hua n g an d Tr uo ng , 2 00 8; K ah ha t e t a l., 2 00 8 ;
L iu, 20 06 ; N gu yen ,20 09 ; R oa ,2 00 7; Th iel a nd Nee li,2 00 8; Wa ng an d
Ch ou ,20 09 ;

The aim of this paper is to identify the variables
responsible for growing volume of e-waste and to arrive
at a Research Model of effective e-waste management
The Research Model was designed with identified
variables which have come out from the various literatures.
Hypotheses were generated to validate the variables of
the research model.

influence the effective management of e-waste. From the
existing literature six variables were identified. These
variables are ‘Collection and recycling’, ‘Rules and
Regulations’, ‘Government support’, ‘Awareness’,
‘Initiatives’ and ‘Responsibility’. These were the
independent variables which may influence effective
management of e-waste. The variables and items identified
from existing literature are summarized in Table 2.

3. The Research Model and Hypotheses
On the basis of the literature review few variables were
identified. It was hypothesized that these variables will
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Table 2:
Variables and items
S l.
No.

1

2

3

4

5

6

Va riab le s

It em s

C o llectio n a nd rec yc l ing

R u les a nd r eg ula tion s

G over nm en t S up p ort

A w are n ess

Initia tives

R e spo ns ib ility

C om ple x C oll ectio n pr oc e ss ,
C os t effec tiv e c o lle c tion ,
E a s y a cc es sib ili ty o f co lle c ti on p oi nts
L ate s t r ecy clin g te chn olo g y,
C he ap er r ec yc lin g c o st,
L o w r ec yc li ng r ate ,
E n v iro nm en t frie nd ly re c yc lin g,
In cre ase i n life tim e of e lec tro nic d ev i ces,
D on ate,
U pg rad e ab le,
R ec o v era bl e.
Ill eg al im po rt,
S a fe disp os a l,
W or king c on ditio ns o f w o rke rs,
R es tric t du m p ing ,
S e llin g b eh avio rs of e- w aste
C on tr ol in for m al r ecy cli ng ,
E n fo rc e m e nt an d sup er visio n,
S u bsid y to fo rm al re c yc ler s,
P ro pe r Infra s tru c tu re ,
D ev e lop s ec o nd ar y m ar k ets
C oll ec tio n facil iti es ,
R ec yc lin g s e rv ic e s,
Im pr ope r d ispo s al im pa c t.
B u y b ack s ch em es,
P ro m o ting r eu s e,
P ro m o ting r ep ai r
P ro du c er ,
M an ufa c tu re r re du ce tox ic i ty ,
M an ufa c tu re r gi ve inc e nti ve to c on sum er ,
R etai ler s a nd re pa ir s ho ps to a c cep t d is ca rde d
a pp lia nce s ,
E n te rp rise a n d in div id u al co nsu m e rs to bri ng th eir ew as te to fo rm a l c o lle ction po ints

On the basis of literature study six variables are identified
and from these variables Research Model was developed.
This Research Model is shown in Figure 1. In the
Research Model it was hypothesized that all identified
variables may be predictor of the effective e-Waste
management. The related hypotheses are mentioned
below:
H1: Effective e-Waste management is affected by
Collection and Recycling.

H2: Effective e-Waste management is affected by Rules
and Regulations.
H3: Effective e-Waste management is affected by
Government Support.
H4: Effective e-Waste management is affected by
Awareness
H5: Effective e-Waste management is affected by
Initiatives
H6: Effective e-Waste management is affected by
Responsibility

Figure 1:
Research Model for Effective e-waste Management
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Figure 2
Data Analysis Flow Chart

4. Data Collection and Result Analysis
Questionnaire was designed with the objective to collect
data which is necessary to test the hypotheses
formulated for the study. Questions related to the test of
hypotheses were in the statement format, which seeks
opinion in terms of level of agreement or disagreement
of the respondent. The items of the variables given in
Table 2 were considered to prepare the questions of the
questionnaire. Some questions were also prepared on
the basis of the literature study related to the variables.
The questions in the questionnaire were multiple choice
types and seven point Likert scale was used.

Collection of Data

Cronbach’s Alpha Test

Reg ression Analysis

The intervals used were ‘extremely disagree’, ‘disagree’,
‘partially disagree’, ‘neutral’, ‘partially agree’, ‘agree’, and
‘strongly agree’. This justifies that the answers of the
categories is mutually exclusive so that respondents had
to select only one choice against a question.
Personal search was made at various websites related
to the service sector. Information was provided about the
use of electronic equipments and it was found that
software industries and the higher education institutes
used large amounts of electronic equipments in their
organization as compare to other service sectors. So
software industries and institutes providing higher
education constitute the population of the study. Out of
the total population 600 was taken as the sampling frame.
This sampling frame was the target respondent.
An effort was made to get the responses from the target
respondents. For this purpose structured questionnaire
was mailed and personal visits as well as telephonic
request were also made to get the questionnaire filled up.
From the defined sample frame 558 responses were
received. Further these samples were scrutinized to
check the usability of the responses. It was found that
some of the responses were partially filled; these
responses were not considered for the further analysis.
Out of the received sample, 495 responses were found
usable responses. These responses were used for the
further analysis.
A questionnaire based approach was used for obtaining
data from the Top managers, software developers,
Directors, and Professor of the software and education
industries. In this process the questionnaire was used
as a tool for getting the responses. The questionnaire
was validated through different stages of validation. Then
pre testing of the questionnaire was done through pilot
study.
Data collection and analysis was carried out to validate
the Research Model through survey. The hypothesized
Research Model (Figure 1) was validated through multiple
regression analysis. Regression coefficients (beta value)
show the degree of association between dependent
variable and independent variable. Flow Chart of data
analysis is shown in Figure 2.

Results

4.1 Construct Validity: Cronbach’s Alpha
Construct validity was conducted to know the convergent
validity of the items used for the different variables. For
this purpose the Cronbach’s Alpha Test was conducted
by dropping and retaining the different combination of
items (Table 2). The combination having highest value of
reliability coefficient i.e. alpha was considered as the
best combination of items for the further study. The value
of alpha for the best combination of items for a given
variable is shown in Table 3

Table 3
Cronbach’s Alpha Test
F actor
e -waste Managemen t
(D ependent Facto r)
Collection an d Re cycling
Respo nsibility

Alpha Value
.7 79
.8 10
.8 03

Awareness

.7 57

Rules and Regulatio ns

.8 14

Initiatives

.6 38

Government Su pp or t

.8 48

4.2 Regression Analysis
The hypothesized research model (Figure 1) was
validated by multiple regression analysis. The regression
analysis was done at 90% of level of significance. The
analysis enabled to predict the variability in dependent
variable based on its covariance with all independent
variables. The coefficient of determination (R Square)
indicates that the research model shown in Figure 1
explains 65.7 percent variation in effective e-waste
management (Table 4).
Regression coefficients (beta value) show the degree of
association between dependent variable and independent
variables. The value of adjusted R Square was found
0.653. The standard error of estimate is the square root
of the residual mean square in ANOVA (Table 4). In this
case, standard error is equal to 0.58067 and measures
the spread of the residual error.
The standardized coefficients (beta values) show the
degree of association between dependent variables and
independent variables (Table 5).
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Table 4
Model summary for effective e-waste management as dependent
Mode l

R

R S q u a re

A d ju st ed R S q u are

S td . E rro r o f th e E st im ate

1

.8 11

.6 57

.6 53

.5 80 6 7

a.Predictors : ( Constant),Responsibility,Initiative,Awareness,Government Support ,Rules and regulations

Table 5
Multiple regression analysis results
It em

S tanda rdize d Coef ficient

Co nsta nt
Co lle cti on a nd R ecycling
Ru le s a nd R eg ula ti on

0 .42 1
0 .32 2

P - va lu e
0.0 00 1
0.00 0
0.00 0

Rela tiv e im portanc e

G o ve rn men t S up po rt
A war en ess

0 .00 2
0 .13 1

0.96 5
0.00 0

VI
III

Ini ti atives
Re spo nsib ility

0 .05 2
0 .07 4

0.09 1
0.04 6

V
IV

I
II

Note: Depended Variable: Effective e-waste Management; *Significant at 0.10 level (2- tailed);
R= 81.1 percent

4.3 Comparative Significance of Dimensions
In research model there were 6 hypotheses of effective ewaste management, five of them have been accepted.
One of the hypotheses could not be supported in the
study, that is- H3 (Table 5). ‘Government support’ is not
supported in the study as the predictor of effective ewaste management. The hypotheses H1, H2, H4, H5,

and H6 are supported in the study (Table 5). Thus
‘Collection and recycling Attributes’, ‘Rules and regulation
Attributes’, ‘Awareness Attributes’, ‘Initiative Attributes’,
and ‘Responsibility Attributes’, are the predictor of
effective e-waste management (Figure 3)

Table 6
Summary of Research Hypotheses

Level of Significance: 90%
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Figure 3:
Model for effective e-waste management

5. Discussion
Data collection and analysis was carried out to validate
the Research Model. Convenience sampling was done
from the defined population to get the responses from
the Top managers, Directors, Professors, and software
developers of Software and education sector.
Questionnaires were used to get the responses. 495
usable responses were received for the analysis.
Construct validity was conducted to know the convergent
validity of the items used for the different variables. For
this purpose the Cronbach’s Alpha Test was conducted
by dropping and retaining the different combination of
items. The combination having highest value of reliability
coefficient i.e. alpha was considered as the best
combination of items for the further study.
The hypothesized Research Model was validated through
regression analysis. The analysis enabled to predict the
variability in dependent variable based on its covariance
with all independent variables. Regression coefficients
(beta value) show the degree of association between
dependent variable and independent variable. There were
6 hypotheses of effective e-waste management; five of
them were accepted at 90% level of significance. Thus
‘Collection and Recycling Attributes’, ‘Rules and
Regulation Attributes’, ‘Awareness Attributes’, ‘Initiative
Attributes’, and ‘Responsibility Attributes’, support as
the predictor of the effective e-waste management. One
of the hypotheses could not get supported in the study
and ‘Government support’ is not supported as the
predictor of effective e-waste management. While at level
of significance 95% four of them were accepted. Thus
‘Collection and Recycling Attributes’, ‘Rules and
Regulation Attributes’, ‘Awareness Attributes’, and
‘Responsibility Attributes’, support as the predictor of
the effective e-waste management. Two of the hypotheses
could not get supported in the study and ‘Initiative
Attributes’ and ‘Government support’ are not supported
as the predictor of effective e-waste management, as
shown in Figure 3.

6. Recommendations and Future Direction
This study strives to develop a valid and reliable model
for effective e-waste management in India. A total of 495
respondents participated in the survey. A multiple regression
analysis was employed and the, ‘Collection and Recycling’
appeared as the best predictor, followed by ‘Rules and
Regulation’, ‘Awareness’, ‘Responsibility’ and ‘Initiatives’.
Therefore, these five factors can be treated as key factors
for effective e-waste management. On the basis of above
discussion, we can identify all the five factors to be
important (although in varying degrees) for the purpose
of successful implementation of effective e-waste
management. In this research only six e-waste
management factors have been used to develop the model.
But more e-waste management factors can be included
to develop the relationship among them using the multiple
regression analysis methodology. Scope for future work
in this area is abundant, because e-waste have significant
contribution in the growth of the Indian economy and it
is a new sector defined by the Government of India. The
Model for effective management of e-waste in service
industry developed here can be further validated for other
sectors. The model evolved in the research is able to
explain 65.4% variation of effective e-waste management.
This can be further improved by adding few more variables.
Longitudinal study may also be conducted to further
validate the model and the recommendations made in
this research. The future research in this area may have
the following directions:
1.

The Acceptance of Model developed here can be
further validated for other sectors to test the effective
management of e-waste and consolidate the model
for wider acceptability.

2.

The model evolved in the research is able to explain
65.4% (R-square=0.657) variation of effective e-

53

waste management. This can be further improved
by adding few other variables.
3.

4.

Effective e-waste management in Indian context is
a new area of research. Hence further investigations
are required to discover other significant variables
which might affect the e-waste management.

7.

Longitudinal study may be conducted to further
validate the model and the recommendations made
in this research.

7. Concluding Note
The main purpose of this study was to assess the factors
influencing the effective e-waste management. Six
variables were identified with the help of literature study
which may influence the effective e-waste management.
Then these were tested through survey study. It was
found that five variables named ‘Collection and Recycling’,
‘Rules and Regulation’, ‘Awareness’, ‘Responsibility’ and
‘Initiatives’ influence the effective e-waste management.
Thus a validated model for effective e-waste management
in service sector has evolved through this research.
Based on the research findings, recommendations are
given. One of the major limitations of the study is the
limited availability of literature in the Indian context. Since
e-waste management is a new sector defined, therefore
scope is there to further explore this area.

8.

9.

10.
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Abstract
This paper focuses on the modern and traditional methods of acquiring and storing knowledge. It also covers the
major limitations that are common with both traditional and modern methods of knowledge acquisition and storage.
The role of technology in the modern generation is also discussed in this paper with in-depth comparison of the most
common modern methods of knowledge acquisition and storage.
It explains how various technological advancements have influenced the way people seek and store knowledge.
However, it should be noted that there are some loopholes with the modern methods of knowledge acquisition as
highlighted in this paper. It explains how these loopholes are caused and how they can be corrected to make this
process better for all researchers in the current generation.
In addition, this paper also seeks to explain the traditional methods of acquiring knowledge, how they were effective,
the possible challenges faced by these traditional methods and some examples of famous personalities in the
world who used such methods to acquire knowledge. Towards the end, the reader will also be able to understand the
role of experts in correcting and improving the common methods of knowledge acquisition to make this process
better and successful for all.

Keywords: - Technological Advancement, Knowledge Management, Knowledge Acquisition and Storage.
1. Acquiring Knowledge Through Research
As we all know, research has been the major source of
knowledge for most human beings in the modern
generation. According to Williams and Edge (1996) it is
through research that one can foresee the future in
comparison to the past. Thanks to technical
advancements in the modern generation, research has
become easier to carry out. The popularity of some
sources such as the internet cannot be ignored. The
invention of internet has been received warmly by most
human beings because of its role in providing quick
results regarding a particular topic (Ulmer, 2002). This is
indeed very positive compared to the conventional
methods of research where people depended on outdated
methods such as exhumation of fossils, archaeology and
others to come up with the appropriate results regarding
the provided topic. Such processes were met with various
hindrances and this brought the need for coming up with
the modern methods of carrying out research with the
major aim of enhancing one’s knowledge regarding the
provide
The internet can be termed as the best invention that
has ever been witnessed in the modern world. Many
people depend on cyberspace to perform various tasks
starting from studies, online banking, communications
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and others (Davis & Olson, 1985). The world is fast
embracing change and such inventions come in handy
to implement these alterations to make human lives
easier and better. When it comes to using the internet
as a source of knowledge, there are many benefits that
are associated with this option.
After the internet was discovered, most institutions
shifted their base to this new invention. This led to rapid
increase in the number of websites that contain various
details about a particular subject. Acquisition of
knowledge over the internet has become easier and
because of the availability of various web pages. The
researcher has the option of comparing various websites
regarding the research work to come up with a positive
conclusion. The internet as a source of knowledge also
makes it easy to reduce the costs of carrying out
research. For one to get a clue about a given subject, it
is important to look for the information from vast sources.
When this process is done on the ground, it becomes
expensive and time consuming (Ken, 2003). The
researcher has to part with huge sums of cash to fund
some factors such as transport, manpower,
accommodation and other daily budgets. This is where
the role of internet comes to the limelight. Technical
advances in the current society have also made it easy

to come up with better options of relaying information.
This is meant to make sure that internet usage becomes
even better to facilitate quick acquisition of knowledge.
According to Hart and Freeman (2006), digital inventions
such as videos and photographs make it easy for the
research students to have greater ideas of what they are
looking for. It will be useless to look for knowledge about
something that you do not have an idea of how it looks
like and its characteristics. However, online videos and
images create the chance for the research students to
have a clue of what they are looking for therefore
increasing their levels of knowledge.
Hyper linking is also another common advantage of using
the internet as a source of knowledge. Not all internet
users are sure of what they are looking for at the initial
stages. It becomes possible to approach cyberspace
with limited knowledge but gain positive response from
various websites. Hyper linking process is used to give
suggestions to other pages where the research student
can find relevant information about the provided subject
matter (Orlikowski & Robey, 1991). This paves where for
further knowledge regarding the process thus making it
fun compared to the conventional methods of looking for
information.
The process of acquiring knowledge needs interactive
forums to shed more light about the subject. At this
juncture, the role of internet is realized. The introduction
of the social media has made it easy for people to interact
with the major aim of sharing and receiving information
about the provided subject matter. There are quite a
good number of social networking sites where the
bloggers are able to find useful information and improve
their perception about a particular topic. Most people
prefer the internet because it defies all odds to make
learning convenient and fun (King, 1993). Sharing of ideas
becomes easier without necessarily going to classes
and learning institutions to get the same. But just like
other inventions, there are some common setbacks that
are associated with internet as a source of knowledge.

This is very different from libraries where books are stored
according to their themes. The student has to go through
various books to come up with positive conclusions about
the topic of research. During this process, the research
student learns more about other things regarding the
topic. This provides room for extra knowledge in the
course of searching for the right information about the
provided topic. But when the internet is used, the
chances of getting quick and accurate information are
very high. This turns out to be positive but from a
professional point of view, it can be argued that the less
time spent for research means that the student learns
few things compared to the students researching in
libraries.
With every new day, a new website is formed over the
internet. But similarly, more websites are disabled by
their managers due to various reasons. This affects
people who are seeking for knowledge online, especially
students. When such sites are closed unexpectedly, it
becomes hard to cite them in the research paper. This
hinders the reliability of knowledge that has been acquired
in that particular website. The unexplained
circumstances that led to the closure of that website
might lead to lack of confidence for the online consumers.

2. Objectives:
This paper focuses on the modern and traditional methods
of acquiring and storing knowledge. Authors also focused
on how the various technological advancements have
influenced the way people seek and store knowledge.

3. Experiments

Reliability is one factor that most consumers of online
content are never sure of. The internet has gained so
much exposure that it becomes hard to verify the
trustworthy information from the unreliable one. The
freedom that is entitled to every blogger has eventually
led to abuse of online content through the introduction of
undependable information (Preston, 2007). Some people
use the internet not to educate, but to get attention. For
such people, it becomes easier for them to publish
anything regarding a particular topic. In this respect the
credibility of the content will be in question and this will
create uncertainty regarding the different sources that
might give contradicting information about the provided
topic which is the main cause of the research.

Even before the introduction of the modern ways of finding
information, experiment has been a common alternative
for people who need to know something about a particular
theme. As a matter of fact, experiment can be termed
as the oldest method of carrying out research and gaining
the much needed knowledge concerning the provided
topic. This method has proved to be successful in both
modern and ancient ages. Experiment is the core reason
why some inventions such as machines operate today.
A simple and well-popular example of the role of
experiment is the case of Isaac Newton, the renowned
scientist. According to most sources, he remains to be
one of the greatest scientists ever. And yet, most of his
work was derived from the knowledge he attained through
experience. For Newton, experiment was the key to
knowledge and his legacy proves this fact. He was famed
for this discovery of the law of gravity and this could not
be possible without carrying out research with the major
intention of gaining more knowledge about this topic.
This proves the fact knowledge can be found easily by
experiment (Broby, 2002).

The internet is a crucial research tool where the web
browsers are able to enhance their knowledge. But on
the other side, its advantages have also led to its
drawbacks. One characteristic of cyberspace is speed.
When information is provided speedily, it does not pave
way for the researcher to find out more about the theme.

For students, experiment is very crucial especially for
some subjects such as Biology and Chemistry where
the presentation of facts is crucial. Some studies such
as history might not need facts though at times it is very
crucial. When experiment is used as a source of
knowledge, it makes it easy for the researchers to come
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up with the final results. The results can either support
or oppose the topic. When carrying out the
assessments, the researchers learn more and this
increases their perception about that particular theme
which is being investigated. Back to the learning
institutions, some subjects such as Biology might not
be easy to understand without the presence of practical
lessons where the students get to know more and even
come up with their own findings.
Experiment is a crucial practice for most departments
in the modern world and a good example is the health
sector. Health officials spend their time investigating the
causes, signs and prevention options of a new disease.
Without experiment, it becomes harder to gain the muchneeded knowledge about that particular infection or a
related health issue. It is through thorough investigation
that the health experts find it easy to establish the
possible remedies of combating a particular health
disorder in a patient. This is done through the discovery
of drugs and other forms of medications for this purpose.

that have been presented about the findings. On the
course of this process, knowledge is gained. New things
are discovered and there is always the possibility of
coming up with newer findings. This process enhances
ones’ knowledge.
With the recent difficulties associated with the economy,
there is need to save cash. This is the reasons why
some people might overrule the importance of
experiments to gain knowledge. The invention of modern
sources of information such as the internet makes things
worse. Very few people are willing to spend a lot of cash
to buy the right equipment to carry out the experiment
yet the materials can be readily found online. This is a
common setback of modern day experiments. People
are ever looking for the easiest way of finding the results
and this is where the internet proves its dominance. It
becomes easier to get information and knowledge online
without spending a cent for the materials to be used.

4. Methods of Storing Knowledge

Some studies such as engineering involve more practical
lessons than paperwork. This also proves that for one to
get knowledge, experiment is crucial. It provides better
understanding and implementation of the written work.
People do experiments every day and a good example
is brushing the teeth. It is not easy to believe that
brushing the teeth regularly can reduce the chances of
the formation of cavities along the gums. But still, people
carry out this practice on a daily basis since other people
do it and eventually, it works. For this reason, the person
performing this practice learns a few things about it and
its importance. This explains how experiment is crucial
when it comes to seeking for knowledge.

Thanks to the introduction of new technology, it has
become easier for one store knowledge in an advanced
manner. There are many reasons why people store
knowledge and one of them includes easy accessibility.
This prevents the need to carry out fresh research about
the same topic since the information can be retrieved
when needed (Broby, 2002). Knowledge is also stored
for referencing purposes. As generations continue to
emerge, there are many people who require that particular
information for various reasons. This option acts as an
archive for those who would wish to learn more about
the researched content and other factors that have been
entailed in the data.

Experiment also paves way for an independent perception
about the subject matter. The person carrying out this
practice does not have to rely on what others are saying.
By practicing it individually or in a group, it becomes
easier to come to a positive conclusion regarding the
process. This improves the levels of knowledge derived
from the just-concluded process. The researcher has
the option of accepting the findings or rejecting them,
therefore creating room for further investigations into the
subject matter.

4.1 Data back-up

At every stage of this process, something new is
discovered. An observation is made regarding the theme
and the procedures that have been taken to complete
these steps. As most experts say, research is endless.
There is no point in life where people will have all the
solutions and information about the world and its people.
The more investigation is carried out on a specific topic,
it creates newer findings. This results to the acquisition
of vast knowledge about the presented theme.
Not all experiments are perfect. There is always room
for new challenges. When one carries out a test about
a particular topic, the chances of opposition are ever
high. This comes from other parties who are also
investigating the same topic. Once a project is complete
but does not convince the consumers, it becomes
necessary to start afresh in a bid to settle the doubts
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This option mainly targets PC users. It is true to say
that the invention of the computer is probably the greatest
thing that has ever been witnessed in the modern world.
The global community depends on computers to carry
out various tasks. As IT experts say, the modern world
is computerized. Every department has something to do
with processors. The major aim of back-up system is to
retrieve files that have been lost accidentally by the
processor (Hart & Chapa, 2003). This might be caused
by various reasons such as deletion or invasion of
computer virus that leads to corruption of files. The other
reason why this system is used is to provide earlier files
that were saved in the machine. This is based on the
configurations of the user. The back-up system has risen
to fame because of its crucial role in ensuring safety for
the knowledge stored in a computer (Corso, Martini,
Paolucci, & Pellegrini, 2004). After researching, the
findings can be stored in the PCs for future reference,
verification or even sharing (Preston, 2007). But in the
event of unfortunate deletion or corruption, the back-up
system comes in handy to restore the information.
There are some types of backup systems where the users
have to back-up up daily to prevent loss of files. Some
systems are not automated and they require regular
reminders to make them effective. With the forgetful

nature of human beings, this might prove to be costly in
case of loss of files due to some factors such as deletion,
corruption or even crashing of the processer unit. This
brings the need to be extra careful when storing data in
such systems (Iacovou, Benbasat, & Dexter, 1995). In
some cases, the amount of data might affect the backup speed. This tends to affect people who have large
files that have been stored in the system and need urgent
restoration.
Information and knowledge should be safeguarded in all
means. There are obvious benefits of storing knowledge
in the right manner. When faced with such challenges
brought by the back-up option, there are some worthwhile
remedies that can solve this condition and make this
system more useful.
There are some programs such as the Recovery Manager
that are used to provide automatic revival for the
knowledge that has been stored in the processor. Such
programs are very useful especially when the users are
not around. In case of file loss, this software automatically
recovers everything and also provides the history of the
recovery process. The Flashback software can be also
positive for this cause. It makes this process more
effective by providing accurate recovery of files from a
specified date according to the settings implemented
by the users of that particular hard disk (Hart & Freeman,
2006).
4.2 Passwords
According to Ken (2003) the use of passwords is very
common with most advanced electronic gadgets such
as phones and computers. This system is characterized
by the use of secret codes that remain confidential to
the user only and other certified individuals.
Since passwords are comprised of special cords and
characters that remain confidential to the users, the
chances of information leakage are almost zero. It
becomes quite hard to guess the codes to gain access
to the knowledge that has been stored in the system.
Passwords are very crucial for confidential information
that has been stored in the electronic unit. After gaining
knowledge about a particular topic, the information can
be stored in computers and other relevant electronic
machines. However, some information can be confidential
thus bringing the need of safeguarding it to avoid leakage
to other parties. It does not mean all types of knowledge
should be exposed to other parties. Due to the sensitivity
of the matter, it becomes important to offer protection for
the files and this is where the role of private codes, also
known as passwords, is realized.
According to experts, the best method to store these
secret codes is by cramming them. There are some
habits such as shoulder surfing where a second party
peeps into the log in details of the account holder when
logging in. If this is the case, it becomes easier for the
second party to guess the codes based on the previous
observations. This guarantees access to the stored
knowledge in the system. This case is very crucial
especially for students wishing to carry out research for

various projects. When the information leaks, the
uniqueness of the findings is interfered with by the second
party. When the access code is weak, the chances of
hacking are higher. It becomes easier to guess the
shorter codes than the long ones. This security option
does not also guarantee identity check for verification.
When a person inserts a particular code correctly, this
act does not mean that he or she is the sole owner of
that particular account. Since not all systems carry out
identity verification, it becomes easier to again unlawful
access to the information stored in the system.
As much as there might be some common limitations of
using passwords, these codes and characters still remain
to be a fundamental aspect of security measures. The
best way to prevent easy guessing of these codes is by
introducing the longer ones. The days of using some
series such as 1234 or even ABCD are long gone. It is
necessary to come up with a personal code that appears
long hence making it hard to guess for unauthorized
parties (Orloff, n.d.). Since these codes should be
confidential, they should be treated as such. It is not
safe to write them down on a piece of paper because the
chances of illegal access are very high. The best way to
store them is by keeping them in mind. This can be
done by using codes that can be remembered easily be
the users.
4.3 Managing human sources of knowledge
The invention of computer and internet are probably the
best thing that has ever happened in the modern world.
This is attributed to their many benefits. But it is worth
noting that these inventions were discovered by human
beings and this proves the fact that human beings can
be rated as the surest source of knowledge. People have
various ideas about different things in life including
wisdom, specialization, mysteries, research and others.
All these are types of information that should be
safeguarded in a proper way (Fiol & Lyles, 1985). But
the big question remains to be; how do we preserve
information from human to human? The answer can be
found in training. Education is the surest way of passing
knowledge from the trainees to the trainers.
Learning institutions are founded with the major intention
of enriching the students with high levels of knowledge
regarding the chosen course. The tutors act as the bridge
that links knowledge to the second party, who is the
leaner (Ulmer, 2002). The same case applies for
employers who wish to create specialization for their
workers. Some modern options such as Human Capital
Development are used to add extra knowledge to the
workers to make them even better. This turns out to be
profitable for both the employees and employers. It paves
way for specialization and this increases the levels of
profits for that particular business. The best way of storing
information from human beings is by empowering others
on the same specialization (Howells, 1996). This is where
the role of intensive training comes in handy. Upon the
arrival of a new employee in a company, interview is done
to verify the level of knowledge and skills. When found to
be helpful for the prosperity of that particular firm, that
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particular employee is given the privilege to fill the vacant
seat. The knowledge brought by the new arrival can be
shared with other workers to improve the output of that
institution. This is a suitable method of relaying
information from one party to another.
Once again, the introduction of modern technology has
made it easy to offer quick and effective training for the
interested persons regarding a particular specialization.
Since knowledge can be found over the internet, it is
also possible to get training from the same platform.
Nowadays, many schools have shifted their attention to
the Web in order to get more students. This also aims
at targeting students from far areas who cannot join their
counterparts in class. For this reason, it has become
easier for scholars to enroll for online classes. This is a
suitable option of transferring knowledge from one party
to anther in an advanced method.
For employers, it has become necessary to encourage
the employees to attend various seminars and
conferences regarding a particular specialization. Such
forums are normally interactive and graced by crucial
guest speakers who have achieved commendable
success in a particular field. This brings about exposure
and the chance to learn a few tips about that specific
specialization. When this has been achieved, it can be
referred to as double benefit for the companies’
administration and the subordinates.
4.4 The role of experts in data analysis, discovery
and storage
With the rising sources of knowledge in the world, experts
have crucial role in enhancing this process to make it
easier and safer. Some methods such as passwords
have a crucial role in upholding security for knowledge
stored in processors. But on the other side, some
setbacks such as crashing and illegal access need to
be addressed accordingly. This is done by experts who
have an imperative role of coming up with enhanced
systems to correct the previous setbacks that are
common with the existing options of securing knowledge
(Broby, 2002). The same needs to be done for the internet
to create public awareness of the reliable websites where
one can easily find credible information about a particular
topic.

5. The Digital Divide
This section explain the technology gap or what so called
digital divide between developed and developing nations
and its role in the economic and social development
within developing nations and between the developed and
developing nations. In other word, why they are some
nations enjoying better standard of living although they
are having only the human resources such as (Japan
and South Korea) and other nations have all the resources
are lacking behind. The answer to this observation is
centered at the difference in human mentality and the
technical progress. In this respect, Mohammed and
Adnan (2012) reviewed the studies undertaken by ALDC
(2011), Aubort et al (2007), ITU (2011), UNESCO (2008),
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UNIDO and WBCSD (2002) and the world Bank (2011)
the study found out that the importance of technology
as a driver for social, economic, and educational
advancement has been well documented in recent years.
As the technology has become integrated into the daily
activities of most of the people throughout the world’s
most industrialized nations, hitherto, millions of people
still have never heard a dial tone in developing countries.
In the developing nations where the basic needs such
as (food, clean water, and adequate health care are in
short supply). It should be recalled that the benefits that
technological advancement can offer have not been fully
comprehended. It should be noted that the developing
nations may feel threatened by the equitable social and
economic development of their society’s consequent to
problems of poverty, unsustainable patterns of
consumption and production, and profligate utilization of
their natural resources. It should be recalled that
knowledge and its application in technology have always
been key components of development for all the
countries. In this respect, the generation and application
of technology and technological interchange, sharing and
networking have become increasingly vital for economic
and social development. Meanwhile, societies in the
developing nations are still deeply lack the capacity to
fully participate in the building of a knowledge community.
Besides, the digital divide (access to the services
provided by ICT between the nations and communities)
accentuates disparities in development, excluding entire
nations from the potential benefits of new opportunities.
Thus an authentic global network is not yet a reality for
many. The study Mohammed and Adnan (2012) also
stated that the speed of modern technological progress
poses new sets of challenges. The information and
communication revolution offers new and effective means
of exchanging science knowledge and advancing
education and research, which promote the economic
and social development of all people.
Mohammed and Adnan (2012) explained that the analysis
also shows that in most cases the technology has positive
effects on education, infrastructure, healthcare, social
and economic development, as well as positive growth
and developmental rates.
Moreover the study concluded that the adoption of
technology by developing nations has shown that older
technologies are being replaced, and in some
circumstances bypassed entirely, by new technologies
such as cellular phones. It should be mentioned that in
less than three decades, mobile phones have connected
more individuals than fixed line telephony had throughout
the preceding century. The computers and the Internet
are having a direct impact on the lives of people worldwide.
Finally, it should be noted that they are several obstacles
that must be overcome before the benefits of technology
will truly be realized by developing nations. Majorities of
developing nations lack the infrastructure and
infostructure those are essential to support consistent
data technology. By way of developing countries continue
to focus on their technological capability and access by
enhancing their research and development (R&D) in the

technology sector, at this point the progress in the digital
age looks bright.

6. Conclusion
Acquisition of knowledge in the modern world has become
easier, thanks to the invention of advanced technologies
such as information and commutations technology or
what so called ICT. By the advancement in ICT
applications through interment the new economy
(knowledge-based economy) had emerged as the main
source of wealth creation around the globe. In this regard,
the service sector became the engine of growth instead
of industrial sector. Nonetheless, there are many factors
that should be considered to improve the knowledge
discovery process. Reliability is one of the most important
factors that need urgent consideration especially when
it comes to gaining online content. Nevertheless, the
sources of knowledge in the modern world are unlimited
and the greatest of all being human beings, as the human
capital is significant factor in developing the technology
and applying its applications to create new ideas and
innovation process. It should be recalled that ICT and
human capital are very important determinants of
knowledge economy to function.
The introduction of modern technology has made it easy
to offer rapid and effective training for the interested
persons regarding a particular specialization. Since
knowledge can be found over the internet, it is also
possible to get training from the same platform. Currently,
many schools have shifted their attention to the Web in
order to get more students. This also aims at targeting
students from far areas who cannot join their counterparts
in class. For this reason, it has become easier for
scholars to enroll for online classes. This is a suitable
option of transferring knowledge from one party to anther
in an advanced method and to bridge the digital divide
within one nation and between the nations. In this
respect, the digital divide is the difference in accessing
to the information and knowledge within the nation and
between the nations brought by the new technology and
its applications
Through the growing sources of knowledge in the world,
professionals have vital role in enhancing this process
to make it easier and safer. Some methods such as
passwords have a crucial role in upholding security for
knowledge stored in processors. But on the other side,
some setbacks such as crashing and illegal access need
to be addressed accordingly. This is done by experts
who have an imperative role of coming up with enhanced
systems to correct the previous setbacks that are
common with the existing options of securing knowledge.
The undesirable side of technological advancement is
the cybercrimes created by this technology and its social
and economic implications to the countries and
communities around the globe. In this regard, the
countries around the globe introduced new law what is
called cyber law to deal with the cybercrimes issues.
Finally, Human capital developments are used to add
extra knowledge to the workers to make them even better.
This turns out to be profitable for both the employees

and employers. It paves the way for specialization and
this increases the levels of profits for that particular
business. The best way of storing information from human
beings is by empowering others on the same
specialization. The big challenge is that lifelong learning
is highly needed to keep upgrading the human capital
skills overtime. The human capital or the so called
knowledge workers are two groups, general knowledge
workers who developed their skills to use the technology
to facilitate activates, while the special knowledge
workers who are using their knowledge and skills to invent
and innovate new technology or process to develop new
products (goods and services).
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Abstract
There is lot of controversies about the work life balance. It is common perception that it is very difficult to make a
balance between professional and personal life. This research has tried to identify the work life balance of female
employees of education sector. For the purpose of research the data were collected from 40 female employees. It
has been came out that female employees were facing lot of problems in balancing between work and life. Though
they are able to balance their personal and professional life up to certain extent.

Keywords: - Female Employee, Work Life Balance, Stress.
1. Introduction
The time has been changed, women are no more only
engaged in house hold work in addition to their traditional
role like men they are working/engaged in all most all
the area of economic activities.. With the increasing
opportunities and globalization of the Indian economy
contribution of women in the society through earning has
increased. Now more women are coming out of their safe
shells to work and earning money for the betterment of
their families and proving their hidden and unexplored
qualities. The women those who are working outside their
home to earn money are bearing the tow fold
responsibilities. One is at home and other one is at
office.
Working women lives are like managing act that includes
multiple responsibilities at work, on top of managing
the daily routine responsibilities of life and home. With
the passage of time nuclear families increased and
this change faded away the concept of ‘ideal home’ in
which the earning member’s spouse took care of home.
With improved education and employment opportunities
today, most homes are ones in which both the parents
are working, because of necessity and the desire to
augment incomes. Though a woman has to carry both
career development on one hand and the family care on
the other hand but it is important for her to strike a balance
between the professional demands and domestic
compulsions. Professional life means the aim to grow
and earn respect in the organization and society at large
and personal life means taking care of family, children,
parents, health and pending the leisure time effectively.

Poor unbalanced work life results in psychological and
physiological stress which not only adversely affects the
performance that leads to frustration but also has a
impact on her attitude and finally exhibits her tantrums
on the family which created disturbances in the family
and affect the grooming of children who are future of the
nation. Bad work life balance leads to improper
management of time. So she neither able to concentrate
on her professional life nor on her personal life completely.
It causes emotional imbalance and is subjected to
enormous stress. This mental stress lead to physical
stress and causes ill health which can be short time set
back like headache, gastritis, body ache etc or lead to
long term illness like cardiac problems, high blood
pressure , diabetes or other psychiatric problems. She
not only become a bad professional but also become a
poor homemaker. This failure leads to depression and
she loses her image both at work and at home.

2. Objectives:
•

To study how the working women maintain a balance
between life-work.

3. Review of Literature:
The literature review on Work-life Balance has been
framed up in view of its gained popularity with the major
aim to have prosperity of society and the realization of
fulfilling lives for its employees by supporting the growth
of every employee and the further development of the
companies. The literature identifies its effect on various
quality life conditions i.e Job Satisfaction, Work Stress,
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Career Growth, Turnover, Absenteeism, Appreciation and
competitive environment in context with Work-life Balance
and its practices/policies. In this paper, an endeavour
has been made to provide an overview of various aspects
of Work-Life Balance through the review of existing
literature. Higgins et al.(1992), Hochschild (1989), Kelley
and Voydanoff (1985), Hochschild (1989) Thompson &
Walker (1989) revealed that working women face welldocumented conflicts due to their continuing role as
primary caretakers for their homes, children, and/or
elderly parents being women’s greater responsibility for
children and other family members and they experience
more interruptions than men resulting common household
problems. However, at family front researcher like Milkie
and Peltola (1999) stated that one will feel less successful
in achieving their own work-family balance if spouse has
to do the smaller portion of housework whereas Kiecolt
(2003) found that who find work a haven spends no more
hours at work than those with high work-home
satisfaction. However, Higgins and Duxbury (1992)
expressed that work conflict is a greater source of workfamily conflict whereas personal or family lives, interfere
with work are associated for fewer hours but work that
interferes with life matters as revealed by the researcher
Reynolds(2005).
The literature on Work-life balance with different
prospective are studied and available, in recent years,
there has been an increased interest in work family
interface in the human resource management literature,
especially regarding the sources and outcomes of conflict
between these two spheres. A number of studies have
addressed this issue from different perspectives.
Greenhaus and Beutell (1985) and Greenhaus et al.
(1989) examined the antecedents of conflict between
family and work, Goodstein (1994) and Ingram and
Simons (1995) presented an institutional perspective on
organizations‘responses to work-family issues. In
addition, Campbell,Campbell and Kennard (1994) have
studied the effects of family responsibilities on the work
commitment and job performance of women. The workfamily issue is even further expanded to address the
relationship of business-marriage partners (Foley &
Powell, 1997).
Rebbecca Bundhun quotes in ¯The National (2009), an
Abu Dhabhi National Paper 1 that ¯Women and men
generally have a different perception of what the “life”
part of the balance involves. For women it tends to be
devoting more time to family, while for men it is spending
more time pursuing personal interests. She also quoted
the paper of Dr Katty Marmenout, a research fellow at
the INSEAD School in Abu Dhabi with his words that
¯work-life balance is not simply about equally dividing
the time spent on one’s work and personal life, but
establishing a harmony that reflects an individual’s
priorities. So, this allows for acceptance of the happy
workaholic or the satisfied stay-at-home mum or dad.
“How can we measure or evaluate work-life balance? The
best indicator would be that it should feel right,” she
said. Whereas researcher Murphy and Doherty (2011)
revealed that it is not possible to measure work-life
balance in an absolute way as there are personal
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circumstances which influence the way that is perceived
but establishing a harmony that reflects an individual‘s
priorities whereas employees must draw a firm line
between their home and work lives and be confident that
the line is in the right place (Harvard Business Review,
page184).
Hyman and Summers (2004) classified seven major
problems which are associated with current practices
over work-life balance these are unevenness of adoption
across different sectors and organizations, lack of
formalization of policies at organizational level, restricted
employee voice over the introduction and implementation
of policies , policies are primarily to meet business needs
rather than those of employees, there is no evidence of
reduction in working hours, tangible and intangible work
intrusions into domestic life , domestic responsibilities
are still conducted primarily by women irrespective of
their employment status. Researcher Vloeberghs (2002)
revealed that there is a need for a practical instrument to
measure the present situation of work- life balance.
However, as revealed by the researcher Eikhof et. al.
(2007), the current work-life balance policies are narrow
in terms of addressing the needs and aspirations of
employees but there is need for its realization as reflected
in Emerald article, Human Resource Management
International Digest, Vol.12 Iss: 7 (2004) which
emphasized that the employers are realizing for its
responsiveness and take inventive in trying to meet
employee expectations for flexible benefits that help with
their work-life balance.
Miller (1978) emphasized that earlier the work life used
to begin at age 16 and end at age 70 and now begins at
20 and ends at 62 for most of the working personels.
However, restrained effects of the increase in average
length of life over the last 80 years may be associated
with certain changes in work- life history as more people
reach the older ages with their health to permit them to
enjoy leisure and image of the retirement years. In-spite
of that changing view of marriage like relationships also
affects work-life balance as many women are no longer
expecting lifelong partners, and consequently they stress
the importance of acquiring skills and qualifications as
stated by researcher Lewis et al. (1999) whereas in
contradiction to the above Milkie and Peltola (1999)
stressed that happier marriages are related to a greater
sense of success in balancing work and family.
Crooker et al. (2002) have studied the relationship
between life complexity and dynamism that affect worklife balance. The authors have explained individual value
systems on the relationship between life complexity and
work-life balance. Guest (2002) has explored the reasons
why work-life balance has become an important topic
for research and policy in some countries especially
European countries.
Mcdowell (2004) has elaborated the ways in which
organizations and institutions operate at a range of spatial
scales as well as new sets of responsibilities towards
co-workers, members of households and the public.

Morris and Madsen (2007) have shown the importance
of work-life balance. By better understanding work-life
theory, HR professionals can contribute to the strategic
development of policies, practices, programs and
interventions. Moore (2007) conducted a research to
compare work-life balance issues workers and managers
of an MNC. It was concluded that many of the managers
are not able to achieve work-life balance. In a research,
To establish and illustrate the levels of awareness of worklife balance policies within the surveying profession in
Australia and New Zealand, Wilkinson (2008) conducted
a research. It was concluded that the consequences of
an imbalance between work and personal or family life
is emotional exhaustion, cynicism and burnout.
The importance of managing an employee’s WLB has
increased markedly over the past 20 years (De Bruin &
Dupuis, 2004). There have been changes in several areas
that directly impact on this issue. Firstly, jobs have
become more complex and employees have been put
under pressure to produce quality results in shorter
timeframes and with fewer resources (Hosie, Forster &
Servatos, 2004) that has resulted in a redefinition of
‘normal working hours’. Secondly, the demographic
make-up of the labor force (i.e. gender, ethnicity, dual
career couples, religion, multi-generational workplaces
etc), and thirdly the very nature of the employment
contract has necessitated that organisations effectively
manage their employee’s wellbeing, stress and job
satisfaction (Greenhaus & Powell, 2006).
Organizational interest in the management of the WLB
derives from evidence that “there is little doubt any more
that there is a clear connection between the way people
are managed and organizational performance” (Purcell,
2002:1), and that with the onset of predicted skillshortages, the ability to offer effective WLB employment
opportunities may become a source of competitive
advantage.
Ideally, the WLB concept requires organizations to
effectively integrate employees’ work and non-work roles
such that levels of multiple-role conflict, and the
associated stress and job-dissatisfaction, are minimized
or avoided (De Bruin & Dupuis, 2004; Greenblatt, 2002).
In attempts to achieve a WLB, however, western
organizations have tended to adopt a limited set of policies
such as on-site child-care facilities, on-site gymnasiums,
telecommuting opportunities, and even on-site sleeping
quarters for the employee and their family (Hacker &
Doolen, 2003; Hyman & Summers, 2004). Each has
attempted to increase the flexibility by which employees
can enact their work-roles whilst simultaneously enabling
them to enact their family-based roles to the minimum
extent necessary.

4. Research Methodology
The study was exploratory in nature. Survey technique
was used to collect primary data. The scope of the
study included married female employees, working in
any organization or running their own business in
Indore. The study was conducted in 2013. There were

40 respondents chosen from Dewas those who were
working on full time basis employees.
The respondents included married working women
working as a teacher in schools having kids.
Respondents were Graduate with Engineering, in
commerce field, science and Post Graduate with MBAs
and some of them were completed their doctorate allied
disciplines.
The data has been collected through structured
questionnaire having Likert’s five-point scale of
agreement was applied where the respondents have
to fill one choice ranging from strongly disagree to
strongly agree.
For the purpose of data analysis t- test has been
applied with the help of statistical software SPSS.

5. Results and Interpretations
For the purpose of the study following hypothesis has
been created.
H01: There is no significant difference in the mean value
of thinking about work when not at work.
H11: There is a significant difference in the mean value
of thinking about work when not at work.
The hypothesis that there is no significant difference
in the mean value of thinking about work when not
at work has been rejected ( P=.000<.050). Hence
it can be said that there is a difference women think
about the work when they are not at work.
H02: There is no significance difference in the mean value
of spending too much time at work
H12: There is a significant difference in the mean value
of spending too much time at work
The hypothesis that there is no significant difference
in the mean value of spending too much time at
work has been rejected ( P=.000<.050). Hence it
can be said that there is a difference in the mean
value of spending too much time at work. It may be
like that women spend less time at work than the
others one. The reason may be that the nature of
the work is so.
H03: There is no significant difference in the mean value
of missing quality time with friends and family due
to work.
H13: There is a significant difference in the mean value
of missing quality time with friends and family due
to work
The hypothesis that there is no significant difference
in the mean value of missing quality time with friends
and family due to work has been rejected (
P=.000<.050). Hence it can be said that there is a
difference in the mean value of missing quality time
with friends and family due to work. Hence it can
be interpreted that due to work load and heavy
pressure of time the were not able to spend quality
time with family.
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H04: There is no significant difference in the mean value
of domestic work gets affected
H14: There is a significant difference in the mean value
of domestic work gets affected

the same way the work pressure or the stress of work
place has not always been brought at home which
affects positively the balance in the life.(H06).

• When some employees spends much time on the

The hypothesis that there is no significant difference
in the mean value of domestic work gets affected
has been rejected ( P=.000<.050). Hence it can be
said that there is a difference in the mean value of
domestic work gets affected. Hence it can be
interpreted that due to work load their domestic work
get affected.

work place as compare to other or more than required
it also affects the personal life. Generally female
employee prefer to be on time at their home. (H02).
Spending quality time with the family members and
friends has also an important factor and it becomes
difficult for working women to spare and spend such
time with family and friends.

H05: There is no significant difference in the mean value
of various activities of home effects work.

7. Conclusion

H15: There is a significant difference in the mean value
various activities of home effects work.

The present research is an attempt to explore the
equilibrium between the professional and personal life of
working women those who are serving in education sector.
Every professional is struggling to make balance between
personal and professional life and tries to put all the
efforts. Though it is not so easy but not very difficult also
at the same time. This can be an easy statement for a
male employee but when the employee is a female than
it really becomes very difficult for her to make a balance
in this dual role of her life. This can be said by the
observation that , they are mentally engaged in office
work when not in office. Due to their family responsibilities
they spend much time at work and due to which they
are running in short of quality time for their friends and
family. Office responsibilities affects their personal
liabilities and responsibilities toward the family instead
of all this they and their organisation supports them to
cope up with this situation and in making the balance
between personal and professional life.

The hypothesis that there is no significant difference
in the mean value of various activities of home
effects work. has been rejected ( P=.000<.050).
Hence it can be said that there is a difference in
the mean value of various activities of home effects
work.. Hence it can be interpreted that due to
domestic responsibilities and other domestic factors
official work affected.
H06: There is no significant difference in the mean value
of stress at home distracts work
H16: There is a significant difference in the mean value of
stress at home distracts work
The hypothesis that there is no significant difference
in the mean value of stress at home distracts work
has been rejected ( P=.000<.050). Hence it can be
said that there is a difference in the mean value of
stress at home distracts work. Hence it can be
interpreted that due to home stress work official
work gets affected.
H07: There is no significant difference in the mean value
of satisfaction with company’s support for personal
problems.
H17 There is a significant difference in the mean value of
satisfaction with company’s support for personal
problems.
The hypothesis that there is no significant difference
in the mean value of satisfaction with company’s
support for personal problems has been rejected (
P=.000<.050). Hence it can be said that there is a
difference in the mean value of satisfaction with
company’s support for personal problems. Hence
it can be interpreted that company has a system
to support for working women so that they can
balance their professional and personal life well.
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Results of t - test
One-Sample Test
Question

Test Value = 0
T

df

Sig.

Mean

95% C onfidence Interval of the Difference

(2-tailed)

Difference

Lower

Upper

Q1

19.695

39

.000

3.525

3.16

3.89

Q2

19.367

39

.000

3.375

3.02

3.73

Q3

20.424

39

.000

3.250

2.93

3.57

Q4

16.240

39

.000

3.375

2.95

3.80

Q5

15.790

39

.000

2.225

1.94

2.51

Q6

11.898

39

.000

1.950

1.62

2.28

Q7

12.333

39

.000

1.675

1.40

1.95

Q8

11.147

39

.000

1.975

1.62

2.33

Q9

15.903

39

.000

2.925

2.55

3.30

Q10

12.353

39

.000

3.000

2.51

3.49

Q11

12.559

39

.000

2.675

2.24

3.11

Q12

13.393

39

.000

2.975

2.53

3.42
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Abstract
Intellectual capital and social capital are very important drivers of an organization which give it a competitive edge.
Both of these are concentrated in the human resource of the organization. Competent employees are the greatest
assets of any organization. It is necessary for the Organization to be in a position to utilize, develop and nurture the
intellectual capital and the social capital. This necessitates the organization to provide opportunities to show case
competency, and create a conducive climate in which employees work amicably without fear and can substantially
contribute towards the development of the organization. For this purpose a robust HRD Climate is extremely
important. This study is aimed at assessing the extent of HRD Climate in a government telecom company-BSNL.
The study is limited to the BSNL Odisha Circle. For the purpose of the study, primary data was collected from 215
employees of BSNL Odisha belonging to different managerial levels through a structured questionnaire. The 38 item
questionnaire developed by T.V Rao and J.Abraham was adopted to study the HRD Climate. The study revealed that
the General Climate and OCTAPAC Culture were better than the HRD Mechanisms.

Keywords: - Human Resource Development Climate, OCTAPAC Culture, HRD Mechanisms.

1. Introduction
In the age of globalization; when information and
innovation play a major role, human resource is
considered to be the most important resource in an
organization. Every organization, irrespective of it’s size,
faces undisputable challenges to be sustainable and
growing. In order to have a competitive edge, it is
imperative for organizations to deliver productively whether
in case of developing and implementing big strategies or
executing small plans in day to day activities in an
organization. It is the human capital and it’s capabilities
that are instrumental behind every function. These
capabilities have to be refined and abreast to the changing
needs of the environment and the organization. Therefore
it is indispensable for organizations to channelize
resources and efforts to develop human resource. . Human
Resource development in an organizational context, is
a process by which the employees of an organization
are helped in a continuous planned way to : a) acquire
or sharpen capabilities required to perform various
functions associated with their present or future roles;
(b) develop their general capabilities as individuals and
discover and exploit their own inner potentials for their
own and/or organizational development processes; and
(c) develop an organizational culture in which supervisorsubordinate relationships, team work and collaboration
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among sub units are strong and contribute towards
professional well being ,motivation and pride of employees
(T.V.Rao,1985). Human resource development
mechanisms helps employees to develop their personal
and organizational competencies by providing
opportunities as training and development, coaching,
career development, performance management, potential
appraisal, succession planning, quality of work life,
rewards etc. It is logical to assume that the relationship
between the HRD, social capital and emotional capital
and organizational productivity is highly integrated. HRD
plays an imperative role in an era where retention and
development of employees are challenges before every
organization as the dynamic environment has more
opportunities for jobs for the talented individuals having
requisite skill set
Organizational Climate refers to the perceptions that
organization’s members share regarding the fundamental
elements of their organizations. An organization that has
a better HRD climate and processes is likely to be more
effective that an organization which does not have ( T.V.
Rao, 1992). A developmental climate is imbibed with
elements of trust amongst employees, a spirit of
cooperation, free and frank communication, coaching
and guidance by line mangers, positive confrontation,
scope for innovation and experimentation, supportive

personnel policies and effective HRD mechanisms,
opportunity for feedback and a strong will of the
management towards development of employees. etc.
Realizing the importance of human resource utilization
for organizational sustenance and growth, the present
study is an attempt to analyze the existence of such
mechanism in BSNL, the most important organization
so far innovation and information is concerned.

2. Objectives of the study:
s

To study different dimensions of HRD climate in
BSNL Odisha Circle.

s

To analyze the perceptions of the sample
respondents across the levels of management
regarding HRD climate in BSNL Odisha circle.

3. Hypotheses of the study

4.

s

OCTAPAC Culture, General Climate and HRD
mechanisms contribute significantly to overall
HRD Climate of the organization.

s

There is no significant difference in the
perceptions of managers on HRD climate across
the levels of management regarding the HRD
Climate in BSNL Odisha circle.

Literature framework

Considering the importance of HRD climate for
organizational performance and growth, few studies are
important to quote here:
Ishwar Dayal et.al (1996) undertaking a study in Indian
Oil Corporation, concluded that a healthy HRD Climate
was very conducive for effective learning. Krishna and
Rao (1997) concluded from a comprehensive empirical
study titled in BHEL that HRD climate in the organization
gave a lot of scope for executives to use creativity and
experimentation at work, which seemed fruitful for the
organization and helped in the development of knowledge
base. Then, Vijaya Banu (2007) undertaking a study
with special reference to a Public Sector Cement
Corporation, concluded that the open economy has
posed various challenges for the organization and a
positive HRD Climate would play a vital role in the survival
, sustenance and growth of the Indian public sector
organizations. Taking five organizations Pooja
Purang(2008) had tried to find out the dimensions of
HRD Climate like Participation, Succession Planning,
Training , Performance appraisal and job enrichment and
it’s relationship with the Organizational commitment of
mangers and concluded that high degree of HRD climate
results in more commitment. D.Saraswati (2010) from
a comparative analysis on HRD Climate of 14
Organizations from Manufacturing and Software industry
that better General Climate, HRD Mechanisms and
OCTAPAC Culture prevailed in the Software
Organizations than manufacturing ones.

undertake time to time evaluation of HRD Climate of the
organization in order to make it sustainable and
competitive.

5. Research Methodology
5.1 Sampling Technique and Study Design:
A multi-stage stratified random sampling technique was
used to select the units of BSNL Odisha Circle, the
different departments and respondents for the purpose of
the study. The decision was based on the size of the
units in terms of the number of customers and its staff
and the accessibility of the researcher. The samples were
drawn from the three levels of executives working in Various
departments( administration, marketing, finance,
commercial, IT, Operational Planning, Planning, WLL,
CMTS, Civil, ) from four units of BSNL Odisha circle; namely
Bhubaneswar, Cuttack, Berhampur and BSNL Circle
office. Thus, the size of the ultimate samples selected
comprise of 215. (Senior Managerial Level - 45, Middle
Managerial Level- 123, Junior Managerial Level - 47).
5.2 Instruments used:
A 38 item questionnaire developed by T.V. Rao and
J.Abraham was administered to 270 managerial
employees. The questionnaire used a five point scale to
get responses and consisted of three categories: The
questionnaire on HRD Climate consisted of three
components, General Climate, OCTAPAC Culture, HRD
Mechanisms. 14 items from the questionnaire were
chosen to study the General Climate , 14 Items were
chosen to study the HRD mechanism and 10 items were
chosen to study the OCTAPAC Culture(see Annexure)
.Items on a five point scale ranging from 5 (almost always
true) to 1 (not at all true) was used in the study.
5.3 Analysis framework:
An average score of 3 and around indicates a moderate
tendency on the dimension existing in the organization
while scores around 4 indicates a fairly good degree of
the dimension existing in the organization. For the
purpose of interpretation, the mean score were converted
into percentage score using the formula , percentage
score = (mean score-1) x25.
5.4 Statistical Tools Used:
To analyze the results, various statistical tools such as
Percentage, Mean, Standard Deviation, z- test and oneway ANNOVA were performed through SPSS 19 and MS
Excel 2010.
5.5 Result and Discussion:
The result and Discussion is presented in two broad
sections. The first section depicts the analysis of different
dimensions of HRD climate in BSNL Odisha. The second
section presents the perceptions of sample respondents
regarding the HRD climate across the managerial levels.

The above few studies indicate the importance of HRD
system of the organization for it’s competence,
commitment and growth. Hence it is quiet justified to
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6.

Analysis of different dimensions of HRD climate
in BSNL Odisha:

The different parameters of HRD climate considered in
the analysis are as follows:
A human resource development climate can be consisting
of broadly three aspects, namely the General climate,
HRD mechanisms and the OCTAPAC (T.V. Rao, 1985)
6.1 General climate:
It emphasizes on the tendency at all levels starting from
top management to the lowest level to treat the people
as the most important resource, a perception that
developing the competencies in the employees’ is the
job of every manager or supervisor, faith in the capability
of employees to change and acquire new competencies
at any stage of life ,making efforts to help employees
recognize their strengths and weaknesses through
feedback and a general climate of trust. The general
climate underlines the will of the top management to

ensure a development climate by means of good policies,
proper investment and creating effective systems.
6.2 HRD Mechanisms:
HRD mechanisms revolves around Supportive HRD
practices including performance appraisal, training,
reward management, potential development, job rotation
and career planning.HRD mechanisms play a vital role
in upgrading competencies and ensuring employee
performance and motivation.
6.3 OCTAPAC Culture:
The term OCTAPAC has been coined to denote the
characteristics of organizational culture, which is an
important part of HRD climate which includes: openness,
confrontation, trust, autonomy, proaction, authenticity
and collaboration.
Analysis of the perception of the sample respondents
across the departments, regarding the HRD Climate:

Table:1
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Admin:A1, Finance:A2, Civil:A3, IT:A4, WLL:A5,
CMTS:A6, Marketing:A7, Commercial:A8, OP:A9:
Planning:A10, Total:A11.
A perusal of the data collected from the ten departments
considered for the study, reflects the perception of the
respondents regarding different dimensions of the HRD
climate prevailing in the organization(see Table-1). The
overall HRD climate as perceived by the respondents
was found to be good, having a mean score of 3.66 and
66.55 per cent achievement level.
The dimension wise analysis of the HRD climate revealed
that amongst the three broad dimensions, the highest
achievement was noticed in the OCTAPAC (mean score:
4.03; 75.66 per cent), followed by General climate(mean
score: 3.77;69.28 per cent) and the lowest was the HRD
mechanism(mean score:3.19,54.70 per cent).A further
sub dimension wise analysis of the OCTAPAC, highlighted
that the confrontation dimension was found to be highest
with a mean score of 4.29 and achievement level of 82.20
per cent and lowest was the Autonomy dimension with a
mean score of 3.86 and achievement rate of 71.55 per
cent ,achievement rate.
However a department wise analysis lucidly brings to
light the perceptions of the respondents. The data
revealed that a vibrating open climate prevailed in the
Commercial department (highest mean score of 4.69). It
was followed by Marketing (mean score: 4.53), CMTS
(mean score: 4.46), Planning (mean score: 4.43),
Administration (mean score: 4.21) and Finance
departments (mean score: 4.14) departments
respectively. However the views were found to be relatively
more dispersed in the Administration and the WLL
departments. The element of trust (item no.27) was found
to be present to the maximum extent in the IT department
(mean score of 4.37 and 84.25 per cent achievement
level) while it was found to be minimum in the Civil
department (mean score of 3.10 and 52.50 per cent
achievement level).The respondents had dispersed views
in the Administration and WLL departments regarding
trust amongst them. Autonomy (item no.30, 31) was found
to be highest in the IT department (mean score: 4.32
and 83 per cent achievement rate) and least in the WLL
department (mean score:3.35 and 58.75 per cent
achievement rate).It was also seen that the standard
deviation with respect to over all HRDC was high in the
Administration and the WLL department. The Marketing
department scored the highest in proactivity
(item.no.35,36) dimension with a mean score of 4.32
and achievement rate of 83 per cent and the Civil
department scored the least in the same
dimension(mean score:3.33, achievement rate of 58.25
per cent). Authenticity factor was found to be highest in
the Civil department (mean score: 4.52, achievement rate
of 88 per cent) and least in the Finance department (mean
score: 3.55 and achievement rate of 63.75 per cent).
Confrontation (item. no 34) was found to be extremely
good in the Operational Planning department with the
mean score of 4.69, followed by Planning (mean score:
4.68), Marketing department (mean score: 4.52), CMTS

(mean score: 4.48), Civil (mean score: 4.40, Finance
(mean score: 4.38) and Administration (mean score:
3.90).. Employees collaborated with each other
extremely well in the Planning Department (highest mean
score: 4.50, 87.50 per cent achievement rate).This is
followed by CMTS(mean score: 4.32), Finance(mean
score: 4.24)Planning(mean score:4.20), Marketing(mean
score: 3.96), Commercial(mean score:3.95),WLL(mean
score:3.80), IT(mean score: 3.38), Civil (mean
score:3.23) departments respectively.
The department wise analysis of the General climate
revealed that the Marketing department was relatively in
an advantageous position with a mean score of 4.16 and
achievement rate of 79 per cent. Item No. 2,3,7,9, 8, 12
had a fairy good response which was obvious from the
General Climate being 69.28 per cent. Item No.5, 11 and
13 received an average score. Item No.1 and 18 had a
poor score. A lot of these items have the onus of
responsibility lying with the top management at the
corporate office level as well as the senior management
level, divisional and departmental heads at the BSNL
head quarter. It will help the organization if as a policy
and strict practice, the seniors/line managerial personnel
are significantly involved in identifying, harnessing and
moulding talents and creating a fun filled workplace. It is
necessary for managers’ especially middle level
executives to have a developmental approach in
developing attitude of employees and guiding employees
to learn new things. Executives across the levels need
to shed mental blockages /impression about others in
order to accommodate others perception and diminish
possibility of discrimination..
An over all analysis of HRD climate in BSNL Odisha
revealed that HRD mechanism was relatively lower than
the other two dimensions of HRD climate. However, There
was not much difference in the perception of the
respondents across the departments regarding the HRD
mechanism. The highest mean score for HRD
mechanism was rated by the respondents of the
Administration department (mean score: 3.45; 61.25 per
cent achievement rate) and the least was by the WLL
department (mean score:2.98;49.50 per cent
achievement rate). Item no’s 15,23,37 had a comparatively
poor mean score than the rest of the items. Item no’s
16,19,20,22 and 26 had an average score. Item no’s
1,17,21,24 and 25 had a relatively better performance
level in the organization. This indicates that HRD
mechanism requires probing and redesigning with serious
implementation measures.
6.4 Contribution of the dimensions to total HRD
Climate and its Significance:
Further a Z score analysis was conducted to check the
significance of the contribution of the dimensions of HRD
climate to the total HRD climate (HRDC).It can be inferred
from the calculated value of Z that the overall
OCTAPAC(0.23) and General climate(0.28) was found
to be significant at five percent level of significance.
Similarly the calculated Z-value of HRD Mechanisms (2.42) was found to be significant at one per cent level of
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significance. Therefore the first hypothesis that
OCTAPAC, General climate and HRD mechanism
contribute significantly to HRD climate is here by
accepted.

Analysis of the perception of the sample respondents
across the levels of management, regarding the
HRD Climate:
Perception of Executives regarding HRD Climate
across the managerial levels in BSNL, Odisha

Table 2:
M anag
erial
level
Junior

M iddle

Senior

C onsoli
dated

M ean Score of Resp on den ts
A1

A2

A3

A4

A5

A6

A7

B1

C1

D1

E1

M ean

4.10

3.79

3.75

3.49

3.86

3.62

4.13

3.82

3.18

3.70

3.56

SD

0.74

0.90

0.76

0.85

0.84

0.79

0.79

0.81

0.63

0.59

0.68

%

77.43

69.82

68.73

62.15

71.58

65.40

78.28

70.48

54.40

67.40

64.09

M ean

4.03

4.08

4.09

3.79

4.21

3.70

4.26

4.02

3.15

3.70

3.62

SD

0.80

0.87

0.60

0.96

0.71

0.86

0.72

0.79

1.01

0.87

0.89

%

75.75

77.03

77.18

69.83

80.30

67.50

81.58

75.59

53.75

67.45

65.60

M ean

4.22

4.05

4.10

4.30

3.94

4.45

4.48

4.22

3.26

3.93

3.77

SD

0.74

0.87

0.64

0.52

0.87

0.71

0.70

0.72

0.72

0.69

0.71

%

80.58

76.28

77.48

82.58

73.48

86.25

86.98

80.51

56.43

73.23

69.29

M ean

4.12

3.97

3.98

3.86

4.04

3.92

4.29

4.03

3.19

3.77

3.66

SD

0.76

0.88

0.66

0.77

0.81

0.79

0.74

0.77

0.79

0.72

0.76

%

78.00

74.28

74.43

71.55

76.10

73.08

82.20

75.66

54.70

69.28

66.55

A1: Openness, A2: Collaboration, A3: Trust, A4:
Autonomy, A5: Authenticity, A6: Proactive, A7:
Confrontation, B1: Overall OCTAPAC Culture, C1:
HRD Mechanism, D1: General Climate E1: Overall
HRD Climate.
The senior level managers had a relatively better
perception regarding the three broad parameters of HRD
climate (GC: 73.23%, HRD mechanism: 56.43%,
OCTAPAC: 80.51%). The middle level managers had
slightly better perception than the juniors with respect
to the overall OCTAPAC and General Climate. However,
it is obvious from the above table that all the three levels
of executives rated the HRD mechanisms to be average
and lesser than the other two broad dimensions.
The above observation might be attributed to the fact
that the senior managerial level is involved in devising
major strategies and policies. BSNL, being a Government
organization, has a bureaucratic structure, where power
is mostly accumulated at the top level. Therefore, it
becomes apparent that the senior executives would
perceive the various elements of the HRD Climate in a
very positive light.
In a sub parameter wise analysis of the OCTAPAC, it
was found that over all confrontation existed to a very
high level(82.20% with a mean score of 4.29) and was
perceived very high by all the three levels of
management(SL: 86.98%,ML:81.58%,JL:78.28%). Such
a high extent of confrontation may be attributed to the
fact, that BSNL is religiously encouraging and facilitating
through meetings and brain storming sessions, exchange
of ideas, suggestions and is allowing more discussions
at every level before taking final decisions.
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Proactivity was perceived to be existing to a very good
extent by the senior managerial level. How ever there
was quiet a difference between the perception of the
senior managerial level and the other two levels whereas
the junior and middle levels perception were quite close.
In the present day business environment proactivity as
an approach and practice is a sin-quo-non for every
organization. It is the senior management who majorly
has the responsibility to understand the pulse of the
environment and steer the dynamics of the business
accordingly.
The middle level managers rating towards Authenticity
was the highest, where as the junior and senior managers
had more or less similar perception about authenticity
dimension. There was a distinct difference in the way
the senior, middle and junior executives perceived the
existence of autonomy at the workplace. It is quiet but
natural that a bureaucratic set up would invariably give
more scope to autonomy at the senior level of
management, where as this decreases down the levels
of management. The junior executives felt the deficiency
of trust in their work life, which is seen from the rating
given by them to this dimension, where as the middle
and senior managers had a relatively good perception
about enjoying trust at the workplace. This might be
because of less autonomy and poor career growth
opportunities at this level.
Collaboration was found to be very high as perceived by
the senior management level, followed closely by the
middle level and then by the junior level of management.
Senior executives have the power to get work done and
create awe to deliver. This is not very true in case of
middle level managers who have a huge responsibility of

translating strategies into implementable actions, but
their hands are tied in taking prompt action against
colleagues and subordinates who take the advantage of
cumbersome rules in a bureaucratic set up and continue
with their lacksidical approach. So is the case of junior
executives, who do not enjoy even as much power as
the middle level manages and therefore feel the brunt of
not being able to command work from other staff.
The senior executives thought that the organization had
a very open environment, where as the perception related

O CT AP AC

G e nera l
C lim a te

HR D
Me cha nism

6.5 One Way ANOVA Analysis
Comparing Different Dimensions of HRD Climate by
Managerial Levels Using One-Way ANOVA:
df
2

M ea n Sq uare
3 .1 94

F

B etwe en Gr ou ps

S um o f Squa res
6.38 8

W ith in G ro up s

1 49 .68 9

21 2

0 .7 06

4 .5 24

T otal
B etwe en Gr ou ps

1 56 .07 7
7.04 7

21 4
2

3 .52 53

4 .4 68

W ith in G ro up s
T otal

1 67 .30 7
1 67 .35 4

21 2
21 4

0 .7 42

B etwe en Gr ou ps

7.46 8

2

3 .7 34

W ith in G ro up s

17 8.3 6

21 2

0 .8 41

T otal

1 85 .82 8

21 4

Critical value of F at one percent level of significane
is 4.60
F’-test statistic was found to be less than the table/critical
value in case of all the dimensions of HRDC,OCTAPA,
GC and HRD Mechanism; hence there is statistically no
significant difference in perception at different managerial
levels regarding HRD Climate at one per cent level of
significance. Therefore, the second hypothesis of the
study is accepted.

7.

to the existence of an open climate had less difference
between the middle level executives and the junior level
executives. This may be in line with the dynamics
pertaining to senior management level where
brainstorming and a free hand to devise strategies is
part of their work life.

facilitate employees performance with effective HRD
mechanisms, so that performance indicators,
performance lapses, and performance augmenters be
distinctly identified and any lacuna be promptly
redressed, so as to improve organizational effectiveness.
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Conclusion and Recommendation

Though there has been some efforts in revamping the
HRD mechanisms like performance appraisal, potential
appraisal, career planning, reward system, training and
development in the organization, yet it is a time taking
process, since BSNL had very traditional Personnel
mechanisms with maximum bureaucratic structure. A
healthy HRD climate helps in creating better skilled and
performing personnel, highly motivated workforce, job
satisfaction and proper career growth opportunities. The
study revealed that the perception of the employees
towards HRD Climate was positive. The organization may
consider in giving timely rewards to it’s employees.
Besides this, welfare measures should aim at creating
a better work life balance, thereby enabling the employees
in channelizing more mental energy towards work. The
organization may consider investing money, time and
efforts in an organized way to develop employees. There
is emnating to change in the huge pyramidal structure
to enable better flow of communication, accessibility to
the senior managerial level, and faster rate of work
accomplishment. Autonomy to all levels of executives
needs to be widened in order to have innovative and
productive work .In today’s context, when there is
uncompromising need for organizations to have
competitive strategies, highly efficient and employees
driven, it urges more than necessary and inevitable to
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Direct Transfer of Subsidies in Fertilizers: Issues and Challenges for
Supply Chain
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Abstract
Subsidies are necessary evils in our economy and more so in fertilizers. In the present scenario, the Government
subsidizes manufacturers of fertilizers to ensure that the end product is affordable for farmers. The quantum of
subsidy that manufacturers receive is the difference between their normative cost of production/ Import and the
subsidized Maximum Retail Price (MRP)that fertilizers are sold at. India is the 3rd largest producer and consumer of
fertilizers in the world and fertilizer contributes to 40-50 percent of agricultural productivity. At Rs 70,967 Cr during
FY 2014-15 (RE),fertilizer subsidy is the second major subsidy element after Food subsidy followed by Petroleum
subsidy. A subsidy, by its very nature, introduces two or more prices for the same good, and createsincentives for
pilferage and diversion. As a result, the underprivileged suffer the most. Ensuringthat goods move in the supply
chain at market prices can minimize the incentives for diversion.

Keywords: - Fertilizer,Subsidy,Land Holding,Nutrients,Supply Chain,Freight.

1. Introduction
Agriculture accounts for about one seventh of India’s GDP,
provides sustenance to nearly 65% of our Population.
Besides, it provides crucial backward and forward
linkages to the rest of the economy. Successive fiveyear plans have laid emphasis on self-sufficiency and
self-reliance in food grain production and concerted efforts
in this direction have resulted in substantial increase in
agriculture production and productivity. This is clear from
the fact that from a very modest level of 52 million MT in
1951-52, food grain production increased to about 264.7
million MT in 2013-14. In meeting the domestic
requirement of food grains and also generating exportable
surpluses, the significant role played by chemical
fertilizers is well recognized.
The Indian National Food Security Act. 2013 aims to
provide subsidized foodgrains to approximately two thirds
of India’s 1.2 billion people. To achieve this objective,
agricultural productivity needs to be further increased
which is possible only with balanced use of chemical
fertilizers and bringing more cultivable land under fertilizer
use.
The three major macro nutrients that are made available
in different types of Fertilizers are Nitrogen(N),Phosphate
(P) and Potassium(K).Nitrogenous Fertilizers mostly
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available in the form of Urea promotes vegetative growth
in Plants where as Phosphatic Fertilizers promotes
reproductive growth through root development, flowering
and fruiting. Potassic Fertilizers promotes strong stem
growth, movement of water in plants, flowering and fruiting
as well as resistance to pests and diseases.
As of now, the country has achieved 80 percent selfsufficiency in production capacity of Urea. As a result,
India could manage its substantial requirement of
nitrogenous fertilizers through the indigenous industry.
Similarly, 50% indigenous capacity has developed in
respect of phosphatic fertilizers to meet domestic
requirements. However, the raw-materials and
intermediates for the same are largely imported. For
potash ( K ) , since there are no viable sources/reserves
in the country, its entire requirement is met through
imports. The installed capacity has reached to a level of
132.58 LMT in respect of nitrogen and 70.60 LMT in
respect ofphosphatic nutrient in the year 2014-15,
making India the 3rd largest fertilizer producer in the world.
The rapid buildup of fertilizer production capacity in the
country has been achieved as a result of a favourable
policy environment facilitating large investments in the
public, co-operative and private sectors.

At present, there are 30 large size Urea plants in the
country manufacturing Urea, 21 units manufacturing DAP
and complex fertilizers and 2 units man -ufacture
Ammonium Sulphate as a byproduct.Besides, there are

97 medium and small-scale units in operation producing
Single Super Phosphate (SSP).The sector-wise installed
capacity is given in Table 1:

Table 1:
Sector Wise Installed Capacity of Fertilizer in India
Sr.No
1
2
3

2.

Sector
Public Sector
Cooperative Sector
Private Sector
TOT A L

Capacity (LMT)
N
P
37.64
3.87
36.38
17.13
58.56
49.60
132.58
70.60

Percentage Share
N
P
28.39
5.48
27.44
24.26
44.17
70.26
100.00
100.00

Objective

The Objective of this study is to map the issues and
challenges Involved during the transition of pay out of
Fertilizer Subsidy from the present framework of
reimbursing the subsidy to the manufacturers to directly
effect the payment and transfer to the farmers. The study
tries to find the various reforms that are required to be
implemented in the entire supply chain so as to go
towards the direct transfer of subsidy regime to the
ultimate consumers.

3. The Subsidy Framework Today
With the intent of maintaining equitable distribution of
fertilizers and ensuring their availability at fair rates, the
Government prescribes maximum prices at which
fertilizers may be sold. Fertilizer subsidies have ensured
that food security is attained by sustaining a minimum
level of usage, and thereby maintaining good agricultural
productivity.
In the present scenario, the Government subsidizes
manufacturers of fertilizers to ensure that the end product

is affordable for farmers. The quantum of subsidy that
manufacturers receive is the difference between their
normative cost of production and the subsidized
Maximum Retail Price (MRP) that fertilizers are sold at.
Subsidies are disbursed only on receipt of fertilizers in
the districts.
The first fertilizer sale involves a transfer from domestic
manufacturers and import sources to dealers/
wholesalers. The dealers sell the fertilizer stocks to the
retailers from whom the farmers purchase the product.
Cooperative producers have their own network for fertilizer
distribution which comprises of state, district, taluk/block
and village level societies.
As per the current practices, all farmers (irrespective of
farm size) are entitled to subsidized fertilizers.As can
be seen from the table below, there is no discrimination
between 62% marginal farmers with land holding of less
than one hectare and the large and medium farmers with
land holding of more than five and ten times as that of a
marginal farmer.

Table-2:
Farmers’ Profile in India based on Land Holding

Source: A.K.Srivastava,2012,Agricultural Census-Indian Experience,Ministry of Statistics and Programme
Implementation,Government of India,New Delhi
In the current framework manufacturers have not been
able to achieve significant efficiency and inventiveness
due to their reliance on subsidies. It is hoped that by
embarking on an incremental reform path, the
manufacturing of fertilizers can be freed from unnecessary
regulatory control and modernized while empowering
farmers to purchase a vital input from a more efficient
market and the entire system is rationalized o that
fertilizer subsidy is optimized.

4. Fertilizer Supply Chain
The quantity of fertilizer mandated to move in the supply
chain is based on demand consolidated by the
Department of Agriculture and Cooperation (DAC) and
the DOF, in consultation with the State Governments
and manufacturers. Both, annual requirements and
seasonal needs are calculated based on the availability
of rainfall data and production/import schedules of
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manufacturers. Distribution takes place as per the
monthly supply plan finalized by the abovementioned
stakeholders. A Fertilizer Monitoring System (FMS)is
used to monitor the day-to-day dispatches/imports,
movement, receipt and sale of fertilizers in the districts.
The fertilizer market comprises of 2 major product types
– urea and NPK (complex) – produced, imported and
sold in 23 different grades. While urea makes up half of
the total market, other complex fertilizers account for
the remainder. Of the total urea distributed/consumed,
close to 80% is indigenous while the rest is imported
through 3 designated canalizing agencies21.

The costs associated with urea imports are borne by
the Government and the MRP at which the imported urea
is sold to the farmers is treated as recovery. While
imports are expensive and are dependent on international
prices of urea at a prevailing time, it is worth noting that
expenditure is relatively less in cases where Off Take
agreementshave been signed with other Governments.
Subsidy for all domestic urea producing units is different
due to a range of factors such as pre-set norms, cost of
fuel, technology, taxes, etc. The subsidy is exclusive of
freight, which is reimbursed separately. The total subsidy
pay out and subsidy pay out for Fertilizers is given in
Table-3.

Table - 3
Details of Subsidies

Source: Expenditure Budget Volume I, 2015-16,Ministry of Finance, GOI
Phosphatic and Potassic (P&K) fertilizers were
decontrolled and de-canalized in 1992. Up until 31st
March 2010, MRP of P&K fertilizers were indicated by
the Government. In fact, since February 2002till 31st
March 2010, MRPs of P&K fertilizers were unchanged.
From 1st April 2010, the Government hasimplemented
Nutrient Based Subsidy (NBS) for P&K fertilizers and
the MRPs of these fertilizers have been left open for
rationalization by manufacturers. The NBS is announced
on an annual basis, taking into account benchmark
prices. It is uniform for imported as well as indigenously
produced P&K fertilizers. The total budget provision for
P&K fertilizers for 2015-16 isRs. 22,469crore out of a
total budgetary allocation of Rs 72,969 crore.
For complex fertilizers, the subsidy is released in 2
tranches:
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1. On-Account claim, which comprises of 85-90% of
the total subsidy amount. This fraction is released
on the basis of the quantity received in the district
either at the manufacturer’s or at the dealer’s
warehouse.
2. Balance claim, which comprises of 10-15% of the
total amount. This tranche is released after the onaccount quantity is sold to the dealer or retailer, as
the case may be (First point sale).
For indigenously manufactured Urea, two types of claims
of subsidy are being disbursed:
1. Regular claims: Quantity dispatched from plant/port
and corresponding receipt in that particular month i.e.
quantity received against dispatches made in the
current month.

2. Residual claims: Quantity dispatched in the current
month but received in the subsequent month. These
claims each month pertain to quantities dispatched
in the previous month, and are settled at the subsidy
rate of the month of dispatch.
The DOF has notified the distribution margins for different
grades of fertilizers. In the case of urea, the dealer’s
distribution margin is Rs. 180/MT. For cooperatives, the
margin is slightly higher at Rs. 200/MT. The margin is
deducted from the MRP in Urea.As for PNK fertilizers,
the margin is included in the subsidy. It stands at Rs.
275/MT. The dealer passes on a portion of the margin
(usually Rs. 130 in the case of urea and Rs. 190-200 in
the case of other fertilizers) to the retailer.
For both P&K fertilizers and urea, freight subsidy is
reimbursed to the companies on receipt of fertilizers in
the districts based on the quantities that are being
claimed on the on-account/regular claims. Railway freight
is reimbursed at actual cost, while the road freight is
given, as an Interim measure on a normative basis based
on an average of distances in the districts and a normative
rate depending on prevalent road transport rates in the
respective state.

5. State of the Industry
Production of fertilizers in the country has remained
largely stagnant during the past decade; the growing
demand for fertilizers has been met mainly through rising
imports. In the phosphate sector, the country is by and
large import-dependent for critical phosphatic inputs such
as rock phosphate and phosphoric acid. Rock phosphate
import is about 52-53 lakh MT against indigenous
availability of 13-14 lakh MT. About 25 lakh MT of
phosphoric acid is imported against the indigenous
production of about 13-14 lakh MT. Even indigenous
production of phosphoric acid is based on imported rock
phosphate. Almost 90-95% of the P&K requirements are
met through imports, either in the form of finished
fertilizers or fertilizer inputs.
Presently, the country has no known source of potash
and the entire requirement is met through imports.
Indigenous production of rock phosphate is very limited
and is available only through mines in Rajasthan and
Madhya Pradesh. The quality of indigenous rock
phosphate is low in terms of Phosphorus Pentoxide
(P2O5) content and is mainly suitable for the production
of Single Super Phosphate (SSP) fertilizer.
Additionally, sulphur and sulphuric acid are available from
oil refineries and smelter industries respectively, but the
quantities are limited and the country is a net importer
of both. The lack of long term availability of natural gas
for urea plants, high cost of imported RLNG, gas prices
and volatility in prices have impeded new investments in
the urea sector. About 17-18 lakh MT of sulphur and the
same amount of ammonia are imported.

6. Legal Framework
Subsidy for decontrolled P&K fertilizers and urea is
provided based on the approval of the Cabinet Committee
on Economic Affairs (CCEA). The Fertiliser Control Order
provides a framework for the fertilizer sector. While the

Central Government is responsible for providing subsidies
to the manufacturers, State Governments are responsible
under the FCO for maintaining the MRP and quality of
fertilizers sold in the market.

7. Shortcomings of the Current Framework
The current subsidy framework has its limitations in terms
of visibility of the entire supply chain, disbursement of
timely subsidy claims, leakages as well as efficiencies
in production.
The present Fertilizer Monitoring System implemented
by the DOF is an effort to promote more transparency in
the system as well as make subsidy disbursements more
efficient. However, more visibility and transparency in the
fertilizer supply chain from production to receipt at the
retailer’s point needs to be captured in the system for
efficient decision making. Additional data should be
captured to strengthen the FMS tool. It should be able
to track the movement of fertilizers end-to-end, from the
plants/ports to the farm gate, including the various
transactions in the supply chain. Availability of extensive
data will enable a more efficient supply chain on the back
of realistic demand projections.
Since the claims submitted by the manufacturers have
to be corroborated with documentation maintained by
wholesalers and retailers, processing a claim is time
consuming. As a result, there are delays in transferring
the bulk of the subsidy component that comes from the
Government. In the Interim, the manufacturers have to
arrange for working capital to sustain production. In
addition to affecting the manufacturing cycle, delays can
have an unfavorable impact on imports and availability of
fertilizers which can adversely influence agricultural
production. The overall efficiency of the industry is
lessened, as is the case with many subsidy-reliant
businesses.
Subsidized fertilizers are also prone to leakages. Urea,
Muriate of Potash (MOP) and Single Super Phosphate
(SSP) are allegedly illegally diverted for industrial use.
Urea is used for the production of urea formaldehyde
which is used in garment manufacturing, melamine
production, fish farming, milkproduction and soap
manufacturing among other industries. MOP is used for
manufacturing potassium chlorate which finds
applicability for explosives, match and fire-cracker
industries. SSP is used for the production of di-calcium
phosphate, an animal feed. There is anecdotal evidence
indicating that fertilizers are also smuggled out of the
country to neighboring ones where prices for equivalent
products are higher.
Reliance on imports leaves prices of fertilizers, feedstock
and raw materials vulnerable to exchange rate fluctuations
as wells as the international basket of crude oil prices.
The impacts of these factors are being considered under
the existing pricing system. The effect of increase/
decrease in the prices of inputs due to exchange rate
variation is on the subsidy especially that of urea as it is
sold at a fixed MRP to the farmer.
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8. The proposed subsidy framework
To address the current challenges in the subsidy
framework it is proposed that a phased approach to
reform the subsidy disbursement mechanism be adopted.
Presently, simplistically put, the fertilser subsidy is given
by the Government to the Manufacturers/Importers

directly. In the Interim proposed framework, the subsidy
is planned to be provided to the retailers and ultimately
to the intended beneficiaries (farmers).
It is proposed to be done in 3 phases:
Phase I: Information Visibility till the Retailer

Figure-1

Source: Interim Report of the Task Force on Direct Transfer of Subsidies on Kerosene,LPG and Fertiliser
The objective of this Phase is to create information
visibility of the movement of fertilizers along the supply
chain from the manufacturer till the retailer. After Phase
I is implemented, it is envisaged that up-to-date
information will be available, in the public domain, about
the availability of fertilizers at the retailer level (last point
of sale to the farmer). This would, in itself enhance
transparency of fertilizer flow across the supply chain
and would facilitate better delivery of the fertilizers to the
end user.
Phase II: Subsidy Payment to Retailer
In the Interim stage, it is envisaged that the subsidy will
be released to the retailer when he receives the fertilizer.
This will involve transfer of subsidy directly to the retailer’s
bank account on receipt of fertilizer from the wholesaler.
The advantage of this Interim stage was extensively
discussed in the Task Force. It was recognized that this
phase would have the advantage of the fertilizer moving
at the full value across the supply chain upto the retailer.
This stage will also provide crucial lessons for a smooth
switch over to the next phase of direct transfer of subsidy
to the intended beneficiary which is much more complex
due to the scale as well as the eligibility issues involved.
This phase is dependent on linking the retailers to the
core banking network. This will also involve, inter-alia,
the need to look into the payment procedures currently
being followed by the Government of India. It is expected
that the payment procedure adopted will be electronic,
credible, and auditable and will not require extra
deployment of manpower. The primary challenges in this
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phase would include increase in working capital
requirements for stakeholders across the supply chain,
increased credit requirement, space constraints at the
retailer level, who now becomes the primary stockist,
credit rating of retailer that may affect disbursal of subsidy
and therefore supplies to farmers, issues in automated
payment of subsidy, probable amendment of financial
payment rules in Government and linkages with the core
banking system for the retailers. The DOF has been
mandated to address these challenges in a timebound
manner with various stakeholders in government as well
as outside.
Phase III: Subsidy Payment to Farmers
In the long run, once the coverage of Aadhaar is extensive
throughout the country, and Aadhaar enabled payments
are operational, it is envisaged that the subsidy
disbursement to the farmer can be done directly into the
bank accounts of the intended beneficiary. However, this
phase would also require that the eligibility of who is an
intended beneficiary is clearly mandated by the
Government. It is proposed to be done in two phases:
1.

Information flow on sales to individual farmers

2.

Transfer of subsidy to farmers (intended beneficiary)

9. Planning the Transition-Challenges in
Supply Chain
As with the re-engineering of any of any incumbent
system, the transition from the current subsidy regime

to a more direct one will involve adjustments for all
stakeholders. Meticulous planning on the back of incentive
compatible subsidy architecture can smoothen the
transition. A phased and linear approach that ensures
incremental and convenient change has been prescribed,
with the objective of making the evolution as seamless
as possible. Potential challenges have been pre-empted
and solutions for these prescribed, wherever possible.
Phase I
In the first phase, a robust information management
system needs to be set up. Since the FMS has been a
good starting point, there is a need to strengthen the
existing software in addition to building supplementary
systems. Data on the flow of fertilizers from the
manufacturer level up to the retailer level on both receipt
and sales needs to be captured.
DOF has entrusted the task of capturing the sales figures
at the retailer level to the National Informatics Centre
(NIC). It is proposed that the information to and from
retailers be linked to the existing FMS. With the
availability of reliable and timely sales data, the primary
objective of disbursing subsidized fertilizers to the retailers
in Phase II and ultimately to the intended beneficiary
(farmer) in Phase III would be made simpler. Phase I and
Phase II must be planned in such a way that there is a
seamless transition from Phase I to Phase II.
This information can be corroborated with sales figures
available with the DOF to ascertain the quantum of sale
of fertilizers to the relevant constituency. During this
phase (Phase I), the freight subsidy is proposed to be
paid directly to the manufacturers, as is the case today.
The disbursement of subsidy to the manufacturers should
be tied to the receipt and confirmation of fertilizers at the
retailer level, thereby enabling a more accountable and
transparent environment. Capturing data at all points of
the supply chain can also enable better analysis of the
current framework. Consumption patterns for various
geographies, by kind of fertilizer, will enable better
demand projection and supply.
In order to integrate data sources for a more effective
information system, two major constraints will have to
be addressed:
1.

2.

Integrating with the retailer network: Reaching
out to, and working with the large number ofretailers
estimated to be over 2,30,000 will prove to be a
challenge. It may be assumed that these retailers
will have varying levels of connectivity and technical
prowess.
Consolidating data from multiple retail supply
chains: Tracking the data from the supplynetworks
of all retailers is likely to be a complex task since
they may be sourcing fertilizers from multiple
sources.

Technology solutions can help address the
abovementioned concerns. Firstly, all important
stakeholders viz. wholesalers, retailers, co-operatives,

PACS and other institutional agencies involved in the
sale of fertilizers should be registered since it will enable
better mapping of the stock’s journey. Secondly, a central
server for SMS transactions and collation of information
would be set-up. Finally, a transparency portal showing
stocks at the retailer level may be an extremely useful
monitoring and management tool. Both web and mobile
based links at various points in the ecosystem will help
in overcoming infrastructural constraints.
Phase II
In the second phase of the reform process, direct transfer
of subsidies to the retailers on receipt of fertilizers may
be considered. The evolution to this phase assumes the
completion and stabilization of the first phase. As opposed
to the present scenario where the wholesaler/dealer is
the primary stockist, in the second phase, the retailers
will be principal stock managers.
During this phase, the credit rating of retailers will be of
importance. A significant change in this phase is that
subsidies will be directly disbursed to the retailers,
thereby shifting the realization of the working capital to
them, and away from the manufacturers.
While there is an option to transfer the subsidy to the
retailer only after the sale of the fertilizers to the farmers,
instead of on receipt of stocks, there are various risks
associated with it. Purchasing patterns by farmers for
instance, are vulnerable to seasonal fluctuations.
Moreover, the retailers’ ability to sell stocks will depend
on their credit ratings. This may create a chain of
indebtedness for the retailer and can lead to unwarranted
transaction costs and rent seeking behavior. Therefore,
transfer of subsidies upon receipt of stocks at the retailer
level is a better option in spite of marginal risks of diversion
associated with the same. Various major concerns will
need to be addressed by the DOF before moving from
Phase I to II:
1. Lack of storage space: Inadequate storage facilities
at the retailers’premises may inhibit theirability to
maintain adequate stocks, thereby impacting need
based re-distribution at the farm-gate.
2. Recovery issues in case of sub-standard stocks:
There may be an issue of recovering subsidies incase
sub-standard stocks are supplied. Currently, the
manufacturers are penalized through pending bills
of the company or they remit the requisite amount
by way of cheques.
3. Difficulty in certifying receipt and sales at the
retailer level: The current system incentivizes
themanufacturers’ statutory auditors to certify
receipt and sales by the retailers since the disbursal
of the manufacturers’ subsidies is linked to the same.
During Phase II, the responsibility of conducting
these checks will have to be automated or given to
another stakeholder.
4. Increase in working capital requirements across
stakeholders in the supply chain
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5. Automated payment release to the Retailer –
This would require electronic payment of
subsidy to the bank account of the retailer
6. Amendments, if any, to the payment rules and
procedures in Government
Technology interventions can lead to a smooth transition
from Phase I to Phase II. A seamless payment
infrastructure needs to be implemented during Phase II.
Phase II is a vital intermediary step in moving towards a
direct-to-farmer subsidy delivery framework as it will
integrate information systems with disbursal
mechanisms. It is hoped that this phase will be completed
by June 2012 before Phase III can be considered.
The Task force discussed the challenges for
implementation of Phase II. It was decided that a Detailed
Project Report (DPR) be prepared. The broad project
timelines for Phase II are as follows:

10. Conclusions
The extent of technological prowess will be crucial in
determining the nature of transition to Direct Transfer of
Subsidy. The entire supply chain starting from the
Manufacturer to farmers need be integrated and
embedded on a single ERP platform with flow of Physical
goods and information on real time basis and further
integration with Financial Institutions for transfer of
subsidy amounts. A database of farmers with relevant
information on land holdings, type of crop(s) etc. needs
to be constructed in order for the subsidy disbursement
to be rational and effective. The issuance, and subsequent
linkage, of Aadhaar numbers to the farmer database will
be vital in identifying the intended beneficiaries. Further,
the Aadhaar Payments Bridge should be leveraged to
route subsidies to the farmers.
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Supply Chain of Vegetables
A Case Study of Barabati Market of Jajpur District
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Abstract
India is the world’s largest producer of many fruits and vegetables. Whereas Odisha ranked fourth in terms of
production of vegetables . Barbati is a market in Odisha, which plays an important role for the vegetable growers
and also for the consumers that the farmers could be benefited and the consumers could fetch fresh vegetables in
proper price. This case study briefs on the supply chain of vegetables of Barabati market, for which data were
collected from primary source with sample size of 32.The case enlightens the production status and trend of major
four vegetables such as Cauliflower, Brinjal, Cabbage & Ladies finger. These vegetables are supplied from Barabati
market to various other markets such as Bhubaneswar,Keonjhar,Sambalpur and Rourkela. The modes of transportation used are mostly the small and medium carriers such as pickup vans and Tata ace in order to meet the need
of markets. This mode of transportation depends on the distance, frequency of order and demand of the particular
vegetable. The market is situated near the national highway which helps for better supply chain of the vegetables to
the other targeted markets. As Barabati market influences the other markets in Odisha, Govt. should give special
attention by regulating it properly and providing various infrastructures for storage, handling & transportation.

Keywords: - Supply chain, frequency, regulating.
1.

Introduction

Our country is blessed with diverse agro-climates with
distinct seasons, making it possible to grow wide
varieties of vegetables. India is the second largest
producer of vegetables in the world. Fruits and vegetables
together contribute about 92% of the total horticultural
production in the country. Vegetables are important
constituents of Indian agriculture due to their short
duration, high yield, nutritional richness, economic
viability and ability to generate on-farm and off-farm
employment. India produces 14 % of world’s vegetables.
India ranks first in the production of okra in the world i:e
73% of world production.
Odisha ranked fourth in terms of production of vegetables.
The consumption of vegetables in Odisha is also very
high in our country as it is important part of our diet.
Taking this into consideration the growers of our state
quite emphasis on the cultivation of vegetables as it has
a good demand finally contributing good price. Govt. is
also playing a major part by making various market yard
so as to facilitate the farmer to sell their produce in proper
price .In this context Barbati market plays an important
role for the vegetable growers and also for the consumer
so that the farmers could be benefited and the consumers
could fetch fresh vegetables in proper price.

2. Objectives
s

To study the area of production ,productivity
,marketable surplus of different vegetables related
to Barabati market of Jajpur.

s

s

To study different market channels involved in order
to make the vegetables reach consumers from
producers.
To study the supply chain of vegetables from
farmers to consumers of Barabati market of Jajpur.

3. Scope of the studyThe study has a wide scope to bring about a significant
change in existing marketing system
s The study will indicate the area and type of
vegetables including off season vegetables to be
grown on basis of choice of the consumers.
s The study will help in rationalizing the ongoing
marketing channels keeping in view to ensure the
consumer to receive a higher percentage of
consumer’s rupee.
s The study is helpful to the policy makers to know
the extent of marketable surplus of different types
of vegetable and accordingly effective post harvest
management including storage, processing and
packaging etc can be done for value addition.
s The study will be of great importance in
encouraging export of vegetables and pave the
way for linkage with globalised market.

4. Methodology
s

Study design:-Exploratory research design is
followed in order to get the needed information from
persons and agencies involved in the particular
market of Barabati.
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s

s

Sampling design:Ø Sample unit- They are the members of market,
farmers, traders transporters, some agencies
related to storage.
Ø Sampling procedure- For sampling procedure
the non-probabilistic method is followed. In this
procedure of sampling members of market,
farmers, traders transporters, some agencies
related to storage are taken as samples.
Ø Sample size-The total no. of sample size is 32
Data Collection:-Data are collected from primary
source through questionnaire, and follow up
interviews.
Secondary source is also used in order to make the
survey more accurate.

5. Data Analysis:
The data collected were tabulated and analyzed keeping
the objectives in view.
Jajpur District is having the third best condition for
sustainable development in agriculture followed by
Bargarh and Jagatsinghpur Districts. Rice is traditionally
grown in two well defined seasons, namely kharif and
dalua. Of these two, kharif (rainy) is the most important

rice season. The kharif rice is the main crop, covering
over 85 percent of the total rice area, and depends entirely
on the southwest monsoon. It is sown in June and
harvested in October–December, depending upon the
duration of the cultivation and topography of the field. It
is also very much famous for the horticultural produce
such as vegetable and fruits, but mainly 75 % of the
horticultural produce are mostly vegetables as the climate
is much favorable for the vegetables. The climate of
Jajpur district is normal as per Indian standards. All the
seasons arrive in the district at their usual time. The
district’s average height from the sea level is 331 mts
and its average rain fall is 1014.5 mm. The average
maximum and minimum temperatures are 38 degree C
and 12 degree C respectively. Overall, the climate of the
district is neither hot nor cool. In this context, Barabati
and its catchment areas plays a vital role.Barabati is
situated in Dharmasala tehsil and located in Jajapur
district of Odisha. It is one of 232 villages in Dharmasala
Block . It has a tremendous potential for agriculture
specially for the vegetable farmers. Nearly 30 no. of
villages around the Barabati area are engaged in
production of vegetables. It can not be denied if we say
that Barabati is the main hub of vegetable market of Jajpur
as well as some other districts of Odisha.

Table-1.
Area Under Cultivation Near Barabati Market

Source –Field Survey 2013
Barabati market which fully control the vegetable market
of Dharmasala block , also control the market of the
entire Jajpur district. It can be said as the vegetable hub
of the Jajpur district. Generally the farmers from the
nearby villages and to some extent some progressive
vegetable farmers of Jajpur district play an important role
to make Barabati a main market. In Barabati area ,out of
5900 acres of land used for vegetable and fruit cultivation

the area of cultivation of cauliflower is maximum which
bears 45% of total land. It is cultivated around 2600 acre
of land and having productivity of 151 Qt /Acre. The
second most grown vegetables are brinjal and cabbage
which share the same amount of land coverage of 1450
acre with productivity of 189Qt/acre and 175 Qt/acre
respectively.Ladiesfinger shares 80 acres of land with
productivity of 76 Qt /acre.

Table-2
Production of Vegetables for Barabati Market

Source –Field Survey 2013
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It is very well understood from above table that the trend
of the vegetable production is fluctuating through the last
five years. Production of cauliflower was maximum in
2009-10 and decreased in 2010-11 and is increasing
slowly till 2012-13 with the quantity of 39260 tons. The

trend of production of cabbage was also highest 200910 and decreased suddenly to 28100 tons from 40500 .
About ladies finger and brinjal the production rate has
increased but in a slower rate.

Figure-1
Trend Line

From the above trend line it is clearly observed that the
production of brinjal will be more as the demand is more
as well as the crop can be grown throughout the year
.For this reason specially the farmers are quite interested
to grow in order to sell the brinjal to the customers
throughout the year and fetching good price. Cole crops

like cabbage and cauliflower are produced maximum but
in winter season and the growth rate will be in constant
in case of cauliflower and may vary in case of cabbage.
The growth rate of ladies finger will be increasing but in a
slower rate.The market of Barabati have a direct influence
on the production of the locally grown vegetables.

Figure-2
Supplychain Mode
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6

Figure3
Percentage of Supply Chain Mode
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Channel members playing main role in market of Barabati
are farmers, Regional Krushaka Seba Samiti (RKSS),
wholesaler, retailer, customers etc.
The supply chain of the vegetables from farmers to
consumer in Barabati context is carried out in 6 stages
and it is found that the stage 6 plays a very crucial role
and this supply chain comprises of 35% of total system
followed by stage 5 then stage 2, then stage4,stage

3,stage 1with 30% ,15%,10%.5%,5% respectively. As
the barabati market is situated beside NH-5 it becomes
very easy to supply the vegetables to various other areas
outside the district. This not only fetch good price for
vegetables but also the market plays an important role
to control the market price of Odisha.
Surplus vegetables from Barabati are supplied to different
places of Odisha as mentioned below

Table-3
Distribution of Vegetables

Source –Field Survey 2013
After meeting the local consumer needs the surplus
vegetables are supplied to other places of Odisha such
as Berhampur, Balasore,Bhubaneswar,Keonjhar&
Rourkela. The vegetables are generally send to the
different places according to the production i:e season.
Sometimes the vegetables are also sent to some other
places such as Cuttack, Paradeep,Chhatia ,Marsaghai
etc.but after meeting the demand of other regular places.

Table- 3 clearly describes the supply of vegetables both
month wise and area wise.
The modes of transportation used are mostly the small
and medium carriers such as pickup vans and Tata ace
in order to meet the need of the markets within the
distance of 150 Kms. For distance 150 Kms and above
generally the trucks and pick up vans are preferred.

Table-4
Transportation of Vegetables

Source –Field Survey 2013
For maintaining the effective supply chain the transport
mode is chosen by taking the following factors into
account.
•

•
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The cost incurred for using the type of vehicle by
considering the type of vegetable, quantity of
vegetable and the expenses borne by transporting
to cover the distance.
Sometime depending upon the demand of lots the
mode for transportation is also considered.
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•

Care is also taken for the frequency of demand from
a particular market in order to choose a mode of
transport which ultimately meets the need of the
market demanded and the suppliers.

6. Strength of Barabati Market
A large number of farmers are cultivating vegetables in
the nearby areas which increase the production of
vegetables. Mostly the local farmers are growing
cauliflowers than other vegetables in large areas.

Barabati is situated very close to the national highway
(NH-5) which adds strength to the market as, the
communication to various places becomes very easy
and cost effective.
Farmers have a very strong unity and bargaining power
which helps them to overcome the dominance of
middlemen.

7. Suggestions

8. Conclusion
Barabati plays an important role directly or indirectly in
the total supply chain of the vegetable market in Odisha
.Nearly consumers from 8 districts depends on the daily
consumption of the vegetables for their diet. So taking
the importance of the market, Govt. should give special
attention by regulating it properly and creating various
infrastructures for storage, transportation and running the
market properly in coordination with the farmers.

Farmers are still using the local seeds and traditional
practices which should be changed to modern practices
for which extensive knowledge and training should be
provided.
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