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Introduction 

 In the modern world belief, FDI plays a very 

important role in the development of the 

underdeveloped and developing countries. 

Modern Economics prefer Foreign Direct 

Investment as one of the main determinant of 

Economic Growth. The argument in favor of FDI 

is that there is a typical characteristic in 

developing and underdeveloped economies that 

those economies do not have the required level of 

savings and income in order to meet the level of 

investment needed to sustain the growth of the 

economy. In such cases, foreign direct investment 

plays an important role of bridging the gap 

between the available resources or funds and the 

required resources or funds. The rapid expansion 

in FDI by multinational enterprises since the mid-

eighties is attributed to significant changes in 

technological front, greater liberalization of trade 

and investment regimes, and deregulation and 

privatization of markets in many countries. 

 To attract more FDI, the developing 

economies open up and liberalize to a significant 

level. It is domestic investment which was the 

important factor determining the economic growth 

prior to liberalization measures. In the post 

globalization world, the inflow of Foreign Direct 

Investment (FDI) has been the main concern for 

the developing countries. FDI are aimed at, acting 

as a tool of transferring technologies, skills and 

access to international markets. To attract more 

Foreign Direct Investment Indian Government 

came out with various policies. India after 

liberalizing and globalizing its economy to the 

outside world in 1991, witnessed a massive 

increase in the flow of foreign direct investment. 

The study analyzes the inflow of FDI from various 

host countries into India.  

 

Literature Review 

 Balasubramanyan et al. (1996) found that FDI 

accelerate the economic growth of the host 

country and its impact is relatively stronger for the 

countries which have outward oriented trade 

policies. De Mello (1999) suggested that FDI has 

the greater importance in improving the economic 

growth and it depends on its exogenous factors 

like skilled labor and its impact on country and 

condition specific.  

 Todaro and Smith (2003) argue that the flow 

of FDI fills the gap between desired and domestic 

investment level and also increases the tax 

revenues, effective management and technology as 

well as skilled labor in the host countries. 

 According to the study by Fedderke and 

Romm (2006) and Nonnemberg and Caroso de 

Mendonca (2004), the economic growth is one of 

the determinant responsible for higher FDI inflow. 

While Alfaro (2003) has found ambiguous 

relationship between FDI and GDP and also 

argued that its impact on host country varies 

according to the types of policies that host country 

adopts for its trade and FDI regulations.  

 Adegbite and Ayadi (2010) assert that FDI 

helps in filling up the domestic revenue-generation 

gap in developing economy because most 

developing economies don’t have sufficient capital 

to generate revenue for meet their expenditure 

needs. Akinlo (2003) and Adelegan (2000) found 

that foreign funds inflow is not statistically 

significant to increase the level and rate of 

economic growth in Nigeria and mostly in 

developing host countries. Furthermore FDI is 
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negatively related with domestic investment. This 

result is drawn using seemingly un-related 

regression (SURE).  

 

Objectives 

This study is based on the following objectives – 

 To identify the countries from which India 

received largest FDI inflows during April 

2000 to December 2017 

 To analyze the trends in FDI inflows from top 

seven countries during 2002-03 to 2017-18. 

 

Methodology 

 Source of Data: The study is based on 

published sources of data collected from the 

Reserve Bank of India’s Handbook of Statistics of 

Indian Economy, Department of Industrial Policy 

and Promotion (DIPP) and Economic Survey of 

India. 

 Period of Study: The study is focusing on the 

inflow of FDI into India since 2000. Therefore 

study is undertaken for a period of 17 years from 

April 2000 to December 2017. 

 

Country wise Inflow of FDI 

 FDI refers to the funds flow from source 

country or host country towards destination 

country or home country. The researcher 

considered India as the home country and other 

countries of the world as host countries. The top 

ten countries which invested in India during April 

2000 to December 2017 were considered for the 

study.  

 

Table 1: Top 10 Countries from which India 

received FDI Equity Inflows during 

April 2000 to December 2017 

S.  

No 

Name of  

the Country 

Amount of FDI Inflows 

% (in Rs 

Crore) 

(in US$ 

million) 

1 Mauritius 671,733.79 124,985.94 33.97 

2 Singapore 374,434.38 63,803.31 17.34 

3 Japan 150,399.40 26,938.34 7.32 

4 
United 

Kingdom 
130,198.81 25,311.07 6.88 

5 Netherlands 132,529.46 23,064.66 6.27 

6 U.S.A 121,773.91 22,066.83 6.00 

7 Germany 58,566.93 10,710.29 2.91 

8 Cyprus 48,872.11 9,488.49 2.58 

9 France 33,584.90 6,182.40 1.68 

10 UAE 30,242.97 5,332.37 1.45 

Source: Department of Industrial Policy and 

Promotion  

 It was observed from Table 1 that the largest 

contributor of FDI to India is Mauritius. It 

accounts for 33.97 percent of Foreign Direct 

inflows into India. India had received 

Rs.671,733.79 Crore from Mauritius as FDI. The 

second largest country which has made Foreign 

Direct Investment in India is Singapore with 

Rs.374434.38 Crore. The gap between Mauritius 

and Singapore is very large. Singapore has 

invested roughly half the amount of Mauritius 

during the study period. 

 Japan was the third largest investor in India 

with Rs.150399.40 Crore accounting for the share 

of 7.32 percent. United Kingdom, Netherland, 

USA were respectively the next largest investors in 

India with 6.88 percent, 6.27 percent and 6 

percent share of FDI. Germany and Cyprus had 

share of 2.91 percent and 2.58 percent in India’s 

foreign direct investment. France and UAE had 

share of less than 2 percent in India’s foreign 

direct investment.  

 The top ten countries which have made 

foreign direct investment in India accounted for 

86.4 percent. The remaining countries only 

account for 13.6 percent. According to the United 

Nations classification, among the top ten 

countries, seven countries, namely, Japan, United 

Kingdom, Netherlands, USA, Germany, Cyprus 

and France are developed countries from which 

FDI flows into India. They account for 33.64 

percent of the overall FDI inflows into India. 

India had received 52.76 percent of the FDI from 

three countries namely, Mauritius, Singapore and 

UAE which are listed in top ten countries from 

which India received FDI. Mauritius and 

Singapore alone accounts for 51.31 percent of FDI 

inflows into India. These tax havens and offshore 

financial centres (OFCs) together made up just 

over half of all FDI inflows to India. 

 

 

 

 

 



 
 

 3   Bodhi International Journal of Research in Humanities, Arts and Science 

 

Vol.2       Special Issue 13      April 2018          E-ISSN: 2456-5571 

Table 2: Year wise ranking of countries based on FDI inflow 2002-03 to 2017-18 

S.No.\ Rank 1 2 3 4 5 6 7 

2002-03 Mauritius Japan U.K U.S.A Netherlands Germany France 

2003-04 Mauritius Netherlands U.S.A U.K Germany Japan France 

2004-05 Mauritius U.S.A Netherlands Singapore Germany Japan France 

2005-06 Mauritius U.S.A Germany Singapore U.K Japan Netherlands 

2006-07 Mauritius U.K U.S.A Netherlands Singapore UAE Germany 

2007-08 Mauritius Singapore U.K U.S.A Cyprus Japan Netherlands 

2008-09 Mauritius Singapore U.S.A Cyprus Netherlands U.K Germany 

2009-10 Mauritius Singapore U.S.A Cyprus Japan Netherlands U.K 

2010-11 Mauritius U.K Singapore Japan Netherlands U.S.A Cyprus 

2011-12 Mauritius U.K Singapore Japan Cyprus Germany Netherlands 

2012-13 Mauritius Singapore Japan Netherlands U.K Germany France 

2013-14 Singapore Mauritius U.K Netherlands Japan Germany U.S.A 

2014-15 Mauritius Singapore Netherlands Japan U.S.A U.K Germany 

2015-16 Singapore Mauritius U.S.A Japan Netherlands UAE Germany 

2016-17 Mauritius Singapore Japan Netherlands U.S.A U.K Germany 

2017-18 Mauritius Singapore Japan U.K Netherlands U.S.A Germany 

Source: Department of Industrial Policy and Promotion 

 

 The study analyzed the ranking of the 

countries based on FDI inflows for the period 200-

03 to 2017-18. The study period included 16 years. 

It was observed from Table 2, Mauritius was 

ranking first in 15 years during the study period. 

India received highest FDI from Singapore once 

during the study period, i.e. 2015-16. It was also 

observed during 2002-03 and 2003-04 more 

western countries were leading in investing in 

India. Japan, U.K. and U.S.A. were in second, 

third and fourth rank respectively. In 2003-04, 

Netherlands occupied second rank in FDI inflows 

into India. Singapore entered into top seven ranks 

since 2004-05. During 2007-08 to 2009-10 

Singapore arrived as the second highest 

contributor of FDI to India. In 2010-11 and 2011-

12 U.K. occupied second position in FDI flows to 

India. After 2012-13, Mauritius and Singapore 

were dominating in FDI inflow into India. The 

western developed countries share in India’s FDI 

started to shrink since 2012-13.  

 

Conclusion 

 The primary objective of the Foreign Direct 

Investment is to elevate the infrastructure of the 

skilled developing or underdeveloped nation. For 

a country which has unskilled population, FDI’s 

contribution is to impart the skills needed for the 

upliftment of the country.  

 Providing the climate for such investment 

would have a great impact on economy. While it 

is important for India to attract FDI, it is pertinent 

to ask the question whether a policy to attract FDI 

should be careful in distinguishing between the 

kind of FDI it wants to attract. All FDI are not the 

same and are not attracted by the same factors. 

The prime objective must be to align FDI with 

national development objectives, consistent with 

being an open economy. 

 However, with respect to India, the story is 

quite uninteresting. It is neither technology 

intensive by default nor it received technology 

transfer from the developed nations especially in 

the industrial sector because of the outcome of 

FDI. It is understood that the black money in 

India is being rerouted to the country via 

Mauritius with the help of Double Tax Avoidance 

Agreement (DTAA). Mauritius is not a developed 

country and the occurrence of sufficient 

technology transfer to India is not justifiable from 

this island. This ensures that currently one third of 

the FDI i.e. 33.97 percent of the overall FDI is not 

for the purpose of technology transfer and 

Industrial growth. It would be a wise decision to 

attract FDI from countries which are technology 

intensive and not just a capital transfer. Clearly, 

these are not the original sources of external 

financing with the offshore financial centres 

responsible for a degree of round-tripping of funds 

from India and transshipping of funds from third 

countries. The funds from these countries are poor 

in quality and they can’t provide technological 

transfer. Qualitative FDI are the only game 

changer in the economy. Steps need to taken 

towards receiving qualitative FDI. 
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Abstract  

 Mobile Phone has become a necessity in human life. This is due to technological advances that allow people to communicate 

with each other anywhere and at any time. This also contributes to the increase in the telecommunication sector of the District 
leading telecommunications companies are now completing with each other to became a major provider and attract more 

customers. This situation also will lead the customers often switch from one provider to another provider to get the best service. As 
competition is increasing among the companies, it is necessary for them to know about the customer’s perception on price, service 
quality, promotions and trends that play a vital role in choosing the mobile service providers. 

 This study aims to find out what are critical factors that play an important role to select the telecommunication service 
provider. 

 The data is processed by using quantitative anlaysis. The  method used in analysed the data are descriptive analysis and 
multiple regression analysis as there are four variables involved in this study which are price, service, quality, promotions and 

trends. The results provide a comprehensive anlaysis of the important factors for the customer to select the mobile service providers. 
The analysis confirms that the significant positive relationship of trends towards brand loyalty. It will be a great challenge for the 
service providers to prepare their strategic plan in maintaining customer loyalty and at the same time expending their customer’s 

base. In conclusion the mobile service provides should emphasize the factor such as trends that can maintain customer loyalty as 
customer today are more intelligent and smart. 

 

Introduction 

 The rapidly growing demand of mobile phone 

has created a buzz around the world. Now-a days, 

most of the consumers opt to have a mobile 

phone. The increasing innovation in mobile phone 

industries has brought this craze among the people 

on Mobile phone. Mobile phone is configured by 

an operating system with advanced computing 

capability and connectivity. Generally Mobile 

phone has high sensor big touch screens and high 

pixel cameras with lots of features and 

applications. Mostly people use applications for 

internet browsing, email, navigation, social media, 

listening music, reading news, games, finance, 

health and fitness, taking notes, calendar, weather 

forecast and lots of other things. These features 

and applications in Mobile phone somehow have 

made people’s life easier either in daily life, at 

work or for entertainment purpose. As a result, the 

market of Mobile phone has been escalating every 

year with increasing innovations. In the third 

quarter of 2012, the number of Mobile phone use 

totaled 1.03 billion, a 47 % in-crease from third 

quarter 2011.  

 Irrespective of the high price of the Mobile 

phone, still the demand is increasing. It is true that 

hi-tech technology has played a vital role in 

attracting the people towards Mobile phone. There 

are variety of smart phones with different names 

and brands available in the market such as Apple, 

Nokia, Samsung, HTC, Sony, Micromax etc. 

Brand is another factor that drives people to buy 

Mobile phone. Besides, technology and brand 

there could be other so many marketing and 

stimuli factors that could influence the consumer 

behavior of Mobile phone buyers. Moreover, the 

characteristics of the buyer itself also affect the 

buying behavior. All these things created an 

arousal in the author’s mind to study about the 

consumer behavior regarding Mobile-phone. This 

dissertation reports on the qualitative phase which 

involved in-depth interviews with 130 respondents 

in the study area Tirunelveli City.   

 Consumer behaviour refers to the selection, 

purchase and consumption of goods and services 
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for the satisfaction of their wants. There are 

different processes involved in the consumer 

behaviour. Initially the consumer tries to find 

what commodities he would like to consume, then 

he selects only those commodities that promise 

greater utility. After selecting the commodities, the 

consumer makes an estimate of the available 

money which he can spend. Lastly, the consumer 

analyses the prevailing prices of commodities and 

takes the decision about the commodities he wants 

to purchase.  

 India is one of the fastest growing economies 

all over the world and a live example which 

depicts the development is the growth of the 

telecommunication industry in India, especially 

the in the field of mobile communication. There is 

a continuous increase in disposable income; there 

has been a radical shift in the attitude and 

aspirations of the consumers. Mobile phone has 

become essential parts of personal and business 

life. The recent growth of mobile phone usage is 

an observable fact that crosses all age and gender 

boundaries. Due to fierce competition in the field 

of mobile communication the need arises for the 

study to know how consumer behaves in the time 

of purchase. India is currently the 2nd largest 

mobile handset market in the world and is about 

to become an even larger market. Buoyed by the 

high demand for smartphones, the mobile handset 

market in India is estimated to have grown by 

14.7% in financial year 2013 to touch Rs. 35,946 

crore, according to a Voice & Data Survey 

compared to Rs.31,330 crore in financial year 

2012 (Cybermedia.co.in, 2014). The mature 

Indian mobile consumers are increasing their 

preference for high-end handsets and the younger 

demographics desires to use mobile web 

technologies that could see the smartphone 

markets revenues soar. TechNavio's analysts 

forecast the Smartphone market in India to grow 

at a Compound Annual Growth Rate of 116.4 per 

cent over the period 2011-2015. One of the 

important factors contributing to this market 

growth is the increasing demand for all-in-one 

devices. The Smartphone market in India has also 

been witnessing an increasing availability of dual 

SIM smartphones. However, lack of specific 

applications for Indians could pose a challenge to 

the growth of this market.  

Smart phones in Indian Market  
 Smartphone has created new dimensions for 

business in Indian market. It is not only the 

Smartphone sellers enjoying the business but it 

also created a new area for mobile application 

developing companies in India, Internet services 

provider and other sectors of life to utilize the 

Smartphone to gain competitive advantages. 

There has been an extreme growth in broadband 

and Internet service providers business in past few 

years and one of the main reasons for this drastic 

increase in their business is the ever increasing use 

of Smartphone‘s and growth of Smartphone and 

mobile applications. In a very small duration a 

huge number of Smartphone have been sold that 

provided an opportunity to businesses to invest in 

mobile application development and allowed to 

introduce new business dimensions in market 

space. As it is easy to change settings and make 

customizations on Smartphone, therefore there are 

several programs for Smartphone‘s from different 

sellers including Blackberry, Android, iPhone and 

Microsoft etc. Mobile Application Market is 

another business sector introduced by 

Smartphone‘s. Different mobile operating system 

vendors have their own mobile application 

technology hence having a different market for 

Mobile Applications. Smartphone‘s also impacted 

advertising business sector as well. Advertising is 

an old concept but the features of Smartphone 

have made it more effective and no doubt it is an 

additional positive impact of mobile application 

for business. Mobile application publisher, 

distributor and service provider are getting large 

revenue by providing ads as a part of mobile 

application.  

 There are some negative impacts of 

smartphones. The major impact of Smartphone is 

on PC market. According to a survey by Compete, 

a web analytics firm, a large number of people 

almost up to 65% are using their smart phones to 

read news feeds, post status updates, read & reply 

to messages and post photos. This shows that now 

people are leaving PCs and moving towards 

Smartphone‘s.  

 Studies have investigated the demographic 

characteristics of smartphone users which are 

Males 53%. They are more likely to have a 

smartphone than females which is only 47% 
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(Entner, 2010). The smartphone user tends to be 

younger than the general cell phone audience. 

Smartphone features like, text to speech, GPS and 

social Websites are helping people to easily 

remain integrated with society. Using these 

services and many more features, People can 

easily communicate to their needs, seek assistance 

from others and remain connected to society.  

 

Market Challenges  

 Indian smartphone market is an emerging 

market; there are many smartphone companies 

that are targeting India as their market. Some of 

the major international companies are Samsung, 

Apple, Sony, Nokia, Motorola, LG etc. the 

market share of international brand are decreasing 

as local brands like Micromax and Karbonn are 

launching smartphone with android operating 

systems and large screen at very low price 

compare to the international brands. For example, 

Canvas 4 by Micromax is a smartphone with 

android 4.3, quad-core processor and has 13MP 

camera with a 5 inch screen; it was launched at in 

India below INR 19000 as the smartphones with 

same features in international brand like Samsung, 

Apple or Sony is around INR 40000. The sales of 

local brands are increasing as Micromax market 

share was 5.6% in 2012 and in 2013 it was 22.7% 

(Times, 2014). 

 Smartphones has penetrated everywhere and 

peaked out in many countries. India, the second 

largest telecom market by subscriber base after 

China, witnessed phenomenal growth in last 

decade. The total subscriber base as of June 2013 

was 903 million as compared to 22.8 million total 

subscribers in 1999. Mobile subscribers accounting 

for 96.7% of total subscriber base are responsible 

for this phenomenal growth in telecom. The 

country has achieved overall teledensity of 73.5, 

urban teledensity of 145 and rural teledensity of 

42. Average revenue per user (ARPU) and 

Minutes of Usage (MOU) are stabilizing for both 

GSM as well as CDMA service operators (The 

Indian Telecom Services Performance Indicators, 

2013). With a fast growing younger demographic 

and rapidly expanding economy, the country’s 

smartphone numbers are poised to expand at a 

much faster pace as compared to rest of the world. 

There are various other factors influencing the 

purchases of consumer such asculture, social and 

psychological. The following are the factors 

affecting consumer behaviour. 

 

Objectives 

 Understand the development of the marketing 

concept. 

 Define customer value, satisfaction, and 

retention. 

 Exploring the link between marketing and 

customer orientation. 

 (iv)Definition,  role  and  importance  of  

consumer  behavior  for  a  marketer. 

 Identify  the  major  factors  that  influence  a  

consumer’s  purchase  decision  and behavior. 

 A simplified model of the consumer decision-

making framework. 

 Define consumer buying behaviour. 

 Describe the societal marketing concept. 

 

Consumer Buying Decision Process 

 The purchase is only the visible part of a more 

complex decision process created by the consumer 

for each buying decision he makes. But what 

happens before and after this purchase? What are 

the factors influencing the choice of product 

purchased by the consumer? 

 Today, let’s focus on the Consumer Buying 

Decision Process and the stages that lead a 

shopper to purchase a new product. 

Engel, Blackwell and Kollat have developed in 

1968 a model of consumer buying decision process 

in five steps: Problem/need recognition, 

information search, evaluation of alternatives to 

meet this need, purchase decision and post-

purchase behavior. 

 

Need recognition / Problem recognition: 

 The need recognition is the first and most 

important step in the buying process. If there is no 

need, there is no purchase. This recognition 

happens when there is a lag between the 

consumer’s actual situation and the ideal and 

desired one. 

 However, not all the needs end up as a buying 

behavior. It requires that the lag between the two 

situations is quite important. But the “way” 

(product price, ease of acquisition, etc.) to obtain 
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this ideal situation has to be perceived as 

“acceptable” by the consumer based on the level 

of importance he attributes to the need. 

 In addition to a need resulting from a new 

element, the gap between the actual situation and 

the ideal situation may be due to three cases. The 

current situation has not changed, but the ideal 

situation has (a neighbor told you about the 

possibility – that you did not know – to clean the 

pool by a specialized company). Or, the ideal 

situation is still the same but it’s the actual 

situation has changed (you’re tired of cleaning 

your pool by yourself). Or finally, the two 

situations have changed. 

 The recognition of a need by a consumer can 

be caused in different ways. Different 

classifications are used: 

 Internal stimuli (physiological need felt by 

the individual as hunger or thirst) which opposes 

the external stimuli such as exposure to an 

advertisement, the sight of a pretty dress in a shop 

window or the mouth-watering smell of a French 

“pain au chocolate” when passing by a bakery. 

 

Customer Brand Engagement 

 Customer brand engagement is the total level 

of a customer’s intellectual, emotional, and 

behavioural activities as a result of brand 

interactions. It is the level of an individual 

customer’s motivational, brand related, and 

context dependent state of mind (Hollebeek, 

2011). Interactivity between the consumer and a 

brand is considered not only a distinct concept, 

but is viewed as an antecedent required for 

engagement to occur. Co-created value is defined 

as the perceived level of value created in the mind 

of the consumer through interactions with the 

brand of smartphone. Similarly, customer brand 

experience is conceptually related engagement to 

be momentary yet to have strong personal 

meaning which may illicit cognitive or 

behavioural responses (Hollebeek, 2011). 

 Mollen and Wilson (2010) argued that 

engagement is the outcome of continual 

interaction between the consumer and the brand 

that reinforces the emotional, psychological, or 

physical commitment to the brand. Furthermore, 

manifestations of engagement are described in the 

literature as a dynamic concept that may vary 

from short-term, highly volatile, to long-term, 

relatively stable processes. Closely related to brand 

loyalty (Bowden, 2009), engagement describes the 

strength of the relationship between a consumer 

and a brand. Smartphone marketers influence 

consumer at emotional level and psychological 

level in engaging with their brand. They use 

emails and interactive application which connects 

consumers directly to brand to interact with 

consumer and influencing them in purchasing 

smartphone or upgrade one. Marketers also 

organise promotional events and activities which 

engages consumer to the brand. 

 

Brand Loyalty 

 Smith and Wright (2004) investigated the 

customer loyalty for and found out that product 

value attributes directly impact the levels of 

loyalty. In their analysis, they concluded that 

brand image, firm viability, product quality and 

post sales service quality significantly affect repeat 

sales. Punniyamoorthy and Mohan (2007) 

investigated the antecedents of brand loyalty and 

found out that involvement, functional value, 

price worthiness, emotional value, social value; 

brand trust, satisfaction, commitment and repeat 

purchase are having positive relationship with 

brand loyalty. Marketers in smartphone industry 

influence consumer with high quality of product 

and brand engagement to make sure that 

consumer be loyal to the brand. In summary, 

loyalty had been investigated to been formed 

through the following antecedents such as brand 

trust, commitment, satisfaction, perceived value, 

image, association, quality and others. Likewise, 

the consequences of brand loyalty are related to 

their relationship with repeat purchase, purchase 

intention, word of mouth, preference, price 

premium, brand equity, variety seeking, 

performance, resistance to competitor and brand 

switching. Loyalty can be hard to define as it can 

be formed from attitudinal or behavioural 

dimensions. One of the attitudinal loyalties is 

attitude towards brand. Attitude toward brand is 

an attitudinal measure for loyalty as attitude 

toward the brand is a relatively enduring, one-

dimensional summary evaluation of the brand that 

presumably energizes behaviour. This study 

encompasses the dimensions of appealing, good, 
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pleasant, favourable and likeable as found in 

Spears and Singh (2004) as the measurement for 

the construct of attitude toward brand. Thus, 

brand loyalty is defined as the attitude toward 

brand. 

 

Brand Association 

 Consumers’ favourable brand beliefs will 

influence their purchase intentions and choice of 

the brand. For smartphone, brand associations can 

be represented by the functional and experiential 

attributes offered by the specific brand. Consumers 

associate the brand with, such as dynamism, high 

technology, innovativeness, sophistication, 

distinctiveness, excellence and prestige (Norjaya et 

al. 2007). The combination of tangible and 

intangible attributes creates a brand identity, that 

is “a unique set of brand associations that the 

brand strategist aspires to create or maintain,” 

which drives brand associations (Aaker, 1996). 

Therefore, the identity of the specific brand may 

impact brand associations and ultimately sales. In 

short, brand association is defined as the strength 

of functional and experiential attributes perceived 

by the consumers. 

 

Conclusion 

 The major purpose of this study is to analyse 

consumer behaviour towards mobile phone in 

Tirunelveli market by finding the factors which 

influence consumer of mobile phone purchase. 

The result in this study shows that branding, 

product price, product performance and price have 

the influence on people’s buying decision process, 

which echoes to the literature that whether the 

product can satisfy people’s needs, appearance, 

branding and cost of mobile phone can affect 

consumer behaviour. 

 According to consumer behaviour models, 

whether the product is able to satisfy people needs 

is one of the arguments that influence people’s 

buying decision. In the case of mobile phone, the 

product performance, including integration of 

hardware and software, file transfer and display, 

and camera performance, is considered as the 

influence that defines whether one’s major needs 

could be satisfied; as what literature implies that 

brand name has the effect on certain level to the 

cognition of product quality, in this study, brand 

image of a mobile phone vendor affects people’s 

purchase decision. 

 

Conclusion  

 To conclude the invention of the telephone 

has changed the lives of humans all around the 

world. In the beginning, the telephone was heavy, 

large, and too much too afford. As time went on 

the telephone got smaller, lighter and able to 

afford. Later on, cell phones were invented which 

made communication a lot easier and better than 

the telephone invention because it was mobile, 

chargeable, and smaller. Most kids today use their 

smart phones as a regular and usual part to their 

day 
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Abstract  
 Corporate governance essentially involves balancing the interests of a company's many stakeholders, such as shareholders, 

management, customers, suppliers, financiers, government and the community. These dimensions of corporate governance should 
not be overlooked. Corporate Governance is essential to develop added value to the stakeholders. Strong corporate governance 

maintains investors’ confidence, as a result of which, company can raise capital efficiently and effectively Corporate Governance 
encourages a trustworthy, moral, as well as ethical environment. Good Governance can deliver sustainable good business 
Performance. The rights are equitable treatment of shareholders and key Ownership functions. Investors are willing to pay higher 

price to the corporate demonstrating strict adherence to internationally accepted norms of corporate governance. Adoption of good 
corporate governance a practice provides long-term sustenance and strengthens stakeholders’ relationship’s good corporate citizen 

becomes an icon and enjoys a position of respect.  

 

Introduction 

 Corporate governance is the system of rules, 

practices and processes by which a company is 

directed and controlled. Corporate governance 

essentially involves balancing the interests of a 

company's many stakeholders, such as 

shareholders, management, customers, suppliers, 

financiers, government and the community. 

 

Definition 

 Corporate Governance is the interaction 

between various participants’ shareholders, board 

of directors, and company’s management in 

shaping corporation’s performance and the way it 

is proceeding towards. The relationship between 

the owners and the managers in an organization 

must be healthy and there should be no conflict 

between the two. The owners must see that 

individual’s actual performance is according to the 

standard performance. These dimensions of 

corporate governance should not be overlooked. 

 

Good Governance  

 Adoption of good governance practices 

stability and growth to the enterprise.  

 Good governance system, demonstrated by 

adoption of good corporate governance 

practices, builds confidence amongst 

stakeholders as well as prospective 

stakeholders. 

 Investors are willing to pay higher price to the 

corporate demonstrating strict adherence to 

internationally accepted norms of corporate 

governance. 

 Effective governance reduces perceived risks, 

consequently reduces cost of capital; it also 

enables board of directors to take quick and 

better decisions which ultimately improves 

bottom line of the corporate. 

 In two-day’s knowledge driven economy, 

demonstrating excellence in skills has become 

the ultimate tool in the hands of board of 

directors to leverage competitive advantage.  

 Adoption of good corporate governance 

practices provides long-term sustenance and 

strengthens stakeholders’ relationship. 

 A good corporate citizen becomes an icon and 

enjoys a position of respect. 

 

Corporate Governance ways of strategic 

decisions 

1. It gives ultimate authority and complete 

responsibility to the Board of Directors. In 

today’s market- oriented economy, the need 

for corporate governance arises. 

2. Efficiency as well as globalization is 

significant factors urging corporate 

governance. Corporate Governance is 

essential to develop added value to the 

stakeholders. 

Benefits of Corporate Governance 
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1. Good corporate governance ensures corporate 

success and economic growth.  

2. Strong corporate governance maintains 

investors’ confidence, as a result of which, 

company can raise capital efficiently and 

effectively.  

3. It lowers the capital cost.  

4. There is a positive impact on the share price.  

5. It provides proper inducement to the owners 

as well as managers to achieve objectives that 

are in interests of the shareholders and the 

organization.  

6. Good corporate governance also minimizes 

wastages, corruption, risks and 

mismanagement.  

7. It helps in brand formation and development.  

8.  It ensures organization in managed in a 

manner that fits the best interests of all.  

 

Corporate Governance scope 

1.  It includes both social and institutional 

aspects. 

2. Corporate Governance encourages a 

trustworthy, moral, as well as ethical 

environment. 

 

Corporate Governance Important 

1. Business environment is fair and transparent 

and that companies can be held accountable 

for their action.  

2. It is also important to remember that although 

Corporate Governance has emerged as a way 

to manage modern joint stock corporations. 

3. It is equally significant in state-owned 

enterprises, cooperatives, and family 

businesses.  

4. Good Governance can deliver sustainable 

good business Performance. 

5. Governed is one that is accountable and 

transparent Shareholders to stakeholders. 

 

Principles of Corporate Governance 

1. Ensuring the basis for an Effective Corporate 

Governance Framework 

 Effective Corporate governance developed 

transparent markets, allocation of resources. It 

focuses on the quality and consistency the 

different elements of regulations that influence 

corporate governance practices and the division of 

responsibilities between authorities. In particular, 

new emphasis is placed on the quality of 

supervision and enforcement. 

2. The rights are equitable treatment of 

shareholders and key Ownership functions 

 Shareholder right participation through the 

shareholder meeting in key company decision to 

information and. It also deals with disclosure of 

control structures, such as different voting rights. 

New level of shareholder information technology 

at procedures for approval of related to party 

transactions, decisions on executive remuneration. 

3. Institutional investors, stock markets and 

other intermediaries 

 This is a new address the need for sound 

economic incentives throughout the investment 

chain, with a particular focus on institutional 

investors acting in a fiduciary capacity. It also 

highlights the need to disclose and minimize 

conflicts of interest that may compromise the 

integrity of proxy advisors, analysts, brokers, 

rating .Agencies and others that provide analysis 

and advice that is relevant to investors. It also 

contains new principles with respect to cross 

border listings and the importance of fair and 

effective price discovery in stock markets. 

4. The role of stakeholders in corporate 

governance 

 The Principles encourage active co-operation 

between corporations and stakeholders and 

underline the importance of recognizing the rights 

of stakeholders established by law or through 

mutual agreements.  Information on a timely and 

regular basis and their stakeholder’s rights obtain 

redress for violations of their rights. 

5. Disclosure and transparency 

 These areas of disclosure, such as the financial 

and operating results, company objectives, major 

share ownership, remuneration, related party 

transactions, risk factors, board members, etc. 

New issues in this chapter include the recognition 

of recent trends with respect to items of non-

financial information that companies on a 

voluntary basis may include, for example in their 

management reports. 

6. The responsibilities of the board;  

 It provides guidance with respect to key 

functions of the board of directors, including the 

review of corporate strategy, selecting and 
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compensating management, overseeing major 

corporate acquisitions and Divestitures, and 

ensuring the integrity of the corporation’s 

accounting and financial reporting systems. New 

issues in this chapter include the role of the board 

of directors in risk management, tax planning and 

internal audit. There is also a new principle 

recommending board training and evaluation and 

a recommendation on considering the 

establishment of specialized board committees in 

areas such as remuneration, audit and risk 

management. 

 

Conclusion 

 As Indian companies compete globally for 

access to capital markets, many are finding that 

ability to benchmark against world class 

organization is essential. 

 India was a managed, protected economy 

with the corporate sector operating in an insular 

fashion. Principle of good corporate governance 

transparency, accountability and the fair and 

equitable treatment of shareholders is a necessary 

component of efforts to promote sustainable 

development. However, corporate governance 

reform requires both governmental and private 

sector support. In this regard, there is a need for a 

public-private partnership, both to raise awareness 

of the value of corporate governance 

improvement, and to assist in implementing 

corporate governance reform every good 

corporation has its own unique history, culture 

and business goals. All of these factors influence 

the optimal governance structures and practices 

for nations and individual corporation’s 

governance practices. Economies fall and global 

competition for capital increases, investment 

capital will follow the path to those corporations 

that have adopted efficient good governance 

standards, which include acceptable accounting 

and disclosure standards, satisfactory investor 

protections and board practices designed to 

provide independent, accountable oversight of 

managers. 
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scheduled to be held on 12 August, 2015. Mr. 

Cyrus P. Mistry being the Executive 

Chairman of Tata Sons Limited has not 

accepted any commission from the Company.  

8. Commission of Mr. D. K. Mehrotra is paid to 

Life Insurance Corporation of India.  
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Abstract  
 Most current e-commerce transactions are conducted by users in fixed locations using workstations and personal computers. 
Wireless devices provide users mobility to research, communicate, and purchase goods and services from anywhere at any time 

without being tethered to the desktop. M-commerce market potential, handset manufacturers such as Nokia, Ericsson, Motorola, 
and Qualcomm are working with carriers such as AT&T Wireless and Sprint to develop WAP-enabled smart phones, the 
industry's answer to the Swiss Army Knife, and ways to reach them. Using Bluetooth technology, smart phones offer fax, e-mail, 

and phone capabilities all in one, paving the way for m-commerce to be accepted by an increasingly mobile workforce. M 
Commerce is beneficial for both type of businesses large scale and small scale. The mobile users increase day by day, so through m 

Commerce your business gets large and growing market place for wild range of goods and services. Smartphone users may not all 
expect to use built-in phone functionality when browsing sites. Users walk the multichannel journey in different ways. Social media 

is now a big part of people's lives and it's safe to assume that some users will want to bring products to their friends' attention or 
email themselves a product link, to continue the path to sale later and possibly on another device. While many of the risks of 
desktop Internet-based commerce will pervade m-commerce, m-commerce itself presents new risks. The nature of the medium 

requires a degree of trust and cooperation between member nodes in networks that can be exploited by malicious entities to deny 
service as well as collect confidential information and disseminate false information. 

 

Introduction     

 Most current e-commerce transactions are 

conducted by users in fixed locations using 

workstations and personal computers. Soon, we 

expect a significant portion of e-commerce will 

take place via wireless, Internet-enabled devices 

such as cellular phones and personal digital 

assistants. Wireless devices provide users mobility 

to research, communicate, and purchase goods 

and services from anywhere at any time without 

being tethered to the desktop. Using the Internet 

from wireless devices has come to be known as 

mobile e-commerce, and encompasses many more 

activities than merely online purchasing. 

 

Definition 

 Mobile commerce is the buying and selling of 

goods and services through wireless handheld 

devices such as cellular telephone and personal 

digital assistants Next-generation e-commerce, m-

commerce enables users to access the Internet 

without needing to find a place to plug in. The 

emerging technology behind m-commerce, which 

is based on the Wireless Application Protocol, has 

made far greater strides in Europe, where mobile 

devices equipped with Web-ready micro-browsers 

are much more common than in the United States. 

 M-commerce market potential, handset 

manufacturers such as Nokia, Ericsson, Motorola, 

and Qualcomm are working with carriers such as 

AT&T Wireless and Sprint to develop WAP-

enabled smart phones, the industry's answer to the 

Swiss Army Knife, and ways to reach them. Using 

Bluetooth technology, smart phones offer fax, e-

mail, and phone capabilities all in one, paving the 

way for m-commerce to be accepted by an 

increasingly mobile workforce. As content 

delivery over wireless devices becomes faster, 

more secure, and scalable, there is wide 

speculation that m-commerce will surpass wire 

line e-commerce as the method of choice for 

digital commerce transactions.  

 

Advantages of Mobile Commerce 

 M Commerce is beneficial for both type of 

businesses large scale and small scale. The mobile 

users increase day by day, so through m 

Commerce your business gets large and growing 

market place for wild range of goods and services. 

1. Cover wild distance: Mobile is the only 

technology which is now become necessary for 

any person in social and business life than 

computers. So, it is easy to reach users through m 

Commerce. 

http://searchmobilecomputing.techtarget.com/definition/cellular-telephone
http://searchcio.techtarget.com/definition/e-commerce
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2. Consumer deals: As more users use m 

Commerce, there are lots of companies use m 

Commerce site to reach them by giving different 

and better deals in comparison of their competitor. 

3. Savings: Companies try to reach to the 

consumer directly through m Commerce, so users 

have no need to go far to the store physically and 

at the end it saves user’s time and money. 

4. Easy to use: There is no need of skilled 

consumer. Buyers can have look thousands of 

items on their cell phones and there is no need of 

online checkout process. 

 

Disadvantages of Mobile Commerce 

 Every invention has its own merits and 

demerits. It is applicable in this m Commerce 

business also. 

1. Smart phone limitation: Mobile has no big 

screen like desktop or laptops, so sometimes users 

tired to navigate more and more to choose just one 

item from thousands. It affects shopping rates. 

2. Habituate: Every new technology has some 

problem at the starting phase. Here commerce is 

new application, so sometimes people avoid 

changing which are rapidly changed.  

3. Risk factor: Each business has its own risk. 

Same Mobile commerce is the growing field and a 

lot of investment in this field is become risky. 

Because technology change day by day. 

Moreover, there less security in wireless network, 

so in data transfer hacking chances are more. 

4. Connectivity: Mobile commerce needs high 

speed connectivity of 3G. Otherwise it is become 

hectic for user to go through entire product 

purchase process. 

 

Features of mobile 

GPS enabled store finder 

 Smartphone users may not all expect to use 

built-in phone functionality when browsing sites. 

That's the reality of where we are with mobile. 

Many websites are still poorly optimised for 

mobile and as such, it's possibly still a delight to 

find that Smartphone functionality has been 

carried through in mobile web design. 

Click to call 

 Another example of Smartphone functionality 

a user may expect to see. A store or customer 

service contact number should be trappable to call. 

Mobile context-specific inputs 

       Presenting the numeric of telephone keyboard 

when number fields are filled e.g. credit card 

number. This is part and parcel of using the 

functionality of the Smartphone to offer the best 

tools for the job. Another example is offering the 

email keyboard when users are filling in this field 

in the checkout or to sign up to a newsletter.  

Easy sharing 

 Users walk the multichannel journey in 

different ways. Social media is now a big part of 

people's lives and it's safe to assume that some 

users will want to bring products to their friends' 

attention or email themselves a product link, to 

continue the path to sale later and possibly on 

another device. 

Repopulated forms 

 Many travel sites such as late rooms 

repopulate information in the homepage filters. 

When a user alights on the mobile site, the date 

filter is already set to today, and the number of 

rooms and people is set to one and two 

respectively. The mobile site may also allow use of 

GPS to search hotels nearby. Needless to say, this 

significantly reduces the work the customer has to 

do to buy a room. 

Auto fill 

 Not unlike repopulation. This could be as 

simple as carrying forward address, name and 

email from shipping details to the billing form. 

The user expects this now as it as been standard 

on desktop for a long time. 

Multiple payment methods 

 Security is still a consideration for users, 

particular older demographics. According to 

Google's Think Insights, 46% of users do not trust 

credit card security on a mobile device. In order to 

enable users to trust your checkout, if they've 

taken the trouble to get all the way to purchase, 

offering multiple payment methods should allow 

them to choose one they trust. PayPal, for 

example, is a mobile payment method users are 

familiar with and have a high degree of trust in. 

Offering it will foster trust as well as streamline the 

checkout process and filling in of forms.  
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Speed 

 Whether reducing the size of your mobile site 

or chunking its loading, quickening the load speed 

is essential. Until 4G does what it says on the tin 

and is cheap enough for everyone, this issue will 

not go away, and even then it will still be 

pertinent. 

 

Conclusion  

 While many of the risks of desktop Internet-

based commerce will pervade m-commerce, m-

commerce itself presents new risks. The nature of 

the medium requires a degree of trust and 

cooperation between member nodes in networks 

that can be exploited by malicious entities to deny 

service as well as collect confidential information 

and disseminate false information. Furthermore, 

the platforms and languages being developed for 

wireless devices have failed to adopt fundamental 

security concepts employed in the current 

generation of desktop machines. 

 Encrypted communication protocols are 

necessary to provide confidentiality, integrity, and 

authentication services for m-commerce 

applications. Perhaps the greatest risk of encrypted 

communication links, though, is the false sense of 

security they provide wireless users and purveyors 

of m-commerce Probably the most significant risk 

to m-commerce stems will be from malicious code 

that is beginning to penetrate wireless 

networkability to undermine other security 

technologies such as signing, authentication, and 

encryption because it runs resident to the device 

with all the privileges of the owner. 
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Abstract  
 Financial Inclusion is essential for improving the living conditions of rural masses, rural nonfarm enterprises and other 
vulnerable sectors. The basic objective is to provide financial services at affordable cost to the marginalized and disadvantaged 

segments of the society. While the rural people need it the most, rural communities remain the largest unserved market for financial 
services. Ensuring their financial inclusion can unlock the considerable economic potential of rural areas. Nationalization of banks 

and subsequent development led to the expansion of commercial banks, Regional Rural banks and Co-operative credit institutions 
geographically all over India.  Financial inclusion includs groups consist of small and marginal farmers women, unorganised 

sector workers including artisans, self employed and pensioners with this background the study is to considered financial inclusion 
and rural development in india. 

Keywords: Financial Inclusion, Banks, Rural Development India 

 

Introduction 

 Almost 70 percent of the India’s population 

lived in the rural areas, Poverty is not merely 

insufficient income, but rather the absence of wide 

range of capabilities, including security and ability 

to participate in economic and political systems. 

The large numbers from Rural and semi urban are 

required to be provided with much needed 

financial assistance in order to sail them out of 

their conditions of poverty. Accordingly, the 

financial resource towards the economic 

upliftment of resource poor in any developing 

economy. Access finance, especially by the poor 

and vulnerable groups is a  necessary for 

employment, economic growth, poverty reduction 

and social inclusion. By giving them an 

opportunity to have a bank account, to save and 

invest, to insure their homes or to par take of 

credit, their by enhancing them to interrupt the 

chain of poverty origination of financial Inclusion 

nation in India. 

 In India,the concept of financial inclusion was 

first incorporated in 2005,when it was introduced 

by K.C.Chakraborthy,the chairman of Indian 

Bank.Mangalam village turn out to be the first 

village in India where all households were 

provided banking facilities. In January 2006,the 

Reserve Bank allowed commercial banks to make 

use of the services of non-governmental 

organizations (NGOs/SHGs),micro-finance 

institutions, and other civil society organizations 

as intermediaries for providing financial and 

banking services. The intermediaries could be used 

as business facilitators and business 

correspondents by commercial bank. The 

commercial bank in different regions to start a 100 

per cent financial inclusion outcome of the states 

or U.T.s like Pondicherry, Himachal Pradesh and 

Kerala declared  financial inclusion in all their 

districts. Reserve bank of India visualization for 

2020 is to open nearly 600 million new customer 

accounts and services. 

 

Rural Development 

 The rural economy is an integral part of the 

overall Indian economy. As majority of the poor 

reside in the rural areas, the prime goal of rural 

development is to improve the quality of life of the 

rural people by alleviating poverty through the 

instrument of self-employment and wage 

employment programmes, by providing 

community infrastructure facilities such as 

drinking water, electricity, road connectivity, 

health facilities, rural housing and education and 

promoting decentralization of powers to 

strengthen the Panchayati raj institutions and the 

like. Rural Development in India is one of the 

most important factors for the growth of the 
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Indian economy. India is primarily an agri-based 

country. Agriculture contributes nearly one-fifth of 

the gross domestic product in India. In order to 

increase the growth of agriculture, the 

Government has planned several programs 

relating to Rural Development in India. The 

Ministry of Rural Development in India financial 

inclusion is the apex body for formulating policies, 

regulations and acts relating to the development of 

the rural sector. Agriculture, handicrafts, fisheries, 

poultry and diary are the primary contributors to 

the rural business and economy. 

 

Status of Financial Inclusion in Rural India 

  Even after 68 years of Independence, banking 

facilities has not arrived to the entire rural and 

underprivileged sector of the society. This led to 

financial gap and instability among the rural 

people. Now- a days the Government and RBI are 

formulating various polices to build the financial 

strength in Rural India through financial 

Inclusion. The Government of India have been 

making efforts to increase financial Inclusion. 

Such  as SHG-bank linkage program, use of 

business entrepreneur, Know your customer 

(KYC) norms, electronic benefit transfer use of 

mobile technology, bank branches 

ATMSs,opening for saving accounts, opening and 

encouraging “no frills accounts” and emphasis on 

financial inclusion have a significant role of 

increasing the use of formal sources available loan 

and credit. Recently initiated by the government 

concerned, opening customer service centres, 

credit counselling centres,Kisan Credit 

card,(MNREGA) Mahatma Gandhi National 

Rural Employment Guarantee Act and Aadhar 

Scheme. These focused on Government having  

for wider range. To ascertain rural population 

needs and analysed certain scheme allocated for 

government financial needs fulfil in the financial 

services. 

 

Objective of the Study 

1. To find out implications RBI financial 

services in  rural  credit planning in  India 

2. To study about financial banking services 

reaching out in rural development in India. 

 

RBI Financial Services in Rural Development 

Planning and Credit Department 

 The Rural Planning and Credit Department 

formulates policies relating to rural credit and 

monitors timely and adequate flow of credit to the 

rural population for agricultural activities and 

rural employment programmes. It also formulates 

policies relating to the priority sector which 

includes agriculture, small-scale industries, tiny 

and village industries, artisans and retail traders, 

professional and self-employed persons, state 

sponsored organisations for Scheduled Castes and 

Scheduled Tribes and Government Sponsored 

credit-linked programmes like Swarnjayanti Gram 

Swarojgar Yojana (SGSY), Prime Minister’s 

Rojgar Yojana (PMRY) etc. It implements and 

monitors the Lead Bank Scheme which is aimed 

at forging a coordinated approach for providing 

bank credit to achieve overall development of 

rural areas in the country. The department also 

oversees implementation of the Banking 

Ombudsman Scheme and setting up of Local Area 

Banks (LABs). 

 

Recently Lanuched Schemes Regarding 

Financial Inclusion by Government of India 

Priority Sector- wise lending financial service by 

Banks 

 Agriculture 

 Small Scale industry 

 Small road and water transport operators 

 Retail traders and small business operators 

 Professional and self-employed persons 

 State-sponsored organisations for Scheduled 

caste/Scheduled Tribe 

 Educational loans 

 Housing( up to Rs 0.5 million in rural/semi 

urban areas and Rs 1 million in urban and 

metropolitan areas) 

 Consumption loans for weaker sections 

 Self Help Groups and Non Government 

Organisations 

 Software industry( having credit limits up to 

Rs 10 million from the banking system 

 Food and agro based processing sector 

 Investment in venture capital 

The borrowed for weaker sections are 
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 Small and marginal farmers with land 

holdings of five acres and less, landless 

labourers Tenant farmers and sharecroppers. 

 Artisans,Village and cottage industries  where 

individual credit requirements do not exceed 

Rs.25,000  

 Beneficiaries of Integrated Rural 

Development Programme, Scheme for Urban 

Micro  Enterprises(SUME) and Scheme for 

Liberation and Rehabilitation of 

Scavengers’(SLRS) 

 Scheduled castes and scheduled tribe 

 Beneficiaries under the Differential Rate of 

Interest( DRI) Scheme 

 Self help Groups 

 

Financial Inclusion in Banking Services in Rural 

Areas 

 The RBI has aimed to provide banking 

services through a banking branch in every village 

having a population of more than 2000 Financial 

inclusion has permitted banks to utilise the 

services of Non-Governmental Organisations 

(NGOs), micro-finance institutions (other than 

Non-Banking Financial Companies) and other 

civil society organisations as intermediaries in 

providing financial and banking services to all 

sections of the society, mainly the weaker sections 

and lower income groups The Financial Inclusion 

Plan (2010–15) has increased the penetration of 

banking services in rural areas. 

 Banks in Rural and Semi Urban Areas Under 

this area 132700 bank branches are there across 

the country as on 31 March 2016, out of which 

86425 branches are in rural and semi urban areas.   

Increase in Public Sector ATM’s  

 They are Number of Public sector ATM’s 

increased from 122,895 in 2015 to 201,861 in 

March 2016  

Basic Savings Bank Deposit Accounts (BSBDA) 

 Total number of BSBDA reached 398 million. 

During 2014-15, around 155 million basic savings 

deposits accounts were added  

Kissan Credit Cards and General Credit Cards  

 During 2014-15, 2.6 million Kissan credit 

cards have been issued. During the same period, 

1.8 million General Credit Cards have been issued 

 

Financial Inclusion Plan (2013 – 16)  

 The plan includes self-set targets for opening 

rural brick and mortar branches, employing 

Business Correspondents , covering unbanked 

villages through branches, Business 

Correspondents and other modes and opening no-

frills accounts to cater to the financially 

 

Conclusion 

 With the above always is, it is observed that 

India is a moderate level of financial inclusion as 

compared with other countries. The financial 

inclusion is to ensure that a appropriate financial 

services is available to every individual and 

enables them to understand and access those 

services.  Also, it has created achieve the goal of 

total financial inclusion, policymakers, banks, 

Micro finance Institutions, Non-Govermental 

organisactions, and regulator have to work 

together.  Based on the results of study should be 

help to bankers as they consider innovative 

approaches to improve the participation of 

excluded populations in formal finance. This 

study various scheme implemented for 

government, and rural development adopted for 

the various financial services provided to rural 

people secured life service in India 
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Abstract  
 India has traditionally enjoyed a robust joint family system, calling for full care of aging persons. The standing committee on 

Social Justice and Empowerment noted with deep worry that with the fast changing socioeconomic conditions, disintegration of 
joint family system and emergence of nuclear families, older people are producing more and more neglected, adversely affecting the 

care and dignity of elderly people. With the increased life expectancy, empirical studies show that the population of 60+ and 80+ 
people will increase by 326% and 700% respectively by the year 2050. The committee recommends that with the positive 
programmatic and policy intervention by the Government for the welfare of senior citizens and the progressive implementation of 

the laudable goals set for the old people in the UN resolution and in our own Directive Principles of State Policy would enable the 
senior citizens to spend a life of dignity and self-fulfillment. Holding in view the above facts, the Finance Minister introduced 

Reverse Mortgage in his Budget for 2007. The concept of a Reverse Mortgage is already being used with striking success in the 
Developed nations. The survey sought to determine the relevance and significance of Reverse Mortgage in India, a country 
identified for longer life expectancy, high population increase and high human development. The study is based on secondary data. 

Secondary data were collected from various published and unpublished sources. The study revealed that as we enter the 21 century, 
population ageing has emerged as a major demographic trend world wide. Asia and Europe are the two continents were a strong 

number of countries will face population ageing in the near future in these areas within twenty years. Currently, very few elderly 
are capable to get health Insurance coverage, and public health institutions are poorly fitted out and poorly run, with the 

consequence that they are not suitable for providing the services needed by the elderly. At the same time employment opportunities 
for the elderly is practically non-existent in India. Geriatric care is lacking in government hospitals and primary health centers and 
is available at very high cost only in multispecialty hospitals. 

Keywords: ageing, India, reverse mortgage, elderly care, issues and challenges.  

 

Introduction  

 Population ageing is defined as the process by 

which the proportion of aged persons in the 

population increases. The rapid decline in birth 

rate and lowering of mortality rates in later years 

has contributed to dramatic rise in the figure and 

the dimension of the elderly in the population of 

developed and producing nations. Until the 

former 1980s, developing countries perceived that 

population aging was an issue that concerned 

developed countries alone. Only equally a result of 

a rapid decline in fertility and of increasing life 

expectancy, the developing countries have become 

more and more mindful of the scope of problems 

regarding ageing. On the India trend of population 

ageing is very high.  

 A reverse mortgage is a home loan that 

provides cash payments based on home equity. 

Home owners normally "defer payment of the 

loan until they die, sell, or move out of the 

home." Upon the death of homeowners, their 

heirs either give up ownership of the home or 

must refinance the home to purchase the title from 

the reverse mortgage company. Specific rules for 

reverse mortgage transactions vary depending on 

the laws of the jurisdiction. While reverse 

mortgages can be a boon to seniors as they head 

into retirement, a new report from the National 

Center for Policy Analysis (NCPA) says recent 

trends show trouble in the market that may cost 

taxpayers billions of dollars. According to a 2012 

MetLife survey, two-thirds of borrowers are now 

using reverse mortgages to pay down debt. 

Moreover, two-thirds of borrowers are now using 

reverse mortgages to pay down debt--including 

conventional mortgage debt. Approximately 84 

http://en.wikipedia.org/wiki/Home_equity
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percent of borrowers under the age of 70 have 

some kind of debt to pay; 72 percent are dealing 

with mortgage debt (with or without other debts). 

About 62 percent of borrowers age 70 and older 

had mortgage debt to contend with in addition, 

the MetLife survey found that one-third of 

homeowners using reverse mortgages have a 

mortgage balance that is at least half of the. Some 

economists argue that reverse mortgages allow 

seniors to smooth out their income and 

consumption patterns over time, and thus may 

provide welfare benefits. Reverse mortgages are 

designed for elderly homeowners to "age is place." 

Meaning, reverse mortgage funds are designed to 

allow older homeowners to remain in their 

properties until they pass away or need to move to 

an assisted-living facility. The younger you are, 

the less equity available to aid you through your 

retirement years. The reverse mortgage has now 

become a contemporary trend amongst the senior 

homeowners who are 62 years of age and above. 

Over the past years, reverse mortgage has become 

increasingly popular amongst the senior citizens of 

the country as an excellent alternative to selling 

their much-loved home. In particular, the years 

2007 and 2008 saw a dramatic upward trend in 

newly-filed reverse mortgage applications. In 

2000, there were only 7,000 senior citizens who 

obtained reverse mortgage. This figure jumped to 

50,000 between autumn 2004 and autumn 2005 

when there were 13 million eligible senior 

homeowners in the country. 

  Today, the elderly demand that society should 

not only ensure independence, and participation, 

but also provides care fulfillment and dignity. The 

old age dependency ratio is gradually increasing in 

both rural and urban areas. A majority of elderly is 

supported by their children in early times. But 

recent time elders neglect from family due to 

degeneration of joint families and the 

establishment of the nuclear family.  The socio-

economic characteristics of aging people 

considered level of literacy, work status, marital 

status. In the age group 60 years and above in 

different years have shown a very high work 

participation rate for males in both rural and 

urban areas. There exist various ageing issues 

related to social, economical, and also health 

issues. The elderly were most respected member of 

the family in traditional time in society.  But today 

the growth of individualism among the younger 

generation leads to older isolate from family and 

society. This will ultimately lead to mental 

depression among older people.   

 The major sources of income of the elderly are 

wage and salaries, including self-employment, 

investment and rent, retirement pension and other 

social security benefits. Most of elderly loss of 

income resulting from total or partial withdrawal 

from occupation and with loss of social status 

nearly 90% of total workforce in India from 

unorganized sector, so they retire without any 

financial security like pension or other retirement 

benefits. There exist some national policies and 

programs such as National old age pensions for 

persons above 65 years belong to the household 

below the poverty line. But this financial support 

is not adequate for various purposes, especially for 

medical purpose.    

 Health is an important factor in relation to 

ageing. Healthy aged people constitute an 

important human resource for the development of 

the country. Health as human resources affects the 

physical, social, psychological, and economic 

abilities of human beings. Many of the health 

problems of old age are known due to negligence, 

lack of awareness, financial support. Older face 

health problems such as various diseases are 

anemic, blood pressure, chest pain, digestive 

problem, etc... The status of health among aged 

people depends upon how health is managed by 

them. Aged people can live with happiness where 

that people with higher education, secured income 

and a positive attitude towards health can lead to 

healthy life.  Old age is a reality in everyone's life. 

The spread of globalization, liberalization and 

privatization has lead to changes in lifestyle of 

people. Earlier times, the elder person’s role was 

advisory and his wish used to command. But 

today changed environment elders are neglected 

from family. We should remember one thing that 

aged people during their youth and adult life 

contributed much to the progress of family and 

society. So should be provided proper treatment or 

care for elderly.                                                        
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Statement of the Problem   

 The world's population is ageing rapidly. 

People aged 60 and older make up over 11 per 

cent of the worldwide population and by 2050 that 

numbers will jump to around 22 shares. People are 

lasting longer because of better nutrition, 

sanitation, health care, training, and economic 

welfare. As we enter the 21 century, population 

ageing has emerged as a major demographic trend 

worldwide. Asia and Europe are the two regions 

where a significant number of countries face 

population ageing in the near future in these 

regions within twenty years. Presently, very few 

elderly are able to get health Insurance coverage, 

and public health institutions are poorly equipped 

and poorly run, with the result that they are not 

suitable for providing the services required by the 

elderly. At the same time employment 

opportunities for the elderly is practically non-

existent in India. Geriatric care is lacking in 

government hospitals and primary health centers 

and is available at very high cost only in 

multispecialty hospitals. The reverse mortgage 

scheme declared by the government is a safety net 

for the aged parents having some properties on 

their name and having enough inheritors to own 

their properties.  Since they are not getting enough 

care and attention from the   future inheritors, the 

scheme will be a blessing form them as far as their 

livelihood and treatment are concerned.  So the 

checking of the viability and function of the 

scheme will be an eye opener for implementing 

the program very effective in the years to come.   

 

Review of Literature 

 Population aging is a universal phenomenon. 

A routine of subjects pertaining to the old age 

have been conveyed and they exhibit complexity 

of the situation. Bruce Desimone (2010) stated 

that older adult have demonstrated a preference 

for remaining in their homes and communities. 

Many senior adults may experience diminished or 

depleted the saving that they were contriving to 

use for retirement. Home equity conversion 

mortgage loan product may allow continuing 

living in their homes with dignity, for longer time. 

India’s public health policy is concentrated on 

reproductive and child health, but does not pay 

attention to an older person. There 90 percentage 

of total members are engaged in the informal 

sector, social security offered by pension schemes 

only available 10 percentages retiring from 

organized sector. So the dependency is increased 

among aged persons (Tripathi, 2014). Retirement 

planning done by the majority of retired people is 

not enough to meet their current needs and 

majority of them are dependent on transfer from 

their kids as their current source of income. Hence 

there lies a huge development potential for reverse 

mortgage loan in India (Bantwa, et.al, 2012). The 

reverse mortgage is expected to get a significant 

alternative to finance post retirement expenses for 

burgeoning urban middle class (Arora, et.al, 

2017). Ageing becoming serious issues in the 

society. Recap of earlier literature brings out the 

fact that in that respect are a huge number of 

studies were checked on several dimensions of 

ageing. Most of them are related to their problem, 

especially socio-economic and health troubles. 

These study revels that economic dependency is a 

big problem among elderly and the reverse 

mortgage is a safe choice in such instances. On 

that point is no study linking the demands and the 

relevance of the reverse mortgage strategy in 

India. Thus, the study mainly focused on how to 

help reverse mortgage to old age people for 

maintain their livelihood needs and also explain 

its advantage to elderly Indians.  

 

Objectives of the Study 

 With second rank in population, India is 

facing numbers challenges on the demographic 

front. Important challenges in the regard are 

aging. Caring and protecting the aged population 

is a serious issue as aged are dependent for all 

needs. The problem of economic dependence can 

be solved through the reverse mortgage scheme. 

The general objective of this paper is to examine 

the importance of the reverse mortgage scheme in 

India as the country having a respectable portion 

of an aged population. The specific objectives of 

the study are given below.  

1. To study the pattern of ageing and the 

problem of  their social security in India 

2. To examine the trend and progress of the 

reverse mortgage scheme (RMS)  in India 
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3. To examine the viability, functioning and  

outcome of RMS  as a social safety scheme for 

the ageing. 

 

Methodology 

 This study attempted to notice out the 

relationship between the phenomenon of ageing 

and the need for the reverse mortgage scheme. 

The study is entirely based on secondary data 

sources. Secondary data were compiled from 

several published and unpublished sources. Data 

sources comprises of the Central Statistics Office, 

Ministry of Statistics and Programme 

Implementation, Government of India, 

Population Reference Bureau, United Nations 

Population Division and Office of the Registrar 

General & Census Commissioner, Ministry of 

Home Affairs, Government of India. Empirical 

studies published in the journals served as the 

valid source to recover out the problems and 

potentials of RMS. The discussion part was 

divided into three sub-parts. The first sub-part 

discussing about ageing dynamics in India and the 

problems associated with an aging population. 

Second sub-part was designed to impart a brief 

presentation on the reverse mortgage scheme and 

its relevance in India. The last sub-part is the core 

area of this study, which includes the potential 

opportunities and challenges of reverse mortgage 

schemes in India.  

 

Ageing in India 

 People in the country have longer life and 

better living conditions as a result of increased life 

expectancy, increased standard of living as well as 

medical advancement (Singh, 2013). Ageing has 

important socio-economic implications in terms of 

social security, health care, labor supply, 

consumption patterns, investment, cross-border 

capital flows, fiscal balances and private savings. 

There is a general consensus that ageing reduces 

output growth, lowers employment and limits 

economic welfare of the country. The dependency 

ratio increases, meaning that the proportion of 

elderly in the total population increases as a 

dimension of the running population. Therefore, 

this means that the economy’s capacity to support 

the elderly would decline over the period. India 

has experienced rapid ageing nowadays due to 

higher life expectancy and low fertility rate. The 

United Nations Population Division projects that 

adults 60 and over will comprise 19% of India’s 

total population by 2050—more than 324 million 

people, which is more than the current 

populations of all but five of the world’s countries.  

Table 1: Countries with the great absolute 

number of adults 60+ 
2015 2050 

Country 
Adults 60+ 

(Thousands) 
Country 

Adults 60+ 

(Thousands) 

1 China 209,240 1 China 491,533 

2 India 116,553 2 India 330,043 

3 
United 
States 

66,545 3 
United 
States 

108,326 

4 Japan 41,873 4 Brazil 69,882 

5 
Russia 

Federation 
28,730 5 Indonesia 61,896 

Source: United Nations, 2015. 

 In conditions of sheer numbers of adults 60 

and older, India is currently second only to China, 

a standing that will likely remain constant over the 

following several tens. Meanwhile, the ratio of the 

“oldest old” adults aged 80 and older has more 

than doubled over the past 65 years, from 0.4% of 

the total population in 1950 to 0.9% in 2015, and 

is projected to hit almost 3% of the population 

nearly 48 million individuals by 2050 (United 

Nations 2015). 

 According to Population Census 2011 there 

are about 104 million elderly persons (aged 60 

years or above) in India; comprising 53 million 

females and 51 million males.  Both the size and 

share of the elderly population are increasing over 

time. From 5.6 per cent in 1961 the proportion has 

increased to 8.6 per cent in 2011. For males, it was 

marginally lower at 8.2 per cent, while for females 

it was 9.0 per cent. As regards rural and urban 

areas, 71% of the elderly population reside in rural 

areas while 29 % is in urban areas.  The sex ratio 

among elderly people was as high as 1028 in 1951, 

subsequently dropped and again reached up to 

1033 in 2011.  The life expectancy at birth during 

2009-13 was 69.3 for females as against 65.8 years 

for males. At the age of 60 years average 

remaining length of life was found to be 

approximately 18 years (16.9 for males and 19.0 

for females) and that at age 70 was less than 12 

years (10.9 for males and 12.3 for females).  The 

old-age dependency ratio climbed from 10.9% in 

1961 to 14.2% in 2011 in India as a whole. For 



 
 

 23   Bodhi International Journal of Research in Humanities, Arts and Science 

 

Vol.2       Special Issue 13      April 2018          E-ISSN: 2456-5571 

females and males, the value of the ratio was 14.9 

per cent and 13.6 per cent in 2011. 

 The aged population across the states in India 

shows wider variation. Table 2 exhibits the trend 

of ageing in India. In 1961, higher ageing was 

recorded in Himachal Pradesh but the 2011 data 

show a completely different picture that Kerala 

comes first followed by Tamil Nadu and 

Rajasthan. The problem of ageing is not a serious 

issue during 1960’s, 70’s and 80’s, but since 90’s 

the proportion of age above 60 to the total 

population has increased  and gradually the 

percentage of the elderly population has kept its 

growth in states like Kerala, Tamil Nadu, 

Himachal Pradesh, Rajasthan and Assam. 

Table 2: Percentage of Elderly across Indian 

States, 1961-2011 

States 1961 1971 1981 1991 2001 2011 

Andhra 
Pradesh 

6.2 6.4 6.4 6.5 7.2 9.1 

Assam 4.3 4.7  5.3 5.2 6.5 

Bihar 5.6 5.9 6.3 6.1 5.5 7.2 

Jharkhand*     5.0 7.1 

Gujarat 4.9 5.3 5.6 6.1 6.7 8.4 

Haryana  5.8 6.4 7.5 7.0 7.6 

Himachal 
Pradesh 

7.4 7.2 7.5 7.8 8.8 10.3 

Jammu & 
Kashmir 

5.1 5.6 5.8 5.8 6.2 7.7 

Karnataka 5.7 6.1 6.3 6.8 7.3 9.2 

Kerala 5.8 6.2 7.6 8.8 10.6 12.3 

Madhya 
Pradesh 

5.2 5.8 6.0 6.4 6.2 7.1 

Chhattisgarh*     6.5 7.9 

Maharastra 5.3 5.7 6.3 6.9 8.3 9.0 

Odisha 5.7 6.0 6.3 7.0 7.8 9.0 

Punjab 6.6 7.5 7.7 7.6 8.7 9.7 

Rajasthan 5.5 5.5 6.5 7.3 9.0 11.2 

Tamil Nadu 5.6 5.7 6.5 7.3 9.0 11.2 

Uttar Pradesh 6.3 6.8 6.5 6.6 6.1 7.1 

Uttarkhand*     7.3 8.5 

West Bengal 5.0 5.3 5.4 6.0 6.6 8.5 

Delhi 4.1 4.3 4.5 4.7 5.1 6.5 

NE 
(Excluding 
Assam) 

    5.3 7.3 

India 5.6 6.0 6.3 6.6 6.9 8.3 

Source: Census of India, (Various Years) Office of 

Registrar General and the Census Commissioner 

of India, Ministry of Home Affairs, Government 

of India 

 The population dynamics fueling India’s 

growth and shifting age structure are rooted in the 

compounded shock of increasing life expectancy 

and declining fertility. Life expectancy at birth in 

India rose from 37 years in 1950 to 65 years in 

2011, reflecting falls in infant mortality and 

survival at older ages in response to public health 

improvements (Arokiasamy, et al., 2011). 

 

Social Security of Elderly in India 

 The problem of social care for older persons 

has been emerging in the modern society where 

the family set up experienced a drastic change 

from joint family to nuclear family. The aged left 

in the home without having the care of family 

members. Why aged people are avoided by the 

society? Are aged people a burden to family? 

These are common questions that every researcher 

working in the area of demography and 

population have raised. There are multiple factors 

that intend to affect every person in their old age. 

Important among them is the need of extra care. 

Aged population required extra care to sustain 

their day by day activities. Therefore, caring an 

older person is a full day responsibility of any 

family member. In addition, the growing demand 

for health care increases the household 

expenditure and the poor households may fall 

down to debt trap to meet growing financial 

needs.  

 India’s recent Non Communicable Disease 

(NCD) morbidity and mortality increases are yet 

more pronounced among older adults than in the 

general population. In 2013, an estimated 2.4 

million deaths of Indian adults aged 50 to 69 were 

due to NCDs—nearly three quarters of all deaths 

in this age group and virtually half of these due to 

cardiovascular disease. Among adults 70 and up, 

NCDs caused some 2.7 million deaths, 93% of the 

total (Institute for Health Metrics and Evaluation 

2014). Aggravating the problem is the issue of 

multimorbidity, which complicates the 

management of NCDs considerably, particularly 

because in India, as in many other countries, most 

health plans have a vertical, disease-specific 

approach that targets a single lot of consequences 

rather than dealing with the health of the 

individual holistically (Pati, Agrawal et al. 2014). 

Study data show that the prevalence of 

multimorbidity increases sharply with age. The 

World Health Organization’s Study on Global 

Ageing and Adult Health (SAGE) in India found 

30.6% of respondents 70 and older reported 

receiving more than one chronic condition, 
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compared with only 1.3% of individuals 18–29 

years of age. Meanwhile, results from the IHDS-II 

indicate that about 7.3% of respondents 65 and up 

reported having two or more chronic conditions, 

compared with about 1.3% of adults between the 

ages of 18 and 65 (Desai, Dubey et al. 2015). 

 

Reverse Mortgage Scheme 

 Elderly need a steady cash flow stream for 

supplementing pension and other income for 

addressing their financial demands. The growing 

cost of living, health care, other amenities 

compounds the financial trouble. To fulfill the 

fiscal demands of older citizens by mortgaging 

their house property, the banks have presented a 

system named “Reverse Mortgage. It is an 

innovative financial system through which older 

citizens can do in some of their housing wealth 

and take the much needed cash inflows at a time 

when they need it most. This is done by 

mortgaging their house property with a lending 

institution. Government of India introduced the 

Reverse Mortgage Scheme in its budget 2007-08. 

The National Housing Board has been committed 

the job of making up the regulatory mechanism to 

enable the purpose of reverse mortgage in the 

country.  In mere language, the operation of the 

reverse mortgages is, a senior citizen who has got 

a house or property, only lacks a steady author of 

income can put mortgage his property with a bank 

or housing finance company (HFC) and the bank 

or HFC pays the person a regular payment. The 

right thing is that the individual who ‘reverse 

mortgages' his property can stay in the mansion 

for his spirit and continue to pick up the much 

called for regular payments. So, effectively the 

property now pays to the owner. Hence, 

effectively you continue to rest at the same 

position and also get paid for it.  

 Accordingly, Reverse mortgage is a type of 

mortgage in which owner of the home can borrow 

the money against his or her household. No 

refund of the mortgage (principal or interest) is 

required until the borrower dies or the house is 

sold.  

 The draft guidelines for reverse mortgage in 

India made by RBI have the following salient 

characteristics:  

 Any house owner over 60 years of age is 

eligible for a reverse mortgage.  

 The maximum loan is up to 60% of the value 

of residential property.  

 The maximum period of property mortgage is 

15 years with a bank or HFC.  

 The borrower can opt for a monthly, 

quarterly, annual or lump sum payments at 

any point, as per his discretion.  

 The revaluation of the property has to be 

undertaken by the Bank or HFC once every 5 

years.  

 The amount received through a reverse 

mortgage is considered as a loan and not 

income; hence the same will not attract any 

tax liability.  

 Depending on the plan selected, a reverse 

mortgage is due with interest either when the 

homeowner permanently moves, sells the home, 

dies, or the end of a pre-selected loan term is 

reached. If the homeowner dies, the lender does 

not acquire possession of the house. Rather, the 

heirs must pay off the loan, typically by 

refinancing the loan into a forward mortgage (if 

the heirs meet eligibility requirements) or by 

employing the return generated by the sale of the 

house. 

 
Figure 1: Working of Reverse Mortgage System 

Source: 

http://www.sterlingmortgagehomeloans.com/loa

n-programs/reverse-mortgages/ 

 The loan is not an income so is tax free. The 

sum of money loaned would depend on the 

estimated value of the property (minus the interest 

cost), its condition and life. The borrower is 

granted up to 3 business days to exercise his “right 

of recession” i.e. the right to cancel his 
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transaction. If the loan amount has been 

disbursed, the entire loan amount will need to be 

repaid by the Senior Citizen borrower within this 

three day period. Nonetheless, interest for the 

period may be dispensed with at the prudence of 

the loaner. The legal heirs have the choice to re-

possess the attribute after the death of both the 

borrower and the spouse on clearance of all debts. 

The borrower or the heir can even prepay the loan 

amount, but they would have to endure an extra 

cost. If the borrower outlives the tenure of the loan 

(usually 15 years), he will not be required to go 

out of the home. Although payments made to him 

will give up after 15 years, the interest will go on 

accumulating till the bills are ultimately resolved. 

It has been proposed that a certain percentage of 

the payment be parked in bank fixed deposits to 

fund the years that one may outlive the loan. 

 

Potentials of Reverse Mortgage Scheme 

 India is a young nation, the median age of its 

citizens being about 26. Moreover, its population 

is expected to grow at 1.6 per cent per annum. The 

dimension of the working-age population will go 

up for a long time and remain at a high plateau for 

a longer time. India's economy is estimated to 

continue to grow at over 6.5 per cent, at least until 

2040. The demand for housing, as a result, will 

remain high. According to the 1991 census 

reports, India has an estimated 314 million 

workers, of which a mere 11 per cent is covered by 

the formal pension system. Hence, for the legal 

age of population, personal savings are their sole 

source of retirement income. According to the 

Business Intelligence Unit (BIU), housing 

accounts for more than 75% of incomes. 

Households are hence required to produce more 

housing assets in the hereafter. Reverse mortgages 

will also offer extra incentives to accelerate future 

investments in housing assets. Realtors do not 

dread any decline in home values for a long time 

to arrive. This likewise signifies that those who are 

60 now will enjoy rising incomes or very certain 

incomes for a long time later on retirement.  

 The mortgage market in India is reasonably 

large. The Indian mortgage market is ruled by 

institutions such as HDFC and banks such as 

ICICI Bank. In the past few years, higher 

affordability, low interest rates and easy 

accessibility of credit have helped the mortgage 

marketplace to grow at more than 20% per cent. 

The real estate prices have also moved up by 100-

300% in the past few years 

 

Borrower Side 

 Higher standards of living and better access to 

health care  

 Homeowners with reverse mortgages will be 

protected against inflation  

 Holds back the principal flavor of a defined 

benefit scheme by offering a guaranteed home 

income  

 A reverse mortgage can supplement 

retirement income  

 As well with the burgeoning real estate 

marketplace in India there is a good 

possibility of the value of the house 

appreciating more quickly than the mortgage 

loan increasing. In such a scenario, there 

could be some equity left over for heirs.  

 In that respect is no upper age limit for 

receiving the benefit of the reverse mortgage 

facility.  

 It is a non-recourse loan, which means the 

bank/financial institution can never add up 

after any person or estate for repayment of the 

loan. The lender can simply receive payment 

of the loan from the value of the house.  

 Tax free payments from the loaner  

 The payment method can be put up as a line 

of credit to be passed at the time of need 

(monthly, yearly or quarterly). In case you 

want a line of credit, then you will be required 

to pay a commitment fee.  

 The spouse can use the property after the 

borrower’s death.  

 In case the residential property is already 

mortgaged to any other institution, the lender 

may, at its discretion, consider tolerating the 

exercise of part proceeds of loan to 

prepay/repay the existing housing loan. The 

loan sum will be paid at once to that 

institution to the extent of the loan 

outstanding with that institution with a view 

to release the mortgage.  
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Lender Side 

 It would not be unrealistic to presume that 

property values will double in 15 years   

 It is decidedly more profitable to provide 

mortgages to people at older ages, say above 

age 75, due to reduced life expectancy  

 Higher rate of interest than market rate on 

housing loans so higher return  

 Low chance of default  

 

Challenges of Reverse Mortgage Scheme 

Borrower Side 

 The biggest challenge would be balancing the 

need for supplementing retirement income 

and the desire and wish to bequeath homes to 

children.  

 Heightened by the natural disinclination of 

many seniors, who have worked a lifetime to 

compensate off a housing loan to break 

backward into debt, regardless of the virtues 

of the system, the psychological acceptance of 

this concept in itself would, no doubt, be 

difficult.  

 One article that is likely to get a great deal of 

criticism is the one that gets the maximum 

loan tenure of 15 years  

 Very high transaction costs, perhaps 

amounting to as much as 14% make it very 

unattractive to potential borrowers, 

particularly when there is a desire/ plan to go 

out.  

 If the loan is prepaid then the borrower will 

have to pay an additional cost  

 Homeowners may fear that they may cause to 

vacate their home in case they become too ill 

in the future to afford keeping the house as per 

the loan demands and the lender insists upon 

foreclosure.  

 Excessive procrastination when the decisions 

involve current costs and future benefits  

 If the loan proceeds are used to purchase an 

annuity, the interest portion of the annuity 

may attract income tax.  

 If the household is sold so as to result in a 

capital gain, the sale proceeds will attract 

capital gains taxation.  

 

 

Lender Side 

 There is the danger that a borrower lives 

longer than expected. The lender might get hit 

both ways: he has to make annuity payments 

for a longer stop; and the eventual value 

realized might decline. Withal, this danger is 

usually ‘diversifiable’, if the lender owns a 

large pool of such borrowers. The possibility 

of adverse selection (of the predominance of 

relatively healthier borrowers) is compensated 

by the possibility that even borrowers with 

poor health may be attracted by the credit line 

or lump sum alternatives.  

 If the value of the property does drop below 

the sum owed on the reverse mortgage, the 

lender must absorb the red ink  

 In that respect are other topics such as pricing 

which can be exceedingly complex as it 

requires a number of uncertainties, such as 

future value of houses, life expectancy, and 

interest rate risks.  

 The primary and unique problem facing the 

lender is that of predicting accumulated future 

loan balances under this loan, at the time of 

creation.  

 Since this is a non-recourse loan, the lender 

has no access to other attributes, if any, of the 

borrower.  

 Most of these loans pile up interest on a 

floating rate basis to minimize interest rate 

risks to the lender, which can only be made 

only at the time of disposal of the house, if at 

all.  

 For the lender, both the interest and any 

shared appreciation component added to the 

loan balance are taxable as current income 

even though there is no cash inflow  

 In one case the loan is accepted, the 

homeowners may have no inducement to 

keep the mansion so as to preserve or enhance 

market value.  

 In these loans where the borrower draws 

down on his loan through a acknowledgment 

line, there is a danger of sudden withdrawals.  

 Today, an increasing number of married 

couples are putting up nuclear families, with 

parents and grandparents living independently and 

having to manage their own imaginations. To 
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protect older-aged homeowners from potentially 

ruinous costs of long-term attention, additional 

resources are needed; an important option to 

consider buying long-term care policy. A reverse 

mortgage could significantly increase the 

affordability of long-term care insurance. By 

mortgaging their own house, homeowners can 

purchase a policy without having to sacrifice their 

current life style. One alternative could be to 

utilize the proceeds from a reverse mortgage to 

pay for the policy premiums. Another could be to 

determine the total of insurance purchased by the 

elderly by increasing the amount of long-term care 

self funding through the reverse mortgage. 

 

Conclusion 

 Reverse mortgage, thus, is very beneficial for 

older citizens who want a regular income to satisfy 

their daily demands, without leaving their homes. 

This way, people can continue to live life the way 

they desire. Their self built house looks after the 

extra expenses, they need, at a later point in 

animation. Since its inception in 2007, RM in 

India has found very few elderly takers despite the 

obvious demand for liquidity among this group. 

According to reports there have only been a mere 

200 borrowers who have learned the advantage of 

this strategy since its origin. The main cause for 

the failure of this scheme in India is the 

unattractiveness of the software provided by the 

providers under the current system. The reverse 

mortgage schemes could bring down the essence 

on the Government and employers who are 

paying pensions, whether in the public or in the 

private sector, and would therefore be an indirect 

measure to bring in pension reforms. It spurs 

economic activity, provides protection and holds 

back the principal flavor of a defined-benefit 

system. It can bring about a bigger level of 

regulation and transparency in the Indian grocery 

store. Thither is a need to popularize the scheme 

through advertisement to attract all segments of 

the guild, thereby, the problem of the financial 

burden of the elderly can be averted.  
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Abstract  
 The present study aims to find out the internet shopping adoption by consumers in Tiruchirappalli city of Tamilnadu.  

A sampling design is a definite plan for obtaining a sample from the sampling frame. It refers to the technique or the procedure the 
researcher would adopt in selecting some sampling units from which inferences about the population is drawn. Sampling design 

incorporates population and sampling unit, determining the sampling techniques and sampling size. A population is the aggregate 
of all the elements that share some common set of characteristics and that comprise the universe for the purpose of the marketing 
research problem. In other words, population represents the total set of things under consideration about which some information is 

desired. The study is carried out in Tiruchirappalli city in the state of Tamil Nadu. Thus, the population for the present study is 
all the internet users of the selected city, researchers have collected sample sizes of 549 respondents were use in this study. The 

statistical tool ANOVA and Friedman Chi-square analysis have been applied for this study. The findings and observations are the 
result and outcome of the interpretations made during the study of analysis.  

Keywords: Internet Shopping, Consumers, Electronic Commerce, Information Technology  

 

Introduction 

 Online shopping is a major part of the overall 

electronic commerce, or e-commerce, industry 

which consists of all the buying and selling of 

goods and services over electronic systems such as 

the internet and other computer networks by 

households, businesses and other agencies. With 

the spread of the internet, the trade that is 

conducted electronically has seen extraordinary 

growth; and has led to innovations and 

development in areas such as electronic funds 

transfer, electronic data interchange, and internet 

marketing. 

 Before the widespread introduction of the 

internet to the general public in 1994, the term 

electronic commerce referred to the use of 

technologies such as EDI and EFT, introduced in 

the late 1970’s, to facilitate business practices. 

With the rise of the World Wide Web, many 

predicted that e-commerce would soon become a 

major economic sector, but security protocols such 

as HTTPS did not become secure enough for 

widespread use of such transactions until 

1998.During the dotcom bubble, new methods of 

sending payments, such as e-shopping carts, 

electronic payment services and secured credit 

card payment authorizations became more widely 

used. 

 

Related Review Collection 

 The responsibility of social scientist is to 

derive new outcome from the nature, concept and 

developed outcomes. Hence, every research work 

is in position to undergo to find out the research 

gap and hence following reviews are collected. 

Richard L. Oliver Reviewed (2014) developed a 

model on the antecedents and consequences of 

satisfaction decisions. The variables used for 

measuring the objectives are expectation attitude 

and intention. The results suggest that 

disconfirmation is well positioned in the proposed 

theoretical satisfaction framework in that the most 

immediate impact appears to be on satisfaction  

the post-purchase events, satisfaction - attitude - 

intention, appears to be supported in both 

samples. The researcher also suggested 

consequences of satisfaction decisions namely 

revised attitude and intention in that respective 

order are reflected  will by the result in the 

satisfaction-post-attitude-post-intention sequence 

is well supported in all samples. 

 Liao and Cheung (2015) examined the 

customer attitude towards internet-based e-

shopping. The authors used the variables namely 

products, transactions, security, price and vendor 

quality, education and internet use. Based on the 

findings it was suggested that internet based B2C 

e-commerce can profitably be interacted and 
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promoted along similar determine in socio-

geographical and technology similar significant. 

The findings point out that as the number of 

individuals able to support set-up outlays (relative 

to wealth and income) increases in Singapore, 

willingness to e-shop over the Internet would 

increase. If we interpret possible (future) changes 

in the communications component of Internet 

transactions cost indirectly in terms of parametric 

changes in relative set-up outlay, a fall in 

communications cost would lead to a more 

positive constant coefficient and an increased 

willingness to e-shop on the Internet, other things 

remain the same. At sufficiently low 

communications cost, one-to-one e-marketing 

would become viable on the Internet, other things 

being equal. 

 

Research Gap 

 Literature review is the basic perspective of 

any study in social science and it pave way for to 

find out and Internet Shopping adoption by 

Consumers in Tiruchirappalli City in purview of 

cash to cashless economy. However, majority of 

literature has ignored the less cash and thus this 

study realizes to new path for these parameters in 

Internet Shopping Adoption. And hence necessary 

data are collected over to assess the prominence 

and performance of its function over to Internet 

Shopping Adoption related variables. 

 

Study Objective  

The prime objective of the study is: 

1. To understand the significant conceptual 

issues on electronic shopping of consumers in 

study area.   

2. To analyses the perceived behavioural control 

and study variable with age factor of 

consumers.   

 

Methodology Design 

 A research design is a framework or blueprint 

for conducting a scientific inquiry. It details the 

procedures necessary for obtaining the 

information needed to structure or solve 

marketing research problem. The purpose of the 

research design is to provide the plan for 

answering the research question or testing the 

hypothesis. In other words, it is the process of 

obtaining information about an entire population 

by examining only a part of it. It is to be noted 

that there are several ways of studying and 

handling the research objectives. The present 

study fall under the category of descriptive studies 

as the nature of problem is to determine the 

relationship among the different variables. This 

type of research is also called survey based study. 

The major strength of survey research has its wide 

scope and ability to collect the detailed 

information from a sample of large population. At 

the end of this time, the questionnaires were 

collected back. Data were collected from only 

Tiruchirappalli city of Tamil Nadu during the 

period of June 2017 to December 2017. Total 

estimated sample size is 549 through convenience 

sampling method. 

 

Discussion and Results 

 This paper furnishes the analyses and 

interpretation of the collected data for “Less Cash 

Economy: Internet Shopping on Perceived 

Behaviour Control and Study with age Impact – 

A Study in Tiruchirappalli City”. Statistical 

procedures such as ANOVA and Friedman Chi-

square analysis were applied. 

 Many researchers also have found the same. 

To find out the variance among different age 

group members, one way analysis of variance is 

carried out for the variables perceived behavior 

control, perceived ease of use, perceived use 

fullness, perceived risk, trust, subjective norms, 

website factors, attitude, intention and adoption. 

Table 4.3 explains respondents’ opinion towards 

study variables based on age. Respondents in the 

age group of 30 years and below category have a 

high mean score on perceived usefulness (5.7). 

The age group between 31-40 years and 41-50 

years respondents gives importance to perceived 

behavioral control and above 50 years age group 

respondents give more importance to intention. 
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Table 1: Opinion of Respondents towards Study Variable Based on Age 

Factors 

Age and Mean value Significant 
Scheffe 

Posthoc 

test 

30 and 

below 

(1) 

31-40 

(2) 

41-50 

(3) 

Above 

50 

(4) 

F- 

value 
P- value 

Perceived Behavioural 

Control 
5.5728 5.6834 5.5271 5.6852 0.883 .450(NS) -- 

Perceived Ease of Use 5.4003 5.3884 5.0549 5.6563 3.130 .025* 1 vs 3 

Perceived Usefulness 5.5679 5.4953 5.1907 5.6778 3.610 .013* 1 vs 3 

Perceived Risk 4.6250 4.4060 4.3459 4.6667 1.761 .154(NS) -- 

Trust 5.1026 4.9640 4.8414 5.1313 2.189 .088 -- 

Subjective Norms 5.4053 5.2023 4.6013 5.3016 13.147 .000* 1,2 vs 3 

Website Factors 5.5638 5.3725 5.1163 5.6250 6.608 .000* 2,3 vs 1 

Attitude 5.6482 5.4351 5.3760 5.5741 3.199 .023** 1 vs 2 

Intention 5.6387 5.4094 5.3688 5.5714 3.528 .015** 1 vs 2 

Adoption 5.4270 5.2252 5.1512 5.4167 5.235 .001* 2,3 vs 1 

Source: Primary data, * Significant at one percent level and   

** Significant at five percent level 

H0: There is no significant variation in opinion of 

respondents towards study variables based on age. 

 From the result, it is found that the different 

age classifications have variance on all the factors, 

except perceived behavioral control, perceived risk 

and trust. This implies that the internet shopping 

adoption of different ages does not have same 

opinion about the factors of purchase decision. 

 For the multiple comparisons between the 

study variables and age of respondents, Scheffe 

Post hoc test was applied. From the result it is 

observed that for perceived ease of use and 

perceived usefulness, there is a significant 

difference between 30 and blow and 41-50 years 

category. For the subjective norms the age 

category 30 and below, 31-40 differ significantly 

with 41-50 years. For attitude and intention, 30 

and below differs significantly with 31-40 years. 

For adoption the age categories namely 31-40 and 

41-50 differ significantly with 30 and below years. 
 

Table 2: Respondents’ Opinion towards Perceived Behavioral Control 

Item 

code 
Statements Mean SD 

Mean 

rank 

Friedman 

Chi-square 

value and 

significant 

Multiple 

Comparison 

test 

PBC1 The extent of knowledge that I feel I have in making 
my internet purchase decision is sufficient. 

5.82 1.142 3.91  
 
 
 
 

83.445 
P<0.001* 

 
 
 
 
 

1,5,6,2,3,4 
 

PBC2 The extent of control that I feel I have in making my 
internet purchase decision is sufficient. 

5.42 1.174 3.15 

PBC3 The extent of resources that I feel I have in making my 
internet purchase decision is sufficient. 

5.57 1.102 3.38 

PBC4 The extent of self-confidence that I feel have in 
making my internet purchase decision is sufficient. 

5.60 1.128 3.44 

PBC5 Whether or not I purchase product from the internet is 
completely up to me.  

5.45 1.443 3.42 

PBC6 I would be able to use the Internet shopping website 
well. 

5.74 1.109 3.70 

Source: Primary data, * Significant at one percent level 

 Perceived behavioural control is an 

individual’s perceived ease or difficulty in 

performing a particular behaviour. It is determined 

by the total set of accessible control beliefs. Table 

2 shows the respondents’ views about perceived 

behavioral control. For measuring the perceived 

behavioral control, six items were taken up for the 

study. From the mean values of the items taken, it 

is found that the order of importance for perceived 

behavioral control is PBC1, PBC6, PBC4, PBC3, 

PBC5 and PBC2.  
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 Ho: There is no significant variation among 

the respondents’ opinion toward the perceived 

behavioural control.  

 Further Friedman test was conducted to 

determine whether the respondents had a 

differential rank order preference for the items in 

the dimension. Result of the analysis indicated 

that there was differential rank order preference 

for the items in the perceived behavioral control. 

(Chi-square =83.445), P<0.001.So it is concluded 

that respondents’ opinion differ significantly at 

one percent level. Hence, the respondents’ opinion 

among the items varies. Further Friedman 

multiple comparison test is executed to the find 

out the rank of importance. First level of 

importance is given to PBC1, PBC5 and PBC6. 

Second level of importance is given to PBC2, 

PBC3 and PBC4. 

 

Policy Recommendations and Conclusion  

 Online retailers could increase internet-

shopping adoption by making their consumers 

awareness about the usefulness of the service. It 

seen that from the study that the variable 

perceived usefulness has a positive impact on 

attitude, intention and adoption; therefore internet 

shopping acceptance would increase when 

customers find it more usefulness. Online retailers 

should plan their marketing campaigns taking into 

consideration of this factor, Proper marketing 

communication which would increase consumer 

awareness would result in better acceptance of 

internet shopping. 

 To conclude that the understanding how 

consumers generate the adoption of internet 

shopping is vital in the changing information 

technology context. Essentially this research helps 

to explain three basic issues: (i) who actually 

shops via the internet, (ii) what makes adopt and 

(iii) which attributes are relatively important to 

adoption. In addition, this study suggests that 

theories proposed by different leading researchers 

can be integrated into one frame, so that the 

understanding and prediction of consumer 

adoption of internet shopping is far more 

comprehensively grounded than by using only one 

theory. Thus, this study’s theoretical framework 

provides an integration of existing research and a 

spring board for future systematic research in the 

area of online consumer behaviour.   

 

Scope for Future Research 

1. Adoption rate of internet shopping is very less 

as compared to other developed countries. 

The acceptance growth rate is very high. So 

the researcher also proposes to conduct online 

survey in different parts of the country to 

improve the generalizability of the findings. 

2. In developed countries, many internets 

shopping research take place and this study 

focuses on developing country. Thus, there is 

a need for cross-country comparison to 

identify common and disparate factors related 

to internet shopping. 
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Abstract  
 Service quality has been defined as the outcome of an evaluation process where the consumer compares his expectations with 

the service he has received or the difference between expected service and perceived service. In today's increasing competitive 
atmosphere providing service quality is important for any service industry. Health care services have a distinct position among other 

services due to highly involving and risky nature of services and the general lack of expertise possessed by consumers. In this study, 
five service quality dimensions are used i.e. tangibility, reliability, assurance, responsiveness and empathy. The study is about 
measuring service quality in multispecialty hospitals in Salem District by using SERVQUAL Dimensions.  

Keywords: Patients, Service Quality, SERVQUAL, Healthcare Quality 

 

Introduction 

 While quality in tangible goods has been 

thoroughly described and measured by marketers, 

quality of services has yet a lot to be done. 

Accurate measurement of service quality as 

perceived by patients has yet to reach a consensus 

for healthcare organizations. Many industries 

have been extensively researched as regards 

measurement of service quality with the healthcare 

industry proving to be one of the most difficult to 

put down to the multi-service type of operations 

existing in hospitals. The research to be conducted 

will focus on service quality, patient satisfaction 

and intentions to return, and the consumer role in 

the medical service encounter. A brief overview on 

the existing literature for the relevant issues will be 

tackled. This will be followed by a description of 

the problem at hand, the objective of the present 

research, an outline for the theoretical framework, 

the research design, the research questions, the 

research hypothesis, and the data analysis 

methods to be used. Finally, the results of the 

research, conclusion and managerial implications 

will be done. 

 Services have been classified as consumer 

services (e.g. retail services) and professional 

services (e.g. healthcare, law etc). Professional 

services such as those offered by doctors or 

lawyers come the closest to be considered as pure 

services with the service being produced and 

consumed simultaneously for both the consumer 

and the provider and the consumer is an integral 

part of the service process. Because of increasing 

competition and service providers and more 

demanding patients, service quality has become a 

watchword for healthcare service providers but as 

yet has proven difficult to measure. Service quality 

has been directly linked to repeat sales, positive 

word-of-mouth and recommendation. Consumer 

satisfaction is directly linked to service quality thus 

perceived quality, patient satisfaction and 

behavioral intentions are concepts of foremost 

importance to healthcare marketers. 

 To this day for the healthcare service market, 

there is a need for a healthcare service quality 

model that takes into consideration a complete 

coverage of the dimensions that consumers use in 

evaluating healthcare service quality. It has been 

researched extensively for many industries and 

briefly for the healthcare industry and there is 

substantial proof that in the multi-service 

healthcare industry the dimensions identified are 

quite different than those used for other industries 

and are yet to be uncovered. The methodology of 

measurement of service quality also needs to 

clarify where some authors used simple 

questionnaires fitted for their departments, others 

used the widely tried and tested SERVQUAL, 

other yet accepted the critique of the gap school 

and opted for performance- based measurement.  

 Healthcare service quality has to be addressed 

in a comprehensive model that incorporates all 

dimensions of value to patients. This will work 

towards developing a measurable scale that 
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marketers can use to evaluate consumer 

expectations and perceptions from the healthcare 

service providers and thus be used as a valuable 

tool to identify and elevate the level of services in 

areas that need to be addressed. This will ensure a 

higher level of patient satisfaction and thus 

ensuring repeat patronage and positive 

recommendation behaviour, which is the ultimate 

goal of healthcare service providers. The proposed 

model could be the first comprehensive 

formalization of the healthcare service quality 

constructs and a scale applied in the Arab world 

for the healthcare industry. 

 Health systems are undergoing rapid change 

and the requirements for conforming to the new 

challenges of changing demographics, disease 

patterns; emerging and re-emerging diseases 

coupled with rising costs of health care delivery 

have forced a comprehensive review of health 

systems and their functioning. As the countries 

examine their health systems in greater depth to 

adjust to new demands, the number and 

complexities of problems identified increases. 

Some health systems fail to provide the essential 

services and some are creaking under the strain of 

inefficient provision of services. A number of 

issues including governance in health, financing of 

health care, human resource imbalances, access 

and quality of health services, along with the 

impacts of reforms in other areas of the economies 

significantly affect the ability of health systems to 

deliver 

 

Private Sector in India 

 Over the years the private health sector in 

India has grown remarkably (Baru 1999). At 

independence the private sector in India had only 

eight percent of health care facilities (World Bank 

2004) but recent estimates indicate that 93% of all 

hospitals, 64% of beds, 85% of doctors, 80% of 

outpatients and 57% of inpatients are in the 

private sector (World Bank 2001). Contrary to 

commonly held views, private hospitals are 

relatively less urban-biased than the public 

hospitals. Given the overwhelming presence of the 

private sector in health, various state governments 

in India have been exploring the option of 

involving the private sector and creating 

partnerships with it in order to meet the growing 

health care needs of the population. The private 

sector is not only India s most unregulated sector 

but also its most potent untapped sector. Although 

inequitable, expensive, over-indulgent in clinical 

procedures and without quality standards or 

public disclosure of practices, the private sector is 

perceived to be easily accessible, better managed 

and more efficient than its public counterpart. It is 

assumed that collaboration with the private sector 

in the form of Public/Private Partnership would 

improve equity, efficiency, accountability, quality 

and accessibility of the entire health system. 

Advocates argue that the public and private 

sectors can potentially gain from one another in 

the form of resources, technology, knowledge and 

skills, management practices, cost efficiency and 

even a make-over of their respective images 

(ADBI 2000). Partnerships are expected to 

ameliorate the resource constraints of the public 

sector by reducing investments in expensive 

tertiary care services. 

 

Statement of the Problem  

 The private healthcare sector is in need of 

elevation of the level of service quality. In order to 

achieve this goal, there is a need for a model for 

healthcare service quality applied and tested on 

the healthcare market as well as a scale to enable 

researchers to measure healthcare service quality 

in the hospitals aiming to pinpoint areas of service 

quality short-falls for short and long-term 

improvement strategies. - 3 - Currently, there is 

lack of existing knowledge about a healthcare 

service quality model that takes into consideration 

a complete coverage of all the constructs and sub-

constructs that consumers use in evaluating 

healthcare service quality in Salem that is probably 

quite different than those used for other industries 

and in other countries. In addition, there is 

insufficient knowledge about the most appropriate 

methodology for measurement of healthcare 

service quality for healthcare in Salem. Moreover, 

there is lack of existing knowledge about the effect 

of demographics in the healthcare service market. 

 

Objectives of the Study  

 The main objective of the study is to analyze 

the quality of service provided by the private multi 

specialty healthcare care units in Salem city. 
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Research Methodology 

 The methodology of the study deals with 

description of methodology and the blueprint 

undertaken for collection and organization of data 

and presenting the findings of investigation in 

accordance with the objectives of the study. 

 The present research study involves 

exploratory methodology involving empirical 

recording of facts, where the study aims to explore 

the various dimensions that determines the quality 

of the services provided by the private healthcare 

industry. It also aims to identify the various 

aspects that the private health care sector has to 

concentrate in-order to retain the existing 

customers as well as to attract new customers. The 

methodology of the study comprises of the 

description of research design, population, sample 

size, sampling technique, development and 

description of tool, data collection procedure and 

method of analysis. 

 

Research Design 

 Research involves a planned approach to 

unravel the solution or unexplained. A researcher 

has to plan his work in advance so as to anticipate 

any obstacles in the course of research. Such a 

plan would also help the researcher to take 

decision relating to sample size, the type of data to 

be collected, the analytical tools to be applied, etc. 

Hence, a research design could be defined as the 

blue print specifying every stage of action in the 

course of research. Such a design would indicate 

whether the course of action planned will 

minimize the use of resources maximize the 

outcome.  Research design is the arrangement of 

conditions for collection and analysis of data in a 

manner that aims to combine relevance to the 

research purpose with economy in procedure. 

 

Sampling Technique  

 There are 121 hospitals that are working in the 

jurisdiction of the Salem district.  The study has 

taken only the private multi-specialty hospitals for 

the study. The Salem district has 1 public hospital 

and 120 private hospitals operating to cater the 

needs of the public. The private multi-specialty 

hospitals have been chosen as the population 

frame of the study measure the service quality gap. 

There are 14 private multi-specialty hospitals 

operating in the district. Based on that criterion, 

only fourteen multi –specialty hospital has been 

selected among the study.  

 

Hospital Name 
Year of 

Establishment 

No of 

Branches 

KN Rao Hospital 1962 19 

SKS Hospital 1987 17 

Gokulam 

Hospital 
1988 26 

Kurinji Hospital 1997 22 

S Palaniyandi 

Hospital 
1997 15 

Pranav Hospital 2003 12 

Nathan Hospital 2006 14 

Manipal Hospital 2007 19 

Dharan Hospital 2010 18 

Neuro 
Foundation 

2011 13 

Suraksha 
Hospital 

2011 17 

Aiswaryam 

Hospital 
2012 16 

Priyam Hospital 2013 09 

Universal 

Hospital 
2016 14 

(Source: Indian Medical Association) 

Tools for Collection of Data 

 Both primary as well as secondary data were 

collected for the study. 

(a) Primary Data 

 A well structured interview schedule was used 

as the instrument to collect the primary data from 

the respondents. For the purpose of assessing 

patient satisfaction, the sample patients were 

personally contacted and interviewed by the 

researcher in the hospital premises to elucidate the 

necessary information, as per interview schedule, 

designed for the hospital patients.  

(b) Secondary Data 

 Secondary data were collected from various 

sources, which actually refers to the information of 

facts already published and were to the larger 

extend through reports from books, journals, 

magazines, publications, reports, periodicals, 

articles, research papers, and some information 

was also downloaded from Internet and so on. 

 

Area of the Study 

 For this research on “Measurement of Service 

Quality in Private Multi specialty healthcare units 

in Salem” district was chosen as study area. 



 
 

 35   Bodhi International Journal of Research in Humanities, Arts and Science 

 

Vol.2       Special Issue 13      April 2018          E-ISSN: 2456-5571 

Period of Study 

 This researcher work has been done during 

the period of one year i.e. from the academic year 

2016-2017. 

 

Scope of the Study 

 The scope of the study is to identify the 

service quality provided by the private multi-

specialty hospitals units in Salem city. The study 

aims to find out the expectation of the patient and 

the actual service provided by the hospital. The 

study also examines the various determinants of 

the service quality in the private healthcare 

industry. It has taken various existing parameters 

that help to measure the service quality of the 

hospital sector and also identified new variables 

that are components in the service quality. These 

variables are also incorporated in the current study 

to assess its impact on the service quality. The 

study aims to find out the service quality 

measurement strategies are viewed by human and 

healthcare providers. Hence it will indicate 

whether the existing strategies are to be modified 

or not. The study also aims to find out the level of 

satisfaction of patient’s of hospital services 

provided to them and the area of their 

dissatisfaction which will indicate how far they are 

satisfied and on what fronts dissatisfaction exist. 

So that remedial measures can be suggested to the 

hospitals.  

 

Conclusion  

 In the era of globalization, competition has 

become a key issue in all sorts of industry as well 

as service sectors. Literature survey suggests that 

patient satisfaction and perceived service quality 

both should be considered together for the stability 

of a health care organization in a competitive 

environment. Researchers have suggested different 

models and methods of measuring patient 

satisfaction considering service quality as one of 

the antecedents. Different literatures established 

that SERVQUAL is a popular model for 

measuring service quality where as some other 

researchers pointed out its draw backs. Although 

many limitations of SERVQUAL approach have 

been identified by different researchers, the same 

instrument is applied in different health care 

organization for measuring service quality and 

patient satisfaction. Therefore, it is required to go 

deeper into the subject matter of the applicability 

of SERVQUAL model in Indian context. 
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Introduction 

 FMCGs are also termed as non -durable 

goods- a tangible item that is quickly consumed, 

worn out or outdated and consumed in single use 

or few uses (Majumdar, 1998) consumer products 

used for personal, family or household use are 

further classified as there types: convenience, 

shopping and   specialty categories (Melvin T. 

Copeland, 1923). FMCG are also called as 

'consumables' that are consumed by the consumer, 

typically sold in packages form and generally 

branded. 

 With respect to consumer behaviour towards 

this category, consumers tend to spend minimum 

of effort in comparison and buying them. But 

much of astute marketing activities have evolved 

from these products, where consumers show low 

involvement, get wider choice and are allured by a 

host of inducements (Majumdar, 1998). 

 

Characteristics of FMCG 

 FMCG industry is characterized by a few 

distinct factors: 

 The sector touches every aspect of human life, 

from looks to hygiene to palate. 

  This industry is characterized by a strong 

focus on the four Ps Product, Pricing, Place 

and Promotion. 

 It is high volume, low value derive industry in 

most categories.     

 It is brand driven, rather than product driven. 

 The capital investment required in plant and 

machinery is not high and any reasonably  

sized  industrial  house  can  enter the  

industry in manufacturing. 

 The major investment is in the area of 

marketing: brand building and promotion. 

 Distribution network is extremely vital for the 

success of an organization in this industry. 

 

 

Indian FMCG Industry 

 FMCG sector is the cornerstone of Indian 

economy. It has been in existence for quite a long 

time, but it began to take shape only during the 

last fifty-odd years. FMCG, the fourth largest 

sector of Indian economy which had an estimated 

market size of Rs.85,000 crores in 2003, is a 

significant direct and indirect employer. 

 As per the data released by National Sample 

Survey in July 2005 on the consumption 

expenditure for the calendar year, a total of 

Rs.89,161crores was spent by households on the 

following four categories of non-food expenditure; 

personal care and effects (Rs.l959 crores), toilet 

articles (Rs.21,603crores), Sundry articles 

(Rs.l7,274 crores) and miscellaneous consumer 

goods (Rs.48,325 crores). Sundry articles, 

miscellaneous goods exclude items of food, 

clothing, footwear, durables tobacco and 

intoxicants, medical expenses and educational 

expenses, entertainment and consumer services. 

 Out of the total spend of Rs.89,000 crores, 

more than Rs.53,000 crores was attributable to 

rural areas. In a second trend, the proportion of 

non-food to total consumption expenditure has 

risen steadily year after year from 36.2 per cent in 

1987-88 per cent in 1999-2000 to 46 per cent in 

2003. 

 

Evolution of Indian FMCG Industry 

 The historical evolution and growth of Indian 

FMCG industry can be classified distinctly into 

two periods: 

 Pre-liberalization period (prior to 1991) 

 Post - liberalization period (after 1991) 

 Characteristics of the Indian FMCG Industry 

during Pre-liberalization Era 

 Although purely Indian companies started the 

FMCG industry, but it was a MNC backed 
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company that drove the FMCG evolution in India 

by achieving a product depth as well as market 

width in the pre-liberalization period. 

 MNCs were allowed to operate in India in the 

FMCG sector in the pre-liberalization period but 

very few chose to set-up proper manufacturing 

base in the country; reasons being a small urban-

demand driven market and a cumbersome and 

protectionist regulatory environment in the 

country. MNCs however were present in only a 

select few categories in the country. Most FMCG 

categories went unrepeated by any large player 

and as such remained largely dominated by 

unorganized players. The reasons were evident: 

 Huge and diverse market 

 Strong need for localization 

 Difficult operational environment 

 Pro-small industry policy 

 Policy treatment to the sector as MNC-

dominated, luxury goods sector, which 

attracted higher taxes and duties. 

Therefore, the characteristics of pre-liberalization 

FMCG sector can be summarized as following: 

1. Dominance of the unorganized sector on the 

manufacturing side 

2. Limited investments 

3. Complex policies on account of over-

regulated business environment 

4. Low penetration in rural sector 

5. High product prices driven by high cost of 

manufacturing, distribution and taxation 

6. Low innovations in marketing    

 

Characteristics of the Indian FMCG Industry 

during Post-Liberalization Era    

 The FMCG sector got a huge facelift in the 

post-liberalization era. Economic reforms led to an 

overall increase in income levels in the country, 

pushing up the demand for FMCG goods. At the 

same time the market for FMCGs stagnated in 

Europe and the US; and India and other 

developing / countries have become the most 

tempting markets for multinationals such as 

Unilever and P&G.     

 The changes that were brought in the industry 

structure on account of the transformation of 

macroeconomic regulatory environment in 1991 

are as following: 

 It became relatively easier to set up business in 

the sector 

 Organizations increasingly reaching deeper 

into the mass rural market 

 Increased penetration of various media in the 

rural areas enabling promotional effort in the 

rural market. 

 Increased activity and investments by MNCs 

in India 

 Categories within categories were created in 

products (such as feminine hygiene products, 

men's  toiletries,  processed foods,  branded  

atta, branded salt, etc.,) which were earlier not 

explored. 

 Price war amongst players for greater share of 

the Indian FMCG market. 

 Fierce competition led to consolidation in the 

industry. Many companies left certain/all 

FMCG businesses (which were their non-core 

businesses)  

 Increase in product offerings 

 Many local and regional players also got 

market sfivvyWd emerged as tough 

competitors for the national players, 

 Emergence of customer centricity; FMCG 

players sought to come as close as possible to 

the end- consumer in terms of understanding 

various customer preferences, behavioral 

patterns, price sensitivities, etc. 

 The strong trend in this period is the 

emergence of homegrown strong local and 

regional players who have performed scientifically 

well even in the face of competition from 

established MNC organizations. This has been 

possible on account of their knowledge of the local 

consumer, low manufacturing costs, smart pricing 

strategies and effective marketing systems. Even 

the value that the stock market is willing to assign 

to the multinational and homegrown companies in 

the FMCG space has converged over the past 

years. While the price earning multiples of 

domestic entities have been pegged up 

significantly, those of the MNCs has been whittled 

down. 

 As the organizations started understanding 

their customers, the FMCG players came up with 

many marketing innovations to get new customers 

and retain the existing ones. Some of the 
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innovations that changed the FMCG market place 

in India were: 

 Packaging innovations- particularly 

sachetisation   

 Pricing innovations - providing different price 

points to choose from   

 Product innovations- locally relevant products 

e.g. readymade chapattis 

 Delivery innovations - mobile retailers,  

e-retailing, direct marketing 

 Supply chain innovations - real time delivery 

models reducing erstwhile inventory carrying 

costs and stock out losses. 

 

Characteristics of Indian FMCG Sector 

 Discussed below are the characteristics of 

Indian FMCG industry. Some of them are 

common across countries and some are unique to 

the Indian context. 

 Heavy launch costs: As entire launch process 

goes through a series of processes such as product 

development, market research, test marketing, 

promotion and brand building, this requires huge 

cash outflow. Launch costs are as high as 50 - 100 

per cent of the revenue in the first year and these 

costs progressively reduce as the brand matures, 

gains consumer acceptance and as turnover rises. 

 Presence of a large unorganized market: 

Factors like low entry barriers in terms of low 

capital investment, fiscal incentives from 

government, low brand awareness, especially in 

rural areas led to the Muthinetimel  companies  of 

unorganized sector. 

 Around 60 per cent of the Indian FMCG 

market is unorganized and as per the small-scale 

industry (SSI) law, they are exempted from a host 

of taxations. Tax evasion too is rampant, which 

makes it difficult to estimate total sales of these 

small units, as it is not mandatory for them to file 

sales data. 40 percent of FMCG market is 

organized on which sales and revenue data are 

available. 

 Local players seem to understand the local 

palate, especially flavors, tastes, ingredients, etc 

much better than the so-called TNCs, or MNcs. 

And it was observed universally that the local 

players had nearly 70 per cent share of the market, 

and the MNCs only 30 per cent. 

 The pace of competition: MNCs had both 

good product propositions and deep pockets to 

back them. Their parents' wide product  portfolios 

ensured that new produces kept hitting the Indian 

market. Earlier the FMCG majors were competing 

amongst one another in the easily trappable urban 

market, but now the battle has also shifted to the 

rural turf. 

 Increasing competition is the main reason for 

the loss of pricing power in most brands. FMCG 

brands are unable to deliver the experiential 

difference beyond a point. Hence, they find it 

difficult to hold on to premium pricing for long. 

Brands must opt for a multi product strategy to 

combat price drops in various categories. Pace is 

very important in the rural market as there is not 

enough space for many players and someone who 

establishes first would be difficult to dislodge 

 Capacity to Consume: Rural consumer's 

price-sensitivity is something the FMCG players 

should be alive to. Rural income levels are 

determined to an extent by the vagaries of 

monsoon and thus rural demand is not as steady 

as the urban demand. This makes rural marketing 

a gamble. 

 If, the rich use cash to build inventory as per 

their convenience than the poor who have 

unpredictable income streams and subsist on daily 

wages have to use cash conservatively. This forces 

the poor to make purchases only when they have 

cash and buy only what they need immediately 

 Organizations have to create the capacity to 

consume at the Bottom of the Pyramid markets to 

convert people below poverty line into a consumer 

market. Cash-poor and with a low level of income, 

the poor consumer has to be accessed differently. 

Organizations have to make their products 

affordable and enable the consumer, then only 

they can expect large volumes and good return on 

capital employed 

 Brand Building: Major Indian consumer 

product companies (Britannia, P&G, HLL, 

Colgate, etc.) have a very sound presence 

throughout the Indian market with their strong 

brands. The leading companies make considerable 

investment in R&D to sharpen and maintain their 

edge in the business. Brand equity, therefore, is an 

extremely important factor in FMCG industry. 
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 Although brand loyalty is comparatively low 

for FMCGs but there are a few exceptions to this 

rule. Products like cigarettes, personal hygiene 

products, although satisfying, all the other criteria 

of FMCGs are found to command a high level of 

brand loyalty. 

 Rise of Regional Brands: National player's 

obsession with mainstream easy to tap markets 

and inadequate attention to the Bottom of the 

Pyramid markets left a huge untapped market. 

Regional players came in to fill this void by 

targeting this market through a simple common 

sensical approach.  

 Cavin Kare gave HLL a run for money in the 

shampoo market, Anchor challenged the 

dominance of Colgate and HLL in toothpaste 

market, Jyothi Labs, dislodged the Reckitt and 

Coleman's long time leader Robin Blue with its 

Ujala Fabric whitener 

 Regional brands are taking on well known 

established brands by pursuing geographical or 

need based flanking strategy. In geographical 

attack, challengers identify regions not represented 

or under represented by dominant brands, whereas 

in the need based attack they serve the unfulfilled 

demand of the market. 

 Flanking attacks make excellent marketing 

sense for smaller and regional players with limited 

resources. This is how the brainchild of Karsan 

Bhai Patel, Nirma detergent power became a 

national brand and a household name as well. At 

one point of time he used to sell the detergent 

home to home on his bicycle. With limited capital 

requirement, technology readily available and 

most of the entrepreneurs being teach savvy 

people, who understand the / importance of 

technology and quality, entering the FMCG has 

no longer remained the exclusive domain of 

established players. 

 The smaller players have also started 

delivering on the quality front. No longer can 

national brand pose as sole custodian of quality. 

Along with that regional players have the strength 

of being close to the market and can respond to 

the market changes faster. They are typically 

managed by entrepreneurial teams, which are 

flexible and willing to learn from the mistakes. 

 National players have started to act to face the 

challenger brands, by reducing prices, employing 

innovative packaging and developing price point 

which are comfortable for the Bottom of the 

Pyramid buyers. 

 Large number of SKUs: Large number of 

SKUs is a characteristic of FMCG industry 

globally. Global FMCG companies can have 

up to 10,000SKUs. But, the first items to be 

pruned in the FMCG downturn may also be 

SKUs. 

 Rationale behind increasing SKU from the 

smallest to the largest is to capture all possible 

preference for consumption, because the 

consumption patterns of FMCGs vary with 

price, necessity and pack size. With lower 

disposable income as well as lower exposure 

to products, smaller pack sizes seem to be 

more acceptable than larger ones in rural 

markets of India. 

 

Challenges in the FMCG Industry 

 Most of the FMCG companies took a 15 per 

cent annual growth rate for granted till 1998 after 

the liberalization of Indian economy. But since 

then, they have had to live with growth figure of 

less than 5 per cent a year. Several categories 

actually had to face volumes decline. The 

disproportionate growth one saw in the early 

1990s from increasing penetration has begun to get 

harder and harder to get. 

 Demand growth in post 1998 scenario will be 

far tougher than the phase/one. Maintaining 

consistent quality and lower prices while keeping 

overall investments down is a formidable 

challenge. This is particularly so, because it is 

absolutely essential to maintain attractive price 

levels. The challenge to large firms is to make 

aspirational products affordable to Bottom of the 

Pyramid (BoP) consumers. With BoP markets 

forcing new level of efficiency in MNCs, the 

challenges before the FMCG sector can be 

classified as following: 

(1) Sustaining Growth in Mature Categories 

 Incremental gains in penetration for matured 

product categories like soaps, detergent cakes, salt, 

etc. will come at a substantially higher cost. The 

viable strategy for FMCG organizations is to 

encourage consumers to increase their per capita 

consumption of products or upgrade them to 

higher value added products. 
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(2) Increasing Penetration for Emerging 

Categories     

 There are many emerging categories in 

FMCG sector like processed products, value 

added skin care products, etc. the challenge is to 

increase penetration of these categories in semi 

urban/rural areas through product trails and 

increased penetration. 

(3) Innovation 

 One of the biggest challenges facing the 

Indian FMCG industry is to get to the next level 

of innovation. 

(4) More spending Options with Consumers 

 Opening up of the economy in 1991 resulted 

in many new avenues of expenditure for the 

consumer's growing income. A sharp drop in 

interest rates from 18 per cent to 8 per cent, led to 

explosive demand for consumer durables like 

white goods, two-wheelers and automobiles. A 

consumer could enter the showroom and walk out 

with Maruti 800 with a down payment of Rs.2000. 

 The home ownership market grew 

exponentially as the average age of home loan 

borrower dropped from 50 in 1999 to 30 in 2004. 

Mobile phone ownership and usage exploded and 

entertainment, leisure and travel sector also 

boomed. 

 The lure of new avenues of expenditure in 

products and services lead to consumers restricting 

their spends on FMCG. It is not that they bathed 

less often but they did downgrade to lower priced 

substitutes from higher quality brands. For 

example, a consumer buying six pieces of Lux in a 

month went to buty three pieces of Lux and three 

of cheap brands. A consumer using Surf Excel 

pack washing powder mixed it with the cheaper 

brand. 

 It is widely accepted that consumers 

nowadays have far more spending options than a 

few years ago. They have been enthusiastic about 

exercising their choice, creating headaches for 

traditional segments. Since their share of wallet is 

under attack, the FMCG industry is an affected 

party. Consumers have adopted mobile telephony 

on a wide scale. This is attributed as one of the key 

reasons impacting consumer spending on non-

durable goods. An economic Times - Intelligence 

Group analysis shows that between 1999 and 2003 

the FMCG market grew at a CAGR of 4 per cent 

to Rs.44,847crores. On the other hand, the 

wireless market grew 55 per cent which gives an 

indication that the diversion of the customers 

wallets towards the mobile market has taken away 

some of the sheen from the FMCG market. 

 The annual growth of the FMCG market 

came down from 14 per cent in 1998 to 9 per cent 

in 2001 and finally to 1 per cent in 2004. On the 

other hand, the wireless market has grown from 

Rs.l410 crores in financial year 1999 to Rs.l2,817 

crores in financial year 2004. Spending patterns of 

consumers are changing. As increasing number of 

people have opted for mobility, a part of their 

expenditure has been directed towards payment of 

mobile phone bills. 

(5) Price Wars and Commoditization of Brands    

 There has been a spurt in promotional 

activities, which has resulted in an aggressive 

competition for the customer's attention at the 

point of purchase. This has made brand 

differentiation at the retail level extremely 

difficult. This has been further aggravated by 

brand extension strategies adopted by the 

companies. 

 In the last few Years   there has been 

intensification of price wars. Brands have been 

commoditized at a frantic pace. FMCGs 

manufacturers have been raising the decibel count 

by slashing the prices of detergents and shampoos. 

In 2001, Procter & Gamble launched an offensive 

in its detergents and sanitary napkins business by 

cutting the prices of determent brand, Tide. The 

price of 500 gm was cut to Rs.43 and later it was 

made Rs.23 for the same pack. The same thing 

happened in shampoos too. 

 But, the 2004 detergent price war benefited 

both rivals HLL and P&G. AC Nielsen estimates 

for February 2005 show that the overall detergent 

market grew at a comfortable 4 per cent. Volumes 

of brands like Surf and Tide could be moving to 

brands of their respective companies, these 

companies have to deal with cannibalizing a share 

of their own brands. 

 As per Jagdish Sheth, Professor of marketing 

at Emory University, "Brands lose power only 

when an industry supply function becomes 

surplus. In other words, the brand loyalty of the 

consumer is intentionally attacked by competition 

through lower price or promotion when it has 
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excess capacity, which needs to be dumped in the 

marketplace. Consumers don't commodities 

brands, manufacturers do". 

 Arindam Banerjee, marketing faculty at the 

Indian Institute of Management, Ahmedabad 

(IIM-A) adds, "Insulation from price pressure can 

only be achieved by creating sustainable 

differentiation". If all brands present almost the 

same features, or they are perceived to be similar 

by the consumers, the consumers start shopping 

around for the best price. The ones that are 

insulted are those which have something unique to 

offer that consumers values. 

(6) Downgrading  

 Value growth for FMCG majors as a group, 

did taper off after the 90s. this may have been 

partly as a result of the price cuts in an effort to 

preserve or build the market share, vis-a-vis other 

FMCG majors, and partly because of downgrades 

to lower price substitutes from higher quality 

brands. This downgrading could be attributed to 

increased consumer spending in other areas like 

durables, mobile telephony, etc. 

(7) Counterfeits 

 Counterfeits are another challenge for the 

FMCG industry, the illicit trade to counterfeit, 

refilled and grey products causes an annual loss of 

over Rs.2500crores to the FMCG industry in 

India. This also means a corresponding loss of 

Rs.900crores to the government in unpaid excise 

duty, sales tax, taxes and other levies. "The 

government earns more than Rs.30crores from 

Gillette alone on account of duties and taxes. This 

amount could increase substantially by checking 

the sale of these counterfeit and grey products", 

said Anshuman Sharma, VP, Legal and Corporate 

Affairs. 

 According to a study (AC Nielsen ORG-

MARG), Delhi acts as a distribution center for 

about 70 per cent of counterfeits nationally. For 

every HLL brand there are 10 to 15 imitation 

products, and they cannot be easily fought because 

of the price difference. Only the accessibility, 

availability and visibility of the original brands at 

the local shop can counter this menace. 

 Hindustan Levers is impacted the most by 

counterfeiting of its brands. It sought the help of 

state governments in checking production of bogus 

products by setting up task forces to check this 

menace. It incurred the loss of up to Rs.l500crores 

on account of counterfeit production of its brands, 

out of the total estimated loss of Rs.2500crores for 

the FMCG industry. 

(8) Providing Aspirational Value at an 

Affordable Price 

 Organizations should not only price their 

products competitively, but also offer their rural 

prospects maximum value for money spent. The 

only way this can be done by Indian FMCG 

players is by putting in place an aggressive cost 

structure, which would enable them to offer low-

price and value-for money products. 

(9) Low Order Value per Rural Retailer per 

Visit 

 Not only the rural retail outlets are highly 

scattered but also their order in terms of value per 

visit per organization makes the operation of 

distribution of products in rural areas financially 

unviable. For most of the villages revenue 

generated by distributing the products does not 

justify the cost incurred. Thus, organizations and 

distributors cannot directly serve large part of the 

rural world at their doorstep with the traditional 

methods of distribution. 

 These challenges are daunting but not 

insurmountable; they can be talked systematically. 

It will require some unlearning on the traditional 

way of doing things and out of the box thinking 

for finding newer ways. 

 

Rural FMCG Market Boom 

 Post- reforms, the industry's growth has been 

hinging around burgeoning rural population, 

which has witnessed significant rise in disposable 

incomes. The rural population is not only 

numerically large, but it is also growing richer. 

Successive good monsoon has led to dramatic 

boost in crop yields. Food grain production was 

20crore tones during fiscal 1999 against 17.6crores 

tones logged during fiscal 1991. not just improved 

crop yields; tax-exemption on rural income too 

has been responsible for this enhanced rural 

purchasing power. 

 This has compelled companies to go rural. The 

marketing battlefield has shifted from the cities to 

the villages. "Go Rural" seems to be the latest 

slogan. Companies such as Hindustan Lever, ITC, 

Godrej, Colgate-Palmolive, Coca Cola, Parle 
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Foods, Nirma Chemcial works, Philips, Dabur 

India, etc. have made inroads into the countryside. 

Rural reach is on the rise and it is fast becoming 

the most important route to growth. New 

approaches, strategic alternatives and operational 

techniques are being evolved to gain competitive 

advantage. 

 As the urban markets are getting saturated in 

most of the mature consumer non-durable goods 

categories, the industry players are attempting 

greater rural penetration as a future growth 

vehicle. AC Nielsen 2004 rural report reveals that 

it may be marketer's perception, and not the 

buyer's pocket, that is holding the rural FMCG 

market back. The average monthly per capita rural 

spend on FMCG is already at Rs.208, compared 

to Rs.1193 for urban areas. This actually turns out 

into a big market considering the size of rural 

population. 

 

FMCG Penetration in Rural Market 

 Various categories of FMCG products have 

been able to spread tentacles deep into rural 

market and have achieved significant recognition 

in country households and penetration on the 

retailer's shelf. 

Table 1 Penetration of different FMCG product 

categories in rural market 

Category 
Penetration       

(in %) 

Highest Penetration 

Brand 

Toilet Soap 91 Lifebuoy 

Washing 
Cake/Bars 

88 Wheel 

Edible Oil 84 
Double Hiran 

Mustard 

Tea 77 Lipton Taaza 

Washing 

Powder /Liquid 
70 Nirma 

Salt 64 Tata Salt 

Biscuits 61 Parle G 

Source: ORG-MARGR Panel, Strategic 

Marketing, July - August 2002,  

 It is evident from Table 1 that the FMCGs of 

everyday use have attained very good penetration 

levels in the rural market. Toilet soaps lead the 

pack of rest with more than 90 per cent 

penetration levels. Washing cakes, edible oil, and 

tea are also having good penetration levels in rural 

areas in the order. 

 Toilet soap, washing cakes, washing powder, 

tea, hair oil and cooking media are the categories 

of products that contribute for over 60 per cent of 

the overall FMCG market (which was over 

Rs.91500crores for basket of 22 products, in 1998-

99 and was over Rs.l,10,000 crores in 2003). 

Hindustan Levers has a household penetration in 

rural areas of 88 per cent, Nirma has 56 per cent, 

for Colgate Palmolive it is 33 per cent, Parle foods 

has 31 per cent and for Malhotra Marketing it is 

27 per cent penetration. 

 The brands with highest penetration in rural 

markets are Lifebuoy for toilet soap category with 

91 per cent, wheel in washing cake/bars category 

with 88 per cent, Lipton Taaza in tea category 77 

per cent, Nirma for detergent power 70 per cent, 

Tata salt in salt category 64 per cent, Parle G in 

biscuit category 61 per cent. This clearly indicates 

significant penetration of branded products in the 

rural market. Of the expenditure on consumer 

goods in rural households approximately: 

 44 per cent is no food articles as tea, biscuit, 

salt and coffee 

 20 per cent on toiletries 

 13 per cent on washing material 

 10 per cent on cosmetics 

 4 per cent to OTC products 

 9 per cent on other consumable 

 

Conclusion 

 Rural India having more than 70 per cent 

population living in 6.27 lakh villages, is a huge 

market. Obviously, a number of FMCG 

companies are trying their best to harness the 

business opportunities in rural India. 

 Electronic media, efficient transpiration 

system, increasing  levels and strategic marketing 

public are the major  contributing factors to 

enhance the scope of rural  marketing. Rural 

consumer is changing his consumption habits to 

suit himself to changing environment.  
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Introduction 

 Rural marketing, in simple words, is planning 

and implementation of marketing function for the 

rural areas. It is a two-way marketing process 

which encompasses the discharge of business 

activities that direct the flow of goods from urban 

to rural areas (for manufactured goods) and vice-

versa (for agriculture produce), as also within the 

rural areas.  

 Rural marketing has also been defined as the 

process of developing, pricing, promoting, 

distributing rural specific goods and service 

leading to exchange between urban and rural 

markets, which satisfied consumer demand and 

also achieves organizational objectives. 

 As per the National Commission on 

Agriculture, "Rural marketing is a process which 

starts with a decision to produce a saleable farm 

commodity and involves all aspects of market 

structure or system, functional and institutional, 

based on technical and economic considerations, 

and includes pre-and post harvest operations, 

assembling, grading, storage, transportation and 

distribution". 

 The objective of rural marketing in the current 

phase is the improvement of the quality of life by 

satisfying the needs and wants of customers, not 

through stand-alone products or services, but by 

presenting comprehensive and integrated solutions 

which might involve a set of inter-related products 

and services. 

  In a rural dominated country like India, where 

nearly 40 per cent of the population is poor, the 

concept of rural marketing must be developmental 

in nature. Business organizations must consider 

how to integrate rural areas into their business 

model to create a win-win situation. 

 Delivering a better standard of living and 

enhancing the quality of life in an efficient manner 

will be the new role of rural marketing in the 21st 

century. The rural salesperson is much more than 

a mere order taker as he is the carrier of the 

development message to the less informed rural 

population. 

 Consumer behaviour is a dynamic interaction 

of affection and cognition, behaviour and the 

environment by which human beings conduct 

exchanges during their lives. It is a complex, 

network of influences and is best understood with 

the help of some system thinking and complex 

theories than through statistical regression and 

linear equations. Marketers must make continuous 

efforts to understand the way a consumer behaves 

and then devise a course of action to respond to 

the same. Knowledge of buyer behaviour is 

extremely vital for development of marketing 

strategies. 

 

Rural Marketing Strategies 

 Rural marketing experts feel that the 

Rs.l,23,000crore domestic rural market has the 

potential to double, yet it remains largely 

unchartered. Rural marketing, as highly successful 

companies agree, beats all calculations and 

remains the bugbear of the marketing strategist. 

Marketers have to junk their old mental models of 

market structure. 

 Given below are wide ranges of strategic 

options that are available to target the rural market 

effectively. Rural marketer has to very carefully 

select the strategic options that are appropriate 

according to the market segment and the product 

category in order to achieve success in the rural 

market 

(a) Segmentation of Rural Market 

 The first step to develop and implement any 

strategy for the rural market should include the 

appropriate segmentation of the rural market. 

Earlier there was no attempt to segment the rural 

market. The entire rural world was considered as 
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the same and was planned (not planned, and left 

over) for in a similar manner. As a result there was 

total mismatch between the aspirations of rural 

consumers and what marketers were thrusting on 

them in different regions. 

 India has about 6, 38,000 villages, 50 per cent 

of the villages are very small having a population 

of less than 500 with a limited purchasing power 

and many of them do not have even a single shop. 

The next following categories with population of 

501 to 2000 numbering 2.51akh villages have 

around five shops. These villages may not be good 

enough for a favorable distribution cost benefit 

equation to begin with, but can be tapped later 

after successfully tapping the villages with a 

population more than 2000. 

 Therefore, the role of segmentation becomes 

extremely important in the rural market. 

Marketers has to implement market penetration 

efforts in phases going step by step. The lower 

hanging fruits need to be picked up first for 

revenue gains and for the learning that will come 

with it. These initial gains can form the basis for 

further expansion deeper into rural market. 

 Companies therefore need to focus initially on 

villages with a population of 2000 or more and 

there are 60,000 of them and also on high 

potential 501 to 2000 population category villages. 

The larger villages are more urbanized and so are 

the people's attitudes, whereas those located in the 

remote areas are rooted in traditional values. 

FMCG companies can cover 1,00,000 villages by 

appointing 2000 stockiest in towns of the 

population of 20,000 each. Stockists can 

conveniently distribute products to 50 locations 

around their town. 

 The important thing is that appropriate 

segmentation basis need to be applied. Different 

product categories have different rural market to 

cater to and these can be selected by applying 

different criteria of segmentation. The 

organization can do the following thing to start 

with: 

 Focus on select markets 

 Focus on select makes 

 Focus on select villages 

(b) Competitive Strategy 

 Companies interested in entering rural market 

can examine their strategy on the conceptual 

framework of Michael Porter's Five Force Model 

to develop strategy. A company operating in the 

rural market place can consider how the suggested 

five forces given below, impact their operations in 

the rural market: 

(i) Supplier 

 The company not only has to make high 

quality products but also has to sell them cheap. 

This can be achieved only if the company has 

good suppliers who can provide good quality 

material or ingredients at very low price. 

Otherwise the company has to go for backward 

integration to achieve the economics, which 

determine success in the rural market. 

(ii) Customer Power 

 The rural consumer, due to the increased 

literacy, arrival of television, promotional efforts 

and increased contact with urban markets, has 

become much more knowledgeable about 

products and empowered then in the past. 

Therefore, companies must offer good quality 

products in order to satisfy his needs effectively. 

 The word of mouth factor is very crucial in 

rural markets; it can affect the entire operation in a 

magnifying manner. If single bad experience can 

discourage the entire village from a brand then a 

single good experience can win entire village as 

consumer with no additional promotional effort. 

 The primary customer for the organizations, 

the retailer has a very high bargaining power in the 

rural markets. To create shelf for the products at 

the rural retail outlet is a big challenge as rural 

retailer is only stockings few brands per product 

category. He can live with that very comfortably 

as his market is not very choosy and demanding 

and is ready to accept whatever he offers because 

of lack of alternative options and the credit power 

of the retailer. The bargaining power of retailer 

can be only neutralized through effectively 

executed promotional and brand building efforts, 

that create consumer pull, which forces the retailer 

to stock a particular brand. 

(iii) Potential Entrants  

 Companies operating in the rural market must 

work to raise the entry barriers by being there first 

and building good relation with retailers so that 

the chances of new entrants coming in and 

surviving are less. 
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 With new entrants daily making efforts to 

enter the rural market, the power in the hand of 

retailer is increasing as he has only few brands to 

buy and whichever organization gives better 

terms, he goes with that. 

 And usually new entrants, especially local and 

regional players in order to enter a market, offer 

terms which are much more profitable than the 

one offered by the existing players. They are in a 

position to offer low price, better terms of credit 

and margin because of their lower overheads and 

very little or zero advertising cost. 

 The companies by building preference with 

rural consumers for their brands can counter the 

challenges of the new entrants. But if servicing of 

rural retailer by an organization is not proper then 

the potential entrants can take the coveted place in 

case of stock out situation. This position then 

becomes difficult to recover, once it is lost. 

(iv) Substitute Products 

 Due to the high level of illiteracy, low 

awareness and dependence on retailers in rural 

areas, counterfeiting.   Imitate with a view  to 

deceive. Is prevalent and substitutes flourish. If the 

company does not have adequate strategy to 

counter this threat then the millions spent in brand 

building go down the drain. Companies also have 

to ensure through packaging, promotion and 

brand identity the education of rural consumer so 

that they actually get what they want 

 Very different substitutes of products and 

brands exist in the rural areas. Like nimbu  paani 

is also a competitor to Coke along with Pepsi in 

the rural market. Freely available ash is also a 

competitor for vessel cleaning brands like Vim in 

the rural areas. Thus, competing with such like 

substitutes that do not exist   in  urban   setting  

requires   a  special   approach  and  very  different 

promotional message. 

 Failing to understand the threat of the 

substitute and just focusing on the limited brands 

can trap the organizations into myopic vision of 

competition in the rural areas. 

(v) Competitors 

 The nature of competition in rural market is 

very different from that of the urban one. The 

number of brand options available to the rural 

consumer is very different from the one available 

to urban consumers. The brands rarely compete 

with one another on the retailers' shelf space but 

they have to be just there and then through the 

influence of the retailer they can find way inot 

customer's home. 

 Thus the competitive strategy with regard to 

rural market varies on almost all the five forces, 

which clearly suggests that the strategic approach 

required for the rural market is very different from 

the one adopted in the urban market. 

(c) Product Strategy 

 Marketers have never felt a strong need to 

exclusively design product or even to modify the 

design of a product for the rural market. Urban 

market of India was large enough to provide them 

with returns that were either satisfactory or good 

enough for their survival. Because tapping the 

rural market was not easy, it was not considered 

as a market to focus upon, and whatever spillover 

effect of urban market was coming automatically 

was thought as the potential of the rural market. 

 What is needed is product mix modifications 

to suit the variables of rural markets. Escorts, was 

the first organization to position its motorcycle 

"Raj door" as one that could cope with the rugged 

terrain of rural India 'Jaandaar Sawari  Shaandaar  

Sawari". A bulb manufacturer can look at 

designing products that are resistant to wide 

voltage fluctuations that are typical occurrence in 

rural India. 

(i) Understanding of Valued Product 

 The rural consumer has to be 120 per cent 

satisfied before he pulls out money from the 

underwear pocket to pay for the product. 

Marketing mix must deliver superior value to the 

rural consumer at a price point, he is comfortable, 

in order to be successful. 

 Value consciousness is a big diver for the rural 

market, consumers are extremely aware of the 

equation of price, quality, and image. 

Understanding this fact, Britannia came with the 

concept, 'Eat Healthy, Think Better' (swasth khao 

tan man jagao). This moved Britannia, from 

standing for biscuits and source of quality to a 

brand that stood for healthy food for health 

conscious Indian consumer. 

 "Samsung sells two colour TV models for less 

than Rs. 10,000 and for it there is a very thin 

divide between semi-urban consumers and 
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villagers", said Ruchika Batra, Samsung Corporate 

Communication Manager. 

 Videocon 'Washer', a washing machine 

without a drier, launched specifically for rural 

markets at Rs.3000. It had 100 per cent growth in 

three years from 1996-99. The success of the 

model points to willingness of villagers to switch 

to branded products from locally made washers. 

 Thus stripped down versions of the urban 

products, which have the features that are as per 

the needs of the rural consumers without the frills-

and are priced low without reducing the quality 

are the ones that are more likely to succeed than 

the typical models that are successful in the urban 

market. 

(ii) Packaging 

 The size of the pack helps the rural consumers 

pick the product at the price they can afford. The 

affordability, storability, display ability, 

availability along with the usage are the reasons 

for rural consumers to look for small packs. On 

one hand the small packs can give higher margin 

per unit  in comparison  tlarger  pack but on the 

other hand they can canni balise on sale of 

existing products of the company and thus leading 

to lower overall profit. 

 Packaging is defining new paradign in rural 

marketing, making it one  of the most important 

components in the marketing mix. Velvette 

shampoo, introduced in sachets helped develop 

rural market for shampoos and ushered in 'sachet 

revolution' throughout India in all packaged goods 

category. 

 When brand loyalty is difficult to achieve and 

brand identification is a big challenge in the 

presence of fakes and counterfeits, innovation in 

packaging becomes extremely critical. Since only 

select people can read the name of the brand in the 

rural market. These innovations in the form of 

pack sizes and colours act as differentiator and can 

create demand-pull because of the agitation they 

create in the mind of consumers.  

 One organization that was marketing hair oil 

employed the strategy of changing the colour of 

packaging in the different markets. In Muslim 

dominated areas of Uttar Pradesh it sold the hair 

oil in green packs, but in Orissa, the same pack 

was sold in Mikture of blue &Red  -  purple 

colour, which is considered to be   auspicious 

there. Hindustan Lever found that retailers in 

some of villages were cutting its large100gm soap 

into smaller pieces to sell and it introduced small 

75gm soap. 

 Most of the companies have started tinkering 

with pack sizes and creating new prices points in 

order to reach out to rural consumers since a 

significant portion of the rural population are daily 

wage workers. Thus, sachets and miniature packs, 

as in the case of shampoo sachets priced at Rs.l0 

and Rs.2 or toothpaste at Rs.lO, have become the 

order of the day in hinterland India and have 

helped improve market penetration. 

 Yet, driving consumption of goods in rural 

areas is not just about smaller packages, lowering 

prices and increasing volumes but also about 

product innovation to cater to their demands. For 

example, soap makers use advanced technology to 

cost sides of the soap bar with plastic to prevent it 

from wearing out quickly. 

(iii)  Branding Strategy  

 To build a brand in rural market, products 

have to be geared to rural in terms of price, 

packaging and communication and delivered to 

target audience in the language they understand 

using the idiom specific communication. 

 In packaged goods industries (FMCG), 

reduction of the number of brands and creating 

master brand to serve many segments by product 

variety or brand extensions is a strategic option 

adopted by many players. The high cost of 

building many brands is significantly lowered if 

only few master brands have to be developed and 

promoted for different but related products.  

(iv) Emotional Surplus Identity 

 If brand or corporate value evokes only the 

fore front appreciation of the consumer, its 

durability can be short term. So the corporate are 

trying to connect to inner core of mind, the 

subconscious mind in rural world. Emotional 

attachment needs to be evoked by a brand, if it has 

to be seen as better than the competitor. 

 Thus, Emotional Surplus Identity (ESI) is a 

concept that differentiates a corporate in a market 

of uniformity. This analytical concept developed 

by Shinning, equates a corporation to a tree that 

aligns roots (corporate value) and trunk (process) 

to deliver delicious fruit (the deliverables of an 

organization). 
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 The consumer research conducted by HLL for 

the Lifebuoy brand found that there was need to 

change product or packaging, since consumer felt 

product as old fashioned, meant for people doing 

'dirty' job. Hence to connect emotionally, HLL 

came out with football team advertisement, and 

emotional bonding was given fillip. Another 

example of this ESI is advertisement of TATA 

salt, "Maine desh ka namak khaya hai". 

(v) A symbol of an organization   

 Use of symbols like muscle man for MRF, 

lightening for Rin, help the rural consumers to 

identify brands at the time of the purchase. If, the 

logos or symbols are not registered very clearly in 

the mind of illiterate rural consumer, then it is 

easier for the retailer to sell a fake or counterfeit 

version of the brand. 

 As most of the rural consumers do not know 

English and products of most of the national level 

companies are using only English language, the 

highlighting of logos and symbols can help the 

rural consumer to identify the brand during the 

final selection. 

 The sun symbolizes life, moon depicts love 

and stars represent destifate, with such perception 

and interpretations, symbols become very vital 

consideration for effective rural communication. 

Certain successful brands in rural market have 

numbers, symbols and animals as brands: 555 

soap, Monkey brand toothpowder, Gemini tea 

(with elephant), Ghari detergent, etc. Tortoise 

mosquito coils is another brand, which was able to 

succeed with its brand name and logo, and which 

was well registered and received in the rural 

markets. 

 Logo and the colour are not the only factors 

that influence purchase. There are other factors to 

be considered like size of logo, shade of colour 

and also the significance of combined effect. Rural 

markets respond in different ways to different 

symbols than the urban consumers. 

(d) Pricing Strategy 

 Companies should not only price their 

products competitively, but also offer their rural 

prospects the maximum value for money spent. 

Indian companies can do this by putting in place 

an aggressive cost structure. Re-designing of 

products for the rural market should be done in a 

manner to maintain a low cost for the products. 

Refill packs are a good example in this case. 

 The price decision must be influenced not just 

by the income received by also on when it is 

received and how it is allocated. As rural 

consumers either gets daily wages or the farmers 

get major income during the harvest season. 

 Companies must follow the strategy of 

penetration pricing with the backup of a good 

quality product to be successful in the rural 

market. As 'two for one' deal and coupons are not 

very effective marketing tools, it is far better to 

price the product as low as possible in the first 

place. 

 FMCG companies can cut cost to maintain 

the price points through reducing the net weight of 

the products or doing away with freebies and  

promotions. In developing markets, the profit 

margin on individual units will always be low. 

What really counts is capital efficiency: getting the 

highest possible returns on capital employed 

(ROCE). Hindustan Lever, for instance, operates 

a Rs. 11,700crore business portfolio with zero 

working capital. 

 The key is to make constant efforts to reduce 

capital investments by extensively outsourcing, 

manufacturing, streamlining supply chains, 

actively managing receivables, and paying close 

attention to distributor's performance. Very low 

capital needs, focused distribution and technology 

investments and very large volumes at low 

margins lead to very high ROCE business; 

creating great economic value for shareholders. 

The overall impact on the volumes and margins 

will be based not only on the industry dynamics 

but also on how intelligently the package is 

designed. 

(e) Communication Strategy 

 Promotion mix decision is' very important 

especially for a low involvement product category 

like FMCG. It is not only the cost factor, but the 

dependence of overall results on this decision 

makes the in-depth analysis very important. The 

right promotion tool needs to be identified and 

then only marketer can dream of any success in a 

complex rural market of India. 

 To communicate effectively with rural 

audience, it is important to understand the 

aspirations, fears and hopes of the rural customers, 
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in relation to each product category, before 

developing a communication package. The 

organization may have a national strategy but it 

has to act locally. They have to develop special 

creative strategy aimed at homogeneous rural 

segments, which may be quite different from 

urban market communication. 

 A well known brand of shampoo when 

entered the Rajasthan market some decades ago 

with a creative commercial that showed a 

beautiful model featuring bouncing hair, the 

product bombed. Post research showed that it was 

considered indecent for a girl to show off her hair 

and the audience refused to connect with the 

brand. 

 Though rural communication is so vital in 

rural marketing, it is being given a step motherly 

treatment by most organizations resulting in their 

getting inadequate results from the efforts. This 

clearly indicates poor understanding or rural 

marketing in general and the role of rural 

communication in particular, in building brands in 

rural India. 

 Though companies have total annual spends 

amounting to Res.l,00,000crores but rural 

marketing budgets are minuscule. Raj an, 

Director, Sampark, a rural marketing consultancy 

organization, elaborated as, "Today clients want 

solution from the to 'go rural' but at the same time 

they tie the agency's one hand behind the back" 

 Most of organizations approach rural 

marketing consultancy organizations but that too 

when they are left with too little a budget to spend 

on rural promotion. Rajan, Director, Sampark, 

stated this attitude of the corporate world towards 

the rural marketing as "We want to go rural. We 

have already spent a few cores on Television 

(DD), which we were told has better reach among 

the rural audience. The results have not been good 

enough. Can you help? But we only have a limited 

budget". It is like going to a nature cure specialist 

with no money after all the money spent on 

expensive doctors to treat a patient who has not 

shows and improvement. 

 "The rural advertising budget of companies 

was generally between Rs.6 cores and Rs.l5crores 

in 1999. Though it does not seem enough but 

Rs.10cores spent in rural market in the villages 

achieve the same visibility as Rs.50cores in the 

town and cities", said Naveen Gupta of Videocon. 

 Thus, when it comes to promotions in rural 

markets, most of the companies are only doing 

some short term sales oriented below the line 

activities without laying any emphasis on how the 

core message of the brand is communicated to the 

rural masses. Most of them use the same 

communication package, which they are already 

using to target urban audiences. 

 Doing just a van campaign, once in a blue 

moon, is not rural marketing in true sense. To dub 

a film from one language to another using the 

same characters relevant to one region can have 

only limited effect. For sustained results it is 

important to plan an integrated campaign 

converting both mass media and below the line 

activities. Integrated rural campaigns of Philips 

Consumer Electronics Division, ACC Suiraksha 

cement and Shriram Transport Finance or MRF 

(Farm Division) have proved this point. It is very 

important to invest in developing the specific and 

right communication package aimed at the rural 

audience, if an organization expects to build a 

brand, in the rural market. Some of the 

promotional strategies for the rural markets, which 

can be adopted by different organizations, are 

classified here below: 

(i) Education Instead of Promotion 

 The basic premise for communicating a 

promotional message for rural market is that is has 

to be essentially an educational message. This 

education provided in interactive, interesting and 

entertaining format brings better results. Rural 

consumers needs not only to be told the benefits 

delivered by a brand convincingly but also how 

the benefits outweigh cost that he is going to incur. 

 The important thing to be considered is that 

the benefits that have to be projected in the rural 

areas should be in accordance with the needs and 

lifestyle of the rural consumer. If the benefits, 

which are highlighted in the urban areas, the 

presented to the rural consumers they may not 

produce desired results all the time. 

 The rural buyers who are entering the market 

for the first time for many product categories need 

to be guided with regard to usage and benefits of 

products also. Therefore, demonstration becomes 

very important in the rural market. When benefits 
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of brands like chick for shampoo, Colgate for 

toothpaste and toothpowder were demonstrated; 

there was creation of a huge market, which did not 

exist earlier altogether. If they had just relied on 

ten seconds commercial on the mass media then 

the results might not have been the same in the 

rural market. 

(ii) Customization of the Promotional Message 

 Tricky, clever, gimmicky or even suggestive 

advertising does not work with the rural audience. 

All flicks using expensive computer graphics 

without human elements go over the head of rural 

audience. The communication targeted at the rural 

audience must address the specific problems, 

needs, aspirations and the hopes of the rural folks. 

 Of the 30 per cent population that own TV 

sets in rural India 75 per cent have black and white 

sets. Thus they probably not only see less than 

twenty channels but the colourful presentation of 

the promotional massages definitely goes haywire 

in the rural India, on re-entering India in the 

1990s, Coca Cola invested heavily in the slick 

commercial rich in colour, but that effect was 

somewhere lost because 60 per cent of all TVs 

were black & white. 

 Slice of life stories having characters that rural 

consumer can identify with will help create a 

greater empathy and understanding. Using 

aspiration urban looking model but using simple 

and direct communication which is not 

complicated, works well with the rural audiences. 

The anchors conducting demonstration in rural 

areas need to be trained in to speak in the local 

language or dialect during the road shows so that 

they can connect better with the audience. 

(ii) Regionalisation of Advertisement 

 The first step in the development of any 

communication package is the in-depth study of 

the mindset of consumers of each region and for 

each product category. Perceptions, traditions and 

values vary from state in state and in some cases 

from; a region to region within a state. 

 MRF, while marketing bullock cart tyres 

found glaring differences between western UP and 

eastern UP with regard to requirement of cart 

tyres. While bullock carts in western UP were 

smaller with a single buffalo in eastern UP there 

were bigger vehicles pulled by two bullocks. In 

western UP the villagers spoke Hindustani 

whereas in eastern UP they spoke Bhojpuri. To 

develop the communication packages these facts 

had to be kept into consideration. 

 Unique promotions need to be designed as 

what works in north may not in the south. At 

times even dubbing the commercials in local 

linguistics may not work. Emami had Madhuri 

Dixit and Amitabh Bachchan as brand 

ambassadors but for Andhra Pradesh, it signed 

Chiranjeevi for the same. 

 When Phillips was developing rural congaing 

for their radio for rural Tamil Nadu, they 

developed the punch line Enga Veetu Super Star 

meaning 'The superstar of my home' based on 

Tamil super star Rajnikant. But when campaign 

was to be developed for Andhra Pradesh punch 

line developed was Maa Inty Mega Star that is, 

'mega star of my home', reflecting, Chiranjeeve the 

most popular cinestar of Andhra Pradesh. Had 

they used the word 'super star' it would have 

meant Late N.T. Rama Rao the superstar of 

Andhra Pradesh but not the current one. 

 In order to build the association with the 

promotion, Philips used photograph of village's 

own girl to sell transistors/TV's, so that the rural 

audience of a region can relate to it and perceives 

that the product is meant for them. 

 The regionalization of advertising campaigns 

by many leading multinational companies 

indicates a healthy trend for the advertising 

business. Few clients are looking at developing 

special advertisements for rural markets. The 

success of 'Thanda Matlab Coca Cola' campaign, 

which was aimed at the rural market, is a case in 

point. The marketer therefore needs to specify 

region, uses specific media and then develop, 

regional messages. 

(iii) Understanding Role of Mass Media 

 Mass media with its known an perceived to be 

efficient cost per contact is the most favourite 

medium to spread the promotional message. The 

benefit of mass media is its huge reach and the 

easy tracking in comparison with other below the 

line promotional activities. TV is the most 

preferred mass media and Doordarshan leads the 

pack of mass media option available with the 

marketer for the rural market. MNCs like 

Samsung were spending Rs.40 crores on 

advertising in the semi-urban areas. A significant 
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part of this budget goes to Doordarshan, because 

no other medium has that wide a reach across the 

country. 

 According to the National Readership Survey, 

the print media reaches about 23 per cent of rural 

consumers in India, while 36 per cent have access 

to TV. The reach of cinema stands at 

approximately 26 per cent. 

 The mass media reaches about 57 per cent of 

the rural population. Although the reach of 

television in rural India is high, frequent power-

cuts restrict viewing time considerably. Two out of 

five Indians were unreachable by mass media... 

that is, 42 crore 50 lakh people. 

 

Table 1 Reach of Different Media in Rural Areas 

Media 
Reach of Different Media in Percentage 

Total Urban Rural 

TV 4.5 76.1 33.4 

Press 33.5 58.6 24.1 

Cinema 11.9 19.1 9.1 

Radio 20.8 22.5 20.1 

Any media 60.7 86.4 51 

 With the licensing of FM channels to cover all 

district headquarters, the power of radio to deliver 

a localized message on a local language will soon 

be available to advertisers as a cost-effective way 

to reach rural masses. Rural India has a very high 

ownership of transistor radios and as these run on 

batteries, radio can once again be expected to 

become a popular medium for reaching rural 

masses. 

 Mass media is too glamorous, interpersonal 

and unreliable in contrast with the familiar 

performance of traditional artist whom the villager 

could not only see and hear, but even touch. 

Television also does not distinguish between 

urban and rural. For marketers who use mass 

media like TV, this becomes a big challenge, as 

television does not distinguish between urban and 

rural audiences. There can be a common TN 

commercial for both urban and rural audience 

particularly for FMCG, products provided the 

communication is not gimmicky or suggestive and 

is easy to comprehend. 

(iv) Outdoor Media Options  

 Large number of outdoor media options are 

available with the media planner to take the 

message to the rural market. Different options can 

be selected based on the demographic profile of 

the population of a region. Available infrastructure 

of the post officers, weekly markets, exhibitions, 

public distribution system, co-operative societies 

and banks could help in strengthening the existing 

promotional efforts. A vast network of 1.38 lakh 

rural post offices and 22,00 primary health centers 

need to be tapped  imaginatively for education and 

information. Some of the available outdoor media 

are described below: 

(a) Wall Paintings 

 They are an effective and economical medium 

for advertising in rural areas. They are silent but a 

speech or film comes to an end, but wall painting 

stays as long as the weather allows it to. Retailer 

normally welcomes paintings of their shops, walls, 

and name boards, because it makes the shop, 

walls, and name boards, because it makes the ship 

look cleaner and better. 

(b) Video Vans 

 Video van concept started with the political 

parties who were not getting access on 

Doordarshan to have contact with the rural 

masses. The video van is one of the very effective 

means of reaching out physically to the rural 

consumers and providing them with touch and 

feel of product and the brand. 

 The promotion using these vans create a lot of 

word of mouth publicity for a brand in the region 

which is much more effective than the 

promotional campaign run on any mass media. 

The people who have experienced the benefit 

themselves are likely to talk about it to many 

people who were not present. If conduct in a 

proper manner then the promotional campaign 

can be the regular discussion at couple for many 

days. 

 The commercial operation for video-on-

wheels, a pioneer in this field, was started in 1989 

from a tiny one van which became a network of 

125 vans in ten years with a business to the tune of 

the rupees eight crores. Rural Communications 

and Marketing (RC&M) joined the bandwagon in 

1990 and / had 50 vans and with a turnover of the 

Rs.2.7crores in 1999. Other organizations offering 

this facility are Sampark Marketing and 

Advertising Solutions and Video Express. 

 These vans although have a very good 

potential to deliver the intended communication 
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and demonstration, but are costly to hire and 

maintain. Considering the vast spread of the rural 

market, cost per contact can come to many times 

more than what the conventional mass media can 

achieve in the urban market. Thus, only the large 

organizations can afford to spend that kind of 

money on their own. But the smaller 

organizations can go in for symbiotic relationship 

with the non-competing brands and thus few 

organizations can share the cost to make the entire 

operation financially viable. 

 Another option for the organization is to have 

s strategy where their representatives responsible 

for the promotion of the brand are also asked to 

sell the brands to the retailers during the visit itself. 

This can have multifarious benefits, as it will not 

only cover or subsidize the promotional cost but it 

will also encourage more trials because of the top 

of the mind recall of the brand. Retailers too are 

expected to give a favorable response for stocking 

the brand that is promoted, as they are also aware 

that brand has been recently advertised and its 

benefits demonstrated to the consumers in his 

village. 

 It also reduces or minimizes the time gap 

between the promotion and demonstration of 

brand and the actual purchase of the brand, 

because, if the promotion and the availability of 

the brand is not coordinated in advance, then the 

effect of the promotion might be lost by the time 

the brand is available, at Rural retail outlet.  

a) Internet 

 progressive organization like ITC,  

TARAhaat,  EID  parray,  etc. are  harnessing full 

potential offered by the technology by taking 

proactive steps to use IT tools for rural marketing. 

The e-choupal and other portals are ideal 

platforms for the  companies  to  promote their 

products  in rural areas. (Discussed in detail in 

chapter on e-Rural Marketing). 

b) Innovative and Special Promotion Campaigns 

in Rural Markets 

 Marketer has to be really innovative, when it 

comes to promoting a product in the rural market. 

Depending on the product category and the target 

market the organizations can select innovative 

promotional campaigns. Some of them are 

described as follows: 

a) The scarecrow in fields can act as an 

advertising medium. 

b) The mid-wife can be employed to promote 

products - especially baby scare products. 

c) Providing uniforms to rural postman and 

doing a mailer campaign. It adds personal 

touch, as he is important visitor to a rural 

house. 

d) One of One contact: One on one contact 

programmes provide an opportunity to 

demonstrate the products and can induce trial. 

It also educates the consumer of the potential 

benefits of product usage. 

 Tractor Owners Meet (TOMEE) conducted 

by MRF Ltd is one such example. TAFE Tractor 

launched a direct contact campaign to strengthen 

the bond with existing customers through direct 

contact exercise in 44 centers in 9 states. It 

involved activates like farmers contact and dealer 

contact and tractor rally. It resulted in tremendous 

customer response and Sales increased by 12 per 

cent after one month of campaign,  

 

Conclusion  

 Rural marketing in the current phase is the  

prominent if the  quality of life by satisfying the 

needs  and wants of customers, not through stand 

–alone products (or) services, but by presenting 

Comprehensive and intersected  satiations which 

night intone a set of inter –related  products and 

serium. Rural commoner is chancing his complain 

habits to suit himself to changing environment. 
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Abstract  
 Online banking also known as internet banking, e-banking or virtual banking. An Electronic payment system that enables 
customers of a bank or other financial institution to conduct a range of financial transactions through the financial institution’s 

website. In march 2006, the reserve bank of India allowed Warburg PINCUS to increase its stake in KOTAK, MAHINDRA 
bank to 10 percentage. This is the first time an investor has been allowed to hold more than 5 percentage in the private sector bank. 

Since the RBI announced norms in 2005. The customer visits the financial institutions secure website, and enters the online 
banking facility using the customer number and credentials previously set up. Types of financial transactions which a customer 
may transact through online banking are determine by the financial institution, but usually includes obtaining account balances, a 

list of the resent transactions, electronic bill payments and fund transfer between a customers or another’s accounts. 
 Most banks also enable a customer to download copies of bank statements, which can be printed at the customer’s 

premises(some banks charge a fee for mailing hard copies or bank statements). To access a financial institutions online banking 
facility, a customer with internet access the need to register with the institutions for the services, and set up a password and other 

credentials for customer verifications. 

 

Introduction 

 A bank is a financial institution that accepts 

deposits from the public and creates credit. 

Learning activities can be performed either 

directly or indirectly through capital markets. Due 

to their importance in the financial stability of a 

country, banks are highly regulated in most 

countries. Most nations have institutionalized a 

system known as fractional reserve banking under 

which banks hold liquid assets equal to only a 

portion of their current liabilities. In addition to 

other regulations intended to ensure liquidity, 

banks generally Subject to minimum capital 

requirements based on an international set of 

capital standards, known as the Basel Accords. 

Banking in its modern sense evolved in the 14Th 

centuries in the prosperous cities of renaissance 

Italy but in many ways was a continuation of 

ideas and concepts of credit and lending. 

 

Objectives 

 To analyse the various types of online 

banking. 

 To study the recent trends in online banking. 

 

History 

 Banking began with the first prototype banks 

of merchants of the ancient world which made 

grain loans. To farmers and traders who carried 

goods between cities and this system is known as a 

barter system. 

 This began around 2000 BC in Assyria and 

Babylonia, later in Ancient Greece and during the 

Roman Empire lenders Based in temples made 

loans and added two important innovations. 

 They accepted deposits and changed money. 

Archaeology from this period in ancient china and 

India also shown evidence of money lending 

activity. The banking industry is undergoing 

through the significant technological changes, it 

has several impacts on customer satisfaction and 

loyalty it has revolutionised every industry 

including banking in the world by rendering faster 

and cost effective delivery of products and services 

to the customer.  

 

Statutary 

 Banking business means the business of 

receiving money on current on deposit account, 

paying and collecting cheques drawn by or paid in 

by customers. The making of advances to 

customers, and includes such other business as the 

Authority may prescribe for the purposes of this 

Act; (Banking Act (Singapore), Section 2 

Interpretation) 
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“Banking business “means the business of either 

or both of the following. 

 Receiving from the general public money or 

current, deposit, saving or other similar 

account repayable on demand or within less 

than [3 months] or with a period of call or 

notice of less than that period. 

 Paying or collecting cheques drawn by or paid 

in by customers. 

 

Standard Business 

 Banks act as payment agents by conducting 

checking or current accounts for customers paying 

cheques drawn by customers in the bank, and 

collecting cheques deposited to customer’s current 

accounts. 

 Payments such as automated clearing house 

(ACH) 

 Wire transfers or telegraphic transfer 

EFTPOS, and automated teller machines 

(ATMS) 

 Banks barrow money by accepting funds 

deposited on current accounts by accepting 

terms deposits, and by issuing debt securities 

such as bank notes and bonds. Banks lend 

money by making advances to customers on 

current accounts by making instalment loans 

and by investing in marketable debt securities 

and other forms of money lending. 

 

Range of Activities 

Activities undertaken by banks include 

 Personal banking  

 Corporate banking 

 Investment banking 

 Private banking 

 Transaction banking 

 Insurance 

 Consumer finance 

 Foreign exchange trading 

 Commodity trading 

 Money market trading 

 

Channels 

 Bank offers many different channels to access 

their banking and other services. 

 Branch, in- person banking in a retail location. 

 Automated teller machine banking adjacent to 

or remote from the bank. 

 Bank by mail: Most banks accept cheque 

deposits via mail and use mail to 

communicate to their customers. 

 Online banking over the internet to perform 

multiple type of transactions. 

 Mobile banking issuing one’s mobile phone to 

connect to bank. 

 

Retail 

 Saving account 

 Recurring deposit account 

 Fixed deposit account 

 Money market account 

 Certificate of deposit (CD) 

 Individual retirement account (IRD) 

 Credit card 

 Debit card 

 Mortgage 

 Mutual fund 

 Cheque books 

 Current accounts. 

 

Advantages 

 Permanent access to the bank 

 Access anywhere using mobile or computer. 

 Less time consuming 

 Very safe and secure method 

 Help to transfer the money immediately and 

accurately 

 Easy to use. 

 

Affects 

 Attacks on online banking used today and 

based on deciding the user to steel login data and 

valid TANS Two examples for those attacks are 

phishing and harming. Online banking provides 

consumers with a convenient method of 

conducting bank business from the comfort and 

security of their own home and personal 

computer. Consumers can check account balances 

and review other account information any time of 

the day or night. Online banking has changed the 

face of transactional business and affect commerce 

across many trades and industries.  
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Features 

 Online banking facilities typically have many 

features and capabilities in common, but also have 

some that are application specific-the common 

features fall broadly into several categories. 

A bank customer can perform non-transactional 

tasks through online banking, including 

 Viewing account balances  

 Viewing recent transactions 

 Downloading bank statements for example in 

PDF Format. 

 Viewing images of paid cheques. 

 Ordering cheque books 

 Download periodic account statements 

 Down loading applications for m-banking, e-

banking etc. 

Bank customers can transact banking tasks 

through online banking including  

 Fund transfer between the customers linked 

accounts. 

 Paying third parties, including bill payments 

and third party fund transfers. 

 Investment purchase or sale. 

 Loan application and transaction, such as 

repayments of enrolments  

 Credit card applications 

 Register utility billers and make bill payments. 

 Financial institution administration  

 Management of multiple user having varying 

levels of authority. 

 Transaction approval process. 

 Online banking gives you convenient online 

access to your account information. 

 Personal financial management support, such 

as importing data into personal accounting 

software. Some online baking platforms 

supports accounts aggregation to allow the 

customers to monitor all of their accounts in 

one place whether they arewith their main 

bank or with other institutions. 

 

Securities 

 Security of a customer’s financial information 

is very important, without which online 

banking could not operate similarly the 

reputational risks to the banks themselves are 

important. 

 Financial institutions have set up various 

security process to reduce the risk of 

unauthorized online access to a customer’s 

records, but there is no consistency to the 

various approaches adopted. 

 The use of a secure website has been almost 

universally embraced. 

 If your bank requires a user-generated 

password in order to access online accounts 

make sure you choose one that is strong. The 

best way to achieve this is by making it long 

and a mix of upper and lower case letters, 

numbers, and special characters. 

 Security software is essential these days, 

regardless of what you use your computer. 

 Though single password authentication is still 

in use it by itself is not considered secure enough 

for online banking in some countries. Basically 

there are two different security methods in use for 

online banking. 

 

Advantage 

 Permanent access to the bank  

 Less time consuming 

 Very safe and secure method 

 Easy to use 

 Good for health 

 Helps to transfer the money immediately and 

 accurately. 

 

Counter Measures 

 There exist several countermeasures which try 

to avoid attacks. Digital certificates are used 

against phishing and pharming in signature based 

online banking variants the use of “seconds” card 

readers is a measurement to uncover software side 

manipulations of the transaction data. 

 

Capital and Risk of Banking 

 Banks face a number of risks in order to 

conduct their business and now well these risks are 

managed and understood is a key driver behind 

profitability, and now which capital a bank is 

required to hold. Bank capital consists principally 

of equity retained earnings and subordinated debt. 

Credit risk 

 Risk of loss arising from a borrower who does 

not make payment are promised. 
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Liquid Risk 

 Risk that a given securities or asset cannot be 

traded quickly enough in the market to prevent a 

loss. 

Market Risk 

 Risk that the value of a portfolio, either an 

investment portfolio on a trading portfolio will 

decrease due to the change in value of the market 

risk factors. 

Operational Risk 

 Risk arising from execution of a company’s 

business function.  

Reputational Risk 

 A type of risk related to the trust worthiness of 

business. 

Macroeconomic Risk 

 Risks related to the aggregate economy the 

bank is operating. 

  

Reasant Trend in Banking 

 The Indian banking sector is broadly classified 

into scheduled banks and non-scheduled banks. 

All banks include in the second schedule to the 

reserve bank of India act 1934 are scheduled 

banks. These banks comprise scheduled 

commercial banks and scheduled co-operative 

banks consists of scheduled state co-operative 

banks and scheduled urban co-operative banks. 

Scheduled commercial banks in India are 

categorised into five different groups according to 

their ownership and or nature of operation. 

 State bank of India and its association. 

 Nationalised banks 

 Private sector banks 

 Foreign banks 

 Regional rural banks. 

 In the bank group wise classification IDBI 

bank ltd is include in the category of other public 

sector bank. 

 By 2010, banking in India was generally fairly 

mature in terms of supply product range and reach 

even through reach in rural India still remains a 

challenge for the private sector and foreign banks. 

In terms of quality of assets and capital adequacy, 

Indian banks are considered to have clean, strong 

and transparent balance sheet relative to other 

banks in comparable economies in its region. The 

reserve bank of India is an autonomous body with 

minimal pressure from the government. 

In March 2006 the reserve bank of India allowed 

Warburg PINCUS to increase its stake in 

KOTACK Mahindra bank. 

 

The Banking Codes and Standards 

 The banking codes and standards board of 

India is an independent and autonomous banking 

industries body that monitors banks in India. To 

improve the quality of banking services in India SS 

TARAPORE (former deputy governor of RBI) 

had the idea to form this committee. 

 

Conclusion 

 Today many banks are internet-only 

institutions these “virtual banks” have lower 

overhead cost than their bride and counterparts. 

The summary of a survey conducted in order to 

find the awareness and usage of online banking 

online banking has no physical presence so the 

customer can perform banking activities at any 

place which has got the internet network online 

banking through traditional banks enable 

customers to perform all routine transactions. 

Financial institutions now routinely allocated 

customer’s numbers, whether or not customer 

have indicated an intension to access their online 

banking facilities. Customer’s numbers are 

normally not the same as account numbers, 

because a number of customer account can be 

linked to the one customer number technically, the 

customer number can be linked to any account 

with the financial institution that the customer 

controls. 
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Abstract  
 In the last few years, there had been immense growth of wireless technology in India. This growth has changed people to do 

business in mobile commerce. Day by day many peoples are transferring to M-Commerce to attain good and fast transaction into 
market. M-Commerce becomes distinguished in Indian people, quickly during last few years. Due to large number of mobile 
application, growth rate in mobile penetration in India is increasing day by day. The users has intensely increased on mobile 

phone and consuming bandwidth of internet providers. Although many people have started E-Commerce but still they hesitate to 
use M-Commerce because of security problems, payment issues and complexity of mobile applications. This paper identifies facts 

about the feasibility of M-Commercein India today its growth and the Strength and opportunity, weakness and threats lying 
ahead. This paper gives the overview of future of m-commerce services in India. 

 

Introduction  

 The М-Commerce stands for Mobile 

Commerce, was originally taken in 1997 by Kevin 

Duffey at the launch of the Global Mobile 

Commerce Forum, to mean "the delivery of 

electronic commerce/ transaction capabilities 

directly into the customer’s hand, anytime & 

anywhere, via wireless network technology”.  

 M-Commerce is the buying and selling of 

goods and services over the internet through 

wireless technology like as mobile phones and 

personal digital assistants (PDAs). Day by day 

many peoples are transferring to М-Commerce to 

attain good and fast transaction into market. М-

Commerce become distinguished in Indian 

people, quickly during few years. M-Commerce 

includes many applications, technology, services 

and business models. 

 

Definition of М-Commerce  

 Mobile commerce refers to a wide range of 

online business transactions for applications, 

goods and services. "The use of mobile devices to 

communicate, interact via an always-on high-

speed connection to the Internet.” "M Commerce 

is the use of information and communication 

technologies for the use of mobile integration of 

different value chains in business processes and 

business relationships.” “Mobile Commerce is the 

use of mobile handheld devices to communicate, 

inform transact and entertain using text and data 

via a connection to public and private networks.” 

 

SWOT Analysis 

 The strategic planning method is used to 

evaluate the four important aspects:-i.e. Strength, 

weakness, opportunity, threats involved in a 

business venture or in a project is SWOT analysis. 

It helps to identify the both, external and internal 

factors in which some are favorable and some are 

unfavorable in achieving the objectives.For 

identifying the threats and weakness in М-

commerce this SWOT analysis is performed 

because with the help of it researchers may be 

motivated and directed towards М-commerce in 

more successful manner. 

 

Strength  

 There are four factors on which strength of М-

commerce is based:  

 Online access for a portion of the world’s 

population  

 Anticipated ubiquity of devices  

 Location sensitivity of the device  

 Authorization and authentication capabilities  

 According to Varshney and Vetter, each of the 

levels in the framework encompasses play a 

critical role insuccess and development of  

М-commerce.  
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 Mobile middle ware  

 Wireless network infrastructure  

 Wireless user infrastructure  

 Mobile commerce application  

 “Always on” connections offered to the 

Internet GPRS and3G.  

 Interactive touch screen, continuous link with 

Internet, email can be provided by mobile 

devices which provide innovative service 

delivery.  

 Highly qualified and convenient services are 

performed by using mobile phones i.e.  

 Positioning services  

 Location-awareness services  

 High quality of services  

 М-commerce represents new streams by 

providing wireless carrier and help to recoup 

the costs of building next generation wireless 

system.  

 

Weakness 

The major weaknesses for wireless 

communications are:  

 Lack of digital identity  

 Lack of data security  

 

List of Risk Associated with WLAN  

 By using inexpensive receivers, transmission 

of WLAN can be “listed to” up to a mile 

away.  

 It is difficult to implement Anti-Virus 

solutions  

 It is difficult to maintain privacy in data 

transmission  

 Build-in encryption capabilities of WLAN is 

not used by the existing WLAN installation.  

 Some other weakness are:  

 Language barrier as even mobile phones are 

popularity used by people but many of them 

are facing functionary problem and other of 

them are facing language problem i.e. English  

 Problem of graphical features as same in 

feature and also there is lack of processing 

power and memory for computational power.  

 

Opportunities  

 Key driver of the mobile market is its size and 

growth rate. In today’s world, people are able to 

communicate easily without any geographical 

foundation. The interface between the payment 

system and merchant’s point of sale system that is 

provided by “payment gateways” companies or 

organizations. People have flexibility of 

purchasing the things through mobile and they can 

also book ticket on it. By sending periodic alerts, 

paper catalogues can be replaced. Service of 

directly payment made to the seller’s bank and 

through a credit card company also. Coupons and 

loyalty cards can be used by retailers. Traffic 

information results, sports schedule, news alerts, 

stock market reports are available through mobile 

platforms. To adopt a fast and easy adoption of 

technology, open and neutral infrastructure is 

created and it provides better opportunities. 

 

Threats  

Threats faced by М-commerce involved:  

 Privacy risk and mobile commerce security  

 Mobile middleware security risk  

 Wireless user infrastructure security risks  

 Mobile application security risks  

 Main problem or risk related to the remote 

networking is theft or loss of mobile devices. This 

risk can be reduced by cancelling the mobile 

telephone services due to which the sensitive data 

will not go in wrong hands. Because if the data 

goes in the wrong hand then it may cause high 

financial cost. 

 Security threats of e-commerce extended by 

М-commerce:  

 Critical information stored on it is lost and 

erased without safeguard when the device is 

sold or stolen. But other risk which may 

occurs seldom are:  

 Allowing employees to use your home 

computer to business, to use personal email 

service for business, allowing employees to 

use your wireless personal devices.  

 These practices cause virus infection at 

minimum run.  

 

M-commerce and mobile Payment services in 

India 

Bill Payments  

 With the mobile Payment services, paying all 

types of utility bills such as water, electricity and 
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gas bills has become much more convenient via 

mobile phone. People can pay their bill from 

anywhere and anytime via their mobile phone, 

thereby they do not need to stand in a queue 

therefore they can save their lots of time. 

 

xpWallet 

 Announced its launch of mobile Wallet Bill 

Pay offering, enabling users to receive and view 

bills instantly through the Internet, USSD and 

SMS. 

 

Money Transfer  

 Funds transfer is one of the unique features of 

mobile commerce services. 

 Previously, people would require going online 

on a computer to transfer the funds between one 

to another bank account. Now, one can easily 

send money to anyone, anywhere; or transfer 

money between bank accounts through mobile 

devices within a few seconds. 

 

Retail Transactions  

 With the rise in shopping malls and retail 

stores in India, mobile Commerce & mobile 

Payments services are extremely valuable for 

customers for making payments at the checkouts. 

Additionally, these services also make online 

shopping much easier and lucrative for both the 

customers and merchants through various 

discounts and loyalty coupons. 

 

Movie Ticketing  

 Mobile commerce services also enable users to 

book movie tickets via a mobile phone. Now, 

people can enjoy watching movies by planning for 

that anytime in an easier and hassle free manner. 

 

Travel Ticketing  

 Now, scheduling any trip to anywhere and 

anytime have become convenient with the mobile 

Commerce services available in India. People are 

now able to book train or flight tickets via their 

mobile phone and have the pleasure of the 

journey. Mobile commerce adoption has increased 

significantly in the country due to multiple factors 

such as enhanced 3G penetration and availability 

of affordable smartphones. India is expected to 

have close to 503 million mobile Internet users by 

March 2017, The overall internet user base (wire 

line and wireless) in the country stood at 

approximately 350 million a son June 2015 and is 

estimated to touch 503 million by 2017, the report 

titled 'India on the go mobile Internet Vision' by 

IAMAI and KPMG said. "The number of mobile 

internet users in India was approximately 159 

million in 2014. This number is expected to 

continue to grow rapidly and reach 314 million by 

end of year 2017 registering a CAGR of 27.8% for 

the period 2013-2017," the report said It further 

said, 2G user base in the country is projected to 

decline in the coming years as more and more 

customers are expected to migrate to 3G.  

 

Conclusion 

 М-commerce as game changer in the future 

online market. Application and wireless 

technology promise to develop together. The 

opportunity is much beyond mobile bills payment 

and includes all types of transaction including 

payment gateway technologies and all types of 

other business transaction. The enhance 3G, 4G 

penetration have opened up new possibilities on 

М-commerce. Many network and mobile device 

related problems like slow communication speed 

and connectivity where addressed by mobile 

operators. At last but not least, we conclude that 

М-commerce technology is not new in Indian 

business market, because of this there are so many 

challenges, problems, hurdles and obstacles in the 

front of industry, which can be manages for better 

growth in Indian Industry. Mobile commerce is 

going to play a major role in mobile payment 

conducting business in future. With heated 

competition in markets, different mobile payment 

strategies, and more customer awareness give a 

boost to mobile commerce services growth. That 

will be change the mobile payment pattern. There 

are some important factors that will significantly 

contribute the boom of M-commerce industries in 

India. Retailer takes the advantage of various 

mobile payments and in the same time they can 

make the electronic order and should be in touch 

with customers all the time. People are getting in 

touched with m-commerce. They can make the 

electronic order anytime and any where. Mobile 

commerce services will certainly be successful in 

India, but telecom companies and banks do need 
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to spend more to provide safety and security from 

intrusions and hacking. Further, they also need to 

build awareness among the consumers by 

embracing the technology and promoting it 

ingenuously. 
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Abstract  
 The world of digital media is changing at a phenomenal pace. Its constantly evolving technologies, and the way people are 

using them, are transforming not just how we access our information, but how we interact and communicate with one another on a 
global scale. It’s also changing the way we choose and buy our products and services. People are embracing digital technology to 

communicate in ways that would have been inconceivable just a few short years ago. Digital technologies are no longer the preserve 
of tech-savvy early adopters, and today ordinary people are integrating them seamlessly into their everyday lives. From SMS 

updates on their favorite’s sports teams, to a free video call with relatives on the other side of the globe, to collaborative online 
gaming and much, much more: ordinary people your customers are starting to use digital media without giving it a second 
thought. The global online population was around 1.3 billion. In the developed world internet access is becoming practically 

ubiquitous, and the widespread availability of always-on broadband connections means that people are now going online daily to 
do everything from checking their bank statement, to shopping for their groceries, to playing games. What makes this digital 

revolution so exciting is that it’s happening right now. We’re living through it, and we have a unique opportunity to jump in and 
be part of this historical transition. 

 

Introduction 

 If marketing creates demand, digital 

marketing drives the creation of demand using the 

power of the Internet. The Internet is an 

interactive medium. It allows for the exchange of 

currency, but more than that, it allows for the 

exchange of value. A business on the Internet can 

gain value in the form of time, attention and 

advocacy from the consumer. For the user, value 

can be added in the form of entertainment and 

utility. The reciprocity of the transaction is what’s 

important here in other words, the exchange is a 

two-way street that provides benefit to both parties 

simultaneously. The Internet has changed the 

world in which we sell. It reaches beyond being a 

new channel for marketing and offers a new 

paradigm for the way consumers connect with 

brands and with each other. The online medium 

provides consumers with more choice, more 

influence and more power. Brands have new ways 

of selling, new products and services to sell as well 

as new markets in which to sell. The roles played 

by marketing agencies are shifting too. Traditional 

agencies are getting better at digital marketing, 

while agencies that started out as digital shops are 

starting to play in the above the line space. More 

than ever, integrated strategies that speak to an 

overall brand identity are vital to achieving an 

organization’s goals. However, marketing on the 

Internet does not necessarily mean throwing out 

the rule book on marketing and business 

foundations and principles. Instead, the Internet 

provides a new environment in which to build on 

these principles. Profit is still revenue less cost. 

The Internet does not change that. Brands build 

loyalty through users who love their products or 

services. Users fall in love with products and 

services when their experience is tailored to their 

needs, as opposed to serving the brand. More than 

any other type of marketing, digital marketing is 

measurable. This gives brands the opportunity to 

build tailored, optimized brand experiences for 

consumers. 

 

Various Elements of Digital Marketing  

 There are various elements by which digital 

marketing is formed. All forms operate through 

electronic devices. The most important elements 

of digital marketing are given below:  
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(i) Online advertising  

 Online advertising is a very important part of 

digital marketing. It is also called internet 

advertising through which company can deliver 

the message about the products or services. 

Internet-based advertising provides the content 

and ads that best matches to consumer interests. 

Publishers put about their products or services on 

their websites so that consumers or users get free 

information. Advertisers should place more 

effective and relevant ads online. Through online 

advertising, company well controls its budget and 

it has full control on time.  

(ii) Email Marketing  

 When message about the products or services 

is sent through email to the existing or potential 

consumer, it is defined as email marketing. Direct 

digital marketing is used to send ads, to build 

brand and customer loyalty, to build customer 

trust and to make brand awareness. Company can 

promote its products and services by using this 

element of digital marketing easily. It is relatively 

low cost comparing to advertising or other forms 

of media exposure. Company can bring complete 

attention of the customer by creating attractive 

mix of graphics, text and links on the products and 

services. 

(iii) Social Media  

 Today, social media marketing is one of the 

most important digital marketing channels. It is a 

computer-based tool that allows people to create, 

exchange ideas, information and pictures about 

the company’s product or services. According to 

Nielsen, internet users continue to spend more 

time with social media sites than any other type. 

Social media marketing networks include Face 

book, Twitter, LinkedIn and Google+. Through 

Face book, company can promote events 

concerning product and services, run promotions 

that comply with the Face book guidelines and 

explore new opportunities. Through Twitter, 

company can increase the awareness and visibility 

of their brand. It is the best tool for the promotion 

of company’s products and services. In LinkedIn, 

professionals write their profile and share 

information with others. Company can develop 

their profile in LinkedIn so that the professionals 

can view and can get more information about the 

company’s product and services. Google+ is also 

social media network that is more effective than 

other social media like Face book, Twitter. It is 

not only simple social media network but also it is 

an authorship tool that links web-content directly 

with its owner.  

(iv) Text Messaging  

 It is a way to send information about the 

products and services from cellular and smart 

phone devices. By using phone devices, company 

can send information in the form of text (SMS), 

pictures, video or audio (MMS). Marketing 

through cell phone SMS (Short Message Service) 

became increasingly popular in the early 2000s in 

Europe and some parts of Asia. One can send 

order confirmations, shipping alerts using text 

message. Using SMS for campaigns get faster and 

more substantial results. Under this technique, 

companies can send marketing messages to their 

customers in real-time, any time and can be 

confident that the message will be seen. Company 

can create a questionnaire and obtain valuable 

customer feedback essential to develop their 

products or services in future.  

(v) Affiliate Marketing 

 Affiliate marketing is a type of performance-

based marketing. In this type of marketing, a 

company rewards affiliates for each visitor or 

customer they bring by marketing efforts they 

create on behalf of company. Industry has four 

core players: the merchant (also known as 

“retailer” or “brand”), the network, the publisher 

(also known as “the affiliate”) and the customer. 

The market has grown in such complexity 

resulting in the emergence of a secondary tier of 

players including affiliate management agencies, 

super-affiliates and specialized third party vendors. 

There are two ways to approach affiliate 

marketing: Company can offer an affiliate 

program to others or it can sign up to be another 

business’s affiliate. If company wants to drive an 

affiliate program, then, the company owner has to 

pay affiliates a commission fee for every lead or 

sale they drive to company’s website. Company’s 

main goal here is to find affiliates who can reach 

untapped markets. For example, a company with 

an e-zine may become a good affiliate because its 

subscribers are hungry for resources. So, 

introducing one’s offer through “trusted” 
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company can grab the attention of prospects 

which might not have otherwise reached.  

(vi) Search Engine Optimization (SEO)  

 Search engine optimization (SEO) is the 

process of affecting the visibility of a website or a 

web page in a search engine’s “natural” or un-paid 

(“organic”) search results. In general, the earlier 

(or higher ranked on the search results page), and 

more frequently a website appears in the search 

result list, the more visitors it will receive from the 

search engine users. SEO may target different 

kinds of search including image search, local 

search, video search, academic search, news 

search and industry-specific vertical search 

engines.  

(vii) Pay Per Click (PPC)  

 Pay-per-click marketing is a way of using 

search engine advertising to generate clicks to your 

website rather than “earning” those clicks 

organically. Pay per click is good for searchers and 

advertisers. It is the best way for company’s ads 

since it brings low cost and greater engagement 

with the products and services.  

 

Advantages Digital Marketing Brings to 

Customers  

 With rapid technological developments, 

digital marketing has changed customers buying 

behavior. It has brought various advantages to the 

consumers as given below:  

(I) Stay Updated with Products or Services  

 Digital marketing technologies allow the 

consumers to stay with the company information 

updated. Nowadays a lot of consumer can access 

internet any place anytime and companies are 

continuously updating information about their 

products or services.  

(II) Greater Engagement  

 With digital marketing, consumers can engage 

with the company’s various activities. Consumers 

can visit company’s website, read information 

about the products or services and make purchases 

online and provide feedback.  

(III) Clear Information about the Products or 

Services  

 Through digital marketing, consumers get 

clear information about the products or services. 

There is a little chance of misinterpretation of the 

information taken from sales person in a retail 

store. However, Internet provides comprehensive 

product information which customers can rely on 

and make purchase decision.  

(IV) Easy Comparison with Others  

 Since many companies are trying to promote 

their products or services using digital marketing, 

it is becoming the greatest advantage for the 

customer in terms that customers can make 

comparison among products or services by 

different suppliers in cost and time friendly way. 

Customers don’t need to visit a number of 

different retail outlets in order to gain knowledge 

about the products or services.  

(V) 24/7 Shopping  

 Since internet is available all day long, there is 

no time restriction for when customer wants to 

buy a product online.  

(VI) Share Content of the Products or Services  

 Digital marketing gives viewers a chance to 

share the content of the product or services to 

others. Using digital media, one can easily transfer 

and get information about the characteristics of 

the product or services to others.  

(VII) Apparent Pricing  

 Company shows the prices of products or 

services through digital marketing channel and 

this makes prices very clear and transparent for the 

customers. Company may regularly changes the 

prices or gives special offers on their products or 

services and customers are always in advantages 

by getting informed instantly by just looking at 

any one mean of digital marketing.  

(VIII) Enables Instant Purchase  

 With traditional marketing, customers first 

watch the advertisement and then find relevant 

physical store to purchase the products or services. 

However, with digital marketing, customers can 

purchase the products or services instantly. 

 

Methodology 

 Secondary source is a source from where we 

collect data that has already been collected by 

someone. We have collected secondary data from 

the published financial statements of the firms, 

newspaper and articles. 

 

The Internet in the Traditional Marketing Mix 

 There are various elements that need to be 

evaluated when developing a strategy. These 
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elements are also likely to change over time, again 

highlighting the importance of being dynamic and 

agile in terms of strategic adjustments An effective 

strategy involves making choices, as the brand that 

attempts to be all things to all people risks 

becoming unfocused or losing the clarity of its 

value proposition. To make a strong choice, a 

strategist must first examine what the choices are: 

what are the factors that affect your business? 

These include market, competitor landscape, 

customers and core competencies. 

 For example, a new airline, before launching, 

would need to consider whether their product is a 

domestic or international service; whether its 

market would be budget travelers or international 

and business travelers; and whether their channel 

would be through primary airports or smaller, 

more cost effective airports. Each of these choices 

will result in a vastly different strategic direction. 

 In order to assist strategists in the formulation 

of business strategies, models such as The Four Ps 

(product, price, placement and promotion) and the 

Porter Five Forces analysis have become widely 

adopted both of these tools assist in evaluating the 

kind of value the business is offering and the 

competitiveness of the market. The Internet, 

however, impacts hugely on both of these aspects, 

prompting us to re-examine and adapt traditional 

models to the changing market environment and 

new consumer behaviors.  

The Four Ps 

 Product 

 Price 

 Placement 

 Promotion 

 The Four Ps are fundamentally changed by 

the Internet and need to be looked at in view of 

the context offered by digitally connected media 

and from the perspective of the consumer. 

 

The consumer decision process in today’s digital 

world  

 The Internet has fundamentally changed the 

consumer decision process. In the past, marketers 

assumed that consumers started with a large 

number of potential brands in mind and 

methodically narrowed their choices until they 

had decided which one to buy. After purchase, 

their relationship with the brand typically focused 

on the use of the product or services itself.  

 A more nuanced view of how consumers 

engage with brands has emerged called the 

Consumer Decision Journey13. As depicted in the 

following diagram, rather than systematically 

narrowing their choices until they have decided 

what to buy, consumers add and subtract brands 

from a group under consideration during an 

extended evaluation stage. After purchase, they 

often enter into an open-ended relationship with 

the brand, sharing their experience with it online 

through social media. The four stages of the 

consumer decision journey are: a) consider; b) 

evaluate; c) buy; and d) enjoy, advocate and bond. 

New media make the ‘evaluate’ and ‘advocate’ 

stages increasingly relevant. 

 

Conclusion 

 The Internet is revolutionizing the way 

companies conduct their business and it is 

becoming an increasingly critical tool for 

marketing success. The Internet enables 

companies to obtain several competitive 

advantages over the competition. Some of the 

changes brought about by the Internet can be seen 

in the way we purchase goods and services, find 

information about products and services, and do 

our banking. The Internet has significantly 

reduced the cost of producing and distributing 

digital goods such as software, news, music, stock 

quotes, and pictures. 

 Marketing managers must assess the role of 

the Internet in their marketing strategy. The 

Internet has changed the way marketing strategy is 

formulated and executed in a number of ways. All 

aspects of marketing including marketing research, 

consumer behaviour, segmentation, relationship 

marketing, product management, pricing, 

distribution, and promotion are affected by the 

Internet. Today many companies are integrating 

the Internet with traditional marketing methods 

into a holistic view of consumers and business. 

This process implies a fusion of offline and online 

approaches into a new business model and value 

proposition. The exact nature of the new entity 

will depend on the particular business. Every 

organization must strike the right balance between 
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its offline and online business to meet the needs of 

its customers. 
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Abstract  
 TQM is a management philosophy that seeks to integrate all organizational functions viz. marketing, finance, design, 
engineering, and production, consumer services, etc. to focus on meeting customer needs and organizational objectives. Since 

1980’s, the competition between enterprises has become the one between supply chains. Therefore, the implementation of total 
quality management (TQM) in supply chain system in enterprise has become an exquisite premise for the survival of enterprise. 
This paper discussed the application of the eight modern TQM principles of ISO9000 in supply chain quality management, 

namely customer focus, leadership, involvement of people, process management, system management, continual improvement, 
factual approach to decision-making and mutually beneficial supplier relationships. 

 

Introduction 

 Total Quality Management is a management 

approach that originated in the 1950s and has 

steadily become more popular since the early 

1980s. Total Quality Management, TQM, is a 

method by which management and employees can 

become involved in the continuous improvement 

of the production of goods and services. It is a 

combination of quality and management tools 

aimed at increasing business and reducing losses 

due to wasteful practices. Some of the companies 

who have implemented TQM include Ford Motor 

Company, Phillips Semiconductor, SGL Carbon, 

Motorola and Toyota Motor Company. In 

nowadays, the core ideas of TQM set forth by W. 

Edwards Deming, Joseph Juran, and Kaoru 

Ishikawa gained significant acceptance and has 

become something of a social movement. The 

series standards of ISO9000 are implementing in 

many industries, such as manufacturing, service, 

health care, nonprofit organizations, educational 

institutions, even public bureaucracies. In the 

introduction of Quality Management System of 

ISO9000:2000, eight principles of TQM are 

proposed, namely customer focus, leadership, 

involvement of people, process management, 

system management, continual improvement, 

factual approach to decision making, and 

mutually beneficial supplier relationship. The 

eight principles generalize the success experience 

of the advanced enterprises in the developed 

countries. In the current buyer’s market with 

global hard competition, enterprises cannot 

respond rapidly to the customers’ demand through 

traditional operation mechanism. Thereupon, a 

kind of new operation mechanism, i.e. supply 

chain management, emerges. In supply chain 

circumstance, the majority of enterprises rely on 

their suppliers heavily. The product quality and 

manufacturing process of suppliers has great effect 

on the product quality of core enterprise. It means 

that the emphasis of research and practice of TQM 

has transferred from enterprise focus to supply 

chain focus. Not only the high quality of product 

and service but also the high level of quality 

control of the whole supply chain system ensures 

the competition advance. The essence of 

competition advantages are not pursuing product 

quality and process quality simply, but the 

performance of the whole supply chain system. 

Therefore, the establishment of quality 

management system of supply chain based on the 

management ideas of ISO9000 will promote the 

involvement of all the members and facilitate the 

implement of quality control of the whole supply 

chain system.  

 

Supply Chain Quality Management based on 

The TQM Principles 

Customer Focus 

 Customer focus is the core principle and idea 

of TQM because quality effort comes of 

customer’s needs and ends with customer’s 

acceptance. In supply chain circumstance, 

customer includes not only the end user but also 

many in-between users, such as suppliers, 

manufacturers, sellers, etc. However, more than 

half of the quality problems in supply chain are 

resulted by specifications because of the 

inadequate communications between the members 

of supply chain. In many cases, the procurement 

specifications released by buyers are equivocal 
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while suppliers dare not to argue against buyers on 

the specifications in the bidding process. 

Therefore, the core enterprise must pay attention 

to the needs and expectation of end users, and all 

the members of supply chain must pay attention to 

the needs and expectation of their backward users. 

The needs and expectation of end users should be 

deployed layer upon layer in the whole supply 

chain system. The end users will satisfy if all the 

member of supply chain can satisfy the needs of 

their backward users. Moreover, the operation 

efficiency of supply chain system can be improved 

through the satisfaction level of the end users. In 

supply chain quality management, some 

traditional tools of TQM are also effective. For 

example, we can use Quality Function 

Deployment (QFD) to identify the distinct and 

potential needs and preferences of users, use 

Fishbone Chart to investigate the factors affecting 

the satisfaction level of users and then use Pareto 

Chart to find out the key factors.  

 

Leadership 

 The effective of quality management depend 

on the effective of leadership because quality effort 

can get actual effect only with the recognition and 

support of the leadership. In supply chain 

circumstance, the core enterprise play as the 

leadership since it establishes the development 

strategy and operation targets of supply chain 

affect the actual efficiency and effectiveness of the 

quality effort of all the other members. Therefore, 

the core enterprise must act as leadership to 

consider the needs and expectation of the other 

members. At the same time, the core enterprise 

should foster more leaders of TQM in each layer 

of supply chain and make them take their 

responsibility zealously.  

 

Involvement of People 

 The exertion of enthusiasm and creativity of 

all the employees is the precondition of the quality 

management. In supply chain circumstance, an 

up-and-coming excelsior work atmosphere should 

be established to inspire the enthusiasm and 

creativity of the employees. Each employee should 

understand his role and responsibility in the 

supply chain system, solve the problems forwardly 

as mastership, and learn the principles, skills and 

technologies of TQM and ISO9000. All the 

employees participate into supply chain quality 

management and strive for the satisfaction of users 

jointly through the establishment of QC teams that 

cross function or even enterprise. 

 

Process Management  

 The focus of modern quality view is the 

process of quality management. It is the 

requirement of the quality management system of 

ISO 9004:2000 and the essential difference of 

modern and traditional quality view. In each step 

of supply chain, there are many correlative 

processes, such as procurement, logistics, 

production, inventory, selling, service, etc. These 

processes have their own independent objectives 

and programs. There are usually conflicts among 

the objectives and programs. Therefore, the 

processes and their mutual effects should be 

identified and managed to ensure the harmonious 

operation of supply chain. Then, all the processes, 

especially the key processes, can realize high 

quality, through the continuous improvement and 

total quality control in all the nodes of supply 

chain system. 

 

System Management 

 The application of system approach in quality 

management is to view the quality management 

system as a big and holistic system, identify and 

manage the sub-systems respectively. Then, the 

coordinated effect and mutual promotion among 

the sub-systems will make the whole effect greater 

than the sum of the improvement of each sub-

system and improve the validity and efficiency of 

the realization of final targets. In supply chain 

circumstance, enterprise should confirm the 

mutual dependence relationship among the 

processes in supply chain system, break the 

boundary among supply chain members, construct 

and integrate the processes in supply chain system. 

Then, many well operation sub-systems can be 

constructed to collocate the resources rationally 

among the sub-systems. Finally, the whole supply 

chain system, including supply, transport, 

production, distribution, inventory, etc., can 

realize the target and policy of quality through the 

optimal operation mode. 
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Continual Improvement 

 Continual improvement is one of the focuses 

of modern quality research and practice. 

Enterprise must improve the quality of product 

and service continually and reduce the cost to 

make customer satisfactory. In supply chain 

circumstance, the pressure of continual 

improvement is more and more pressing because 

the market competition is more and more hard. 

Not only the core enterprise but also the other 

members, such as suppliers, sellers, and logistics 

providers, must improve their product and service 

respectively so as to construct the continual 

improvement of products and services all over the 

supply chain process. Then, the continual, stable 

and harmonious ability of quality assurance can be 

established. Furthermore, the core enterprise and 

other members must find the ways and practices 

improving performance in or out of supply chain 

through benchmarking to make the continual 

improvement speed fast than the one of rivals.  

 

Factual Approach to Decision Making 

 The sufficient and adequate data and 

information is the foundation of making right and 

effective decisions. Up to now, many enterprises 

have began to collect and deal with all kinds of 

data and information by utilizing many advanced 

information technology, e.g., EDI, MRP�, ERP, 

POS, Intranet/Extranet/Internet, so as to provide 

foundation for making effective decision. In 

supply chain circumstance, enterprise should 

collect data and information of not only itself but 

also the other members of supply chain to record 

and analyze the current operation situation of 

each member. Therefore, the potential problems in 

any step of supply chain can be found duly 

according to the results of data analysis. Then, the 

corresponding correct and timely decision can be 

made to avoid or rectify the problem.  

 

Mutually Beneficial Supplier Relationships 

 What impact can suppliers have in achieving 

quality? TQM authorities recommend that 

organizations work directly with raw material 

suppliers to ensure that their materials are of the 

highest quality possible. Currently, at least 50 

percent of TQM organizations collaborate with 

their suppliers in some way to increase the quality 

of component parts. Often these organizations 

send out “quality action teams” to consult with 

their major suppliers. The objective is to help 

suppliers use TQM to analyze and improve their 

work processes. Suppliers can contribute to quality 

in a number of other ways. Therefore, the 

organization and its supplier are mutually 

dependent. Maintaining the mutually beneficial 

relationships between them can improve the 

ability of creating value both of them. In supply 

chain circumstance, the product quality is 

performed and ensured by all the members of 

supply chain because the production, sales and 

service process must be performed by all the 

members. Therefore, the task of supply chain 

quality management is not only to establish the 

product inspection system and comprehensive 

evaluation system of suppliers, but also to 

strengthen the mutual beneficial partner 

relationships with suppliers. The core enterprise 

must realize the following activities:  

 Identify and select the main suppliers, reduce 

the scale of supply system, and realize small  

supply base management; 

 Investigate the requirements of customers and 

develop new product jointly with suppliers; 

 Share information, technology, and resource 

with suppliers; 

 Admit the improvement and achievement of 

suppliers; 

 Take joint improving activities with suppliers; 

 Ensure the conformity of quality system 

between core enterprise and the other 

members, including basic conformity and 

advanced.  

 In fact, there is a new trend in the 

international practices of supply chain 

management. Namely, more and more large-scale 

enterprises have pay attention to the management 

and development of suppliers, e.g. providing 

capital, technology, human resource, equipment 

and training for suppliers, sending quality teams to 

help suppliers improve their processes, and sharing 

the yields of continual improvement with 

suppliers. 
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Conclusion 

 The series standards of ISO9000 are made for 

the standardization of quality management and 

quality assurance. Therefore, in supply chain 

circumstance, the implementation of ISO9000 is 

the basic assurance for an enterprise to provide 

acceptable product or service and improve the 

quality level in a certain supply chain. The 

application of the eight modern TQM principles of 

ISO9000 in supply chain quality management will 

promote the improvement of operation efficiency 

and competition ability of the whole supply chain 

system. 
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Agriculture 

 Agriculture is the cultivation and breeding 

of animals, plants and fungi for food, fiber, biofuel

medicinal plants and other products used to 

sustain and enhance life. Agriculture was the key 

development in the rise of sedentary human 

civilization, whereby farming of domesticated 

species created food surpluses that nurtured the 

development of civilization. The study of 

agriculture is known as agricultural science. 

The history of agriculture by humans dates back 

thousands of years, and its development has been 

driven and defined by greatly different climates, 

cultures, and technologies; industrial agriculture 

based on large-scale monoculture farming has 

become the dominant agricultural method. 

Although generally understood to denote the 

practices of humans, other animals—for 

example, fungus-growing ants—have also been 

found to engage in agriculture. 

 Modern agronomy, plant breeding,  agro 

chemicals such as pesticides and fertilizers, and 

technological developments have in many cases 

sharply increased yields from cultivation, but at 

the same time have caused widespread ecological 

damage and negative human health 

effects. Selective breeding and modern practices 

in animal husbandry have similarly increased the 

output of meat, but have raised concerns 

about animal welfare, environmental damage 

(such as massive drainage of resources such as 

water and feed fed to the animals, global 

warming, rainforest destruction, leftover waste 

products that are littered), and the health effects of 

the antibiotics, growth hormones, artificial 

additives and other chemicals commonly used 

in industrial meat production. Genetically 

modified organisms are an increasing component 

of agriculture, although they are banned in several 

countries. Agricultural food production and water 

management are increasingly becoming global 

issues that are fostering debate on a number of 

fronts. Significant degradation of land and water 

resources, including the depletion of aquifers, has 

been observed in recent decades, and the effects 

of global warming on agriculture and of 

agriculture on global warming are still not fully 

understood. However, entomophagy would solve 

most of the former problems, and may start to gain 

popularity among society in the West 

 The major agricultural products can be 

broadly grouped into foods, fibers, fuels, and raw 

materials. Specific foods include cereals (grains), 

vegetables, fruits, oils, meats and spices. Fibers 

include cotton, wool, hemp, silk and flax. Raw 

materials include lumber and bamboo. Other 

useful materials are also produced by plants, such 

as resins, dyes, drugs, perfumes, biofuels and 

ornamental products such as cut flowers 

and nursery plants. Over one third of the world's 

workers are employed in agriculture, second only 

to the service sector, although the percentages of 

agricultural workers in developed countries has 

decreased significantly over the past several 

centuries. 

 

History 

 Agriculture began independently in different 

parts of the globe, and included a diverse range of 

taxa. At least 11 separate regions of the Old and 

New World were involved as independent centers 

of origin. Wild grains were collected and eaten 

from at least 105,000 years ago. Pigs were 

domesticated in Mesopotamia around 15,000 

years ago. Rice was domesticated in China 

between 13,500 and 8,200 years ago, followed by 

mung, soy and azuki beans. Sheep were 

domesticated in Mesopotamia between 13,000 and 

11,000 years ago From around 11,500 years ago, 

the eight Neolithic founder crops, emmer and 

einkorn wheat, hulled barley, peas, lentils, bitter 

vetch, chick peas and flax were cultivated in the 
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Levant. Cattle were domesticated from the wild 

aurochs in the areas of modern Turkey and 

Pakistan some 10,500 years ago  In the Andes of 

South America, the potato was domesticated 

between 10,000 and 7,000 years ago, along with 

beans, coca, llamas, alpacas, and guinea pigs. 

Sugarcane and some root vegetables were 

domesticated in New Guinea around 9,000 years 

ago. Sorghum was domesticated in the Sahel 

region of Africa by 7,000 years ago. Cotton was 

domesticated in Peru by 5,600 years ago, and was 

independently domesticated in Eurasia at an 

unknown time. In Mesoamerica, wild teosinte was 

domesticated to maize by 6,000 years ago. 

 In the Middle Ages, both in the Islamic 

world and in Europe, agriculture was transformed 

with improved techniques and the diffusion of 

crop plants, including the introduction of sugar, 

rice, cotton and fruit trees such as the orange to 

Europe by way of Al-Andalus. After 1492, 

the Columbian exchange brought New World 

crops such as maize, potatoes, sweet 

potatoes and manioc to Europe, and Old World 

crops such as wheat, barley, rice and turnips, and 

livestock including horses, cattle, sheep and goats 

to the Americas. Irrigation, crop rotation, 

and fertilizers were introduced soon after 

the Neolithic Revolution and developed much 

further in the past 200 years, starting with 

the British Agricultural Revolution. Since 1900, 

agriculture in the developed nations, and to a 

lesser extent in the developing world, has seen 

large rises in productivity as human labor has been 

replaced by mechanization, and assisted 

by synthetic fertilizers, pesticides, and selective 

breeding. The Haber-Bosch method allowed the 

synthesis of ammonium nitrate fertilizer on an 

industrial scale, greatly increasing crop yields.  

 Modern agriculture has raised political issues 

including water pollution, biofuels, genetically 

modified organisms, tariffs and farm subsidies, 

leading to alternative approaches such as the 

organic movement and regenerative agriculture. 

 

Agriculture and Civilization 

 Civilization was the product of the 

Agricultural Neolithic Revolution; as H. G. 

Wells put it, "civilization was the agricultural 

surplus." In the course of history, civilization 

coincided in space with fertile areas such as The 

Fertile Crescent, and states formed mainly in 

circumscribed agricultural lands. The Great 

Wall of China and the Roman 

empire's limes (borders) demarcated the same 

northern frontier of cereal agriculture. This cereal 

belt fed the civilizations formed in the Axial 

Age and connected by the Silk Road 

 Ancient Egyptians, whose agriculture 

depended exclusively on the Nile, deified the river, 

worshiped, and exalted it in a great hymn. The 

Nile began to be deified in Egypt because it played 

such a crucial role in the formation of civilization 

within the area. This began when early settlers 

flocked towards the river bank of the Nile around 

6000 BCE, settlement which slowly progressed 

into Egypt, and made it the first recognizable 

nation state around 3150 BCE. Egypt was able to 

flourish as a nation state due to the many benefits 

and resources the Nile provided The Chinese 

imperial court issued numerous edicts, stating: 

"Agriculture is the foundation of this 

Empire." Egyptian, Mesopotamian, Chinese, and 

Inca Emperors themselves plowed ceremonial 

fields in order to show personal example to 

everyone 

 Ancient strategists, Chinese Guan 

Zhongand Shang Yang  and Indian Kautilya, drew 

doctrines linking agriculture with military power. 

Agriculture defined the limits on how large and 

for how long an army could be mobilized. Shang 

Yang called agriculture and war the One. In the 

vast human pantheon of agricultural deities there 

are several deities who combined the functions of 

agriculture and war.  

 As the Neolithic Agricultural Revolution 

produced civilization, the modern Agricultural 

Revolution, begun in Britain (British Agricultural 

Revolution), made possible the industrial 

civilization. The first precondition for industry 

was greater yields by less manpower, resulting in 

greater percentage of manpower available for non-

agricultural sectors 

 

Types of Agriculture 

 Pastoralism involves managing domesticated 

animals. In nomadic pastoralism, herds of 

livestock are moved from place to place in search 

of pasture, fodder, and water. This type of farming 
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is practised in arid and semi-arid regions of 

Sahara, Central Asia and some parts of India.  

 In shifting cultivation, a small area of a forest 

is cleared by cutting down all the trees and the 

area is burned. The land is then used for growing 

crops for several years. When the soil becomes less 

fertile, the area is then abandoned. Another patch 

of land is selected and the process is repeated. This 

type of farming is practiced mainly in areas with 

abundant rainfall where the forest regenerates 

quickly. This practice is used in Northeast India, 

Southeast Asia, and the Amazon Basin.  

 Subsistence farming is practiced to satisfy 

family or local needs alone, with little left over for 

transport elsewhere. It is intensively practiced in 

Monsoon Asia and South-East Asia 

 In intensive farming, the crops are cultivated 

for commercial purpose i.e., for selling. The main 

motive of the farmer is to make profit, with a low 

fallow ratio and a high use of inputs. This type of 

farming is mainly practiced in highly developed 

countries. 

 

Contemporary Agriculture 

 In the past century, agriculture has been 

characterized by increased productivity, the 

substitution of synthetic fertilizers and pesticides 

for labor, water pollution, and farm subsidies. In 

recent years there has been a backlash against 

the external environmental effects of conventional 

agriculture, resulting in the organic, regenerative, 

and sustainable agriculture movements. One of the 

major forces behind this movement has been 

the European Union, which first certified organic 

food in 1991 and began reform of its Common 

Agricultural Policy (CAP) in 2005 to phase out 

commodity-linked farm subsidies, also known 

as decoupling. The growth of organic farming has 

renewed research in alternative technologies such 

as integrated pest management and selective 

breeding. Recent mainstream technological 

developments include genetically modified food. 

 Disease and land degradation are two of the 

major concerns in agriculture today. For example, 

an epidemic of stem rust on wheat caused by 

the Ug99 lineage is currently spreading across 

Africa and into Asia and is causing major 

concerns due to crop losses of 70% or more under 

some conditions. Approximately 40% of the 

world's agricultural land is seriously degraded. In 

Africa, if current trends of soil 

degradation continue, the continent might be able 

to feed just 25% of its population by 2025, 

according to United Nations University's Ghana-

based Institute for Natural Resources in Africa 

 Agrarian structure is a long-term structure in 

the Braudelian understanding of the concept. On a 

larger scale the agrarian structure is more 

dependent on the regional, social, cultural and 

historical factors than on the state’s undertaken 

activities. Like in Poland, where despite running 

an intense agrarian policy for many years, the 

agrarian structure in 2002 has much in common 

with that found in 1921 soon after the partitions 

period 

 

Workforce 

 As of 2011, the International Labour 

Organization states that approximately one billion 

people, or over 1/3 of the available work force, are 

employed in the global agricultural sector. 

Agriculture constitutes approximately 70% of the 

global employment of children, and in many 

countries employs the largest percentage of 

women of any industry. The service sector only 

overtook the agricultural sector as the largest 

global employer in 2007. Between 1997 and 2007, 

the percentage of people employed in agriculture 

fell by over four percentage points, a trend that is 

expected to continue. The number of people 

employed in agriculture varies widely on a per-

country basis, ranging from less than 2% in 

countries like the US and Canada to over 80% in 

many African nations. In developed countries, 

these figures are significantly lower than in 

previous centuries. During the 16th century in 

Europe, for example, between 55 and 75 percent 

of the population was engaged in agriculture, 

depending on the country. By the 19th century in 

Europe, this had dropped to between 35 and 65 

percent.  In the same countries today, the figure is 

less than 10% 

 

Safety 

 Agriculture, specifically farming, remains a 

hazardous industry, and farmers worldwide 

remain at high risk of work-related injuries, lung 

disease, noise-induced hearing loss, skin diseases, 
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as well as certain cancers related to chemical use 

and prolonged sun exposure. On industrialized 

farms, injuries frequently involve the use 

of agricultural machinery, and a common cause of 

fatal agricultural injuries in developed countries is 

tractor rollovers. Pesticides and other chemicals 

used in farming can also be hazardous to worker 

health, and workers exposed to pesticides may 

experience illness or have children with birth 

defects. As an industry in which families 

commonly share in work and live on the farm 

itself, entire families can be at risk for injuries, 

illness, and death. Common causes of fatal injuries 

among young farm workers include drowning, 

machinery and motor vehicle-related accidents.  

 The International Labour Organization 

considers agriculture "one of the most hazardous 

of all economic sectors." It estimates that the 

annual work-related death toll among agricultural 

employees is at least 170,000, twice the average 

rate of other jobs. In addition, incidences of death, 

injury and illness related to agricultural activities 

often go unreported. The organization has 

developed the Safety and Health in Agriculture 

Convention, 2001, which covers the range of risks 

in the agriculture occupation, the prevention of 

these risks and the role that individuals and 

organizations engaged in agriculture should play 

 

Agricultural Production Systems 

Crop Cultivation Systems 

 Cropping systems vary among farms 

depending on the available resources and 

constraints; geography and climate of the farm; 

government policy; economic, social and political 

pressures; and the philosophy and culture of the 

farmer.  

 Shifting cultivation (or slash and burn) is a 

system in which forests are burnt, releasing 

nutrients to support cultivation of annual and 

then perennial crops for a period of several 

years. Then the plot is left fallow to regrow forest, 

and the farmer moves to a new plot, returning 

after many more years (10–20). This fallow period 

is shortened if population density grows, requiring 

the input of nutrients (fertilizer or manure) and 

some manual pest control. Annual cultivation is 

the next phase of intensity in which there is no 

fallow period. This requires even greater nutrient 

and pest control inputs. 

 Further industrialization led to the use 

of monocultures, when one cultivar is planted on a 

large acreage. Because of the low biodiversity, 

nutrient use is uniform and pests tend to build up, 

necessitating the greater use of pesticides and 

fertilizers  Multiple cropping, in which several 

crops are grown sequentially in one year, 

and intercropping, when several crops are grown 

at the same time, are other kinds of annual 

cropping systems known as polycultures.  

 In subtropical and arid environments, the 

timing and extent of agriculture may be limited by 

rainfall, either not allowing multiple annual crops 

in a year, or requiring irrigation. In all of these 

environments perennial crops are grown (coffee, 

chocolate) and systems are practiced such as 

agroforestry. In temperate environments, where 

ecosystems were predominantly grassland or 

prairie, highly productive annual farming is the 

dominant agricultural system. 

 

Livestock Production Systems 

 Animals, including horses, mules, oxen, water 

buffalo, camels, llamas, alpacas, donkeys, and 

dogs, are often used to help cultivate 

fields, harvest crops, wrangle other animals, and 

transport farm products to buyers. Animal 

husbandry not only refers to the breeding and 

raising of animals for meat or to harvest animal 

products (like milk, eggs, or wool) on a continual 

basis, but also to the breeding and care of species 

for work and companionship. 

 Livestock production systems can be defined 

based on feed source, as grassland-based, mixed, 

and landless, As of 2010, 30% of Earth's ice- and 

water-free area was used for producing livestock, 

with the sector employing approximately 1.3 

billion people. Between the 1960s and the 2000s, 

there was a significant increase in livestock 

production, both by numbers and by carcass 

weight, especially among beef, pigs and chickens, 

the latter of which had production increased by 

almost a factor of 10. Non-meat animals, such as 

milk cows and egg-producing chickens, also 

showed significant production increases. Global 

cattle, sheep and goat populations are expected to 

continue to increase sharply through 2050. 

https://en.wikipedia.org/wiki/Industrial_agriculture
https://en.wikipedia.org/wiki/Industrial_agriculture
https://en.wikipedia.org/wiki/Agricultural_machinery
https://en.wikipedia.org/wiki/Safety_and_Health_in_Agriculture_Convention,_2001
https://en.wikipedia.org/wiki/Safety_and_Health_in_Agriculture_Convention,_2001
https://en.wikipedia.org/wiki/Shifting_cultivation
https://en.wikipedia.org/wiki/Slash_and_burn
https://en.wikipedia.org/wiki/Perennial_plant
https://en.wikipedia.org/wiki/Manure
https://en.wikipedia.org/wiki/Pest_control
https://en.wikipedia.org/wiki/Monoculture
https://en.wikipedia.org/wiki/Cultivar
https://en.wikipedia.org/wiki/Biodiversity
https://en.wikipedia.org/wiki/Pesticide
https://en.wikipedia.org/wiki/Multiple_cropping
https://en.wikipedia.org/wiki/Intercropping
https://en.wikipedia.org/wiki/Polyculture
https://en.wikipedia.org/wiki/Mule
https://en.wikipedia.org/wiki/Ox
https://en.wikipedia.org/wiki/Water_buffalo
https://en.wikipedia.org/wiki/Water_buffalo
https://en.wikipedia.org/wiki/Camel
https://en.wikipedia.org/wiki/Llama
https://en.wikipedia.org/wiki/Alpaca
https://en.wikipedia.org/wiki/Donkey
https://en.wikipedia.org/wiki/Harvest
https://en.wikipedia.org/wiki/Egg_(food)
https://en.wikipedia.org/wiki/Wool


 
 

 74   Bodhi International Journal of Research in Humanities, Arts and Science 

 

Vol.2       Special Issue 13      April 2018          E-ISSN: 2456-5571 

Aquaculture or fish farming, the production of fish 

for human consumption in confined operations, is 

one of the fastest growing sectors of food 

production, growing at an average of 9% a year 

between 1975 and 2007 

 

Environmental Impact 

 Agriculture, as implemented through the 

method of farming, imposes external costs upon 

society through pesticides, nutrient runoff, 

excessive water usage, loss of natural environment 

and assorted other problems. A 2000 assessment 

of agriculture in the UK determined total external 

costs for 1996 of £2,343 million, or £208 per 

hectare. A 2005 analysis of these costs in the US 

concluded that cropland imposes approximately 

$5 to 16 billion ($30 to $96 per hectare), while 

livestock production imposes $714 million. Both 

studies, which focused solely on the fiscal impacts, 

concluded that more should be done to internalize 

external costs. Neither included subsidies in their 

analysis, but they noted that subsidies also 

influence the cost of agriculture to society. In 

2010, the International Resource Panel of 

the United Nations Environment 

Programme published a report assessing the 

environmental impacts of consumption and 

production. The study found that agriculture and 

food consumption are two of the most important 

drivers of environmental pressures, particularly 

habitat change, climate change, water use and 

toxic emissions, The 2011 UNEP Green Economy 

report states that "[a]gricultural operations, 

excluding land use changes, produce 

approximately 13 per cent of anthropogenic global 

GHG emissions. This includes GHGs emitted by 

the use of inorganic fertilisers agro-chemical 

pesticides and herbicides; (GHG emissions 

resulting from production of these inputs are 

included in industrial emissions); and fossil fuel-

energy inputs. "On average we find that the total 

amount of fresh residues from agricultural and 

forestry production for second- generation biofuel 

production amounts to 3.8 billion tonnes per year 

between 2011 and 2050 (with an average annual 

growth rate of 11 per cent throughout the period 

analysed, accounting for higher growth during 

early years, 48 per cent for 2011–2020 and an 

average 2 per cent annual expansion after 2020 

Land and Water Issues 

 Land transformation, the use of land to yield 

goods and services, is the most substantial way 

humans alter the Earth's ecosystems, and is 

considered the driving force in the loss of 

biodiversity. Estimates of the amount of land 

transformed by humans vary from 39 to 50%.Land 

degradation, the long-term decline in ecosystem 

function and productivity, is estimated to be 

occurring on 24% of land worldwide, with 

cropland overrepresented. The UN-FAO report 

cites land management as the driving factor 

behind degradation and reports that 1.5 billion 

people rely upon the degrading land. Degradation 

can be deforestation, desertification, soil erosion, 

mineral depletion, or chemical degradation 

(acidification and salinization).  

 Eutrophication, excessive nutrients in aquatic 

ecosystems resulting in algal blooms and anoxia, 

leads to fish kills, loss of biodiversity, and renders 

water unfit for drinking and other industrial uses. 

Excessive fertilization and manure application to 

cropland, as well as high livestock stocking 

densities cause nutrient 

(mainly nitrogen and phosphorus) runoff and leac

hing from agricultural land. These nutrients are 

major nonpoint pollutants contributing to 

eutrophication of aquatic ecosystems.  

 Agriculture accounts for 70 percent of 

withdrawals of freshwater resources. Agriculture is 

a major draw on water from aquifers, and 

currently draws from those underground water 

sources at an unsustainable rate. It is long known 

that aquifers in areas as diverse as northern China, 

the Upper Ganges and the western US are being 

depleted, and new research extends these 

problems to aquifers in Iran, Mexico and Saudi 

Arabia. Increasing pressure is being placed on 

water resources by industry and urban areas, 

meaning that water scarcity is increasing and 

agriculture is facing the challenge of producing 

more food for the world's growing population with 

reduced water resources. Agricultural water usage 

can also cause major environmental problems, 

including the destruction of natural wetlands, the 

spread of water-borne diseases, and land 

degradation through salinization and 

waterlogging, when irrigation is performed 

incorrectly 
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Climate Change 

 Climate change has the potential to affect 

agriculture through changes in temperature, 

rainfall (timing and quantity), CO2, solar 

radiation and the interaction of these elements. 

Extreme events, such as droughts and floods, are 

forecast to increase as climate change takes 

hold. Agriculture is among sectors most 

vulnerable to the impacts of climate change; water 

supply for example, will be critical to sustain 

agricultural production and provide the increase in 

food output required to sustain the world's 

growing population. Fluctuations in the flow of 

rivers are likely to increase in the twenty-first 

century. Based on the experience of countries in 

the Nile river basin (Ethiopia, Kenya and Sudan) 

and other developing countries, depletion of water 

resources during seasons crucial for agriculture 

can lead to a decline in yield by up to 50%. 

Transformational approaches will be needed to 

manage natural resources in the future. For 

example, policies, practices and tools promoting 

climate-smart agriculture will be important, as will 

better use of scientific information on climate for 

assessing risks and vulnerability. Planners and 

policy-makers will need to help create suitable 

policies that encourage funding for such 

agricultural transformation. 

 

Conclusion  

 I am proud to be an agriculture family I can 

do more things by the cultivation in my land I 

have promote others land holders to save their 

land with the terms of cultivation of the sources . 

Agriculture is among sectors most vulnerable to 

the impacts of climate change; water supply for 

example, will be critical to sustain agricultural 

production and provide the increase in food 

output required to sustain the world's growing 

population. 

 

Do not cut the Tree’s! Save the Tree! 

Save the Earth! 
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Abstract 

 The role of the government and public sector funding in the Indian economy for ensuring a basic quality of life is critical for 
building coping capacities and autonomous adaptation through providing basic amenities, public health care provisioning, 

biodiversity conservation, and investing in facilitating technology transfer, knowledge sharing and addressing social and economic 
inequities. 

Keywords: Indian economy, quality of life, public health, technology. 

 

Introduction 

The ories and narratives on economic growth 

(Malthusian, Classical, Marxian and many others 

such as the Stiglitz Commission)have created and 

contributed in building an understanding on what 

is economic development; what are the most 

important factors that determine it; and what the 

key dimensions for assessing economic 

development are. The role played by natural 

resources in the process of economic development, 

and its relevance in answering these questions is 

by no means new. Population, human capital, 

social capital, resource endowment, technology, 

institutions and political economy have featured 

prominently in understanding economic 

development. Climate change has contributed in 

bringing in an important additional dimension to 

the understanding of the role of nature in 

development, in particular because of certain 

characteristics peculiar to climate change and its 

impacts. An improved understanding of the 

science of climate change and the high levels of 

consensus reached among scientists in the past 

decade on the adverse consequences of global 

warming has contributed to furthering the focus 

from economic development to sustainability of 

the development process. This is also reflected in 

the way definitions of sustainable development 

have evolved. A widely used articulation of 

sustainable development is that of the UNDP’s 

(1995): of development that meets the needs of the 

present without compromising the ability of future 

generations to meet their own needs(World 

Commission on Environment and Development, 

1987), and assumes the conservation of natural 

assets for future growth and development. The 

very recently adopted Sustainable Development 

Goals (SDGs) (UN2015) explicitly incorporate a 

goal on climate change: take urgent action to 

combat climate change and its impacts. The first 

target mentioned under the climate goal of the 

SDGs is to strengthen resilience and adaptive 

capacity to climate-related hazards and natural 

disasters in all countries. In fact, many of the other 

goals have interlinked ages with the environment, 

calling for conservation and sustainable use of 

natural resources. This is also in keeping with the 

thinking on well being as the true measure of 

progress in human society. 

 Recent studies on observable and likely 

impacts of climate change as assessed in the latest 

report of the IPCC provide evidence that climate 

change poses risks for regions across the world. 

The adverse consequences are likely to be higher 

in future for those communities and ecosystems 

which are already vulnerable. These include the 

poor, those whose likelihoods are natural resource 

dependent such as in rural areas and fragile 

ecosystems and species, which are already under 

threat. Risk levels vary from low to very high, and 

differ by region and sector. For instance, the risks 

to coral reefs increases to very high levels with 

even a 1 degree C rise in temperature whereas on 

average, the risk to crop production does not reach 

high levels for most regions and crops till a 
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2degrees C or higher temperature rise(IPCC AR5 

2014). 

 Three key risks identified for Asia, include 

increased flood damage to infrastructure, 

livelihoods and settlements, heat related human 

mortality, and increased drought related food and 

water shortage (IPCCAR5 2014). In short, as per 

the current understanding of climate related risks, 

the likely impacts from climate change will have 

adverse impacts on the growth and development 

of the Indian economy in a manner that cuts 

across sectors and regions of India. Some of these 

projected impacts will be felt in the near term (say 

by 2040)while others are projected to occur in the 

longer term (by 2100). Considering flood risks and 

associated losses, India is among the top 20 

countries most at risk from extreme events, and 

could experience an 80 per cent increase in 

population at risk from sea level rise by 2050, with 

Kolkata and Mumbai as the two major cities 

facing risks to population and assets. Heat stress 

can adversely impact labour productivity and also 

poses a heightened risk of heat strokes in India, 

particularly for those whose work exposes them 

outdoors for long hours such as workers in 

construction and agricultural activities. There are 

several other sectors that are likely to feel 

economic impacts such as beach and mountain 

tourism, and health impacts from increased cases 

of malaria and diarrhoea. 

 Substantial economic impacts from climate 

change in India can be expected to occur given the 

current low levels of adaptive capacity, the 

country’s geographical location, large numbers 

dependent on natural resource based livelihoods, 

and impacts on agriculture. Some idea of the 

magnitude of the economic impacts can be gauged 

from studies relating to the projected impacts on 

food production systems and food security due to 

rising air temperatures. Sorghum grain yield is 

projected to decline between 2-14 per cent by 

2020, with worsening yields by 2050 while in the 

Indo-Gangetic plain, reduction in wheat yields 

upto 51 per cent in the most favourable area is 

projected. In rice plant cultivation, current 

temperatures are claimed to be already 

approaching critical levels during stages of growth, 

e.g. in Northern India (October), Southern India 

(April, August) and Eastern India (March-June). 

One recent study projects an overall decline in 

foodgrain production by 18 per cent by 2050 

(Dasgupta 2013). 

 In sum, the impacts are projected to be wide-

ranging and can impose a substantial economic 

burden. Risk levels are influenced by the factors 

that influence the probability of hazards occurring 

and by interventions that can reduce the impacts 

when these occur. The former relates to activities 

that can reduce the emissions of greenhouse gases 

(or mitigation) and the latter aspect includes 

actions that reduce vulnerability to these impacts 

or increase coping capacities (or adaptation). 

Consumption patterns, population growth, 

availability of technology and knowledge, and 

institutional capacities are some of the factors that 

influence adaptation and mitigation responses. 

Economic decision-making with regard to the 

prioritization of resource allocation and the use of 

economic policy instruments is crucial in 

determining the responses to the climate 

challenge. Costing of the projected impacts and 

the resources required taking up appropriate 

mitigation and adaptation responses is an 

important input into decision-making. 

 The economic costs related to climate change 

can be considered in different ways. On one hand, 

the adverse impacts are losses for the economy 

that have to be carefully assessed. On the other 

hand, there are costs for reducing these losses 

through adoption of mitigation and adaptation 

activities. Note that the two are not the same. 

Climate science provides evidence that impacts are 

already being felt, some of which could be 

irreversible, and some amount of warming is 

inevitable. Even if resources to take action for 

reducing the impacts were fully available, there 

are limits to what adaptation can achieve. 

 For instance, the risk levels for heat related 

mortality are high even if a hypothetically defined 

high adaptation state can be attained in the long 

term while in the case of increased risk of drought 

related water and food shortage causing 

malnutrition, high adaptation brings down the risk 

level to low in the near term (2030-2040) and it 

can be maintained at low to medium in the long 

term under a 2 – 4 deg C rise in temperature by 

2080-2100. The adaptation responses for tackling 

heat stress would include investing in heat health 
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warning systems, urban planning to reduce heat 

islands, and improvement of built environment. 

The adaptation responses for the latter would 

include investing on disaster preparedness, early 

warning systems, and strengthening local adaptive 

capacities (IPCC AR5 2014). 

 A range of models have been used to capture 

the impacts on economic growth and the costs of 

climate change from the mitigation perspective.  

A number of such models have been experimented 

with for the Indian economy as well ranging from 

top down to bottom up models, and integrated 

assessment models. The general approach is to 

model the impacts of climate change on economic 

growth which are expected to be felt through 

changes in productivity, resource endowments, 

and production and consumption patterns. 

Typically, the studies build alternative scenarios 

for the future, using a reference scenario of no new 

climate change (mitigation) policy versus 

alternatives with target reductions in GHG 

emissions. Costs are derived in terms of the 

investments required to meet the scenario with 

climate action, or more often expressed as a 

percentage of the GDP. The economic cost is 

measured as a loss of GDP to the economy. The 

objective function is usually designed such as to 

maximize economic growth (or consumption 

expenditure over time), minimize the costs of 

mitigation or implement a macroeconomics rule 

such as maintaining national income accounting 

identities on savings and investment. 

 To overcome computational challenges, most 

models make simplifying assumptions and 

concentrate on a few sectors so many aspects are 

actually left out. Social and institutional aspects 

and non market values tend to be ignored in such 

approaches. Sectoral approaches which address 

specific concerns, such as to what extent costs in a 

particular industry would increase due to adoption 

of cleaner technology, or hurt the industries 

competitiveness in global markets, provide more 

detailed information. As of now, there is a large 

variation in the available estimates of the 

aggregative economy-wide costs of climate 

change. Estimates differ due to varying 

specifications regarding mitigation scenarios, 

timelines and assumptions such as those on 

growth in technical factor productivity and energy 

efficiency. Parikh (2012) estimates a 12.5 per cent 

loss in GDP over 2005-2050; Shukla and Dhar 

arrive at a 6.7 per cent loss in GDP over the same 

period while Pradhan and Ghosh (2012) get a  

1.1-1.3 per cent loss in the GDP growth rate till 

2030. 

 Mitigation strategies as stated in India’s 

submission to the UNFCCC (INDC 2015)   

includes a target to achieve 40 per cent cumulative 

electrical power installed capacity from non-fuel 

based energy resources by 2030. It also intends to 

create an additional carbon sink of 2.5 to 3 billion 

tonnes of carbon dioxide equivalent through forest 

and tree cover by 2030. Apart from these, there are 

other responses such as improving energy 

efficiency, developing climate resilient 

infrastructure in 100 smart cities, developing 

public transport systems and other such initiatives. 

 Costing with regard to adaptation requires an 

assessment of the impacts of climate change in 

terms of the damages and losses attributable to 

climate change, and calculations of the costs of 

addressing these. Conventional approaches that 

rely on static analysis or use of standard 

techniques in arriving at monetary values (cost 

effectiveness analysis, cost benefit analysis, and 

other cost curve approaches) may prove in 

adequate since these are unable to take note of the 

risk and uncertainty aspects that are central to 

climate change analysis. A plurality of methods is 

required for such costing which would include 

cost benefit approaches that include a time 

dimension, to newer and heterodox ones including 

multi-metric approaches and other decision-

support tools. 

 Since climate change is projected to impact 

economies and populations across the world 

differentially, a key economic concern is that 

costing of climate impacts or responses to these, 

should give due weight age to those whose values 

can be excluded or understated and, against eco 

systems where there are uncertainties about 

ecosystem services. The valuation of the costs and 

benefits requires the weighing of differing values 

against each other (Chambwera, Heal, et al 2014). 

This is of course a challenge that economists using 

cost-benefit analysis have grappled with for many 

years now, but climate change magnifies the 

concerns due to the projected scale and scope of 
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impacts. Costs incurred for adaptation and 

mitigation responses range from technological, 

managerial, personnel and institutional costs to 

investing in R & D, awareness and capacity 

building. 

 When planning for adaptation and mitigation, 

resource constrained economies make choices; 

calculate opportunity costs of actions keeping in 

view the multiple goals that they have for reaching 

threshold levels of a quality of life for the 

population. The economic decision-making 

context for responding to climate change in a 

developing economy like India is one that 

recognises the multiple non-climate stressors that 

exist, and the interaction between, adaptation, 

mitigation and sustainable development. This will 

also enable researchers to capture the values of co-

benefits and co-costs of climate action which arise 

from the trade-offs and synergies between 

adaptation, mitigation and sustainable 

development. 

 There is substantial variation in globally 

available estimates of both mitigation and 

adaptation costs. The incremental economic 

impact of emitting carbon dioxide (the social cost 

of carbon) lies between a few dollars and several 

hundreds of dollars per tonne of carbon. These 

estimates vary strongly with the assumed damage 

function and discount rate, with larger ranges for 

lower discount rates. Similarly, adaptation cost 

estimates for developing countries range from 4 to 

109 US$ billion per year from 2010 to 2050. At a 

global level, there is a huge deficit in adaptation 

needs and available funds (IPCC Synthesis 

Report). 

 India’s INDC submission cites an ADB study 

that the economic damage and losses in India 

from climate change will be around 1.8 per cent of 

its GDP annually by 2050. It also cites estimates 

from the NITI Aayog that the mitigation activities 

for moderate low carbon development would cost 

around USD 834 billion till 2030 at 2011 prices. 

As per the INDC, preliminary estimates indicate 

that around USD 206 billion(at 2014-15 prices) 

between 2015 and2030 would be required for 

adaptation actions in agriculture, forestry, fisheries 

infrastructure, water resources and ecosystems, 

and additional investments would be needed for 

strengthening resilience and disaster management. 

In India, most adaptation strategies are addressed 

within the framework of the National Action Plan 

on Climate Change and the National Missions. 

The public sector’s role in providing incentives, 

regulation and the right instruments for leveraging 

climate funds to meet costs has been advocated in 

recent years (IPCC AR5 2014). The role of the 

government and public sector funding in the 

Indian economy for ensuring a basic quality of life 

is critical for building coping capacities and 

autonomous adaptation through providing basic 

amenities, public health care provisioning, 

biodiversity conservation, and investing 

infacilitating technology transfer, knowledge 

sharing and addressing social and economic 

inequities. 
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Abstract 
 This paper explains tourism as an economic development tool in a broad manner. Tourism is now one of the world’s largest 

industries and one of its fastest growing economic sectors. For many countries tourism is seen as a main instrument for regional 
development, as it stimulates new economic activities. The paper has general view on tourism and sustainable economic 
development for the betterment of India. Indian Tourism offers different cultures, traditions, festivals, and places of interest. There 

are a lot of options for the tourists. India is a country with rich cultural and traditional diversity. The different parts of the country 
offer wide variety of interesting places to visit. While the international tourism is experiencing a decelerated growth, the Indian 

counterpart is not affected. 
 

Introduction  

 Indian tourism sector is one of the most 

important service sectors of the Indian economy. 

Its contribution to employment generation, Gross 

Domestic Product, Foreign Exchange earnings is 

tremendous and significant. Tourism sector is also 

considered as the back bone for allied sectors like 

hospitality, civil aviation, travel and 

transportation, hotel, resort, home stays, street 

venders, spice shops, tour operators etc. Every 

year both Central and State government has been 

investing huge amount for the development of 

tourism sector. This enhanced tourism sector is to 

be one of the important drivers of growth, 

employment creation, increase of national as well 

as individual income, improving the balance of 

payment position and foreign exchange earnings, 

improving people’s standard of living, level of 

consumption etc. India’s wide variety of all season 

attraction provides huge opportunities for tourists. 

These attractions get developed for the socio-

economic benefit of the local communities, 

especially to achieve more inclusive economic 

growth. The use of existing resource has to be 

under taken economically for well-being of the 

present generation but not at the cost of depriving 

future generations of any part of our inheritance. 

 

Scope of Tourism in India  

 India has many tourist attractions that have 

healing abilities and are capable of providing 

rewarding experiences of life. India has the 

Himalayan ranges in the north, a long coastline 

surrounded by seas in the south. In addition, India 

is rich in varied landscapes, enchanting historical 

sites and royal cities, clean beaches, serene 

mountain retreats, rich cultures and festivities to 

enjoy and rejuvenate.  

 In any part of the year, India can offer a wide 

selection of destinations and experiences. In 

summer, there are lovely retreats amidst the heady 

beauty in the Himalayas or the lush-heights of the 

western Ghats with cool trekking trails, tall peaks, 

or stretches of white water for the adventure 

seekers. In the cool Indian winter, cities come 

alive with cultural feasts of music and dance. The 

sun-clad beaches are ideal locations for 

rejuvenation in the winter. The wild-life 

sanctuaries with their abundance of flora and 

fauna provide delights to the mind and 

rejuvenation to the body. 

 

Tourist Attractions in India 

 India is a country known for its lavish 

treatment to all visitors, no matter where they 

come from. Its visitor-friendly traditions, varied 

life styles and cultural heritage and colorful fairs 

and festivals held abiding attractions for the 

tourists. The other attractions include beautiful 

beaches, forests and wild life and landscapes for 

eco-tourism; snow,river and mountain peaks for 

adventure tourism; technological parks and 

science museums for science tourism; centers of 

pilgrimage for spiritual tourism; heritage, trains 

and hotels for heritage tourism.Yoga, Ayurveda 



 
 

 82   Bodhi International Journal of Research in Humanities, Arts and Science 

 

Vol.2       Special Issue 13      April 2018          E-ISSN: 2456-5571 

and natural health resorts and hill stations also 

attract tourists. 

 The Indian handicrafts particularly, jewelry, 

carpets, leather goods, ivory and brass work are 

the main shopping items of foreign tourists. It is 

estimated through survey that nearly forty per cent 

of the tourist expenditure on shopping is spent on 

such items. 

 

Economic Growth and Tourism  

 Tourism has been a major social phenomenon 

of the societies all along. It is motivated by the 

natural urge of every human being for new 

experience, adventure, education and 

entertainment. The motivations for tourism also 

include social, religious and business interests. 

The increase of education has fostered a desire to 

know more about different parts of the globe. The 

basic human thirst for new experience and 

knowledge has become stronger, as Tourism’s 

importance, as an instrument for economic 

development and employment generation, 

particularly in remote and backward areas, has 

been well recognized the world over. It is the 

largest service industry globally in terms of gross 

revenue as well as foreign exchange earnings. 

Tourism can play an important and effective role 

in achieving the growth with equity objectives 

which India has set for itself. Tourism is one 

economic sector in India that has the potential to 

grow at a high rate and can make sure 

consequential development of the infrastructure of 

the destinations. It has the capacity to capitalize 

on the country’s success in the services sector and 

provide sustainable models of growth.  

 It has the potential to stimulate other 

economic sectors through its backward and 

forward linkages and cross-sectoral synergies with 

sectors like agriculture, horticulture, poultry, 

handicrafts, transport, construction, etc. 

Expenditure on tourism induces a chain of 

transactions requiring supply of goods and services 

from these related sectors. The consumption 

demand, emanating from tourist expenditure, also 

induces more employment and generates a 

multiplier effect on the economy. As a result, 

additional income and employment opportunities 

are generated through such linkages. Thus, the 

growth of the tourism sector can lead to large scale 

employment generation and poverty alleviation. 

Cmmunication barriers are getting overcome by 

technological advances. Progress in air transport 

and development of tourist facilities have 

encouraged people to venture out to the foreign 

lands. 

 

Employment Opportunities in Tourism 

 Tourism in India has vast employment 

potential, much of which still awaits exploitation. 

At present about 20.44 million persons are directly 

employed by hospitality services. This is about 5.6 

per cent of the total work force of the country. By 

2015, it would provide 25 million jobs. In 

addition, the industry provides indirect 

employment to about 40 million persons. 

 Further, it is interesting to note that the 

employment generation in proportion to 

investment is very high in tourist industry. 

According to one estimate, an investment of Rs.10 

lakh creates 89 jobs in hotel and restaurant sector 

as against 44.7 jobs in agriculture and 12.6 in 

manufacturing industries. 

 The ratio further increases if one takes into 

account the ancillary services associated with 

hotels and restaurants. Another important aspect 

of employment in tourism is that it employs a 

large number of women, educated and 

uneducated, as well as skilled and unskilled. In 

fact, women are greater in number than men in 

hotels, airline services, travel agencies, handicraft 

making and cultural activities, etc. 

 Tourism is a labour-intensive industry and is 

likely to offer more jobs in the coming years. And 

since most of the natural beauty and wildlife are to 

be found in non-urban areas, rural people could 

find employment as guides and transporters; with 

proper training. More jobs in rural areas would 

also help reduce continuous migration of people to 

towns. 

 

Conclusion  

 Tourism sector plays a vital role in the way of 

helping poor countries to provide employment 

opportunities in an increasing rate. Tourism has 

become the world's largest industry, generating 

wealth and employment, opening the minds of 

both visitors and the visited to different ways of 

life. In worldwide this industry currently employs 
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more than 200 million people. Moreover tourism 

is one of the best instruments of economic 

development and foreign exchange earnings. To 

attract foreign tourists in India, liberal policies and 

reduction in taxes along with a comprehensive 

package for attracting tourist and foreign 

investment are the need of the hour. There is also 

a need to increase the government’s role to make 

India flourishing in tourism and established in the 

global market. 
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Abstract 
 Commonly, the traditional E-business education and training adopts two ways: the theoretic teaching in classroom and the 

computer-based application operation in E-business simulation environment which is like an E-business web site (but not same as). 
But it is difficult to check students’ ability of E-business application operation. In this paper, we will discuss an intelligent 
examination system that is for checking the examinee’s ability of E-business application operation. That system adopts the 

common client-server pattern with two major parts, Student site and Teacher site. This paper presents the design and 
implementation of an intelligent examination system for checking the E-business application operation capable of the examinees. 

The Student site provides examinee a GUI (Graphics User Interface) embedded a WWW browser for answering the paper.  
It proposes a novel architecture for on-line examination system which is based on E-business workflow.  

Keywords: Intelligence, intelligent examination system, E-business application operation, workflow, E-business simulation 
environment 

     

Introduction  

 As we all known, the Information Technology 

(IT) is the important support for E-business. The 

use of information technology has become a 

primary survival factor for business organizations 

in a global competitive environment, as the E-

business tide is spreading through various domains 

violently in modern society. Developing E-

business is an important factor to accelerate 

national economy increasing. In order to adapt 

and grasp this situation and respond the proposal 

in the Eleventh Five Planning of Nation 

“accelerate developing E-business, apply 

information technology widely and popular 

information knowledge and craftsmanship widely 

in the whole society.”. So the education and the 

training of the E-business knowledge are actively 

developed in whole society. Under that great 

background which is like an E-business web site 

(but not same as). Here, We will introduce 

examination system that is for checking the 

examinee’s ability of E-business application 

operation. This system has some characters as 

follows: 

 

 

Checking the ability to E-business application 

operation of the examinees based on E-business 

workflow 

 The ESBAO system gives marks for the 

students according to whether their operations 

which include the key operation steps and the 

operational results are correct or not under the E-

business simulation environment. For example, if 

the question is buying commodity A by the 

searching way, you can do the correct answer as 

following workflow: start up searching engine -> 

select commodity A -> start up purchasing engine 

-> make orders -> finish. Your answer also can be 

completed through the other workflow. This 

system gives marks for you just according to 

whether starting up searching engineer and 

successfully purchasing A or not. 

 

Intelligence  

 When the teacher scores the examination 

papers, he only needs to star up scoring paper 

engine through GUI, and then the system would 

check and mark the examination papers and 

record the examinees’ scores in the database. The 

intelligence of ESBAO is embodied mostly with 

the intelligence of building examination paper 

subsystem and scoring examination paper 

subsystem in Teacher site. For example, the 



 
 

 85   Bodhi International Journal of Research in Humanities, Arts and Science 

 

Vol.2       Special Issue 13      April 2018          E-ISSN: 2456-5571 

teacher can building the examination paper by 

himself through GUI, also he can only start up the 

Building Paper Agent (BPA) which can build 

examination paper automatically. The main 

difference is that E-business simulation 

environment sets a monitor program in some main 

operation steps to capture who and whenever and 

however to operating. The monitor program is 

oriented special operation workflow, and it is 

sequential and discretely in workflow and in work 

time, so as to the system records the operations 

which are the some key operation steps or result in 

database.  

 

System Architecture 

 The Teacher site mainly includes paper 

management subsystem for managing paper 

database, a building paper subsystem for building 

a new paper, and a scoring paper subsystem for 

scoring the paper of the examinees.  That system 

adopts the common client-server pattern with two 

major parts, the client component also called 

Student site and the application-oriented server 

component here also called Teacher site. The 

ESBAO is based on E-business simulation 

environment, and it use the XML technology, the 

Component technology, the Database Trigger and 

Stored Procedure technology and other 

information technology to design and realize the 

ESBAO. The Student site provides examinee a 

GUI (Graphics User Interface) embedded a 

WWW browser for answering the paper.  

 

E-business System Simulation Environment  

Introduction to E-business Environment 

 They typically rely on distributed and 

autonomous tasks for information search, fusion, 

extraction and processing, without centralized 

control. Today, these activities are initiated and 

executed by humans. In the future, we see them 

being conducted by software agents. Software 

agents are personalized, continuously running and 

semi-autonomous, driven by a set of beliefs, 

desires and intentions (BDI). They can be used to 

mediate users and servers to automate a number of 

the most time-consuming tasks in E-business, with 

enhanced parallelism. E-business applications 

operations are always in a dynamic and 

distributed environment, dealing with a large 

number of heterogeneous information sources 

with evolving contents and dynamic availability. 

Agents can also be used for business intelligence, 

such as discovering patterns (e.g. shopping 

behaviour patterns or service providing patterns) 

and react to pattern changes.  

 

Dynamic Agent  

 We have developed a c# based dynamic agent 

infrastructure for E-business which supports 

dynamic behaviour modification of agents, a 

significant difference from other agent platforms. 

A dynamic agent is capable of carrying data, 

knowledge and programs as objects, and executing 

the programs. The data and programs carried by a 

dynamic agent form its changeable part. All newly 

created agents are the same; their application-

specific behaviours are gained and modified by 

dynamically loading Java classes representing 

data, knowledge and application programs. A 

dynamic-agent has a fixed part and a changeable 

part.  

 

XML Messaging 

 Autonomous agents cooperate by sending 

messages and using concepts from a domain 

ontology. We use a KQML/FIPA ACL-like 

format, encoded in XML. In fact, an XML 

document is an information container for reusable 

and customizable components, which can be used 

by any receiving agent This is the foundation for 

document-driven agent cooperation. A standard 

message format with meaningful structure and 

semantics, and a mechanism for agents to 

exchange ontologies and message interpreters, has 

become key issues. Furthermore, the message 

format should be accepted not only by the agent 

research community, but also by all information 

providers.  

 

Workflow Engine  

 The workflow engine in E-business 

environment provides flow control for business 

process automation. Business processes often 

involve multilevel collaborative and transactional 

tasks. Each task represents a logical piece of work 

that contributes to a process. A task at leaf-level is 

performed by a role. A role is filled at run-time 

with a user or a program. A process and its tasks 
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are handled at separate layers. At the process 

layer, centralized coordination is supported; and 

at the task layer, location distribution, platform 

heterogeneity and control autonomy, are allowed.  

 

Discuss the System Design and Implementation 

Essentials  

 The ESBAO system can check the examinee’s 

application operation procedures and results under 

the E-business simulation environment. Its 

designing goal is to test E-business application 

operation ability. It is necessary to solve some 

important questions as follows: 

 capturing and analyzing the operations 

 concurrency of many operations  

 building paper and scoring paper 

automatically  

 capturing and analyzing dynamic workflow 

 

Capturing and Analyzing the Operations  

 The most methods to recording the operation 

procedures are relative with the structure of the E-

business simulation environment. As the above 

mentioned, this monitor methods are discretely in 

the business workflow. The simply solution is to 

add triggers in database to monitor add, delete and 

update operations. These data changing often be 

from the activity and the operation in business 

environment. Furthermore, because the system 

design is based on server component program, we 

can add log records in component to capture 

operations. We can add an examination monitor 

switcher for all components.  

 

Concurrency of Many Operations  

 At current, the concurrency is not very 

difficult to implement contrasted to past time, 

because the most of commerce software and the 

system program developing architecture provide 

responding solution. But in the ESBAO system, 

because there are many examinees to take part in 

examination together in a server E-business 

simulation environment, so there are some 

questions to solve as follows. For example: 

 Besides some E-business application 

workflows often need at least two aspects to 

finish. For example, the online auction in 

which there are some business entity which 

often affect and restrict each other. So, to 

check many people cooperation operation is 

an interesting approach issue. 

 When we operate a certain defined resource, 

if the resource is not database (the database 

can balance the concurrent operation) but 

data file, media or print device, Once the 

resource be locked by one student’s 

operations, the other students can not use that 

resource to finish the operation.  

Key Technologies for System Implementation  

 On the above discussion, we analyzed the 

system design requirement. Because of the 

characters of testing contexts and the intelligence 

requirement, we adopt some technologies  to 

implement the system as follows: 

 Component technology 

 Considered the characters of the operation 

mode, the design based on components gives 

priority of business- oriented or procedure- 

oriented. In order to combine conveniently the 

script language of simulation environment (in this 

system, our simulation environment adopted the 

ASP script), we use the C++ and VB to compile 

the COM we needs. For example, in order to 

record the examinees’ answers, we need to set 

monitor program to monitor that operation 

procedure. In ESBAO system, we use the 

component technology to enclose most functions 

to strengthen the software reused. 

 Ontology and XML technology  

 In this system, we use ontology’s based on 

XML Schema to represent the paper and other  

E-business knowledge. Moreover we use XML-

based documents to store the data of the papers, 

and use XML technology, such as XML DOM, 

XML SAX and ADO, to realize the dynamically 

mapping from the XML documents to database 

recorders, transferring information and 

maintaining information etc. 

 Web Services  

 Web Services is characterized by the three 

XML-based standards SOAP, and WSDL, which 

taken together to provide a basic “request and 

response” functionality. Thus the Web Services 

can be used to efficiently deliver information 

between one business entity and the other in E-

business environment.  
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Conclusion  

 In this paper, we discuss an operation-

oriented intelligence examination system, which is 

for E-business application operation examination, 

and present a novel system architecture for the 

Examination System for E-business Application 

Operation (ESBAO). The ESBAO system mainly 

include an answering paper subsystem for 

examinees in the Student site, paper management 

subsystem in Teacher site for managing paper 

database, a building paper subsystem in Teacher 

site for building a new paper, and a scoring paper 

subsystem in Teacher site for scoring the paper of 

the examinees. In this paper,  
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Abstract 
 Deposit mobilization is an integral part of banking activity. Mobilization of savings through intensive deposit collection has 
been regarded as the major task of banking in India today. Acceptance of deposits is the primary function of Commercial Banks. As 

such deposit mobilization is one of the basic innovations in current Indian banking activity.  The study aims to analyze the socio-
economic impact of deposit mobilization of women entrepreneurs. Three different types of deposits namely, term deposits, current 

deposit and savings deposit is considered for the study. The data required for the study has been collected from Indian Bank in 
sivagangai Annual Reports. The Researcher will study has been a remarkable growth in mobilization of all kinds of women 
entrepreneur deposits in Indian Bank in sivagangai district.  

Keywords: Deposit Mobilization, Deposit mix of Indian bank in sivagangai district, Socio - Economic Impact of women 
entrepreneurs. 

 

Introduction  

 Mobilization of deposits is one of the 

important functions of banking business. It is an 

important source of working fund for the bank. 

Deposit mobilization is an indispensable factor to 

increase the sources of the banks to serve 

effectively. Mobilization of deposit plays an 

important role in providing satisfactory service to 

different sectors of the economy. The Indian 

Banks must tap deposits from urban and rural 

areas. This helps the Indian banks to provide large 

amount of funds to priority sectors for 

development. The success of the banking greatly 

lies on the deposit mobilization. Performances of 

the bank depend on deposits, as the deposits are 

normally considered as a cost effective source of 

working fund. Mobilization of rural savings is one 

of the important objectives of the Indian Banks. It 

helps to expand banking operations.  

 

Deposit Mobilization of Indian Bank in 

Sivagangai District  

 The Indian bank deposits and the return on 

advances are closely related to the deployment of 

funds. If the deposits are increased, it increases the 

advances of the bank. For the performance of the 

banks, growth rate analyses are an important 

parameter. An increasing trend in growth rate of 

deposits shows better performance of the Indian 

Bank in sivagangai district in deposit mobilization. 

The size of deposits determines the funds available 

for lending. The growth rate in total deposits of 

Indian Bank in sivagangai district shows an 

increasing trend over the period. The higher the 

growth rates over the period, the higher the level 

of market orientation of the bank and vice versa. 

The information relating to the deposit 

mobilization scenario of Indian Bank in 

sivagangai district.  

 

Deposit Mix of Indian Bank in Sivagangai 

District 

 The bank has offered number of deposit 

schemes to the public which include term deposits, 

saving deposits, current deposits and the like.  

 

Savings Bank Deposit (SBD) 

 Savings deposit is the most common type of 

deposit, which caters to the needs of almost all 

type of customers. The surplus earned is deposited 

in the form of savings deposits. This type of 

deposit is meant for individuals, professional 

people, small traders, artisans and co-operative 

societies. Here withdrawals are subject to certain 

conditions. These deposits are relatively less 

interest cost oriented. Under this type of deposit 

interest accrues at a fixed rate set by the RBI 

(currently6.5%) and upon which cheques can be 

drawn. Savings deposits are the form of demand 

deposits. Savings deposits are subject to 

restrictions on the number of withdrawals as well 

as on the amounts of withdrawals during any 
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specified period. Further, minimum balances may 

be prescribed in order to offset the cost of 

maintaining and servicing such deposits.  
 

Current Deposits (CD) 

 Current deposit products are designed to cater 

the banking requirements of businessmen, traders, 

companies and other entities. This type of deposit 

is also for the individuals who are involved in 

commercial or business activities. In addition to 

conventional current deposit accounts, bank offer 

variations of the current deposit with value-added 

services for eligible current account customers. 

Bank also offers the variety of special value-added 

products and services. Current deposits cater to 

the needs of business people who make use of 

cheque facilities extensively and also receive 

cheques in their favor from others.  

 

Socio - Economic Impact of Deposit 

Mobilization of Women Entrepreneurs in 

Sivagangai District  

 These various kinds of deposits have direct 

social and economic impact on the society. This 

clearly shows that the Indian Bank of  sivagangai 

district played a vital role in uplifting the social 

and economic position of the Nation by deposit 

mobilization of women entrepreneurs. Towards 

resources mobilization, Indian Bank of sivagangai 

district focused on current & savings and term 

deposits.  

 

Review of Literature  

 S. Venkateshan (2012)1 In the study entitled 

“An Empirical Approach to Deposit Mobilization 

of Commercial Banks in Tamil Nadu”. The 

researcher made an attempt to study the trend and 

growth in deposit mobilization of Scheduled 

Commercial Banks in Tamil Nadu during the 

period from 1999-2000 to 2008-2009. The 

Compound Growth Rate (CGR) and Linear 

Growth Rate (LGR) were calculated from using 

simple regression analysis. The study found that, 

there has been a remarkable growth in 

mobilization of all kinds of deposits in Scheduled 

Commercial Banks in Tamil Nadu on the whole.  

 

 

 

Statement of the Problem  

 Indian Banks introduced Deposit 

Mobilization services since 1996. As the use of 

Deposit Mobilization services are increasing day –

by-day, it is important to study the women 

entrepreneurs awareness towards Deposit 

Mobilization services in sivagangai district. This 

study is one of such an attempt.  
 

Objectives of the Study  

 To study the Socio - Economic Impact of 

Deposit Mobilization of women 

entrepreneurs.  

 To analyze the Deposit Mobilization of 

women entrepreneurs Indian bank.  

 To Measure the women entrepreneurs 

perception regarding Deposit Mobilization 

services rendered by Indian Bank in 

sivagangai district. 

 To offer suitable suggestions to Indian bank 

services of Deposit Mix in sivagangai district. 
 

Research Methodology 

 The study is based on secondary data, 

collected data from Annual Reports of Indian 

Bank of sivagangai district, Reports on Trends and 

Progress of Banking in sivagangai district, Journal 

of Professional Banker, Periodicals and Books.  
 

Period for the Study   

 This study covers a period of 5 years i.e. from 

2011-2012 to 2015-2016  
 

Tools Used 

 The following statistical tools have been used 

for the purpose of analyzing data collected. 

Percentage Analysis, Trend value Analysis  
 

Data Analysis and Interpretation 

Table 1 Educational Qualification of Women 

Entrepreneurs 

S.No 
Educational 

Qualification 

No. of 

Respondents 

% of 

Respondents 

1. Illiterates 10 7 

2. Up to 10th 25 17 

3. 11th -12th 30 20 

4. Under graduate 50 33 

5. Post graduate 20 13 

6. Diploma 15 10 

 Total 150 100 

Source: Primary  
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 The above table reveals that 7 percent of 

respondents were comes under the category of 

illiterates and 17 percent of the respondents were 

studied up to 10th standard. The above table 

exhibit 33 percent of respondents were under 

graduates and also 13 percent of respondent were 

post graduate. From this study it is clear that the 

bank has focused all the category of women 

entrepreneurs. 

 

Table 2 Occupations of the Women 

Entrepreneurs 

S.No Occupation 
No. of 

Respondents 

% of 

Respondents 

1. 
Business 

Services 
25 17 

2. Commerce 30 20 

3. Manufacturing 45 30 

4. Education 20 13 

5. Agriculture 10 7 

6. Other 20 13 

 Total 150 100 

Source: Primary Data 

 From the above table indicates that 17 percent 

of the respondents were comes under services and 

majority of the respondents that is 20 percent of 

respondents professional and 30 per cent of 

respondents business it is clearly understood that 

the majority of the respondents working under 

some organization it shows their employability it 

will helps to growth of the nation. Only 13 percent 

of respondents were pensioner and 7 percent of 

respondents were agriculturist because they are 

not willing to go bank. 

 

Table 3 Trends in Growth Rate of Total 

Deposits of Indian Bank (Rs. in crore) 

Year 

Total 

Deposits 

(Rs) 

Absolute 

Growth (Rs. ) 
 

Relative 

Growth Rate 

2011-
2012 

105804 - - 

2012-

2013 
120804 15000 14.18 

2013-

2014 
141980 21176 17.53 

2014-
2015 

162275 20295 14.29 

2015-

2016 
169225 6947 4.28 

 

 

Source 

 From the above table 3 show the deposit 

mobilization of Indian Bank of sivagangai district  

over the period of 5 years is 50.28% growth rate 

and is in increasing trend from 4.28% to 17.53 % 

though it is fluctuating. The total deposit increased 

from Rs. 1,05,804. crores in 2011-2012 to 1,69,225 

crore in 2015-2016.  

 
 

Table 4 Deposit-Mix of Indian Bank in 

Sivagangai District 

Year 
Saving 

Deposit 

Current 

Deposit 

Term 

Deposit 

Total 

Deposit 

2011-
2012 

31546 
(29.81) 

6448 
(6.09) 

67810 
(64.10) 

105804 
(100) 

2012-

2013 

32483 

(26.89) 

5785 

(4.78) 

82536 

(68.32) 

120804 

(100) 

2013-

2014 

32340 

(22.78) 

6798 

(4.79) 

79947 

(56.30) 

141980 

(100) 

2014-
2015 

36901 
(22.74) 

7110 
(4.38) 

91602 
(56.45) 

162275 
(100) 

2015-
2016 

40225 
(23.77) 

8257 
(4.88) 

102127 
(60.35) 

169225 
(100) 

Source 

 From the above Table 4 show the study like 

any other commercial banks has been able to 

mobilize only three types of deposits i.e. current 

deposit, savings deposit, and term deposits. 

Therefore, it may be said that the deposit mix of 

Indian Bank of Sivagangai district is conventional 

in nature. It also indicates that the term deposits 

share is comparatively high out of the total 

deposit. Growth of the term deposit is also in an 

increasing trend over the period..       

Deposit-Mix of Indian Bank in Sivagangai 

District  
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Table 5 Quality of Banking Deposit Service in 

Women Entrepreneurs 

S.No 

Quality of 

banking 

deposit 

service in 

women 

entrepreneurs 

No. of 

Respondents 

%of 

respondents 

1. Excellent 72 48 

2. Very good 40 27 

3. Good 30 20 

4. Average 4 3 

5. Poor 4 2 

 Total 150 100 

Source: Primary  

 It is clear that from the above table the 

majority of the48% respondents were told the 

banking services are excellent. The table exhibit 

that the 27% respondents were told the banking 

activities is very good. Most of them 20% 

respondents were accepted the banking service is 

good.                            
 

Quality of Banking Deposit Service in Women 

Entrepreneurs 

 

Findings of the Study 

 From the Survey the women entrepreneurs 

are well educated in sivagangai district 

majority of the people well educated.  

 The major occupation of the women 

entrepreneurs plays a very important role 

most of the women entrepreneurs belong to 

manufacturing and business service.                

 Increase in deposits every year reflects the 

Indian Bank in sivagangai district 

effectiveness in mobilization of funds for 

deployment.  

 Indian Bank in Sivagangai district is 

successful in attracting the deposits from the 

women entrepreneurs and customer. It is 

successful in developing the habit of savings 

among women entrepreneurs.  

 Suggestions  

 The banks should introduce various deposits 

schemes to attract the women entreprenuers.  

 To meet the basic necessities and to improve 

the per capita income, saving / depositing the 

money becomes necessary.  

 The banks should create awareness of the 

existence and availability of support services 

among the women entrepreneures.  

 The bank charge deposit rate and discount 

rate the bank should inform to the women 

entrepreneurs mobiles through employees. 

 Effective use of communication net work by 

the bank. 

 Various deposits schemes Programme at least 

6 month once to educate the bank up dating. 
 

Conclusion  

 Today, with its efficient, value-added services, 

sustained growth, consistent profitability and 

development of new technologies, Indian  Bank of 

sivagangai district  has ensured complete women 

entrepreneurs delight, living up to its image of, 

“GOOD PEOPLE TO BANK WITH”. The key 

to the success of any organization lies with its 

people. The Bank, as a good corporate citizen, has 

stepped into the arena of counseling the common 

man to help them and lead a decent and honorable 

life in the future days to come. Though they have 

made good progress in technology, the challenge 

lies in quickly disseminating these products 

amongst their client and also present themselves as 

a techno-savvy bank, particularly to the younger 

generation of the society. 
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Abstract 
 The fast rising digital economy is demanding the importance of existing marketing practices, and an essential revamp of the 

marketing prospectus consistent with the promising result and business requirements of the 21st century. Companies are crocked 
with innovative, opportunities and challenges inside this digital era. Digital marketing is the avenue of electronic communication 

which is used by the marketers to endorse the goods and the services towards the marketplace. This supreme purpose of the digital 
marketing is concerned with consumers and allows the customers to intermingle with the product by virtue of digital media. 200 

respondents are collected to get the clear picture about the present study. 

Keywords: Promotion, Consistent, Interact, Digital marketing 

 

Introduction 

 Digital marketing is often referred to as 

‘Online marketing’, ‘Internet marketing’ or ‘Web 

marketing’. The term digital marketing has grown 

in popularity over time, particularly in certain 

countries. In the USA online marketing is still 

prevalent, in Italy is referred as web marketing but 

in the UK and worldwide, digital marketing has 

become the most common term, especially after 

the year 2013. Digital marketing is an Umbrella 

term for the marketing of products or services 

using digital technologies, mainly on the internet, 

but also including mobile phones, disply 

adverting, and any other digital medium. 

 Digital marketing is extensively passed-down 

to support product and services and to 

communicate with customers using digital 

network. Digital marketing encompasses ahead of 

internet marketing together with channels those do 

not need the use of the Internet. It makes room for 

social media marketing, search engine marketing, 

Smartphone’s, display advertising and more forms 

of digital media (Suresh Reddy, 2003). Digital 

marketing is always a wide terminology that 

brings up a variety of promotional methods 

adopted to accomplish clients via digital 

automations. Digital marketing embodies wide 

assortment of service, product and brand 

marketing campaign for the most part who use 

internet as a central part promotional intermediate 

in increase to Smartphone’s and other 

promotional media.  

 Chaffey (2011), social media involves 

“boosting consumer relations on company’s 

personal website or in the course of its social 

existence”. Social media marketing is a major 

significant practice in digital marketing as 

companies can utilize social media form to 

allocate their communication to their target 

viewers without paying for the distributor. Digital 

marketing, e-marketing, Internet marketing and 

electronic marketing are all related in terms which, 

basically put; refer to “marketing online whether 

via websites (Chaffey & Smith, 2008) and 

Waghmare (2012) e commerce pointed out 

promotion of products through digital media. 

 

Statement of the Problem  

 Marketing is basically addressing the 

consumer’s needs more effectively and efficiently 

with better product and services with better price, 

shopping access and deliver. A good marketer 

constantly adapts to change and to satisfy 

consumers need in a better way. Internet is 

changing the way consumers shop for goods and 

services and has rapidly evolved into a global 

event. People are getting busy with their own 

work. In their busy schedule they don’t find time 

for shopping. Online shopping can save a lot of 

time for them. They can do this from their office 

or home by browsing on the net . This paper 

analyses the buyer behavior of products through 

online and to know the benefits and service of 

online shopping.  

 

Objectives of the Study  

 To analyze the socio- economic background 

of the consumers  
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 To study the impact of digital marketing on 

consumers purchase. 
 

Methodology 

 Primary data for the research was collected in 

the form the structured questionnaire from general 

public in Madurai city. Secondary data for the 

research was collected from the journals and 

records. Apart from journals, web sources were 

also used for the research. 

Sample Size 

 Sample size of 200 was selected for the 

research. 

Tools for Analysis 

 Data are analyzed by using SPSS package. It 

was used for quantifiable variables. Then the 

tables were prepared by using statistical techniques 

such as visualization percentage analysis,  

Chi-square test, Garrett Ranking. 

 

Data Analysis and Interpretation 

Table 1 Awareness of Online shoppers 

S. 

No 
Awareness 

No of 

respondents 
% 

1 
Having knowledge 
about online 

shopping 

200 100 

2 

Not having 

knowledge about 

online shopping 

- - 

 Total 200 100 

Source: Primary data 

Interpretation: The above table 1 shows that, 100 

percentages of the respondents are highly 

awareness of online shopping.  

Table 2 Products Preferred on online shopping  

S.No Products 
No of 

Respondents 
% 

1 
Electronic 
items 

42 21 

2 Cosmetics 56 28 

3 Footwear 22 11 

4 Apparels 10 5 

5 Books 42 21 

6 Toys 28 14 

 Total 200 100 

Source: Primary data 

Interpretation: Table 2 indicates that, 28percentage 

of the respondents are preferred by Cosmetics, 21 

percentages of the respondents are Electronic item 

and Books, 14 percentage of the respondents are 

Toys, 11 percentage of the respondents are 

Footwear and the remaining 5 percentage of the 

respondents are Apparels. 

Table 3 Frequency of Online Purchasing 

S.No Frequency 
No of 

Respondents 
% 

1 
About once 

annually 
32 16 

2 
2 – 5 purchases 

annually 
84 42 

3 
6 – 10 
purchases 

annually 

46 23 

4 
11 purchases 
and above 

annually 

38 19 

 Total 200 100 

Source: Primary data 

Interpretation: Table 3 inferred that, 42 percentage 

of the respondents are 2-5 purchases annually, 23 

percentage of the respondents are 6-10 purchases 

annually, 19 percentage of the respondents are 11 

purchases and above and remaining 16 percentage 

of the respondents are about once annually. 

 Garrett Ranking Technique is used to rank the 

reasons for choosing online shopping. For this the 

researcher identified 10 factors and asked the 

online shoppers to rank the factors in the order of 

choosing. 

Table 4 Garrett Ranking of Online  

shoppers score 

S. 

No 
Factors 

Mean 

score 
Average Rank 

1 
Wide variety 
of product 

18221 61 I 

2 
Easy buying 
procedures 

17437 58 II 

3 Lower prices 17129 57 III 

4 
Various modes 
of payments 

16642 56 IV 

5 
Time of 

delivery 
14936 50 V 

6 Door delivery 14674 49 VI 

7 
Discount and 

offers 
14234 47 VII 

8 Time saving 13368 45 VIII 

9 
After sales 

services 
12992 43 IX 

10 Convenience 11452 38 X 

Source: Primary data 

Interpretation: The above table 4 shows that the 

main reason for selecting online shopping of wide 

variety of product. Easy buying procedure, low 
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price and various modes of price are the second, 

third and fourth place of selecting online products. 

Association between the profile of the 

respondents and opinion on Availability of 

online information about product 

 The sample respondents who availed of online 

shoppers belong to profile of the respondents. 

Hence, an attempt has been made to analyze 

whether there is any significant relationship 

between the profile of the customers and their 

level of satisfaction. 

 

Table 2 Profile of the respondents and level of 

satisfaction 

S
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1 Gender 2 2.71244 5.99 
Not 

significant 

2 Age 6 7.67 12.592 
Not 

significant 

3 
Educational 
qualification 

4 9.579 9.488 Significant 

4 Occupation 6 2.23 12.6 
Not 

significant 

5 
Monthly 
income 

6 6 12.592 
Not 

significant 

Source: Primary data 

Interpretation: From the above table gender, Age, 

occupation and monthly income computed value 

at 5 percent level is less than the table value. 

Therefore the null hypothesis accepted. Regarding 

Educational qualification table value is higher 

than the calculated value. Hence it can be 

concluded that the null hypothesis is rejected. 
  

Null Hypothesis 

 There is no significant relationship between 

the profile of the customers and their opinion on 

online shoppers. The chi-square test was applied 

to examine the null hypothesis and the   computed 

results are given below. 

 

Findings  

 100 percentages of the respondents are highly 

awareness of online shopping.  

 28percentage of the respondents are preferred 

by Cosmetics. 

 42 percentages of the respondents are 2-5 

purchases annually, 23 percentages of the 

respondents are 6-10 purchases annually. 

 the main reason for selecting online shopping 

of wide variety of product. Easy buying 

procedure, low price and various modes of 

price are the second, third and fourth place of 

selecting online products. 

 

Suggestions 

 Companies should have more risk reduction 

activities as perceived risk could strongly 

influence consumers online purchase 

decisions. And specific types of perceived risk 

like online frauds should be taken care of in 

different scenarios. Hence, the shopping sites 

should sport a Certificate of Authenticity ( a 

seal or small sticker designed to demonstrate 

that the item is genuine and risk free) and 

should have a security symbol in order to safe 

shopping.  

 Companies should improve consumers’ value 

perceptions about the products and reduce 

consumers’ perceived risk in the online 

shopping environment by providing quality 

products, timely delivery and fulfill their 

expectations. Also the companies should 

make their website easy in use and risk 

reduction activities should be taken care.  

 Improve technical advancement in promotion 

of digital marketing.  

 Collect and implement the feedback provided 

by the consumer in the right way.  

 Provide a transparent and good service to the 

consumer before and after purchase. 

 Creating awareness among the people about 

digital marketing.  

 Complete description need to provide about 

the product to the online shoppers.  

 

Conclusion  

 Digital marketing has turn out to be crucial 

part of approach of many companies. At the 

present time, still for tiny business proprietor at 

hand have an extremely inexpensive and 

competent method by using digital marketing to 

market their products or services in the society. It 

has no restrictions. Company can utilize any 

devices such as tablets, smart phones, TV, laptops, 
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media, social media, e-mail and lot other to 

support company and its products and services. 

Digital marketing may achieve something more if 

it considers consumer desires as a peak priority.  
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Abstract 
 The objective of the study was determining the investment pattern of working women in Madurai District.  The data was 
collected by distributing a structured questionnaire to 100 respondents working in different sector. The study attempted to find out 
the awareness of women investors about various investment avenues. The investment preference order of the respondents indicated 

towards secured investment bank, post office, gold, and real estate. The research shows that majority of the respondents are saving 
money as Bank deposits for the safety of an unpredictable future.  

Keywords: Income, Investment Avenues, Socio economic profile 

 

Introduction 

 Financial investment is the purchase of a 

financial security, such as a stock, bond, and 

mortgage. Investment in human capital is 

spending on education, training, health services, 

and other activities that increase the productivity 

of the workforce. It is the use of money for the 

purpose of making more money, to gain income, 

increase capital or both the purchasing of stocks, 

bonds, mutual funds, real estate’s etc, made with 

the expectation of future income or capital gain is 

investment. In present day situation women have 

entered every field such as education, medical, 

engineering, technical many other fields. Due to 

one or other reasons many women have started 

their own venture or have gone to different jobs. 

Women not only earn money but they invest the 

same for the future for varied reasons. Such as 

children, education or marriage, house 

construction etc. 

 

Statement of the Problem 

 The working women investors have different 

expectation from the investment and their need 

differ such as savings, safety, interest, capital, 

appreciation, stable income, liquidity, prestige, tax 

benefit, raising the standard of living additional 

income develop the habit of savings. This research 

was carried out primarily to find out the various 

options available to the working women investors.  

 

 

Objectives 

1. To study various investment pattern of 

working women investors. 

2. To analyse investment awareness of the 

respondents. 

3. To present findings and suggestions of the 

study. 

 

Review of Literature 

 Dr. Ananthapadhmanabha Achar (2012) 

studied on ―Saving and Investment Behaviour of 

Teachers - An empirical study‖ . In the ultimate 

analysis individual characteristics of teachers such 

as age, gender, marital status, and lifestyle 

determined the savings and investment behaviour 

of teaching community in the study region. In a 

more or less similar manner, their family 

characteristics such as monthly family income, 

stage of family life cycle, and upbringing status 

emerged as determinants of their savings and 

investment behaviour. 

 

Sample Design 

 A total of 100 samples were taken for the 

study. Convenient sampling method has been used 

to collect the data. 

 

Collection of Data 

 Since this research is a general study, both 

primary and secondary data have to be used. The 
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primary data have to collect from working women 

of Madurai District. A sample survey will be 

conducted by using interview schedule. Secondary 

data have to be collect through various sources 

such as magazines, internet, and business journals. 

 

Tools for Analysis 

 Data are analysed by using statistical 

techniques such as visualization percentage 

analysis, chi-squrare test, garrett ranking. 

 

Table 1 Socio-Economic Character Percentage 

Analysis 

S.No 
Demographic 

Variables 

No. of 

Respondents 
% 

1 Age  

 below 30 years 19 19% 

 30-40 years 24 24% 

 40-50 years 35 35% 

 Above 50 years 22 22% 

2 Marital status  

 Married 78 78% 

 Un married 22 22% 

3 
Educational 

qualification 
 

 
Upto school 
level 

24 24% 

 Under graduate 19 19% 

 Post graduate 36 36% 

 Professional 11 11% 

4 Occupation  

 
Private 
employee 

26 26% 

 
Government 

employee 
38 38% 

 Professionals 19 19% 

 Others 17 17% 

5 
Monthly 

income 
 

 Below 20000 8 8% 

 20001-30000 16 16% 

 30001-40000 32 32% 

 40001-50000 24 24% 

 Above 50001 20 20% 

Source: primary data 

Interpretation: Table1 indicates that 35% of the 

respondents are age group of 40-50 years,78% of 

the respondents are married,36% of the 

respondents are post graduate,38% of the 

respondents are government employee, and 32% 

of the respondents are 30001-40000 monthly 

income. 

 

Null Hypothesis 

 There is no significant relationship between 

the profiles of the respondents and level of 

satisfaction.                         

 

Table 2 Profile of the respondents and level of 

satisfaction 
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Inference 

1 Age 8 11.33 15.5 Not Significant 

2 Gender 2 1.74 5.99 Not Significant 

3 Marital status 2 1.05 5.99 Not Significant 

4 
Educational 
qualification 

6 5.25 12.6 Not Significant 

5 Occupation 6 20.17 12.6 Significant 

6 
Monthly 
income 

8 6.5 15.5 Not Significant 

Source: primary data 

Interpretation:  From the above table age, gender, 

educational qualification, monthly income, 

marital status computed at 5 percent level is less 

than table value. Therefore null hypothesis 

accepted. Regarding occupation computed value is 

higher than table value. Hence it can be concluded 

that the null hypothesis is rejected. 

 

Table 3 Garret ranking of investors score 

S.No 
Financial 

investment 

Total 

score 
Average Rank 

1 
Bank 

deposits 
5895 58.95 I 

2 
Post office 
saving 

5621 56.21 II 

3 Gold 5439 54.39 III 

4 
Insurance 
policy 

5431 54.31 IV 

5 Real estate 5315 53.13 V 

6 Mutual fund 5077 50.77 VI 

7 
Provident 
fund 

4379 43.79 VII 

Source: Computed primary data 

Interpretation : The above table shows that 

encountered the number of financial investment 

preference to the working women for assigned by 

rank and fed the data into garrett ranking 

techniques reveals Bank deposits got the first rank 

with 58.95 mean score and followed by post office, 

Gold, and insurance policy and vice versa. 
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Findings of the Study 

 35% of the respondents are age group of (40-

50), (78%) of the respondents are married. 

 It is understood from the study that (36%) of 

the respondents are post graduate. 

 From the point of view of the occupation, it 

concluded from the study that (38%) of the 

respondents are government employee. 

 It is evident from the study that (32%) of the 

respondents earn a monthly income of Rs. 

30001-40000. 

 There is no significant relationship between 

occupation and the level of satisfaction. There 

is significant relationship between age, gender, 

educational qualification, monthly income, 

marital status and level of satisfaction. 

 It is clear from Garrett ranking techniques, 

Bank deposits, post office, Gold, and 

insurance policy. 

 

Suggestions   

 The investors lack of awareness about other 

investment avenues like shares mutual fund 

etc. so if they want to invest in them they 

should regularly read newspaper, journals, 

articles related to stock market. 

 The savings schemes attract to investors. 

 To create the awareness among the rural 

investors. 

 

Conclusion  

 This paper concludes that the bank deposits 

still remains that most preferred investment 

avenues. The result also highlight that certain 

factor like age , monthly income educational 

qualification etc., make significant impact while 

deciding on the avenues for investment. The 

research shows that majority of the respondents 

are invest money as bank deposits for the future 

needs. 
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Abstract 
 In Past, Present and in future also the analysis of financial structure of a business entity only shows the indication of its 
performance. It only helps to bridge the insiders and outsiders of the business entity. It only tracks the corridor of the business which 
it is crossing to glorious world of success. It  a  tool  which  measures  the  governance  of  business,  its  credibility, procedural worth 

and its risk class in the prevailing market. This is the study which tells about the performance of one of the familiar scheduled 
commercial bank in India namely ‘Corporation Bank’. 

Keywords: financial study: performance analysis: corporation bank.   

 

Introduction  

 Finance  is  the  livelihood  of  an  enterprise  

in  the  business  world.  It is a French word used 

by the English scholars with the sense 

‘management of money’. It is defined as a rider of 

money, when it’s required. Business finance is a 

term that includes a broad series of orders and 

actions  spinning  about  the  management  of  

cash  and  other  short  term  assets.  The  source  

of planning,  analysis  and  inference  of finance  is  

known  as  financial information. It is needed to 

analyze, evaluate, compare and interpretative 

about the profitability of the bank business. It is 

also required at the time of taking decisions on 

investment, funding and other activities as a 

banker. 

 

Statement of Problem  

 In the current study, financial analysis of the 

corporation bank was taken as a problem of study. 

It was done through the analysis of its published 

financial statements, to measure the financial  

soundness  of  it  in  respect  of  short  run  and  

long  r un.  The liquidity and solvency conditions 

are also taken as a problem of the study. 

 

Need of the Study  

 A good banking system is the spinal guard of 

the economy like India. Hence, study of the 

financial soundness of the bank s and banking 

system is inevitable one.  In this scenario, study on 

the financial performance of corporation bank has 

undertaken. This  study is working around the 

operational efficiency of the corporation bank. 

The  study covers the  period of 2009 –2017 for  

the widespread purpose of  the  study.  The 

published financial statements are used for the 

study.  It  gives  the  clear-cut idea  about the 

bank’s performance to the interested parties in this 

regard like share holders, customers, investors and 

general public. 

 

Review of Literature  

 Dr. Gajendran (2014) concluded that good 

banking system is the central nervous system of an 

economy and without the operational efficiency of 

the banks; it is not possible for steady and concrete 

growth in the economy  

 

Objective Study  

1. To know the profile and products/services 

offered by the Corporation bank.  

2.  To know the Strength and weakness of 

Corporation bank’s financial status. 

3.  To predict the prospect earnings to be earn by 

the bank. 

 

Research Methodology 

 The data required for the study is primarily 

secondary in nature and are collected from the 

published financial statements of Corporation 

bank. RBI bulletin, various articles, journals, 
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reports related to Indian banking sector also used 

for data collection as a source of data. Online 

sources also used for data collection of the study.  

After  the  collection  of  requisite  data,  ratio 

analysis and trend analysis are applied to find the 

things to be found and predict the prospect 

earnings of nearing future. 

 

Tools for the Study  

 For  the  analysis  of  a  business  enterprise’s  

financial  position,  there  are  many management  

accounting  tools  are  there. Here, to know the 

financial strength of corporation bank, ratio 

analysis used and trend analysis used to predict 

the prospect earnings of the bank. 

 

Limitation of the study  

 Every work in research has its own limitation 

in general.  Here, the following are the limitations 

of the study:  

1. The study is restricted to the period of eight 

financial years. 

2.  The data used in this study is purely based on 

the published annual reports of the 

corporation bank 

 

Profile of Corporation Bank  

 In the year of 1906, a bank was originated 

from Udipi in Karnataka State, which was 

founded by Shri Haji Abdullah Haji Bahadur 

Saheb Bahadur. It was taken over  by  the  Union  

government  of  India  in  the  April  1980,  by  

passed  Banking  Companies (Acquisition and 

Transfer of undertakings) an ordinance in the 

parliament. After the taken over by the  

government,  its  ne w name  was  declared  as  

‘Corporation  bank’.  Total  Automation package  

was  introduced  in  the  year  of  1996,  with  46 

branches.  In  1997,  a  specialized collection  and  

payment  branch  was  launched  in  Bangalore  by  

the  bank.  In  1998  may, it  was promoted  a  

subsidiary  in  the  name  of  Corp  Bank  Homes  

Ltd  for  the  promotion  of  housing finance  in  

the society.  In  the  same  year  itself,  it  entered  

into  an  alliance  with  Stock  Holding 

Corporation o f India Ltd (SHCIL) for bullion 

scheme for gold exporters. In 2000, Corp Bank 

Securities a subsidiary was promoted to deal with 

government securities. In  the  same  year,  it 

started  its  mutual  fund  in  collaboration  with  

DSP  Merrill  Lynch  Mutual Fund.  From  2001 

march onwards,  they  introduced  DEMAT  

services  to  its  customers  and  public.  It also is 

providing Tele -banking and mobile banking for its 

customers on demand. The RBI sponsored 

IDRBT  (Institute  for  Development  and  

Research  in  Banking  Technology) declared  the 

Corporation  Bank  as  a  best  bank  for its  

‘delivery  channels’.  Kisan card was also provided 

by the bank to farmers from the year 2005.  The 

Corp Bank Homes Ltd merged with the bank in 

2006 as one of the core d ivision of the bank, to 

speed up the housing loan activities. In the year of  

2011,  UTV  declared  the  financial  leadership  

award  to  the  corporation bank.  In  the  same 

year  it  was  declared  as  Best  nationalized  bank  

of  the  year  by  Financial  Express. In the year of 

2017, The Bank has extended Branchless Banking 

units to 4724 villages and has issued Smart Cards 

to all account holders in these villages for enabling 

them to operate their accounts at their doorsteps 

through the Business Correspondents appointed 

by the Bank. There are 2440 branches are 

providing the banking services to the country. 

 

Analysis and Interpretation of Ratios 

 Ratio is a relationship existed between two 

variables of financial statements, which are 

expressed in terms of numerical values. It 

indicates the performance of the business 

enterprises in 360 degree angle.  Here, analysis 

and interpretation of Ratios are d one through the 

application of Current ratio, Debt-Equity ratio and 

Proprietary ratios. 

 

Current Ratio 

 It’s  a ratio  which  indicates  the  short-term  

solvency  or  liquidity  position  of  the business. 

Working capital ratio is another name of this 

ratio. It shows the relationship between Current 

Assets and Current Liabilities of the business 

enterprises. The calculated value of  one indicates  

the  maintenance  of  short  term  solvency  for  the  

short  period  and  two  indicates  the ideal 

position prevailing in the short term solvency of 

business. Hence, it’s applied here. The results are 

as follows: 
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Table 1 Current ratio=current assets/current 

liabilities 

Financial 

year 

Current 

Assets 

Current 

liabilities 

Current 

Ratio  

( In times) 

2009- 10 108517.70 9077.53 11.90 

2010-11 149695.65 15965.38 8.81 

2011-12 159641.65 14248.09 11.20 

2012-13 189564.46 12898.85 14.69 

2013-14 217516.53 13021.45 16.70 

2014-15 221217.22 10414.90 21.24 

2015-16 218784.06 13112.19 16.69 

2016-17 229479.72 6468.17 35.48 

Source: Annual report of corporation bank from 

the year 2009-10 to2016-17. 

Interpretation: The above table 1 indicates that the 

current ratio for the whole study period is above 

the ideal value.  It  shows  that  the  short  term 

solvency sound  in  Corporation bank  for  the  

entire period. The current ratio for the year 2010–

11 was 8.81 which was the least of the above. But, 

that too shows the four folded value of the ideal 

value 2. It shows that the Corporation Bank’s 

investment s are mostly short term in nature.   

Except 2010–11, both the current assets and 

liabilities were increased gradually.   At this point, 

Corporation bank is very much strong in short 

term solvency. 

 

DEBT-Equity Ratio 

 This ratio is otherwise called in the name of 

‘outsider – insider ratio’ or ‘external-internal 

equity.’ It is used to found the solvency position of 

the business in long run. It’s scale to measure the 

financial policies of the business enterprises. It 

exposes the relationship between Debt(external 

fund) and (internal fund) of the business.  

Debt equity ratio =Debt/Equity 

Table 2 Debt equity ratio 

Financial 

year 

External 

funds In 

crores 

Internal 

funds 

Incrores 

(Rs) 

Debit 

equity 

ratio  

(In times) 

2009-10 9077.52 7065.80 1.28 

2010-11 15965.38 7137.80 2.24 

2011-12 14248.09 8275.92 1.17 

2012-13 12898.84 9565.69 1.35 

2013-14 13021.45 10085.10 1.29 

2014-15 10414.90 10484.48 0.99 

2015-16 13112.19 10686.14 1.23 

2016-17 6468.18 12048.67 0.53 

Source: Annual report of corporation bank from 

the year 2009-10 to2016-17. 

Interpretation: The above table 2 shows that debt – 

equity ratio has gradually decreased in all years 

except for the year of 2010-2011. 

 

Proprietary Ratio 

 It is the ratio showed the proportion of 

shareholders fund or equity or networth in total 

tangible assets of the business enterprises. Equity 

ratio and networth ratios are the other name of the 

proprietary ratio. 

Proprietary ratio=Shareholder fund/Total 

tangible assets 

Table 3 Proprietary ratio 

Financial 

year 

Shareholder’s 

funds 

(in Crores / 

Rs) 

Tangible 

assets 

Proprietary 

ratio 

2009- 10 5774.86 111665.29 0.052 

2010-11 7137.80 143508.59 0.049 

2011-12 8275.92 163560.42 0.051 

2012-13 9565.69 193442.33 0.049 

2013-14 10085.10 222048.47 0.045 

2014-15 10484.48 225993.03 0.046 

2015-16 10686.14 234183.87 0.045 

2016-17 12048.67 247227.76 0.049 

Source: Annual report of corporation bank from 

the year 2009-10 to2016-17. 

Interpretation: The proprietary ratio showed the 

proportion of shareholders fund in total tangible 

assets. Higher proprietary ratio indicates the 

higher safety or lesser risk to the investments of 

share holders. In the above case of corporation 

bank, it has to travel more for the safe zone. The 

ratios showed that shareholders fund proportion is 

lesser than or equivalent to 5% of tangible assets of 

the bank. 

 

Trend Percentage  

 The technique which evaluate the data over 

an decided period of time by selecting a baseline 

period (usually first year) and stating the data 

related with successive periods a percentage of 

that base year values. This method of evaluation is 

known as trend percentages. Here the trend 

percentage is applied on total assets of the study 

period. The results are given below. 

Table 4 Trend analysis 

Financial year 
Total Assets  

(In Crores/Rs) 
Trend Percentage 

2009- 10 111667.29 100 

2010-11 143508.59 128.51 

2011-12 163560.42 146.47 
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2012-13 193442.33 173.23 

2013-14 222048.47 198.85 

2014-15 225993.03 101.78 

2015-16 234183.87 103.62 

2016-17 247227.76 105.57 

Source: Annual report of corporation bank from 

the year 2009-10 to 2016-17. 

Interpretation: During the study period, the trend 

percentage shows the highest in 2013 – 2014 as 

198.85%and lowest in 2014 – 2015 as 101.78%. In 

indicate the assets fluctuation.  

 

Findings      

 The current ratio indicated the strong position 

of the Corporation bank in its short term 

solvency position  

 The debt-Equity ratio was fluctuated in 

nature. It indicated the high application of 

external sources for the business  

 Proprietary ratio indicated the low proportion 

of shareholders fund on total tangible assets  

 It is found that banks assets growth in gradual 

and steady in nature  

 

Suggestion  

 Based on the work carried out already and the 

things found in the study, the following 

suggestions are suggested for the efficient and 

effective performance of Corporation Bank in 

future:  

 The usage of outsiders fund may be reduced 

for the better Debt- Equity combination  

 Excess holding of current assets may be 

reduced to increase the profitability of the 

business and also the bank can invest in long 

term assets to some extend in long run point 

of view  

 The present working capital position may be 

reduced, due to the availability of tenfold 

excessive working capital in average.  

 Debt-equity ratio may be maintained with the 

current level in future also. 

 

Conclusion   

 The show lead by Corporation Bank in 

banking business is at satisfactory level only. 

Excessive working capital maintenance, moderate 

Debt-Equity proportion, low proportion of the 

shareholders fund in total assets, increase in total 

assets gradually. It’s concluded the performance of 

the corporation bank is at satisfactory level only. It 

should evaluate the alternative plans to increase its 

performance in the bank business market. 
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Abstract 
 Logistics is generally the detailed organization and implementation of a complex operation. Logistics is the management of 
the flow of things between the point of origin and the point of consumption in order to meet requirements of customers or 

corporations. The resources managed in logistics can include items such as food, materials, animals, equipment and liquids. 

The logistics of physical items  
 Material, production, handling production, packaging, inventory, transportation, warehousing, and often security. Corporate 

Goal, Marketing Goal, Digital Marketing Goal Now it’s time to establish your digital marketing goals to align them with both 
your corporate and marketing goals. Marketing logistics involve planning, delivering, and controlling the flow of physical goods, 
marketing materials and information from the producer to a market as necessary to meet. Management is putting more and more 

emphasis on distribution management. Same things in different ways can increase efficiencies and results into cost reduction. 
Innovation in finding our modes of transportation can be very rewarding. These are just a few of the advantages of outstanding 

your logistics with one or more of our outstanding clients. 

Keywords: implementation, Material, production, packaging, inventory, transportation, warehousing, Corporate Goal, Marketing 
Goal, Digital Marketing, planning, delivering, controlling, physical goods, marketing materials. 

 

Introduction 

 Logistics is generally the detailed organization 

and implementation of a complex operation. In a 

general business sense logistics is the management 

of the flow of things between the point of origin 

and the point of consumption in order to meet 

requirements of customers or corporations. The 

resources managed in logistics can include 

physical items such as time and information. The 

logistics of physical items usually involves the 

integration of information flow material handling, 

production, packaging, inventory, transportation, 

warehousing and often security. 

 In military science, logistics is concerned with 

maintaining army supply lines while disrupting 

those of the enemy, since armed force without 

resources and transportation is defenseless. 

Military logistics was already practiced in the 

ancient world and as modern military have a 

significant need for logistics solutions, advanced 

implementations have been developed. 

 

Definition: Logistics Marketing 

 Marketing logistics involve the transportation 

of goods in a planned manner which offers control 

over the distribution mechanism. 

 

 

Goals of Logistics Marketing 

 Corporate Goal : For example, your 

corporate goal may be something like: 

 Our company aims to be a top widget maker 

garnering the respect of our industry, business 

partners, customers and prospects all while 

developing successful and satisfied employees. 

 We’d to grow by 150% over the next five 

years with a net profit of 3% 

 Marketing Goal: Now that you know your 

corporate goals, you can establish a marketing 

goal. It’s imperative they are aligned. Using the 

above corporate goals, you can then establish 

these goals for example. 

 Create a consistent marketing program of 

brand awareness campaigns and multi – 

channel marketing platforms in order to gain 

leads and sales from a more sophisticated and 

larger shipper. 

 Achieve market perception as a thought leader 

in the logistics industry through consistent 

content marketing. 

 Digital Marketing Goal: Now it’s time to 

establish your digital marketing goals to along 

them with both your corporate and marketing 

goals. Remember, digital marketing uses new tools 

to achieve your goals. You still need to think 
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fundamentally and sound when it comes to 

marketing. Just because there are no new tools, 

doesn’t mean the basics of goal setting aren’t 

important, and more than ever is it important to 

stick to a sound plan predicated by outcomes, not 

by tactics. So with the above stated goals, you 

would have the following  

 Digital Marketing Goals 

 Create a digital environment where it is easy 

for the user to reach out via any channel they 

feel most comfortable, i.e. using digital best 

practices to have  consistent messaging, 

and calls to action in each channel. Short term 

specific goals include a new website featuring 

a blog content marketing plan, and email 

marketing programs. 

 Stay active in social media platforms, 

curetting and producing content which adds 

value to the started target audience. Short 

term specific goals include : 

 Establish social media platforms 

 

Functions of Logistics Marketing 

 Marketing logistics involve planning 

delivering and controlling the flow of physical 

goods, marketing materials and information from 

the producer to a market as necessary to meet 

customer demands while still marking a 

satisfactory profit. Maintaining an organization’s 

competitive edge means understanding and 

implementing an effective marketing logistics 

strategy regarding product, price place and 

promotion. These four functions of marketing 

logistics help the organization to reach the target 

customers and deliver the products or services sold 

by the organization to these customers.  

 

Product Delivery 

 One function of logistics marketing is finding 

our who your customers is and how to get the 

product or service to the customers. Each 

customer can have individualized needs so the 

logistical services provided may vary from 

customer to customer. Regardless of these 

differences the customers expects 100percent 

conformance and assured reliability at all times 

with every transaction. The goals of this aspect of 

marketing logistics include filling the order on- 

time delivery precise invoicing and zero damage 

price. 

 An organization bases pricing decisions on 

both internal and external factors. Marketing 

logistics must recognize price drivers. The profile 

of the customer, the product and the type of order 

are factors that driver the price. These changes are 

not typically controlled by marketing logistics. 

However marketing logistics must react to these 

factors and understand how the factors affect 

customer’s decisions. Discounts for quantities and 

the related logistical cost structure can impact the 

price the customer will ultimately pay for the 

product or service. Additional factors driving price 

include the shipping costs based on the size, 

weight and distance the organization will ship the 

item. Further, the size of the manufacturing run, 

labor costs and the type’s quantities and quality of 

the materials used in the manufacturing process 

can affect price. 

 

Promotion 

 Promotion is another important aspect of an 

organization’s marketing logistics process. When 

bringing a product to market, the organization 

must coordinate the logistics of the various 

marketing materials. For example the art 

department might design the artwork for the 

product’s box and an outside supplier might 

manufacture the boxes with the artwork. 

Marketing logistics can help to ensure that all 

these entities work together and produce the 

marketing materials needed to sell the product. 

Place 

 The function of place in marketing logistics 

allows the organization to simplify the 

transactions between a logistics provider and the 

customer. The organization must execute logistics 

in such a way that the customer is not aware of the 

complexities involved in the logistics process. For 

the customer the output is always more important 

than the process. The organization should 

therefore never expose the backroom processes 

involved with logistics delivery to the customer. 

Also the location of the factory warehouse and 

customer can greatly impact the marketing 

logistics process by increasing or reducing coast. 

For example locating in Mexico might reduce the 

labor costs associated with a product. However at 
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the same time locating the factory in Mexico 

might increase the shipping costs and negate any 

cost savings. 

 

Benefits of using Logistics Marketing: 

 Reduce your Costs: By outsourcing you can 

reduce your distribution costs and headaches 

and concentrate on the manufacturing 

marketing and expansion of your products. 

 Eliminate costly seasonality demands on 

your distribution network. 

 Reduce your technology demands: Allow 

your Third Party Logistics Company provides 

the most efficient systems needed to operate 

your distribution programs. 

 Eliminate capital expenditures that can 

hamper the development of other sectors of 

your company. 

 Reduce your transportation cost by allowing 

our experts to manage all or a portion of your 

transportation needs. 

 Shorten the delivery time from the 

warehouse to your customers by participating 

in our client’s consolidation and vendor 

delivery programs. 

 

Conclusion 

 Management is putting more and more 

emphasis on distribution management. Same 

things in different ways can increase efficiencies 

and results into cost reduction. Innovation in 

finding out modes of transportation can be very 

rewarding. These are just a few of the advantages 

of outsourcing your logistics with one or more of 

our outstanding clients. Marketing logistics can 

help to ensure that all these entities work together 

and produce the marketing materials needed to 

sell the product. 
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Abstract 

 The Online banking Services are increasing day by day in the Banking sector in India. In this paper aims to examine the 
Online banking Services of the Banking Sectors in India. In this study used to collected data from primary and secondary sources 

which are collected from Banking Customers, Website and other sources. The Online Banking Services is briefly explained Pros 
and Cons, Features and Drawbacks Virtual Banking . It means The researcher concludes that through effective regulation, creating 

awareness of the Online banking Customers.  

Keywords: Online Banking Services, Features, Pros and Cons 

 

Introduction 

 Online banking, also known as internet 

banking, e-banking or virtual banking, is 

an electronic payment system that enable 

customers of a bank or other financial 

institution to conduct a range of financial 

transactions through the financial institution's 

website. The online banking system will typically 

connect to or be part of the core banking system 

operate by a bank and is in distinction to branch 

banking which was the conservative way 

customers accessed banking services. 

 To access a financial institution's online 

banking facility, a customer with internet access 

will need to register with the institution for the 

service, and set up a password and 

other credentials for customer verification. The 

credentials for online banking is normally not the 

same as for telephone or mobile banking. 

Financial institutions now routinely apportion 

customers numbers, whether or not consumers 

have indicated an intention to admittance their 

online banking reserve Customer numbers are 

normally not the same as account numbers, 

because a number of customer accounts can be 

linked to the one customer number. Technically, 

the customer number can be linked to any account 

with the financial institute that the customer 

controls, though the financial institution may limit 

the range of accounts that may “Emerging Trends 

un Customs Clearances and Logistics” be alive 

accessed to, say, cheque, savings, loan, credit card 

and similar accounts. 

 Online banking allows a user to execute 

financial transactions via the internet. Online 

banking is also known as "internet banking" or 

"web banking." An online bank offers customers 

just about every service traditionally obtainable 

through a local branch, including deposits, which 

is done online or through the mail, and online bill 

payment. 

 

Objectives 

1. To study the Benefits of Online Banking 

2. To identify the Features available through 

 Online Banking 

3. To study  the Drawbacks Virtual Banking 

 

Benefits of Online Banking 

1. Convenience: By banking online, you can 

carry out your banking activities whenever you 

want. Online banking is a 24 hour service, so you 

are no longer tied to the branch’s hours. On top of 

that, you don’t have to take the time toward travel 

to the branch and wait in the expected lines, thus 

giving you more time to do what you want. 

2. Mobility: Online banking can be done from 

anywhere, as long as you have an Internet 

connection. Even if you are away for business or a 

vacation, you can still take care of your banking 

desires. Some banks, such as Bank of America, 

have even created mobile applications that make 

https://en.wikipedia.org/wiki/Electronic_money
https://en.wikipedia.org/wiki/Bank
https://en.wikipedia.org/wiki/Financial_institution
https://en.wikipedia.org/wiki/Financial_institution
https://en.wikipedia.org/wiki/Financial_transaction
https://en.wikipedia.org/wiki/Financial_transaction
https://en.wikipedia.org/wiki/Core_banking
https://en.wikipedia.org/wiki/Branch_banking
https://en.wikipedia.org/wiki/Branch_banking
https://en.wikipedia.org/wiki/Credential
https://en.wikipedia.org/wiki/Telephone_banking
https://en.wikipedia.org/wiki/Mobile_banking
https://www.investopedia.com/terms/d/deposit.asp
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banking easier for those with a Smartphone like 

the Apple iPhone or iTouch or a Blackberry. With 

this added mobility, you’ll no longer have to 

worry about missing a payment or any other time 

reactive banking activity. 

3. No Fees: Because an online bank doesn’t have 

to worry about funding an actual bank location 

with all of those additional costs, fees can be 

compact and are often non-present Those 

checking and savings accounts that are offered by 

completely online banks usually have no fees at 

all. Depending on the type of account you at this 

time have, you could be saving anything from $60 

a year and up. 

4. Higher Interest Rates: Again, due to a lack of 

costs associated with running an online bank, 

higher interest rates are often accessible for their 

accounts. For higher concentration rates, you 

would usually need to bank with a completely 

online account. 

5. Online Statements: Most online banks try to 

be as paper-free as possible. Most statements and 

correspondence is done online, reducing the 

amount of paper used and sent out to you. This 

again will help reduce the costs of the online bank. 

As an added bonus, this makes online banking a 

great ecological choice. Be warned, some banks do 

charge if you do want a paper copy of something. 

6. Direct Deposit:  With any incoming money, 

such as your salary, you can arrange for it to be 

immediately deposited into your bank account by 

the company sending the money. This is 

essentially a double benefit, as you don’t have to 

take the time to deposit the check, plus the money 

goes into your account faster allowing you to earn 

interest that much quicker. 

7. Automatic Bill Paying: With automatic bill 

paying, you can automate paying your monthly 

bills. Of course, you need to set this up, but it will 

be worth it in the long run. First, with your bills 

being paid normally you shouldn’t ever miss a 

payment. Plus, by not having to worry about the 

time taken to mail in your payment, you can keep 

your money in your account for a bit longer, 

earning you a little bit more interest – and you 

save resting on postage too. Finally, you can 

actually do away with using checks and you also 

save on paper used, making this a much greener 

way of banking also. 

8. Real Time Account Information: Because 

you can access your accounts anytime, you can 

get up to date, real time in sequence on the money 

in your accounts. This will allow you to better 

administer your money and gain the most from 

different accounts, interest rates and services 

provided by the bank. 

9. Transfers:  Transfers between accounts with 

the same financial institution online can be done 

almost instantaneously. Not only is there no hold 

on the money being moved around, you can do it 

every time you like and from anywhere You also 

save time on travelling to the local branch. Even 

transfer to additional financial institutions is 

easier, and safer as you don’t have to carry the 

money around with you. You can even now e-

mail money to and from other people with 

INTERAC e-mail money transfers. 

 
 

Features Available Through Online Banking 

1. View balances: Checking your balance 

doesn't require much work. You simply select 

Account balances and take a look at your balance 

and past statement If you have more than one 

account, you can also do transfers between 

accounts. 

2. Pay bills: To pay your bills online, you just 

need to add to your account the names of the 

companies you wish to pay bills to. In the Pay 

Bills section, select Add payees, search for the 

name of the company and fill in the account 

number for each company. You can also sign up 

for the ebills service from epost, a facility that 

sends you a bill by email instead of a printed one 

by regular mail. 

3. Transfer funds: When you select Transfer 

Funds, you'll be asked where to transfer the 

money to and from, when, and the amount. 
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4. Set up recurring bill payments or transfers: If 

you make a regular payment every month, it 

might exist convenient to set up an regular 

extraction from your account. 

5. Monitor CIBC investments: If you have any 

CIBC investments, you can keep an eye on those 

stocks or mutual funds here. 

6. Send and receive an INTERAC  

e-TransferTM2: This could be the end of the 

birthday cheque! You can receive transfers from 

other people's accounts, or set up transfers from 

your account to someone else's. The recipient will 

get an e-mail notify them of the transaction. 

7. View CIBC VISA* accounts: Always a good 

place to monitor your spending. You can build 

your credit card payments online, right from your 

account. 

8. Order cheques: We don't need them much 

anymore due to online banking and debit 

purchases, but if you still use cheques, you can 

order them honestly from the CIBC website. 

 

The Drawbacks Virtual Banking 

Banking exclusively online also has its share of 

drawbacks and inconvenience These include: 

1. Bank Relationship 

 A traditional bank provides the opportunity to 

develop a personal relationship with that bank. 

Getting to know the people at your local branch 

can be an advantage when you need a loan or a 

special service that is not normally offered to the 

public. A bank manager usually has some 

discretion in changing the terms of your account if 

your personal circumstances change. They can 

help you solve problems such as reversing an 

undeserved fee or service charge. 

 Your banker will also get to know you and 

your unique needs. If you have a business 

account, this personal relationship may help if you 

need capital to expand. It's easier to get the bank's 

support if there is someone who understands your 

business and can vouch for your operating plan. 

2. Transaction Issues 

 Sometimes a face-to-face meeting is required 

to complete complex transactions and address 

complicated problems. A traditional bank can host 

meetings and call in experts to solve a specific 

issue. In addition, international transactions may 

be more difficult (or impossible) with some direct 

banks. 

 If you regularly deposit cash, a traditional 

bank with a drive-through window may be more 

practical and resourceful. Another probable 

drawback is that most direct banks do not have 

their own ATM machines. Unless an internet 

bank has a network alliance with another bank, 

you will be charged for your ATM use.  

3. Service Issues 

 Some direct banks may not offer all the 

comprehensive financial services, such as 

insurance and brokerage accounts, that traditional 

banks propose Traditional banks sometimes offer 

special services to loyal customers, such as 

preferred rates and investment advice at no extra 

charge.  

 In addition, routine services such as 

notarization and bank signature guarantee are not 

available online. These services are required for 

many financial and legal transactions. 

4. Security 

       Direct banks are subject to the same laws and 

regulations as traditional banks, and accounts are 

protected by the FDIC. Sophisticated 

encryption software is designed to protect your 

account information, but no system is perfect. 

Accounts may be subject to phishing, hacker 

attacks, malware and other unofficial activity. 

However, one advantage of online banking is that 

you are likely to find a security breach more fast, 

because your account balance is so accessible. 

 Most banks now make scanned copies of 

cleared checks available online, which helps to 

avoid and identify check fraud. It enables 

verification that all checks are signed by you and 

that dollar amounts have not been transformed 

The timely discovery of discrepancies can be 

reported and investigated immediately. 

 Identity theft is a significant concern, but 

some online banks take this risk more seriously 

than others. Before opening an online account, 

thoroughly investigate the bank's security policies 

and protections to ensure they meet your 

expectations. 

5. The Bottom Line 

 The rise of internet banks has increased the 

competition for your banking business. With both 

online and brick-and-mortar banks suggest unique 

https://www.investopedia.com/terms/s/service-charge.asp
https://www.investopedia.com/terms/a/atm.asp
https://www.investopedia.com/terms/b/brokerageaccount.asp
https://www.investopedia.com/terms/i/investment-advice.asp
https://www.investopedia.com/terms/s/signatureguarantee.asp
https://www.investopedia.com/terms/e/encryption.asp
https://www.investopedia.com/terms/p/phishing.asp
https://www.investopedia.com/terms/a/accountbalance.asp
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benefits and drawbacks, it may not be wise to do 

your banking exclusively with either option. 

While it's not possible for everyone, the best play 

may be to split your banking between both in-store 

and online services and benefit from the 

conveniences and savings of internet banks while 

maintaining the customer service and personal 

relationships a physical branch can provide. 

 

Conclusion 

 In this study, any inquiry or transaction is 

processed online without any reference to the 

branch (anywhere banking) at any time. Providing 

internet banking is increasingly becoming a 'need 

to have' than a 'nice to have' services. Delivering 

superior service quality appears to be a 

prerequisite for success of any service firms. As 

electronic banking becomes more prevalent, now-

a-days customers are evaluating banks based more 

on their “high-touch” factors than on their “high-

tech” factors in most of the developing economy 

like India. 
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Overview of Women’s Health 

 Life expectancy is higher for Women than 

Men in most countries, a number of Health and 

Social factors combine to create a lower quality of 

life for Women.  Unequal access to information, 

care and basic Health practices further increases 

the Health risk for Women. The present paper 

aims to bring out the various Health issues of 

Women. The process of creating the knowledge 

and awareness of - and responsibility for Gender 

among all Health professionals termed as ‘Gender 

Mainstreaming’. Discrimination on the basis of 

their Sex leads to many Health hazards for 

Women, including physical and Sexual Violence, 

Sexually-transmitted infections, HIV/AIDS, 

Malaria and Chronic Obstructive pulmonary 

diseases. 

 Since 1995, there have been important 

improvements in the health status of women at the 

global level, including an increase in life 

expectancy by more than a decade. The 

Millennium Development Goals (MDGs) adopted 

Women’s health in two of the eight goals.  MDG 

5 focuses on improving maternal health by 

reducing by three quarters, between 1990 and 

2015, the maternal mortality ratio.  MDG 6 

focuses on combating HIV/AIDS, Malaria and 

other diseases. 

 

National Polices, Structures and Resources for 

Women’s Health 

 There has been considerable progress at the 

national policy level and a growing awareness of 

the importance of gender dimensions in health 

policies, including general health policies and 

those specific to sexual and reproductive health. 

India’s National Health Policy 2002 focuses 

throughout on the health of the poor, and 

dedicates a section to the health of women and 

related socio economic and cultural issues.  The 

document acknowledges the importance of 

women’s health as a major determinant of the 

health of entire communities. The policy endorses 

the need to expand the primary Health Care 

Infrastructure to Increase Women’s Access to 

Care.  The Policy also recognizes a need to review 

staffing in the public health service, so that it may 

become more responsive to specific needs of 

women. 

 India’s income inequalities, lack of skilled 

health workers, and large rural population, many 

of whom live in vast hard-to-reach areas, all 

present challenges that result in wide disparities 

within and among different states and 

populations.  For instance, the maternal mortality 

ratio in the northeastern state of Assam is about 

five times as high as that of the southern state of 

Kerala. India is showing promising progress on all 

key drivers of maternal mortality reduction.  The 

first driver is reduction in fertility, from 3.4 (1992-

1993) to 2.7 (2005-2006), according to National 

Family Health Surveys.  A second key driver is the 

overall economic growth and increased financial 

commitment to the health sector, which has 

translated to greater access to maternal healthcare.  

The third is a steady increase in institutional 

deliveries, especially in states that have high rates 

of maternal death.  The fourth is a rapid increase 

in birth attended by skilled providers in recent 

years.  Other factors that are improving the 

situation include an increase in female literacy, 

enhanced community links with the health care 

delivery system, and improved transportation and 

communication. 

 

Advancing the Field Gender, Women and 

Health 

 The goal of the WHO Department of Gender, 

Women and Health (GWH) is to create, sustain 

and support evidence – based policies and 
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programmes in WHO and member states with 

partners to achieve gender equality, health equity 

and improved women’s health.  It does so by 

providing leadership in advancing the field of 

gender, women and health based on the principles 

of gender equality and health equity. GWH works 

to: 

1. Accelerate progress in the implementation of 

the WHO Gender Strategy and WHO 

resolution WHA 60.25 in WHO and in 

countries. 

2. Provide technical leadership to advance the 

knowledge and the application of norms and 

standards 

3. Define a strategic focus and agenda for 

improving women’s health in collaboration 

with a range of stakeholders and partners 

 

Promoting Gender Equality – The Who Gender 

Strategy 

 For decades, WHO has been working to 

understand the range of factors affecting women’s 

health, looking at specific population groups 

ranging from newborn, child and adolescent 

health to adult health and older age; specific 

health settings such as the workplace; health 

challenges such as universal coverage or specific 

health conditions such as HIV.  So has GWH 

since its inception. The ultimate goal has, and 

remains, better health for women of all ages.  

More recently, the Organization has reviewed the 

latest evidence towards setting a global agenda in 

four action areas: 

1. Building strong leadership and a coherent 

institutional response 

2. Making health systems work better for women 

3. Leveraging changes in public policy 

4. Building the knowledge base and monitoring 

progress 

 WHO’s Constitution and its 11th General 

Programme of work confirm and uphold 

commitments to social justice, gender equality and 

health equity as both a means to achieve health 

goals and important health goals in and of 

themselves. GWH has been mandated to catalyse 

WHO’s contribution to the global agenda for 

women’s health and is supporting countries in the 

formulation and implementation of evidence – 

based policies and actions to improve women’s 

health. GWH works with a robust network of 

organizations and professionals to advance the 

field of gender and public health. The present 

study has been Organised as follows:  the section 

II analyses the existing Literature review on 

Women Health; the Section III discusses the 

Women and Health particularly reproductive 

Health, Maternity etc., the section IV is denoted 

for the concluding remarks and suggestions. 

 

Section II Analyses the Existing Literature 

Review on Women Health 

 Sachs (2003) and Bajpal (2004) from the Earth 

institute emphasized that while India has strong 

economic growth and had made some progress 

towards the MDGs (poverty, education), the 

healthcare goals lagged significantly, with 

unacceptably high rates of maternal mortality, 

infant mortality, and undernutrition.  India’s sheer 

size impacts the entire South Asia region’s 

performance and gives the country particular 

importance.  Development strides vary; while 

there were over 670 million mobile phone 

connections in India in late 2010, 665 million 

people did not have access to a private toilet or 

latrine, and over 75% of households’ per capita 

calorie consumption is less than daily minimum 

requirements. 

 WHO (2007) the World  Health Assembly, 

WHO’s supreme decision – making body, adopted 

resolution WHA 60.25, which urges Member 

States to mainstream gender in any planned health 

action and requests the WHO Director – General 

to ensure full implementation of the WHO 

Strategy for integrating gender analysis and 

actions into the work of WHO. WHO takes action 

in four strategic directions: 

1. Building WHO capacity for gender analysis 

and planning 

2. Bringing gender into the mainstream of 

WHO’s management 

3. Promoting the use of sex-disaggregated  data 

and gender analysis 

4. Establishing accountability 

 Geetha B and Nalini B (2009) discussed 

Social Barriers in Implementing Health Programs 

– A study on revised national Tuberculosis 

program.  They examined the social hindrances 

encountered by the respondents in continuing   the 
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treatment.  The study concludes that there are 

several social impediments that the patients 

encounter in continuing the treatment. 

 Seilan A (2009) in his study Health of Rural 

Indian Women – A study with special reference to 

selected villages in Kanyakumari District.  In his 

article he found out that the health condition of 

the respondents and their awareness about health 

care services.  The study involved a total of 180 

respondents consisting of an equal number of 45 

respondents from four taluks were selected.  

Suggest that improving women’s health requires a 

strong and sustained government commitment, a 

favourable policy environment and well – targeted 

resources. 

 Porselvi T and Sumathi N.S (2009) in their 

study women’s Health in India explained that 

Indian Women have low levels of both education 

and formal labour force participation.  They 

typically have little autonomy, living under the 

control of first their father, then their husbands 

and finally their son.  While women in India face 

many serious health concerns, reproductive 

health, violence against women are considered to 

be key issues. 

 

Section III Discusses the Women and Health 

Particularly Reproductive Health, Maternity 

Etc.,  

Gender Issues in Disease and Other Health 

Issues  

 Malnutrition, often caused by gender 

discrimination in food distribution, remains a 

challenge in many countries. Anaemia and iodine 

deficiencies are serious problems in some 

countries. In industrialized countries, girls and 

young women suffer more than men from eating 

disorders such as anorexia, bulimia and obesity. In 

some countries, given increased female life 

expectancy and changes of life style, certain non-

communicable diseases, such as cancer, 

cardiovascular diseases and osteoporosis, have 

become more common, in particular among older 

women. In addition, work-related fatigue, 

repetitive strain injury, infections and mental 

health problems are more common among women 

than among men. 

 Gender dimensions of diseases, including 

tuberculosis (TB), malaria, and mental health need 

to be addressed. For example, the epidemiology 

and course of tuberculosis differs for men and 

women. Women progress from infection to active 

TB faster than men do, but the reported incidence 

of pulmonary TB among women is nearly always 

lower than for men. It remains unclear whether 

and to what extent these differences are a true 

reflection of disease incidence, as recent research 

from India suggests, or an indication of health 

system failures to detect and report female cases, 

as gender-based barrier models of limited access to 

health care and diagnosis suggest. Women are 

more likely than men to adhere to treatment and 

to complete a full course. Consequently, women 

who reach treatment are also more likely than 

men to be treated successfully. 

 

The Scope of Sexual and Reproductive Health 

and Rights 

  “Reproductive rights are central to human 

rights, especially the human rights of women.  

They derive from the recognition of the basic right 

of all individuals and couples to make decisions 

about reproduction free of discrimination, 

coercion or violence.  They include the right to the 

highest standard of health and the right to 

determine the number, timing and spacing of 

children.  They comprise the right to safe 

childbearing, and the right of all individuals to 

protect themselves from HIV and other sexually 

transmitted infections.”  

 

Reproductive Health 

 Reproductive health problems are the leading 

cause of women’s ill health and death worldwide.  

Death and disability due to sexual and 

reproductive health accounted for 18 per cent of 

the total disease burden globally and 32 per cent of 

the disease burden among women of reproductive 

age in 2001. More than half a million women in 

the developing world die during pregnancy and 

child birth due to preventable causes, with over 90 

per cent of those in Africa and Asia.  Unsafe 

abortions continue to imperil women’s 

reproductive health in developing countries.  

According to WHO estimates, 19 million unsafe 

abortions were carried out in 2000, with Asia, 

Africa and Latin America accounting for the 

highest numbers. 



 
 

 113   Bodhi International Journal of Research in Humanities, Arts and Science 

 

Vol.2       Special Issue 13      April 2018          E-ISSN: 2456-5571 

Improving Reproductive Health 

 A number of strategies have been developed 

to address issues related to women’s reproductive 

health which encompass a state of complete 

physical, mental, social well-being, including: 

 Access to appropriate, safe, effective, 

affordable, acceptable methods of family 

planning based on informed choice and 

dignity;  

 Services for safe pregnancy and childbirth;  

 Prevention, diagnosis and treatment of 

reproductive tract infections and sexually 

transmitted infections, including HIV/AIDS;  

 Satisfying, safe sexual life; and  

 Elimination of violence against women and 

girls, including female genital 

mutilation/cutting, domestic violence and 

trafficking.  

 

Improving Reproductive Health Care in 

Emergencies  

 Women’s reproductive health care needs 

continue during emergencies, including in 

situations of conflict and natural disasters. The 

Minimum Initial Services Package (MISP) was 

developed in response to these needs. The MISP is 

a set of priority activities to be implemented 

during the early stages of an emergency. MISP 

activities are designed to: prevent and manage the 

consequences of sexual violence; reduce HIV 

transmission; prevent excess maternal and 

neonatal mortality and morbidity; and plan for 

comprehensive reproductive health services in the 

early days and weeks of an emergency.  Women 

and men differ in terms of biological make-up, 

power, status, norms and roles in society.  

Member states of the World Health Organization 

(WHO) and international agreements stress that 

these differences must be acknowledged, analysed 

and addressed through gender analysis actions. 

 Without due attention to gender equality, 

health services, programmes laws and policies will 

have limited effects, women and men will not 

achieve their full health potential over life – 

course, women aged 20-59, for instance, will 

continue to die from the leading killers 

HIV/AIDS and maternal conditions. 

Furthermore, without achieving Millennium 

Development Goal 3 – gender equality and 

empowerment of women – the other MDGs will 

not be met by 2015. 

 

Other Health Issues 

 Although there is a tendency to focus on 

women’s reproductive health, countries have also 

reported on progress in other areas.  For example 

increased attention to the early detection of breast 

and cervical cancer; recognition of violence 

against women as a health problem; efforts made 

to address women’s mental health issues; attention 

to gender-specific factors in addiction, primarily 

relating to tobacco use; efforts made related to 

nutrition and eating disorders; and initiatives to 

reduce the incidence of tuberculosis and malaria 

among women. 

 

India Progressing towards the MDGS 

Table 1: Key Indicators, and Current Status and 

National Goals for Maternal, Newborn, and 

Child Health 

 Status (year) 
Goals and 

targets(year) 

Child 

(age<5years) 
Mortality rate 

74 per 1000 
live births 

(2005-06) 
69 per 1000 

live 
births(2008) 

63 per 1000 

live 
births(2010) 

Millennium 

Development Goals 
4: 38 per 1000 live 

births (2015) 

Infant 

mortality rate 

53 per 1000 

live births 
(2008) 

National population 
policy (2000) and 

National Rural 

Health Mission:<30 
per 1000 live births 

(2010); XI plan: 28 
per livebirths (2012) 

Neonatal 
mortality rate 

35 per 1000 

live births 
(2008) 

National Plan of 

Action for Childred 
2005: 18 per 1000 live 

births (2010) 

Maternal 

mortality ratio 

254 per 
100000 live 

births (2004-

06) 

National population 

policy (2000)and 

National Rural 
Health Mission <100 

per 100000 live births 
(2010); milliennium 

Development Goal 5 
<100 per 100 000 live 

births (2015) 
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Total fertility 

rate 
2.7 (2005-06) 

National Rural 
Health Mission 2.1 

(2012) 

Prevalence of 

underweight 
among 

children(age 
<5 years) 

43% (2005-
06) 

National Plan of 
Action for children 

2005: reduce by half 
(2010); Millennium 

Development Goal 

1.27% (2015) 

 

The Current Maternal and Child Health Status 

in India 

 Maternal Health: Goals 1 and 5. India has 

the highest number of maternal deaths in the 

world.  The national maternal mortality rate 

(MMR) is 254 per 100,000 live births, an absolute 

number of 68,000 per year.  Comparatively, 

China’s MMR is 45. There is disparity between 

states, and some states far exceed national MMR, 

including Assam (480) and Uttar Pradesh (440). 

The majority of death are preventable through safe 

deliveries and adequate maternal care. 

 However, only 52.7 % of women have a safe 

delivery (defined as one in an institution or at 

home attended by skilled health professional).  

Over half of married women are anaemic, and one 

third of women are underweight.  India is also 

marked by particularly high unmet need for 

contraception, rampant unsafe abortion, young 

pregnancies (30% of women deliver before the age 

of 20), and minimal reproductive health support 

for younger women. 

 Despite these health challenges, India’s public 

health expenditures are less than 1.5% of its GDP 

(prior to launching NRHM, expenditures were 

0.9% GDP), and the WHO ranks India 171st out 

of 175 nations on public health spending. The 

latest maternal mortality estimates show excellent 

progress:  India’s maternal mortality rate has 

declined from 570 deaths per 100,000 live births in 

1990 to 230 in 2008, which means that the country 

could come very close to , or even reach, the 

Millennium Development Goal 5 indicator, which 

calls for declines of 75 per cent (from 1990 to 

2015). 

Section IV is denoted for concluding remarks 

and suggestions 

Conclusion  

 Many countries reported that urban women 

had much better access to health services than 

women in rural areas, including indigenous 

women. A lack of human and financial resources 

limits primary health care in rural and remote 

areas. Range of strategies and actions has to be 

recommended to address the gaps and challenges 

in women’s health. Monitor the provision of 

health services to women by public, non- 

governmental and private organizations, to ensure 

equal access and quality of care. However, it is 

necessary to speed up the pace of development 

further in order to accomplish the Millennium 

Development Goal 5.  Healthcare systems need to 

be strengthened more rapidly, powered by 

interventions that help reach the unreached and 

prevent the deaths of some 60,000 women each 

year. 

 

Suggestion 

 Government should take necessary steps to 

aware of Health related issues, particularly to 

Women. The Government of India should 

improve the Health in-fracture by upgrading and 

increasing the total number of hospitals, clinics 

and laboratories in both urban and rural areas. 
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Abstract 
 In the ever changing socio-domestic scenario, both men and women have to necessarily go for employment to boost up the 

household income and cooking food in traditional methods is really an ordeal for women. Capitalizing this situation, business houses 
ranging from small time manufactures to multinational corporations have started innovating and commercializing “easy to cook 

food items” like noodles, vermicelli, gulab jamun, instant idli, vada, dosa mix, etc., that are otherwise called instant. The study 
includes the demographic factors like age, gender, monthly income, educational qualification, type of family, etc. Data was collected 
from 50 respondents in Madurai city. Hence, the study focuses on the buyer behaviour towards Ready to eat products in Madurai 

city. 

 

Introduction 

 The study of buyer behaviour is an important 

area in marketing research. It flows from the buyer 

point of view. As the modern marketing concept 

places greater emphasis on consumer satisfaction, 

the market should have a clear idea about the 

choices, preference of buyer. No market gets 

success without understanding the consumer. 

 The term 'food' refers to the reaction taken 

into the body to keep the body in a healthy and in 

an active state. Food is to help to grow, repair and 

replacement of its worn-out tissues into the body. 

Food has to provide energy such as vitamins, 

minerals, carbohydrates, proteins, fats, etc., India 

places second in the production of food. Food and 

agricultural sector contributing 26 percent to 

Indian GDP (Gross Domestic Product).Basically, 

Food is becoming a culture indicator due to 

various lifestyle changes like large media 

attention, and wider coverage to foreign cuisines. 

This makes a change in consumer’s buying 

behaviour. 

 In India, majority of the people consumes 

their food still at home. Out of home food 

consumption is increasing in recent scenario. Out 

of home  food consumption is due to increase in 

urbanization, breaking of joint family system, 

desire for taste, need for convenience, increasing 

in working women, rising in per capita income, 

changing lifestyles and increasing level of wealth 

in the middle income group that makes in changes 

in food habits. 

 Pre-prepared, pre-cooked food are termed as 

“ready meals” that are considered as the “ultimate 

processed foods”. Various ready meals are 

considered better over others as they do not 

contain any chemical preservatives and remain 

shelf-stable without refrigeration for at least one 

year. The Ready To Eat (RTE) products, which 

originated in Japan with Instant noodles had its 

beginning in India in 80’s, are found today in the 

kitchen shelves of every Indian household.  

 The Ready To Eat (RTE) food products, also 

called convenience food, are fully or partially 

cooked when packed. These foods are often 

refrigerated and have defined food handling 

guidelines. 

 

Statement of the Problem 

 Consumer preferences are changing and are 

becoming highly diversified. At present, the 

demand for various consumer products is 

increasing day by day.  Out of home and ready to 

eat food consumption is increasing in recent 



 
 

 117   Bodhi International Journal of Research in Humanities, Arts and Science 

 

Vol.2       Special Issue 13      April 2018          E-ISSN: 2456-5571 

scenario. The diversification of food away from 

traditional products and in convergence with 

western style is responsible for changes in the 

whole food system. Due to hasty transition in 

under developing countries population, especially 

those who are dwelling in urban areas resulted 

dramatic increase in their food consumption 

pattern. There are certain factor that makes the 

consumer to purchase the products. In this context 

the researcher makes an attempt to study about 

the consumer behaviour towards ready to eat 

products. 

 

Objectives of the Study 

1. To study the demographic profile of the buyer 

using ready to eat products. 

2. To identify the buyer behaviour on ready to 

eat products. 

3. To give the suggestion on the basis of findings 

 

Scope of the Study 

 In this challenging world, people find no time 

to do homemade food. Now a day’s ready to eat 

products are marketing largely. Most of the studies 

were restricted their studies to consumer 

satisfaction. Having reviewed several studies and 

having identified the gap, the present studies 

undergone this investigation.  

 

Research methodology 

 The present study is based on both primary 

and secondary data. The primary data were 

collected by using structural questionnaire. A 

sample of 50 respondents was selected by using 

convenience sampling technique. The collected 

data were tabulated and analysed using percentage 

analysis, chi-square test, garret ranking technique 

and Likert scale. Area selected for the study was 

Madurai city. 

 Hypothesis of the Study: There is no 

significance difference between the gender and the 

money spent for ready to eat products per month. 

 

Limitation of the Study 

 The study is confined to Madurai cit only. 

 The size of the sample is small due to shortage 

of time. 

 The results are based upon the data given by 

the respondents. 

Demographic Profile of the Respondents 

 The respondents are consumers of ready to eat 

products. They are classified based on age group, 

gender, educational qualification, occupation and 

monthly income of the respondents. Table 1 

shows the demographic profile of the respondents. 

 

Table 1 Demographic Profile of the Respondents 

Demographic 

Profile 

Number of 

Respondents 

Percentage 

Age 

Below 20 Years 8 16 

20-40 Years 13 26 

40-60  Years 19 38 

Above 60 Years 10 20 

Gender 

Male 29 58 

Female 21 42 

Educational Qualification 

HSC 9 18 

Diploma 12 24 

Under Graduate 18 36 

Post Graduate 11 22 

Marital Status 

Married 32 64 

Unmarried 18 36 

Occupation 

Public employee 10 20 

Private employee 10 20 

Self employed 10 20 

Student 10 20 

Retired 10 20 

Monthly Family Income 

Below 25000 5 10 

25000-50000 13 26 

50000-75000 14 28 

75000-100000 11 22 

Above 100000 7 14 

Type of Family 

Nuclear family 38 76 

Joint family 12 24 

Number of Family Members 

2 members 4 8 

3 members 19 38 

4 members 15 30 

More than 5 

members 

12 24 

Type of Food 

Vegetarian 7 14 

Non- vegetarian 12 86 

Source: Primary Data 
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Table 1 Shows that out of 50 Respondents 

 38% belong to the age group of 40-60 years, 

26% belong to the age 20-40 years, 20% 

belong to the age group of Above 60 years and 

16% belong to the age group of below 20 

years. 

 58% are Male and 42% are Female. 

 36% under the category of Diploma, 24% 

under the category of Under graduate, 22% 

under the category of Post graduate and 18% 

under the category of Higher Secondary. 

 64% are Married and 36% Unmarried. 

 20% under the category of Public employee, 

20% under the category of Private employee, 

20% under the category of Self employee, 20% 

under the category of Student and 20% under 

the category of Retired. 

 28% belong to the earning group of 50000-

75000,26% belong to the earning group of 

25000-50000,22% belong to the earning group 

of 75000-100000, 14% belong to the earning 

group of Above 100000 and 10% belong to the 

earning group of Below 25000. 

 76% belong to Nuclear family and 24% belong 

to Joint family. 

 38% have 3 members in family, 30% have  

4 members in family, 24% have More than  

5 members in family and 8% have 2 members 

in family. 

 86% are Non-Vegetarian and 14% are 

Vegetarian. 
 

Classification on the Basis of Every Day Food 

 Breakfast is the first meal of a day, most often 

eaten in the early morning before undertaking the 

day's work. Luncheon, usually simply 

called lunch, is a meal that is usually eaten 

around noon or in the early afternoon. 

Dinner usually refers to the most significant and 

important meal of the day, which can be 

the noon or the evening meal. Table 2 shows 

number of respondents’ intake food in breakfast, 

lunch and dinner. 

 

Table 2 Classification on the Basis of Every Day Food 

Particulars 

Number of  

respondents 

intake always 

Number of  

respondents intake  

sometimes 

Number of  

respondents 

intake never 

Percentage 

Always Sometimes Never 

Breakfast 33 13 4 26 8 6 

Lunch 39 9 2 78 18 4 

Dinner 28 15 7 56 30 14 

Source: Primary Data 

 From table 2 it shows that out of 50 

respondents,  

 With reference to Breakfast: 66% are intake 

breakfast always, 26% are intake breakfast 

sometimes, and 8% are intake breakfast never.  

 With Reference to Lunch: 78% are intake 

lunch always, 18% are intake lunch sometimes, 

and 4% are intake lunch never.  

 With Reference to Night: 56% are intake 

dinner always, 30% are intake dinner sometimes 

and 14% are intake dinner never. 
 

Preference of the Customers towards Ready to 

Eat Products 

 Food can have many different meanings 

depending on the culture. Food may be differed 

according to different countries. It may be cooked 

and uncooked.  

Table 3 Preference of the Customers towards 

Ready to Eat Products 

S.No. Ready to eat 

food type 

Number of 

respondents 

% 

1. Cooked 34 68 

2. Uncooked 16 32 

Source: Primary Data 

 Table 3 shows that out of 50 respondents, 68% 

are preferred cooked food and 32% are preferred 

uncooked food.  

 

Frequency of Buying Ready to Eat Products 
 Ready to eat products are purchased in 

different frequency. The frequency may be daily, 

weekly, monthly or rarely. 
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Table 4 Frequency of Buying Ready to Eat 

Products 

S.No. 
Frequency of 

purchase 

Number of 

respondents 
% 

1 Daily 13 26 

2 Weekly once 29 58 

3 Monthly once 5 10 

4 Rarely 3 6 

Source: Primary Data 

 From table 4 it shows that out of 50 

respondents, 58% purchase weekly once, 26% 

purchase daily, 10% purchase monthly once and 

6% purchase rarely. 

 

Classification on the Basis of Period of Purchase 

of RTE Products 

 Ready to eat products are purchased in 

different time period. The period may be from the 

use of products. 

 

Table 5 Classification on the basis of period of 

purchase of RTE products 

S.No. 
Period of 

Purchase 

Number of 

respondents 
% 

1 Below 2 years 13 26 

2 2-4 years 8 16 

3 4-6 years 15 30 

4 6-8 years 9 18 

5 Above 8 years 5 10 

Source: Primary Data 

 Table 5 shows that out of 50 respondents, 30% 

purchase 4-6 years, 26% purchase Below 2 years, 

18% purchase 6-8 years, 16% purchase 2-4 years, 

and 10% purchase Above 8 years. 

 

 

Sources of Information 

 In order to keep the consumers aware of any 

product, the sources have to carry the name and 

its quality to the consumers.  Information 

gathering techniques make it easier to determine 

how people buy the products. 
 

Table 6 Sources of Information  

S.No 
Sources of  

Information 

Number of  

Respondents 
% 

1 Newspaper 9 z18 

2 Television 17 34 

3 Internet 18 36 

4 Friends/Family 6 12 

Source: Primary Data 

 From table 6 it shows that out of 50 

respondents, 36% get information through 

Internet, 34% get information through television, 

18% get information through newspaper, and 12% 

get information through friends/family. 
 

Money Spent for Ready to Eat Products 
 Amount can be spend on the ready to eat 

products are depends upon the size of the family 

and the income of the family. 
 

Table 7 Money Spent for Ready to Eat Products 

S.No. Money Spent 
Number of  

respondents 
% 

1 Below 500 3 6 

2 500-1000 7 14 

3 1000-1500 17 34 

4 More than 1500 23 46 

Source: Primary Data 

 Table 7 shows that out of 50 respondents, 46% 

spent more than 1500, 34% spent 1000-1500,  

14% spent 500-1000 and 6% spent below 500. 

 

Reason for Buying Ready to Eat Products 

Table 8 Reason for Buying Ready to Eat Products 

Rank I II III IV V VI VII VIII IX Total score Mean score Rank 

Taste 7 6 8 12 7 3 2 4 1 2904 322.67 3 

Nutrition 2 1 3 2 4 5 9 10 14 1896 210.67 9 

Convenience 12 10 12 5 3 3 2 1 2 3130 347.78 1 

Cost 2 6 3 6 3 3 8 7 12 2158 239.78 7 

Variety of dish 9 7 4 7 8 3 6 4 2 2792 310.22 4 

Easy availability 10 7 10 6 4 6 4 2 1 2964 329.33 2 

Quality 3 4 2 2 3 3 13 12 8 2083 231.44 8 

Quantity 2 7 5 6 5 11 2 5 7 2416 268.44 5 

Brand 3 2 3 4 13 13 4 5 3 2399 266.56 6 

Source: Primary Data 
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 Table 8 shows that out of 50 respondents, 

Convenience ranked first, Easy availability ranked 

second, Taste ranked third, Variety of dish ranked 

fourth, Quantity ranked fifth, Brand ranked sixth, 

Cost ranked seventh, Quality ranked eighth and 

Nutrition ranked ninth. 

 

Time Spent for Consumption of Ready to Eat 

Products 

 

Table 9 Time Spent for Consumption of Ready 

to Eat Products 

S.No. 
Time of  

Consumption 

Number of 

Respondents 
% 

1. Morning 10 20 

2. Afternoon 13 26 

3. Evening 16 32 

4. Night 11 22 

Source: Primary Data 

 From table 9 it shows that out of 50 

respondents, 32% consume at evening, 26% 

consume at afternoon, 22% consume at night and 

20% consume at morning. 

 

Preference of Company towards Ready to Eat 

Products 

 Consumer loyalty is more important for a 

company. For such means the company in which 

brand satisfied the consumers. 

 

Table 10 Preference of company towards ready 

to eat products 

S.No. 

Most 

 Preferred 

 Company 

Number of 

Respondents 
% 

1 ITC 5 10 

2 MTR 7 14 

3 Aachi 21 42 

4 Padanjali 11 22 

5 Others 6 12 

Source: Primary Data 

 From table 10 it shows that out of 50 

respondents, 42% prefer Aachi, 22% prefer 

Padanjali, 14% prefer MTR, 12% prefer Others  

and 10% prefer ITC. 

 

 

 

Relationship between Satisfaction Levels Regarding RTE 

 

Table 11 Relationship between Satisfaction Levels Regarding RTE 

S.No Particulars SA A N DA SDA 
Mean 

Score 

Mean 

rank 

1. Discount, offers during festival season 12 19 8 7 4 3.56 V 

2. Charge reasonable pricing 9 17 13 9 2 3.44 VI 

3. Quality of the product is good 6 14 9 14 7 2.96 VIII 

4. Quantity is better compared to other brands 5 17 10 10 8 3.02 VII 

5. Available of ready to eat product in nearby area 15 16 8 5 6 3.58 IV 

6. Ready to eat product is available frequently in the shop. 11 19 14 4 2 3.66 III 

7. More variety of brand available in the market 21 14 6 5 4 3.86 II 

8. Advertisement makes to purchase ready to eat 17 20 9 3 1 3.98 I 

Source: Primary Data 

 From Table 11 that the advertisement makes 

to purchase ready to eat scaled in the first place 

with a mean score of 3.98. More variety of brand 

available in the market scaled in the second place 

with a mean score of 3.86. RTE is available 

frequently in the shop scaled in the third place 

with a mean score of 3.66. Available of ready to 

eat product in nearby area scaled in the fourth 

place with a mean score of 3.58. Discount, offers 

during festival season scaled in the fifth place with 

a mean score of 3.56. Charge reasonable pricing 

scaled in the sixty place with a mean score of 3.44. 

Quantity is better compared to other brands scaled 

in the seventy place with a mean score of 3.02. 

Quality of the product is good scaled eighty place 

with a mean score of 2.96.  

 

Relationship between the Gender and the 

Money Spent for Ready to Eat Products Per 

Month 

 A study is made to find the relationship 

between the gender and the money spent for ready 

to eat products per month. 
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 Hypothesis: “There is no significance 

relationship between the gender and the money 

spent for ready to eat products per month” is 

framed and tested with the help of Chi-Square test.   

 

Table 12 Relationship between the Gender and the Money Spent for Ready to Eat Products Per Month 

S.No. 
Gender/ Money spent 

(Rs.) 
Below 500 500-1000 1000-1500 Above 1500 Total 

1. Male 2 (1.74) 4 (4.06) 9 (9.86) 14 (13.34) 29 

2. Female 1 (1.26) 3 (2.94) 8 (7.14) 9 (9.66) 21 

 Total 3 7 17 23 50 

Source: Primary Data 

Note: Figures in bracket represent expected frequency 

Chi-square calculated value 0.273 Degree   of Freedom 6 
Table value @ 5% level  

of significance 
12.6 

  
 Since the calculated value (0.273) is lesser 

than the table value (12.6) @5% level of 

significance for 6 degree of freedom, we accept the 

null hypothesis. Hence, it is concluded that there 

is no significance relationship between the gender 

and the money spent for ready to eat products per 

month. 

 

Suggestion 

 Based on the findings, it is suggested that the 

ready to eat products has to improve the 

quality of the food using better 

manufacturing, and packing methods. 

 The pricing strategy should be designed in 

such a way so as to be competent with the 

restaurants rate. People do not mind spending 

more if it saves time. However, they will 

spend only a reasonable hike in price. If there 

is a lot of difference between the restaurant 

price and RTE price they would go for the 

former. 

 

Conclusion 

 This study shows that there is a greater 

demand for ready-to-eat food segments and the 

major attraction for these products are 

convenience, availability and less time 

consumption to cook. Due to life style changes 

and long working hours people are choosing these 

products and ready to go with it. Thus, RTE are 

mostly accepted by Indian countries. 
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