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AGRIPRODUCT SUPPLY CHAIN MANAGEMENT IN DEVELOPING COUNTRIES

Prof. Monika Patil

INTRODUCTION: 

Supply chains are complex entities that serve many 

functions. They are institutional arrangements that link 

producers, processors, marketers and distributors. Supply 

chains are forms of industrial organization which allow 

buyers and sellers who are separated by time and space to 

progressively add and accumulate value as products pass 

form one member of the chain to the next. Supply chain is 

the path through which a product passes on. 

?products move from producers to consumers;

?payments, credit and working capital move from 

consumers to producers;

?technology and advanced techniques are 

disseminated among producers, packagers and 

processors;

?ownership rights pass from producers to 

processors and ultimately to marketers;

Agri-supply chains are also economic systems which 

distribute benefits and which apportion risks among 

participants. Thus, supply chains enforce internal 

mechanisms and develop chain wide incentives for 

assuring the timely performance of production and 

delivery commitments. Process linkages add value to 

agricultural products and require individual participants to 

co-ordinate their activities as a continuous improvement 

process. 

REVIEW OF LITERATURE:

John Storey, Caroline Emberson, Janet Godsell, Alan 

Harrison, (2006) in their paper “Supply chain management: 

theory, practice and future challenges” critically assess 

current developments in the theory and practice of supply 

management and through such an assessment to identify 

barriers, possibilities and key trends. The paper reveals that 

supply management is, at best, still emergent in terms of 

both theory and practice. The paper identifies the range of 

key barriers and enablers to supply management and it 

concludes with an assessment of the main trends. Omera 

Khan, Bernard Burnes, (2007) in their study “Risk and 

supply chain management: creating a research agenda” 

develop a research agenda for risk and supply chain 

management. The paper shows that there are a number of 

key debates in the general literature on risk, especially in 

terms of qualitative versus quantitative approaches, which 

need to be recognized by those seeking to apply risk theory 

and risk management approaches to supply chains. In 

addition, the paper shows that the application of risk 

theory to supply chain management is still in its early stages 

and that the models of supply chain risk which have been 

proposed need to be tested empirically. (Mary J. Meixell , 

Vidyaranya B. Gargeya, 2005), in their paper “Global supply 

chain design: A literature review and critique” they review 

decision support models for the design of global supply 

chains, and assess the fit between the research literature in 

this area and the practical issues of global supply chain 

design. 

ABSTRACT

This research is a humble attempt to shed more on the Agriproduct Supply Chain Management and the obstacles that the 

companies face in Agrisupply Chain Management. 

The present paper is aimed to understand the supply chain management in agricultural products, to discuss the challenges of 

agriproduct SCM, to recognize the key issues responsible for effective supply chain management in agriproducts. It is found that 

three major perspectives that become challenge for Agriproduct Supply Chain Management are technical perspective, 

managerial perspective & Relationship perspective.

KEYWORDS: Agriproduct, logistics, Supply Chain Management

© SBPIM 
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RESEARCH METHODOLOGY :

In this research paper following questions are used 

1. What are the challenges of Agriproduct SCM?

2. How to achieve maximum level of customer 

satisfaction by SCM?

In order to find the answers to the research questions, 

literature study and an exploratory cases study in which 

three different cases are studied. 

Literature study is necessary to put the research question 

in perspective of already pertained research on supply 

chain management. A wide variety of literature is taken, 

trying to look at the issues from a broad perspective. These 

cases were randomly selected. The case studies were 

descriptive by nature.

FINDINGS :

1. Major challenges to producers and countries that lack 

state-of-the-art technologies and infrastructure.

2. Agri-industrial organizations in developing countries 

gain and maintain insight into changing consumer 

demands -- both consumer demands on local markets 

as well as on international markets -- and how can 

they respond to these demands dynamically?

3. Food safety guarantee, Agriproduct international 

quality standards is tough to achieve.

4. Decisions involving allocation of resources to various 

activities, with the objective of increasing profit or 

decreasing cost or both.

5. With respect to integrating supply chain specific 

strategies with the overall corporate business 

strategy.

6. After extensive reading to the supply chain integration 

challenges that the literature mentioned in different 

resources. It is found that the researches try to 

enumerate the challenges from one perspective. The 

researchers in the previous direct discuss the 

challenges from three perspectives:

 Technical perspective 

 Managerial perspective 

 Relationships perspective 

In this paper all challenges are integrated in a single 

comprehensive source. It is believe that this integration 

will provide the following benefits:

?Decrease the complexity of the challenges.

?Priorities these challenges effectively.

?Better allocate resources for managing challenges.

7. REGIONAL : A globally integrated process with 

regional representation requires costly resources, 

information infrastructure, and travel. Globally 

integrated information systems are critical to reduce 

the cost of communications and to make relevant 

information readily accessible or to reduce 

The classification scheme for this review is based on 

ongoing and emerging issues in global supply chain 

management and includes review dimensions for (1) 

decisions addressed in the model, (2) performance 

metrics, (3) the degree to which the model supports 

integrated decision processes, and (4) globalization 

considerations. They conclude that although most models 

resolve a difficult feature associated with globalization, few 

models address the practical global supply chain design 

problem in its entirety. We close the paper with 

recommendations for future research in global supply 

chain modelling that is both forward-looking and 

practically oriented. A supply chain design problem 

comprises the decisions regarding the number and location 

of production facilities, the amount of capacity at each 

facility, the assignment of each market regionto one or 

more locations, and supplier selection for sub-assemblies, 

components and materials (Chopra and Meindl, 2004). 

Experts maintain that global supply chains are more 

difficult to manage than domestic supply chains (Dornier et 

al., 1998; Wood et al., 2002; MacCarthy and Atthirawong, 

2003).Substantial geographical distances in these global 

situations not only increase transportation costs, but 

complicate decisions because of inventory cost tradeoffs 

due to increased lead-time in the supply chain. Firms that 

implement Advanced Planning Systems (APS) may 

integrate production decisions across the supply chain by 

including supplier inventory and capacity constraints into 

their scheduling function, striving to avert supply problems 

before they occur (Rohde, 2000; Bowersox et al., 2002). 

These integration practices also affect global supply chain 

design. Several authors (Dornier et al., 1998; Brush et al., 

1999; Trent and Monczka, 2003) discuss the value and need 

for integration between facilities in the global supply chain. 

An integrated, well-coordinated global supply chain is 

difficult to duplicate and so plays an important role in 

competitive strategy. In current study lot of research has 

been done to understand what the Supply Chain 

Management is and how it is affecting organisations, what 

are different challenges and it can be proved as a tool for 

improving overall performance in today's global 

competitive environment.
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CONCLUSION :

Assessing Agriproduct supply chain performance leads to 

identification of problems and opportunities. Having a 

strategy and measuring key parts are necessary to 

understand and take control of your supply chain. Put the 

process, people and technology in place to create 

competitive advantage, both for today and tomorrow. If 

you do not, a competitor will. Supply chain success involves 

process, people and technology. It gives definition to the 

company purpose. It enables all participants to know what 

is required.
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coordination costs. [5] Setting up standards of trade. 

For SMEs and their suppliers, the high cost of 

technology is exacerbated by the lack of a widely 

accepted international electronic information 

standards governing the financial supply chain.

 8. PROCUREMENT MANAGEMENT :  A typical  

manufacturing company needs to procure thousands 

of products from hundreds of suppliers; the challenge 

here is how to manage the complexity of the 

procurement process, and establishing a strong 

procurement infrastructure to execute on strategic 

supply initiatives, using an empowered organization 

structure, fully integrated to the stakeholder and 

finance organization.

9. SUPPLIER COMPETENCE REQUIREMENTS : If 

customers are moving to fewer suppliers, and 

investing in strategically important supply chain 

relations, then SME suppliers that cannot make 

themselves attractive purely through economies of 

scale and scope must increase their asset specificity 

and decrease uncertainty. 

10. GLOBALIZATION : How to cut costs and grow 

simultaneously? During the industrial revolution, 

companies looked for new markets, new sources of 

raw material and new sources of labor. The revolution 

was fueled by globalization and companies thrived by 

taking advantage of economies of scale. Senior 

executives now understand that they can't just focus 

on supply chain operations to create efficiencies. The 

challenge is to integrate supply chain execution with 

the overall corporate business strategy, and to use the 

supply chain as a catalyst for business transformation 

or business reinvention. 
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“ARE MBA CANDIDATES EMPOWERED?”

Dr. M. G. Gonda

INTRODUCTION:

The globe has been segregated in three basic groups of 

nations as developed nations, developing nations & 

underdeveloped nations based on the level of economic & 

industrial development of respective nation. The level of 

economic & industrial development a nation depends on 

quality of resources including human resource available in 

that nation. And quality of human resource is directly 

correlated with the quality of education, particularly higher 

& professional education. The prime & foremost objective 

of higher & professional education is to develop human 

resource with certain skills to take up some job 

responsibility of society. Higher & professional education is 

a process of empowering the youths to perform certain job 

after completion of certain course. Master of Business 

Administration (MBA) is a part of higher & professional 

education and has an important role to play in the process 

of developing human resource. It is expected that the MBA 

institutes are to create future managers who manage 

effectively the national resources for the welfare of society.  

Use of national resources unproductive purpose is just 

waste and that leads a country towards underdeveloped. 

Underutilization of resources, not using resources and 

excessive use also would result in uncomfortable & 

miserable human life. Therefore to bring economic 

prosperity, sustainable development and to improve 

standard of living of citizens of a country it is utmost 

important to make productive use of available resources. 

And human resource, quality human resource is the only 

solution for bringing prosperity in the country. However 

higher & professional education including MBA education 

has been doing very little in this direction. “The higher 

education sector is failing society by producing leaders 

incapable of addressing the most pressing problems. If 

higher education is the nursery of tomorrow's leaders then 

the sector bears profound responsibilities to create 

sustainable future” (APJ Abdul Kalam, Target 3 billion page 

24).

MANAGEMENT EDUCATION IN INDIA :

Management education is not new to India, it existed since 

ancient period. Indian history reveals that India was one of 

the most disciplined, richest & happiest countries in the 

world during olden days. And this could not have been 

possible without application of managerial skills. There 

existed governance, responsibility towards society, 

transparency in administration, sense of self responsibility, 

real trust among the members of the group in a society and 

in organizations. Education and teaching was based on 

certain values, ethics & certain principles and this holistic 

teaching was accepted, followed by the citizens and 

implemented teaching from education in their daily 

working life. Though the ruling powers were centralized 

with the rulers and dictatorship style of working prevailed, 

the powers and dictatorship were being used properly for 

Management education in India is paralyzed and been 

passing through a critical phase since last few years. It 

requires certain strategies, innovations and changes 

necessary to achieve the basic objective of higher & 

professional education i.e. to develop employable human 

resource. India has envisioned to become empowered by 

2020 and this could be possible only through developing 

skilled work force of youth population which is highest in 

the world on this date. An attempt is made in the present 

paper to assess the present scenario & understand the 

issues in management education and suggest strategies to 

make management education as an effective and useful 

tool in creating employable workforce with global attitude. 

The MBA institutes managed by private sector and 

approved by AICTE and affiliated to state universities are 

considered for the present study. The quantum of these 

institutes in management education is quite huge and it 

has been creating negativity since last few years in the 

process of human resource development due to which job 

market has suspicious attitude about MBA candidates from 

these institutes.

© SBPIM
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PRESENT SCENARIO: 

There has been a drastic and sodden change in the nature 

and management of management education in India since 

2000. Higher education was categorized by the 

government as service sector and it was considered as 

service like other services. The union government and 

various state governments privatized higher education 

including management education. The state governments 

took initiative to promote private investment in higher 

education and introduced incentives like allotment of 

public land to private trusts at concessional rate for 

establishing educational campuses. Many institutes came 

up with good and attractive infrastructure by exploiting the 

government incentives. The institutes from private sector 

got unprecedented response from the candidates due to 

attractive campuses and less number of institutes existed 

that time. 

Management education became very profitable venture 

till 2006-07 due to assured higher income to the investors. 

This assured higher rate of return attracted more 

participation by private investors to invest money in these 

centers and this ultimately resulted in disproportionate 

increase in number of institutes as compared with the 

number of candidates aspiring management education.

There has been accelerated quantitative growth in number 

of institutes from various categories of institutes. Presently 

TYPES OF INSTITUTES INVOLVED IN 

MANAGEMENT EDUCATION:

? Centrally funded institutes : There were 13 Indian 

Institutes of Management (IIMs) belonged to this 

category by the end of 2010 with intake capacity 

of around 5000 candidates. They are government 

funded hence called as public sector institutes. 

Admissions in these institutes are through CAT for 

which more than 2 lakh candidates all over the 

country try their luck. These institutes are also 

known as mother institutes of management and 

recognized as premier  institutes of global level. 

These institutes provide excellent campus 

placement with highest pay package in global 

organizations.

?Self funded autonomous institutes : There are 

certain institutes which are quite older than IIMs 

involved in quality management education. The 

institutes like XLRI, SP Jain are approved by AICTE 

but autonomous in nature in terms of curriculum 

and funded mainly either by the corporate sector 

or self financing. These institutes have their own 

admission tests and doing well in developing 

quality human resource and are able to place their 

candidates in global organizations with attractive 

pay package. They have very strong industry 

Management education in India is presently spread 

among the following types of institutes.

the welfare of the citizens and betterment of the society as 

a whole. The great philosophers like Arya Chanakya, 

Samartha Ramdas Swami were some of the great 

management Gurus of India. However management 

education which exists today has been borrowed from 

universities of western countries during 1960s. The central 

government of India after independence experienced 

scarcity and the need of skilled managers to boost 

industrial and economic development and established 

Indian Institutes of Management (IIMs) at Calcutta and 

Ahmadabad with the help MIT Sloan School of 

Management & Harvard Business School  during the year 

1961. 

While establishing these institutes the recommendations 

of foreign experts were considered in spite of Indian had 

rich philosophy in management. Establishment and 

development of the institutes was random and the 

objectives, course contents and other aspects on 

management education were copied as it is from 

collaborated institutes. The number of IIMs increased to 13 

by the end of 2010 with total intake of around 5000 seats.

around 4000 institutes of various types are active in 

management education and approximately 4 lakh 

candidates are pursuing management education across the 

country. It is good sign that more number of candidates 

avail easy access to management education. But very large 

number candidates have been facing problem of getting 

jobs after completion of their course. AICTE report says 

that only around 20 percent of MBA candidates are 

employable, it means out of 4 lakh candidates only around 

80000 candidates are acceptable by the job market and 

huge number of candidates remain either unemployed or 

under employed. MBA institutes are expected to play a role 

of nurseries to develop future mangers but majority of 

them proved to be certificate (degree) issuing centres. And 

majority of the MBA candidates become ordinary citizens 

with very less skills for any tasks of value creation, 

innovation, knowledge creation etc. Thus the question is 

being raised about authenticity of MBA education “Are 

MBA Candidates Empowered?”

05



ISSUES IN MANAGEMENT EDUCATION :

1. Profiteering Approach: private sector institutes are 

managed by not-for-profit organizations, these 

institutes were not for profit maximization. However 

the attitude of the organizations changed from not-

for-profit to for-profit organization and it management 

education has been considered as money making 

venture. And many institutes adopted unfair practices, 

manipulation of records etc so as to earn maximum 

income through management education and 

educational standard was neglected. 

2. Unplanned Approval policy: Regulatory bodies like 

AICTE and University frame regulations for approval of 

new institutes, continuation of approvals of institutes 

and for increase in intake of seats.  A detailed & proper 

study of number of institutes required and of quality of 

education essential for sustainable development has 

been neglected. And number of institutes increased 

without much value addition.

3. Multiplicity of Institutes: Presently six types of 

institutes are involved in MBA education. All these six 

types can be categorized as Best, Better and below 

average institutes based on the quality of institutes. 

The institutes which are very few in number like IIMs 

and institutes funded by corporate sector belong to 

best institutes.  The institutes are able to develop 

global level human resource and place them in global 

companies. The institutes which are funded by the 

state universities and few institutes from private 

sector are doing better since they are also able to place 

their students. Majority institutes from private sector 

and affiliated to universities have failed in developing 

employability in the candidates who are not accepted 

by the local level job market.

4. Increasing Awareness among Candidates:  Only elite 

candidates who are very conscious bout quality of 

education are able to get admission in best institutes. 

Lakhs of candidates appear for CAT for just few 

thousand seats. This is due to increasing awareness 

among MBA aspirants. Majority institutes have to 

depend on average level candidates who will 

ultimately result in unemployable candidates. Pilot 

study of state of Maharashtra revealed that during the 

institute relationship in developing right type of 

human resource and in providing placements.

?

Commission (UGC) under the section 3 of its Act 

has granted a status of Deemed University to 

some institutes based on certain criteria. 

Presently 130 deemed universities are 

functioning in the country and they are involved in 

management  educat ion  through their  

constituents. Some of them doing well in 

developing quality human resource through 

disciplined working.

?Private unapproved autonomous institutes:  

Quite a few institutes which are unapproved by 

AICTE but performing very well in the process of 

developing human resource and are able to place 

their candidates. The institutes like ISB Hyderabad 

are working for elites and able to manage 

efficiently and they have become competitor to 

IIMs.  The number of such institutes is quite less 

but quite a considerable number of candidates 

opt for these institutes in spite of unapproved by 

the AITE and very high fee compared to university 

affiliated institutes.

? State funded institutes: The university 

departments having management education are 

funded by the respective state governments 

through state universities. These institutes are 

approved by the AICTE and managed by the 

university departments. Presently around 132 

such institutes are working and justifying their 

existence through employable human resource.

?Self financed approved private institutes:  The 

number of institutes belonging to this category is 

very high and this category of institutes 

constitutes around more than 92 percent of the 

total institutes at national level. These institutes 

account around 95 percent the total enrolment 

candidates for management education.  The 

institutes are approved by AICTE and are affiliated 

to various state universities for academic 

curriculum and funded by the private financers. A 

very large number of these institutes are 

underperforming and are responsible for 

developing management youths who are not 

empowered.

Deemed universities : The University Grants 

Management education in India, particularly the education 

imparted by the private institutes affiliated to state 

universities presently is in crisis due to following issues. 

These institutes are doing very little in the area of human 

resource development.
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The state of Andhra Pradesh alone had 60 percent 

vacant seats for MBA course alone during 2011012. 

The state has the highest number (973) of MBA 

institutes in the country with the infrastructure to 

accommodate around one lakh candidates. Howe ever 

all the institutes together could fill only around 40000 

seats and there were no candidates for 60000 seats 

and the infrastructure created for them was unused. 

The trend is same in the states of Uttar Pradesh and 

Maharashtra which are second and third largest states 

in management institutes. There is urgent need to give 

priority to improve the quality of education in existing 

institutes instead of adding more number of new 

institutes. It is HRD ministry decided not to set up 14 

new “innovation universities” and decided to allow 

existing universities to be classified as innovation 

universities after change in their governance structure 

(Kapil Sibal 23/04/2012 The Economic Times)

9. Professionalism: MBA institutes should be role models 

in the area of management of institutes and 

organizations.  However very few institutes found to 

be role models. The Directors and faculty members 

have very little freedom in experimentation unless it is 

profitable to the trustees. There is absence of 

professional approach in daily working.  There exist 

lack of clear plan & policies about quality inputs for 

quality education. No sincere efforts are made to 

retain good faculty.

10. Corporate Governance: All the MBA institutes teach 

corporate governance as a subject to the students in 

their class rooms. But very few institutes follow the 

philosophy of corporate governance. Had this 

philosophy existed and implemented effectively in the 

institutes, all the candidates would have become 

human resource. There would have been high stability 

of faculty. Research and innovation could have 

become an integral part of the institutes. 

Transparency could have maintained in daily and 

regular working of the institute. The institutes would 

have become in real sense centers of developing 

committed, knowledgeable human resource with high 

morality and with a sense of self responsibility. But 

hardly this happening in management institutes.

11. Industry institute interface: Very few industrial units 

have been accepting to develop inter relationship with 

the MBA institutes. Many big corporate houses have 

established their own campuses or they have made tie 

up with best institutes for placement, industry 

training, pre placement, sharing of faculty etc. And 

academic year 2011-12 there were 45000 candidates 

who were eligible MBA admission as per DTE 

conditions and the total intake of the state was 42000. 

Thus number of eligible candidates was more by 3000 

to total intake. But around 13000 seats remained 

vacant during this year. It means around 16000 

candidates who were eligible for admission still did 

not take admission in university affiliated institutes 

and might be searching good institutes.

5. Competition Among Institutes:  University affiliated 

private institutes have been struggling to get 

candidates for admission in their institutes. Since the 

number of deserving candidates is lesser than the 

total intake of the course around 35 percent of the 

seats remained vacant during the academic year 

2011-12. There is cutthroat competition among the 

institutes to get candidates admitted for their survival 

and institutes are ready for any adjustment for money 

making. 

6. Lack of employability: Employability of MBA 

candidates has become an important issue and need 

to be resolved on priority basis. MBA institutes are 

exclusively meant for developing prospective 

managers who would manage the resources for 

creating valuables. This requires certain skills of 

employability. A survey report says that very less 

percentage of candidates acquire employability skills 

due to significant dip in the quality of educational 

inputs within and outside the campuses of these 

institutes.

7. Is MBA course superior to any Graduate?: There are 

live examples that job providers prefer graduates than 

MBA candidates during recruitment. Recruiters 

realized that MBA candidates and graduates are 

similar in their attitude, skills, knowledge etc. 

Graduates are more flexible in working, more 

adaptable, ready to do any work with less 

remuneration as compared to MBA candidates. MBA 

candidates expect high remuneration, have 

superiority complex, expect sophisticated job profile 

as compared to graduates but do not have any 

superiority over graduates. 

8. Quantity or Quality: The ministry of HRD is projecting 

to increase gross enrolment ratio (GRE) from the 

present rate of 12 percent to 14 percent by 2015 and 

accordingly planning to increase more number of 

universities and institutes. Is the HRD ministry 

unaware that more than 35 percent of MBA seats 

were vacant in the country during the year 2011-12?  
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STRATEGIES:   

Management education has to be considered as core 

sector in higher & professional education since it is mainly 

concerned with development of human resource which is 

most important among all the resources to bring change 

and sustainable development. The following strategies are 

suggested to make management education more 

acceptable.

1. Corporate Governance:  The institutes should adopt a 

philosophy and create a culture due to which all the 

stake holders trust with each other. It creates WE 

feeling among the stake holders and binds the 

individuals together into a team. Transparency, caring 

for others, sharing of benefits, respect to others, 

fairness & ethical values in administration,  

introduction and implementation of systems etc will 

lead towards corporate governance. There is a trust 

deficiency among the stake holders due to absence 

transparency .There are certain institutes and 

organizations who have maintained their high position 

in the world since centuries, it is due strong corporate 

governance.

2. Priority to Quality: Quantity should follow the quality 

in management education. There is no point in 

increasing the number of institutes and increasing 

intake if quality of education is bad and not improving. 

Priority should be given to all those activities, actions 

and programs, both academic and extra- curricular, 

which help in improving the attitude of the students 

and develop different job skills so that the candidates 

become empowered.

3. Strict monitoring system: We Indians are disciplined 

when we are in other countries due to strict rules & 

their monitoring system. And we do not feel guilty to 

be indiscipline in own country. Lack of self discipline is 

a general phenomenon and hence imposed discipline 

is essential. Strong and strict monitoring system is 

essential at all levels in the institute. Monitoring 

system should be based on developing value based 

employable human resource as common intent of all 

stakeholders.

4. Industry institute interface: It should be made 

mandatory to all the institutes of MBA education to 

join with some business entity on permanent basis for 

giving work experience to the candidates. The 

students should have easy access to practical work to 

learn work skills. Two months summer internship 

program which is in a part of present curriculum but it 

is insufficient and inadequate to learn practical work 

experience. Joint activities in association with industry 

should be conducted continuously it facilitate the 

candidates to develop confidence.

5. Collaboration with best B-schools: There is increasing 

awareness of quality education among the MBA 

aspirants and they are in search of good institutes and 

the curriculum relevant to present job market. Many 

institutes presently functioning with various 

deficiencies. Collaborative programs and joint 

activities either with foreign institutes or premier 

institutes in the country will help in improving the 

quality of education.

6. Merging with good institutes: The institutes which are 

incapable of developing workable human resource 

and which are underperforming due to certain 

reasons can think of merging with well known and 

efficient institutes so as to avoid creating 

unemployable candidates. Mergers and acquisition 

has become a trend in corporate sector and both 

merging & merged companies are many cased 

benefitting it can be possible in management 

education.

7. Integrated campus: Empirical study reveals that the 

institutes with single MBA course are the worst 

sufferers economically. Self financed institutes with 

large number of institutes remained away from 

industry for giving practical experience to the 

students. 

12. Intent: All the stake holders of management education 

have very short and limited interest & intention of 

MBA education. The trustees are happy with high and 

increasing income generated through admissions and 

reduced overhead expenses on faculty & staff salary. 

Faculty members are more concerned about their 

salary, increments and job security. The students are 

happy with high percentage of internal marks with 

minimum contribution or some time without 

contribution. Parents feel proud that their children are 

pursuing MBA education with or without concessions. 

Regulatory body like AICTE, DTE, and the University 

are concerned with approvals, affiliation, compliance 

or regulatory provisions. They are the opinion that 

their role is just give license to set up institute and it is 

the responsibility of institutes how to run and how to 

manage them. Governments, central and state, are 

happy with the increasing number of enrolment. Each 

stake holder has different intent and trying to achieve 

that only who is bothered about the quality?
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ASSETS MANAGEMENT EFFICIENCY OF NATIONALISED BANKS IN INDIA

 *Dr. H. D. Thorat

   **Dr. M. D. Mohite

ABSTRACT

INTRODUCTION :

The commercial banks are key financial intermediaries in 

the economy.  The commercial banks collect the deposits 

from the various surplus holders in the economy.  The 

collected deposits are used by banks for lending to the 

businessmen.  The commercial banks through banking 

mechanism viz 'Multiple Credit Creation' (MCC) expand the 

deposits in the country.  The banks through assets 

allocations promote productive investments in the 

economy.  Which result, into increase in capital formation 

and economic growth.  

During 1947 to 1967 the commercial banks were owned, 

controlled and managed by private sector.  The bank 

management of were highly sensitized for Assets 

Management Efficiency (AME).  The AME is an index of 

financial performance of banks.  Therefore, banks provided 

loans and advances to industrialists, rich professionals and 

wholesalers.  The banks opened their branches in cities and 

According to the international benchmark standard,  Bank Of Baroda (BOB), and Bank of India (BOI) have shown an 

improvement in their ROA above one per cent due to corresponding increase in their C.D.R., Net Interest Spread to Total Assets, 

and corresponding decline in their Net NPA to Net Advances and Priority Sector Advances to Total Advances.

While Bank of Maharashtra (BOM), and Central Bank Of India (CBOI) recorded decline in their R.O.A. below one per cent due to 

fall in their C.D.R. and Net Interest Spread to Total Assets for the period under study.  Also, United bank of India (UBOI), recorded 

decline in ROA below one per cent due to an increase in its Net NPA to Net Advances for the time frame of study.

Thus BOB and BOI have shown improvement in their AMC.  While BOM, CBOI and UBOI have recorded fall in their AMC measured 

in terms of International Benchmarking Norms.  The CDR and spread have a positive influence on ROA.  While NPA and priority 

sector advances have negative effect on ROA.  Therefore, the hypothesis is sustained.

The banks should diversify their loan portfolios, increase the CDR, net interest spread and minimize the NPA.  The banks should 

exercise an optimum care while processing the loan proposals, monitor the repayment schedule and sensitized the personnel for 

recovery drive.  The banks should install and practice the 'Risk Management System' (RMS). ).  The RMS must perform the task of 

risk forecasting, risk monitoring and risk controlling.  The RMS should function within the risk tolerance limit, along with risk 

governance, risk based supervision and risk based audit.

towns as profit a centers.  It was with the consideration 

AME the banks did not provided credit to the agriculture, 

smallscale industries and retailers.  Thus banks practiced 

the assets management for classes rather than for mosses.  

As a result banks had a very high degree of AME.  This AME 

increased the run rate of revenues of banks.  Thus AME 

determines the inflow of interest earnings and there by 

improve  the aggregate financial performance of banks.  

The banks focus on AME for maximizing profit by ignoring 

the social responsibility listed in the plan priorities of the 

country.  Therefore, our government imposed social 

control on banks in 1968 but the response of bank's 

management was not satisfactory.  Banks management 

had fear in deterioration in their AME.  As a consequence 

government nationalized the leading 14 commercial banks 

is 1969, in order to direct the assets allocations  of banks 

for agriculture small-scale industries, artisans, rural poor 

and Urban poor through  branch expansion in unbanked 
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and under banked areas.

Since 1969 to 1990 nationalised banks made record 

performance in assets allocations to the priority sector, 

rural branch expansion and population coverage per 

branch.  This had resulted into the deterioration of AME. 

Which resulted into the problem of inefficiency, low 

productivity and even losses to banks.

In 1991 our government introduced the economic reforms 

viz Liberalization, Privatization and Globalization (LPG). All 

controls have been removed and growing priority is given 

to the private sector in the development of economy. With 

foreign banks our government appointed Narsimham 

Committee on 'Banking Sector Reforms' (BSR). All the 

recommendations of Narsimham Committee have been 

accepted by government and impleted by Reserve bank of 

India (RBI).

The AME of banks is sensitively influenced by Prudential 

Norms viz classification of assets, recognition of income 

and provisions imposed by Reserve Bank of India (RBI).  If a 

borrower fails to pay the installment with interest as a part 

of his contractual debt for 90 days, then that loan account 

becomes non performing and bank has to make provision 

of 100 per cent, less security held by the bank.  In view of 

this an attempt is made to measure the AME of selected 

nationalized banks in India.

OBJECTIVES OF STUDY :

1. To measure the AME with the help of Return on Assets 

(ROA) Indicator.

2. To analyse the financial variables of banks which have 

positive and negative impact on AME

HYPOTHESIS :

“Other things being equal the AME is measured with the 

help of Return on Assets (ROA), of bank is sensitively 

influenced by Credit Deposit Ratio (CDR), spread as 

percentage to assets, Our economy is integrated to global 

economy.  We are now in a global market. As a result 

foreign banks with their new products profile, information 

technology, aggressive marketing mix and customer focus 

banking entered in our financial market for business.  In 

order to make our banks comparable and competitive 

priority sector advances as percentage to total advances 

and net non-performing assets to net advances”.

COVERAGE OF STUDY :

This research exercise has the  coverage of Bank of Baroda, 

bank of India, bank of Maharashtra, Central Bank of India, 

RESEARCH METHODOLOGY :

The Ratio Analysis Technique (RAT) of Financial 

Management is used for processing the financial data 

collected from financial statements published by Reserve 

Bank of India (RBI) and Indian Banks Association. In order to 

validate the financial data analysis, the Statistical 

techniques viz Descriptive statistics, Karl Pearson 

Correlation Metrix, and R Square have been used.

ANALYSIS OF A.M.E. OF SELECTED 

NATIONALISED BANKS :

The A.M.E. of banks is measured with the help of R.O.A. 

Indicator i.e. 

N.P =   Net Profit

AME =   Assets Management Efficiently

R.O.A.I. =   Return on Assets Indicator

A =  Average

Table I reveals that the ROA of Bank of Baroda, increased 

from 0.89 per cent in 2008 to 1.09 per cent in 2009.  The 

Credit Deposit Ratio (CDR) recorded rise from 70.18 per 

cent in 2008  to  74.84 per cent in 2009 and interest spread 

as percentage to total assets increased from 2.18 per cent 

in 2008  to 2.25 per cent in 2009.  The priority sector 

advances as percentage to total advances declined from 

27.62 per cent in 2008 to 26.57 per cent in 2009 and net 

NPA as percentage to net advances also declined from 0.47 

per cent in 2008 to 0.31 per cent in 2009.

The R.O.A. of Bank of India recorded rise from 1.25 per cent 

in 2008 to 1.49 per cent in 2009. The interest spread as 

percentage to total advances increased from 2.36 per cent 

in 2008 to 2.44 per cent in 2009 and net NPA as percentage 

to net advances declined from 0.52 per cent in 2008 to 0.44 

per cent in 2009.  The priority sector advances as 

percentage to total advances also declined from 28.61 per 

cent in 2008 to 26.27 per cent in 2009.

The R.O.A. of bank of Maharashtra declined from 0.75 per 

cent in 2008 to 0.72 per cent in 2009.  The credit deposit 

ratio recorded fall from 70.13 per cent in 2008 to 65.62 per 

cent in 2009 and net interest spread as percentage to total 

assets declined from 2.34 per cent in 2008 to 2.13 per cent 

United bank of India and Vijaya Bank through convenient 

sampling technique.
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The statistical analysis is done to assess the data validation 

and to explore the inter functional relationship among 

multi variables.  The descriptive statistics gives 'Mean and 

Standard Deviations', for all banks.  'Standard Deviation' 

gives the data variability from its 'Mean'.  Out of the five 

key ratios selected for the study, the major deviation is 

noticed in the 'Credit Deposit Ratio' (CDR) for all the banks 

STATISTICAL ANALYSIS OF A.M.E. OF 

NATIONALISED BANKS :

in 2009.  The net NPA as percentage to net advances 

declined from 0.87 per cent in 2008 to 0.79 per cent in 

2009.

The R.O.A. of Central Bank of India declined from 0.54 per 

cent in 2008 to 0.45 per cent in 2009.  Its credit deposit 

ratio correspondingly recorded fall from 66.17 per cent in 

2008 to 65.12 per cent 2009 and net interest spread as 

percentage to total assets declined from 1.70 per cent in 

2008 to 1.51 per cent in 2008.  The net NPA as percentage 

to net advances recorded decline from 1.45 per cent in 

2008 to 1.24 per cent in 2009 and priority sector advances 

as percentage to total advanced also declined from 32.88 

per cent in 2008 to 31.39 per cent in 209.

The A.M.E. measured in terms of R.O.A. of Vijaya Bank 

declined from 0.75 per cent in 2008 to 0.59 per cent in 

2009.  The C.D.R. recorded fall from 66.09 per cent in 2008 

to 65.04 per cent in 2009 but net interest spread as 

percentage to total assets increased from 1.48 per cent in 

2008 to 1.80 per cent in 2009.  The priority sector advances 

as percentage to total advances declined from 35.70 per 

cent in 2008 to 35.02 per cent in 2009  but net NPA as 

percentage to net advances increased from 0.57 per cent in 

2008 to 0.82 per cent in 2009.

The R.O.A. of United Bank of India declined from 0.68 per 

cent in 2008 to 0.34 per cent in 2009.  As against this the 

C.D.R. increased from 59.31 percent in 2008 to 64.90 per 

cent in 2009 and its net interest spread as percentage to 

total assets recorded declined from 4.67 per cent in 2008 to 

1.87 per cent in 2009.  But its net NPA as percentage to net 

advances increased from 1.10 per cent in 2008 to 1.48 per 

cent in 2009.

An empirical analysis of A.M.E. in terms of R.O.A. of 

selected nationalized banks is exhibited with the help of 

exhibit-I.  The graph shows the nter functional 

relationships between the dependent variable, R.O.A., and 

independent variables,  C.D.R. net interest spread, net NPA 

and priority sector advances and it is supplemented with 

the help of model of AME.

CONCLUSION :

The commercial banks are the Key financial intermediaries.  

The banks through assets allocations promote the 

productive investments in the economy.  Thus banks are 

the principal players in providing big push to our growth 

process with social justice.  But their viability depends on 

A.M.E.  The A.M.E. of Banks is measured in terms ROA.  A 

benchmark technique of internationally accepted 

standard norm of 'Return on Assets' more than one per 

cent is applied in this analysis to determine the AMC, of 

banks.  According to the international benchmark 

standard,  Bank Of Baroda (BOB), and Bank of India (BOI) 

have shown an improvement in their ROA above one per 

cent due to corresponding increase in their C.D.R., Net 

Interest Spread to Total Assets, and corresponding decline 

in their Net NPA to Net Advances and Priority Sector 

Advances to Total Advances.

selected for study.  The high 'Standard Deviation', implies 

more variability in the composition of credit and deposits 

of the banks.  It is quite apparent that banks would 

incurably strive to increase their volume of business and 

there by would intent to increase profit and hence the 

Credit Deposit Ratio, would enhance, causing more 

variability from its 'Mean'.

'Karl Pearson's Correlation' is also worked out to find, 

weather the variables selected move in one direction or 

not. 'Karl Pearson Correlation Matrix' shows positive 

correlation between ROA and CDR, Net Interest Spread to 

Total Assets.  The correlation between ROA and Priority 

Sector Advances to Total Assets and ROA and Net NPA TO 

Net Advances is negative.  Moreover the value of 

correlations between ROA and CDR for all banks is very 

high and near to one.

In order to assess the impact of change in degree of one 

variable and its impact on other variables, the Regression 

Analysis is used.  In this Regression Analysis, we have 

assumed ROA as a dependent variable and CDR, Net 

Interest spread, NPA and Priority Sector Advances as an 

independent variables. 

Correlation analysis gives an idea of movement of variables 

or change in variables and does not give information about 

the degree of change.  The model summary gives the value 

of 'Coefficient of Regression' i.e. R and R square gives the 

extent / degree of dependency variable on independent 

variables.  The value of 'Coefficient of Regression' (R 

square) is near one and hence, it can be said that the 

degree of dependency is very high. 
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Model Summary (b)

a. Predictors :  (Constant), Spread of Net NPA to Total Advances, Ratrio of Priority Sector Advances to Total Assets, Net Interest 

Margin to Total Asets, Credit Deposit Ratio.

b. Dependent Variable ;  Return on Assets

Model R R Square Adjusted R Std. Error 

Square of the Change Statistics

Estimate

R Square 

Change Change  Change

1 .981(a) .962 .812 .18834 .962 6.392 4 1  .287

F Change df1 df2 Sig.F R Square F Change df1 dft2

Pearson Correlation

Return on 

Assets Deposit Interest Sector  to Total 

Ratio Spread to Advances Advances

Total Assets  to Total 

Assets

Credit Net Priority Net NPA

Return on Assets 1.000 .929 .890 -.649 -.875

Credit Deposit Ratio .929 1.000 .845 -.845 -.826

Net Interest Spread to Total Assets .890 .845 1.000 -.520 -.796

Priority Sector Advances to Total Assets -.649 -.845 -.520 1.000 .426

Net NPA to Total Advances -.875 -.826 -.796 .426 1.000

Descriptive Statistics

Mean Std. Deviation N

Return on Assets .7800 .43414 6

Credit Deposit Ratio 68.4750 5.12818 6

Net Interest Spread to Total Assets 2.1883 .41029 6

Priority Sector Advances to Total Assets 31.1800 4.26518 6

Net NPA to Total Advances .8467 .45014 6
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Exhibit : I

Model of A.M.E.

Table :  I

Scorecard of Assets Management Efficiency of Nationalised Banks in India

Nationalised 

Banks of India

Bank of Baroda 0.89 1.09 70.18 74.84 2.18 2.25 27.62 26.57 0.47 0.31

Bank of India 1.25 1.49 75.64 75.33 2.36 2.44 28.61 26.27 0.52 0.44

Bank of Moharashtra 0.75 0.72 70.13 65.62 2.34 2.13 37.80 36.73 0.87 0.79

Central bank of India 0.54 0.45 66.17 65.12 1.70 1.51 32.88 31.39 1.45 1.24

United Banks of India 0.68 0.34 59.31 64.90 4.67 1.87 32.44 31.10 1.10 1.48

Vijaya Bank 0.75 0.59 66.09 64.04 1.48 1.80 35.70 35.02 0.57 0.82

Return on 

Assets

Credit Deposit 

Ratio

Spread as % 

to Assets 

Priority Sector

 advances as % to 

 total advances  

Net NPA to Net 

advances

A B C D E

2007-08 2008-09 2007-08 2008-09 2007-08 2008-09 2007-08 2008-09 2007-08 2008-09

Source : Performance highlights of Public Sector Banks, 2008-09, Indian Banks Association, Mumbai.

Statistical Tables Relating to Banks in India, 2008-2009, Reserve bank of India, Mumbai.

A = Net Profit divided by Average Assets multiplied by 100.

B = Total Advances divided by total Deposits multiplied by 100

C = Interest Income minus Interest Expenses divided by Total Assets multiplied by 100

D = Total priority Sector Advances divided by total Advances multiplied by 100

E = Net NPA divided by Net Advances multiplied by 100
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CORPORATE SOCIAL RESPONSIBILITY – TOWARDS SUSTAINABLE 

DEVELOPMENT: INDIAN CONTEXT
Prof. Sneha Alan

INTRODUCTION:

The role of corporates by and large has been understood in 

terms of a commercial business paradigm of thinking that 

focuses purely on economic parameters of success. 

However, over the past few years, as a consequence of 

rising globalisation and pressing ecological issues, the 

perception of the role of corporates in the broader societal 

context within which it operates, has been altered. 

Stakeholders (employees, community, suppliers and 

shareholders) today are redefining the role of corporates 

taking into account the corporates' broader responsibility 

towards society and environment, beyond economic 

performance, and are evaluating whether they are 

conducting their role in an ethical and socially responsible 

manner. As a result of this shift (from purely economic to 

'economic with an added social dimension'), many forums, 

institutions and corporates are endorsing the term 

Corporate Social Responsibility (CSR). Discussion and 

action around corporate social responsibility (CSR) and 

sustainable development have matured rapidly, driven by 

demand for greater accountability by corporations to 

society

SUSTAINABLE DEVELOPMENT

The origin of the term SD lies in the 18th century and was 

actually used in forestry. In those times, it was only allowed 

to cut down a certain number of trees so that a long-lasting 

protection of the tree population was guaranteed. This 

method ensured a continuous supply of wood without 

reducing resources for forthcoming generations. The Club 

of Rome precipitated an international discussion due to its 

report “Limits to Growth” (Meadows, 1972). In the course 

of this discussion, an eco-development approach was 

created which effected the protection of resources and 

environment coming to the fore. This development has 

lead to the mission statement of SD we have today. In 1987, 

the World Commission on Environment and Development 

defined SD as an ethical concept and has become the major 

definition of SD: “Sustainable Development is a 

development that meets the needs of the present without 

compromising the ability of future generations to meet 

their own needs. It contains within it two key concepts: the 

concepts of “needs”, in particular the essential needs of the 

world's poor, to which overriding priority should be given; 

and the idea of limitations imposed by the state of 

technology and social organisation of the environments 

ability to meet present and future needs. Thus the goals of 

economic and social development must be defined in 

ABSTRACT

Stakeholders (employees, community, suppliers and shareholders) today are redefining the role of corporates taking into 

account the corporates' broader responsibility towards society and environment, beyond economic performance, and are 

evaluating whether they are conducting their role in an ethical and socially responsible manner. As a result of this shift (from 

purely economic to 'economic with an added social dimension'), many forums, institutions and corporates are endorsing the 

term Corporate Social Responsibility (CSR). In the article on Corporate Social Responsibility towards sustainable development in 

India – Putting Social-Economic Development on a Fast Track, we are finding out CSR initiatives executed by corporate in 

partnership with Non-governmental organizations (NGOs) who are experts in tackling specific social problems and the 

responsive activities to sustainable initiatives, the   corporate have exhibited to make a significant difference in the society and 

improve the overall quality of life

KEY WORDS: – Corporate social Responsibility, Sustainable development 
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Relationship between Corporate Social 

Responsibility and Sustainable Development

CSR is an integral part of sustainable development. Exactly 

where it fits in is vigorously debated, mainly because the 

concept of sustainable development also has many 

different interpretations.

This diagram, showing the  relationship between CSR with 

sustainable development.

It is assumed that CSR is to be used as social strand of the 

SD-concept which is mainly built on a sound stakeholder 

approach. CSR focus especially on the corporate 

engagement realizing its responsibilities as a member of 

society and meeting the expectations of all stakeholders. 

The concept of SD on a corporate level is stated as 

Corporate Sustainability which is based on the three pillars 

economic, ecological and social issues, therefore, the social 

dimension is named CSR.The implementation of Corporate 

Sustainability in companies has positive effects on society 

in the long-term (sustainable future)

SUSTAINABLE

DEVELOPMENT

Environment 

Responsibility

Economic 

Responsibility

Social 

Responsibility

Corporate 

Social 

Responsibility

terms of sustainability in all countries developed or 

developing, market-oriented or centrally planned.”, cited in 

“Our Common Future” (World Commission on 

Environment and Development, 1987). Elkington goes 

more into detail when arguing that companies should not 

only focus on enhancing its value through maximising 

profit and outcome but concentrate on environmental and 

social issues equally (Elkington, 1998). Therefore SD is 

defined as a model of triple-bottom-line. 

Corporate Social Responsibility

The framework of CSR has already been established in the 

1950's and 60's. Bowen defined CSR in 1953 - as one of the 

first - as “… an obligation to pursue policies to make 

decisions and to follow lines of action which are compatible 

with the objectives and values of society” (Douglas et al., 

2004). In the beginning, however, the term Social 

Responsibility was rather used than CSR. Social 

Responsibility assumes that economic and legal duties of 

the companies should be extended by certain 

responsibilities to society (McGuire, 1963). Carroll argues 

that Social Responsibility exists of four components such as 

economic, legal, ethical and discretionary expectations 

that society has of a company and that companies have to 

decide which layer they focus on (Carroll, 1979). On the 

other hand, Friedman – as most known defender of the 

neoclassical view of economics – defines Social 

Responsibility completely differently: “There is one and 

only one social responsibility of business - to use its 

resources and engage in activities to increase its profits so 

long as it stays within the rules of the game, which is to say, 

engages in open and free competition, without deception 

or fraud” (Friedman, 1962). Until today this neoclassical 

view has been the primary paradigm of business. Concepts 

of SD and CSR criticize this point of view. Of course, the 

economic perspective is important but a company also has 

a burden of environmental and social responsibilities to 

handle. As Wood puts it, “the basic idea of corporate social 

responsibility is that business and society are interwoven 

rather than distinct entities; therefore, society has certain 

expectations for appropriate business behaviour and 

outcomes” (Wood, 1991). Organizations such as the World 

Business Council for Sustainable Development (WBCSD) 

actively take part in the sustainability and CSR discussion. 

WBCSD regards CSR as engine for the social dimension 

(social progress) which supports companies to fulfil their 

responsibilities as good citizens and defines CSR as 

"business' commitment to contribute to sustainable 

economic development, working with employees, their 

families, the local community, and society at large to 

improve their quality of life” (WBCSD, 2006). On the other 

hand, the Commission of European Communities describes 

CSR as a “concept, whereby companies integrate social and 

environmental concerns into their business operations and 

interactions with their stakeholders on a voluntary basis” 

(Commission of the European Communities, 2001).”. 

Hopkins, 2005 declares that “CSR is concerned with 

treating the stakeholders of the firm ethically or in a socially 

responsible manner. Stakeholders exist both within a firm 

and outside. The aim of Social Responsibility is to create 

higher and higher standards of living, while preserving the 

profitability of the corporation, for its stakeholders both 

within and outside the corporation
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Ethical Model(1930 –1950) : One significant aspect of this 

model is the promotion of “trusteeship” that was revived 

and reinterpreted by Gandhiji. Under this notion the 

businesses

were motivated to mange their business entity as a trust 

held in the interest of the community. The idea prompted 

many family run businesses to contribute towards 

socioeconomic development. The efforts of Tata group 

directed towards the well being of the society are also 

worth mentioning in this model.

Statist Model (1950 –1970s) : Under the aegis of Jawahar 

Lal Nehru, this model came into being in the post 

independence era. The era was driven by a mixed and 

socialist kind of economy. The important feature of this 

model was that the state ownership and and legal 

requirements decided the corporate responsibilities.

Liberal Model (1970s –1990s) : The model was 

encapsulated by Milton Friedman. As per this model, 

CSR initiatives taken by Indian Companies

Name: Ambuja Cements Limited

The areas where they focus: Poverty Reduction, Reducing 

Child Mortality,

HIV/AIDS, Education and Environment

The Foundation in each location begins by working at the 

micro level/in a small way with the villages impacted by the 

Company's operations and gradually over time as 

partnerships develop expands its area and scope of work. 

The Foundation at present reaches out to over 1.2 million 

people in about 670 villages spread across ten states in 

India.

corporate responsibility is confined to its economic bottom 

line. This implies that it is sufficient for business to obey the 

law and generate wealth, which through taxation and 

private charitable choices can be directed to social ends.

Stakeholder Model (1990s – Present) : The model came 

into existence during 1990s as a consequence of realisation 

that with growing economic profits, businesses also have 

certain societal roles to fulfill. The model expects 

companies to perform according to “triple bottom line” 

approach. The businesses are also focusing on 

accountability and transparency through several 

mechanisms.

Philip Kotler and Nancy Lee (2005) define CSR as “a 

commitment to improve community well being through 

discretionary business practices and contributions of 

corporate resources” whereas Mallen Baker refers to CSR 

as “a way companies manage the business processes to 

produce an overall positive impact on society.”

Name: Bharat Petroleum

The areas where they focus: Health, Education, 

Infrastructure, Income Generation, Vocational Guidance, 

Livelihood & Environment Conservation Community 

Development at village 'Ramthenga', Jajpur Dist

Objectives of the Project

This village is dominated by the tribal population – 'Santhal 

Tribe'. Their socioeconomic status was highly 

impoverished. Most of the villagers worked in the 

neighboring mines. Due to prolonged and non-conducive 

? To help the village become socially conscious

? To improve the general health of the villagers

? To improve community participation

? To help them become self-reliant.

Corporate Social Responsibility in Indian Context

The concept of CSR in India is not new, the term may be. The 

process though acclaimed recently, has been followed 

since ancient times albeit informally. Philosophers like 

Kautilya from India and pre-Christian era philosophers in 

the West preached and promoted ethical principles while 

doing business. The concept of helping the poor and 

disadvantaged was cited in much of the ancient literature. 

The idea was also supported by several religions where it 

has been intertwined with religious laws. “Zakaat”, 

followed by Muslims, is donation from one's earnings 

which is specifically given to the poor and disadvantaged. 

Similarly Hindus follow the principle of “Dhramada” and 

Sikhs the “Daashaant”.

In India, in the pre independence era, the businesses which 

pioneered industrialisation along with fighting for 

independence also followed the idea. They put the idea 

into action by setting up charitable foundations, 

educational and healthcare institutions, and trusts for  

community development.The donations either monetary 

or otherwise were sporadic activities of charity or 

philanthropy that were taken out of personal savings which 

neither belonged to the shareholders nor did it constitute 

an integral part of business.

According to “Altered Images: the 2001 State of Corporate 

Responsibility in India Poll”, a survey conducted by Tata 

Energy Research Institute (TERI), the evolution of CSR in 

India has followed a chronological evolution of 4 thinking 

approaches:

19



Major interventions were required in the area of:

? Health

? Education

? Awareness about health/ sanitation/ hazards of 

working in the mines

? Precautions to prevent respiratory illness

? Making water available

? Villagers

? NGO partner – Research Analysis Consultants

? BPCL LPG Team based in Bhuvaneshwar and 

Khurda

?headed by TM Khurda

? BPCL HR Team at Kolkatta headed by HR Chief and 

CSR

?co-ordinator

? BPCL Corporate CSR Team headed by GM (Admin)

Having understood the need of the community, BPCL 

constituted a team to implement the work in the 

community. The main participants in the project were :

Name: Infosys Technologies Limited

The areas where they focus  : Education, Health, 

Environment, Livelihood 

Infosys was founded in 1981 with the view that 

sustainability and the success of the organisation would 

depend on how much wealth they create for their 

customers, employees and the society in which they 

operate.They have been responsible for creating multiple 

frameworks involving orporate governance, education, 

infrastructure, and inclusive growth. They believe that 

corporations must reach out to the society if they want 

longevity. It is this belief that drives their commitment to be 

fair and transparent to their stakeholders, to help people 

and communities enhance their living conditions, and to 

improve the quality of education and healthcare through 

various community development programmes.Their CSR 

activities are carried out at 4 different levels – at the Infosys 

group level, through the Infosys Foundation, through the 

Internal Board of Directors and by the Infosys Employees at 

an individual or team level. Infosys as an organisation runs 

global initiatives to develop human capital by creating 

sustainable frameworks with  educational institutes for 

training students and faculty. At the Infosys Foundation 

level, Mrs. Sudha Murty, Trustee and Chairperson, 

manages a team of dedicated members to reach out to the 

underprivileged and enrich their lives. At the Board level, 

the members lead by example, by participating in the 

advisory councils of NGOs and civil bodies, donating their 

time, money and effort to various causes. At the 83 

employee level, there are location-wise CSR teams to cater 

to local requirements.

Name: Tata Chemicals Limited

The areas where they focus: Microfinance, Education, 

Environment, Health, Livelihood

Name: Tata Steel Limited

The areas where they focus Microfinance, Education, 

Environment, Health, Livelihood and Relief during 

calamities

Name: Tata Teleservices Limited

The areas where they focus Microfinance, Education, 

Livelihood

Conclusion

Corporate Social Responsibility is not a fad or a passing 

trend, it is a business imperative that many Indian 

companies are either beginning to think about or are 

engaging with in one way or another. A successfully 

implemented CSR strategy calls for aligning these 

initiatives with business objectives and corporate values 

thereby integrating corporate responsibility across the 

business functions and enhancing business reputation.

working environment, they had developed severe 

respiratory / skin infections. The children did not attend 

any school and the nutrition status of the children was very 

poor. There was also a severe problem of alcohol abuse 

amongst the men. The women were suppressed and 

worked in the farm as well as in the mines. Lack of 

availability of water was also one of the main concerns of 

the villagers .There were bore wells but they were non- 

functional. 
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ABSTRACT

CORPORATE SOCIAL RESPONSIBILITY AND ORGANIZATIONAL EFFECTIVENESS

Prof. Aishwarya GopalaKrishnan

Corporate Social Responsibility means different things to different people. It includes a list of people who benefit out of the 

activities from Stakeholders to customers and the community. CSR is as much about not polluting and being concerned about 

people being displaced when an industrial unit is set up beyond legal compliance as it is about supporting health or education 

programme. 

Today, CSR echoes the notion that development is not the exclusive responsibility of the government. Business, too, has a 

legitimate and responsible role to play. It is about conducting business responsibly, providing safe working conditions to 

employees, a good quality life to employees, customers and the society at large supporting community trade and educating the 

lower sections of the society. CSR is about giving back to the society 

The paper presents a few of the companies that conduct CSR activities and aims towards understanding organizational 

effectiveness and Corporate Social Responsibility. 

KEYWORDS : Corporate, Effectiveness, Organizational, Responsibility, Social. 

INTRODUCTION:

A business brings revenue into the country as well as is a 

means of employment to the population. A few 

governments make it mandatory for the Big Companies 

with a huge turnover to spend a certain percentage of the 

profits towards Corporate Social Responsibility. The aim 

behind this is that when Businesses prosper there should 

be a feeling of doing something for the society moving 

towards sustainability in Business which requires healthy 

economies, societies and markets.

WHY CSR?

Corporate social responsibility is the continuing 

commitment by business to behave ethically and 

contribute to economic development while improving the 

quality of life of the workforce and their families as well as 

the local community and society at large.

-World Business Council for Sustainable Development, 

2000

The few reasons why Businesses are determined to 

conduct CSR activities are self-interest, contribution to the 

society, creating a good perception about the brand in the 

minds of the public, doing good for the community as well 

as the environment, meeting the increased public 

expectations of the business. 

The term "corporate social responsibility" came into being 

in the late 1960s and early 1970s after many multinational 

corporations formed the term stakeholder, meaning those 

on whom an organization's activities have an impact. It was 

used to describe corporate owners beyond shareholders as 

a result of an influential book by R. Edward Freeman, 

Strategic management: a stakeholder approach in 1984. 

Many companies have initiated Corporate Social 

Responsibility into their Businesses. 

Organizational effectiveness has historically focused on 

how well organizations compete, how quickly they 

manufacture products and attract profitability. Peter F. 

Drucker, a 20th century Austrian social scientist and author 

of many books on organizational management said that 

businesses should strive for effectiveness in contrast to 

mere efficiency. A quote from Drucker's book, The Effective 

Executive, says that "Efficiency is doing things right, 

effectiveness is doing the right things.'’
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REVIEW OF LITERATURE:

Jane Collier et al (2007) : CSR is not an optional extra. All 

businesses, particularly those that operate at a 

transnational level, are responsible not only for the ethical 

conduct of their operations but also for their impact on all 

their stakeholders now and ingeneration to come. The 

argument of this paper draws together research evidence 

relevant to ways in which companies can ensure that their 

employees are motivated and sufficiently committed to 

the effective delivery of CSR practices. Such a commitment 

becomes vitally important in situations where companies 

operate globally in multicultural contexts, where staff 'on 

the ground' has to take decisions without the benefit of 

consultation. Risks must be managed and minimized by 

decision-taking that is ethical in its processes and ethical in 

its objectives and outcomes. Only employees whose values 

and vision are fully aligned with those of the organization 

will handle these situations effectively. What this paper 

shows is that it is not enough to have mission statements 

and codes of ethics. It is necessary for ethics to become 

embedded in the cultural fabric of the business as well as in 

the hearts and minds of its members. Those who are 

responsible for strategy and direction need to respond to 

the challenge of enabling and nurturing employee 

commitment to CSR so that the business develops an 

integrative CSR culture where social responsibility 

becomes a central plank in the collaborative search for the 

common good and a sustainable future.

Mahour Mellat Parast et al (2011) : The purpose of this 

paper is to investigate the effect of corporate social 

responsibility and benchmarking on organizational 

performance in the petroleum industry. We find that top 

management support for quality is the main driver of 

practices associated with corporate social responsibility. 

Corporate social responsibility appears to have a significant 

impact on internal quality results (operational 

performance) but it does not have a significant effect on 

external quality results (firm performance). We did not find 

a very strong relationship between benchmarking and 

internal/external quality results. Our findings suggest that 

the implementation of corporate social responsibility in 

the petroleum industry is economically driven. 

Recommendations for managers and future research have 

been outlined.

David Waldmanet Al (2006) : The authors explain that 

corporate social responsibility (CSR) is a topic that is 

increasingly capturing the interest and imagination of 

people in the business world. However, despite all of the 

attention that has been given to this issue, there is still 

much confusion and many misperceptions surround it. 

They aim at clarifying what corporate social responsibility 

really is, why it's so important and how it should be 

managed. The address the specific issues three specific 

questions: (1) what exactly is CSR, (2) why is CSR so 

important for the business world to consider, and (3) what 

should corporate decision-makers and leaders do in an 

attempt to properly manage CSR. 

Justin Deoble, The Economist Intelligence Unit (2005) : 

The contributors have written a paper on the Importance 

of Corporate Social Responsibility after conducting two 

global online surveys on the topic of corporate 

responsibility in October 2004. One survey of senior 

executives gathered 136 respondents. The other of 

institutional investors received 65 responses. To 

supplement the survey results, they also conducted 17 in-

depth interviews with senior executives and analysts. They 

state that Companies face a plethora of options among the 

various standards, guidelines, benchmarks and other 

proposed measures of CR. The author concludes there is 

no denying that CR has become an important issue facing 

the global business community and one that promises to 

grow in importance in the coming years.

Jamie Snider et al (2003) : The authors state that this 

investigation is motivated by the lack of scholarship 

examining the content of what firms are communicating to 

various stakeholders about their commitment to socially 

responsible behaviors. To address this query, a qualitative 

study of the legal, ethical and moral statements available 

on the websites of Forbes Magazine's top 50 U.S. and top 

50 multinational firms of non-U.S. origin were analyzed 

within the context of stakeholder theory. The results are 

presented thematically and the close provides implications 

for social responsibility among managers of global 

organizations as well as the findings are unique in that they 

reveal the content of CSR messages within the context of 

A number of studies have been done to find out:

1. CSR accountability

2. The purpose of CSR, theory and practice. 

3. CSR and the world's most successful firms. 

OBJECTIVE OF THE STUDY:

This present paper presents a perception of Corporate 

Social Responsibility and its effectiveness in organizations. 

The study aims to understand the companies that carry on 

CSR in their respective organizations. 
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CASE STUDIES:

The case studies below demonstrate how diverse company 

activities can be for businesses of all sizes:-

MICROSOFT

Microsoft works closely with international organizations 

such as the World Food Programme, Save the Children, and 

Mercy Corps to provide technology-based development 

assistance through the HEART (Humanitarian 

Empowerment and Response through Technology) 

program. More and more, global organizations rely on 

technology to improve the effectiveness of their 

humanitarian efforts around the world.

ICICI BANK LTD

The Social Initiatives Group (SIG) of ICICI Bank Ltd works 

with a mission to build the capacities of the poorest of the 

poor to participate in the larger economy. The group 

identifies and supports initiatives designed to break the 

intergenerational cycle of poor health and nutrition, 

ensure essential early childhood education and schooling 

as well as access to basic financial services. Thus, by 

promoting early child health, catalyzing universal 

elementary education and maximizing access to micro 

financial services, ICICI Bank believes that it can build the 

INFOSYS TECHNOLOGIES LIMITED

Infosys is actively involved in various community 

development programs. Infosys promoted, in 1996, the 

Infosys Foundation as a not-for-profit trust to which it 

contributes up to 1%PAT every year. Additionally, the 

Education and Research Department (E&R) at Infosys also 

works with employee volunteers on community 

development projects. Infosys leadership has set examples 

in the area of corporate citizenship and has involved itself 

actively in key national bodies. They have taken initiatives 

to work in the areas of Research and Education, 

Community Service,  Rural  Reach Programme, 

Employment, Welfare activities undertaken by the Infosys 

Foundation, Healthcare for the poor, Education and Arts & 

Culture.

ITC LIMITED

ITC has partnered the Indian farmer for close to a century. 

ITC is now engaged in elevating this partnership to a new 

paradigm by leveraging information technology through its 

trailblazing 'E-Choupal' initiative. ITC is significantly 

widening its farmer partnerships to embrace a host of 

value-adding activities: creating livelihoods by helping 

poor tribal make their wastelands productive; investing in 

rainwater harvesting to bring much-needed irrigation to 

parched dry lands; empowering rural women by helping 

them evolve into entrepreneurs; and providing 

infrastructural support to make schools exciting for village 

children. Through these rural partnerships, ITC touches the 

lives of nearly 3 million villagers across India.

MAHINDRA & MAHINDRA

The K. C. Mahindra Education Trust was established in 1953 

by late Mr. K. C. Mahindra with an objective to promote 

education. Its vision is to transform the lives of people in 

India through education, financial assistance and 

particular publics. 

They state that hopefully, the results will provide 

executives as well as researchers with a platform to 

consider with whom and in what ways global corporations 

should be responsible in the 21st century. The authors 

conclude that in the light of recent scandals perpetuated by 

top executives of global business firms, a more explicit 

focus on what organizations say and do with regard to 

important stakeholders and societal issues/constituencies 

may continue to grow in importance. Additionally, the 

increasing use of the Internet worldwide suggests that it 

may be the vehicle of choice for companies wishing to 

influence internal and external opinions of their 

operations. 

Dima Jamali and Ramez Mirshak (2007): The authors have 

aimed to critically examine the CSR approach and 

philosophy of eight companies that are considered active in 

CSR in the Lebanese context. Their findings suggest the lack 

of a systematic, focused, and institutionalized approach to 

CSR and that the understanding and practice of CSR in 

Lebanon are still grounded in the context of philanthropic 

action. 

capacities of India's poor to participate in larger socio-

economic processes and thereby spur the overall 

development of the country. SIG works by understanding 

the status of existing systems of service delivery and 

identifying critical knowledge and practice gaps in their 

functioning. It locates cost effective and scalable initiatives 

and approaches that have the potential to address these 

gaps and supports research to understand their impact. 

This is undertaking collaboration with research agencies, 

nongovernmental organizations (NGOs), companies, 

government departments, local stakeholders and 

international organizations.
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SATYAM COMPUTER SERVICES LIMITED

Alambana (support) is the corporate social responsibility 

arm of Satyam Computer Services Limited, formed to 

support  and st rengthen the  vu lnerable  and 

underprivileged sections in urban India. Registered as 

Satyam Alambana Trust in 2000, Alambana aims at 

transforming the quality of life among urban population. 

Alambana's services are directed primarily at the 

disadvantaged sections in all the cities that Satyam has 

offices in. Volunteers from among Satyam associates and 

their family members lead the services and perform the 

required tasks.

TATA CONSULTANCY SERVICES

The Adult Literacy Program (ALP) was conceived and set up 

by Dr. F C Kohli along with Prof. P N Murthy and Prof. Kesav 

Nori of Tata Consultancy Services in May 2000 to address 

the problem of illiteracy. ALP believes illiteracy is a major 

social concern affecting a third of the Indian population 

comprising old and young adults. To accelerate the rate of 

learning, it uses a TCS-designed Computer–Based 

Functional Literacy Method (CBFL), an innovative teaching 

strategy that uses multimedia software to teach adults to 

read within about 40 learning hours.

INDIAN OIL CORPORATION LTD

As a constructive partner in the communities in which it 

operates, Indian Oil has been taking concrete action to 

realize its social responsibility objectives, thereby building 

value for its shareholders and customers. The Corporation 

respects human rights, values its employees, and invests in 

innovative technologies and solutions for sustainable 

energy flow and economic growth. In the past five decades, 

Indian Oil has supported innumerable social and 

community initiatives in India, touching the lives of millions 

of people positively by supporting environmental and 

health-care projects and social, cultural and educational 

programmes. Besides focusing primarily on the welfare of 

economically and socially deprived sections of society, 

FINDINGS:
From the above case studies and literature review we can 

understand that more and more companies are adopting 

Corporate Social Responsibility as a part of their business 

practices and are trying to make more organizations 

understand their responsibility towards contributing 

towards the community and the society. 

Very few companies in India have started following CSR 

activities religiously and it is expected that more will be 

inspired to join the bandwagon and make the world a 

better place to live in for generations. 

SUGGESTIONS AND CONCLUSION

CSR refers to the obligations of the firm to society or, more 

specifically, the firm's stakeholders—those affected by 

corporate policies and practices. The vision and values of 

the Companies should be to create a fair world for the 

present and future generations and be the followers of the 

best business practices and becoming sustainable in the 

long run. Also inspiring and innovating while taking care of 

the needs of the societies and communities they carry on 

trade in. Companies should aim towards accomplishing 

their goals without compromising on their values and 

ethics.

More and more organisations should focus on achieving 

measurable positive outcomes for businesses and society 

in everything they do. Because they are accountable for the 

recognition to them, across age groups and across income 

strata. The K. C. Mahindra Education Trust undertakes 

number of education initiatives, which make a difference to 

the lives of deserving students. The Trust has provided 

more than Rs.7.5 Crore in the form of grants, scholarships 

and loans. It promotes education mainly by the way of 

scholarships. The Nanhi Kali project has over 3,300 children 

under it. They aim to increase the number of Nanhi Kalis 

(children) to 10,000 in the next 2 years, by reaching out to 

the underprivileged children especially in rural areas.

Indian Oil also aims at developing techno-economically 

viable and environment-friendly products & services for 

the benefit of millions of its consumers, while at the same 

time ensuring the highest standards of safety and 

environment. Every year, IndianOil sets aside a fixed 

portion of its profits for spreading smiles in millions of lives 

across the country through a comprehensive community 

welfare and development programme. About one-fourth 

of the community development funds are spent on the 

welfare of Scheduled Caste and Scheduled Tribe 

beneficiaries. Indian Oil has a concerted social 

responsibility programme to partner communities in 

health, family welfare, education, environment protection, 

providing potable water, sanitation, and empowerment of 

women and other marginalized groups. Indian Oil has 

always been in the forefront in times of national 

emergencies. Indian Oil People have time and again rallied 

to help victims of natural calamities, maintaining 

uninterrupted supply of petroleum products and 

contributing to relief and rehabilitation measures in cash 

and kind.
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future of the society as well as the country they grow in. 

They should strive to ensure that they never compromise 

on their actions and always remember that their honor and 

individuality are fundamental to achieving their mission. 

This paper is a humble attempt to identify the CSR activities 

that are carried on in the organisations and its 

organizational effectiveness. There is further scope for 

ardent researchers on these lines. 
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EMERGING TRENDS IN SERVICES SECTOR
Dr. Bhosale J. P.

INTRODUCTION 

In the beginning of the 21st Century the Global Economy 

shows significant structural changes in a swing of services 

sectors contribution. In the process of economic 

development, a simultaneous growth of primary, 

secondary and tertiary sectors is historical, but the high 

growth of services sector is phenomenon in recent 

decades. This is directly due to the development of 

sophistication in information technology. Since, 1980's the 

share of services sector in a real GDP in India has also 

surpassed that of agriculture and industry. It is also 

reflected in state level growth. No doubt, the dynamics of 

the services sector infuses new growth impulses 

stimulating investment, income, consumption and 

employment. But there seems to be some conflict between 

the growth of employment and growth of output in the 

Indian context. Economic development is associated with 

shifts in the sectoral allocation of the workface which, in 

turn, is related to shifts in the production structure. It is 

generally observed that development is accompanied by a 

progressive diversification of employment structure, 

reflected in fall in the share of the primary sector and rise in 

that of secondary and tertiary sector. Generally, the growth 

of services sector and its contribution to income and 

employment generation are indicators of economic 

development.

Services form a major portion of our life. Whether we 

travel, watch television, issue a cheque, ring a house 

keeper to upkeep our home, educate our children, in each 

case and a host of similar cases we are enjoying the service 

of one or the other agency and we don't reckon it. In fact, 

we are offended when somebody mentions that the school 

is actually a business which it is or a trust is run 

professionally. Today more than 60 percent of most of the 

western economics are in service sector. Service sector has 

been considered as post-industrial development.

CONCEPTUAL BACKGROUND:

It is said that the services sector provides a tremendous 

scope for employment at the present stage of India's 

?Primary sector includes agriculture, forestry and 

fisheries.

?Secondary sector includes mining, manufacturing 

and electric supply and construction.

?Services cover trade, transport, communication, 

hotels, finance, insurance, real estate, business 

services, community, socia and personal services 

etc.

SERVICES DEFINATIONS:

1. Philip Kotler (1988) : “Service is any act or 

performance that are party can offer to another that is 

essentially intangible and does not result in ownership 

of anything. Its production may or may not be tied to a 

physical product”.

2. Stanton : “Services are those separately identifiable, 

essentially intangible activities, which provide want 

satisfaction when marketed to consumer and / or 

industrial uses and which are not necessarily tied to 

the sale of a product or another service”.

3. The Service Industries Journal : “Service is any primary 

or complimentary activity that does not directly, 

produce a physical product that is the non goods part 

of transaction between buyer (Customer) and Seller 

(Provider)”.

4. American Marketing Association : “Services are 

activities, benefits or various levels of satisfaction 

which are offered for sale and are provided with sale of 

goods”.

development, where the manufacturing sector with its 

pre-occupations of modernizations. Technological up 

gradation can provide a limited solution to the 

unemployment problem in the economy. The excess 

growth of tertiary sector is attributed by some to growing 

mobility due to expanding foreign trade, tourism and 

cultural and educational tours. It has pointed out that 

public services grow more rapidly where national 

governments have a significant role in planning and 

production in the economy as a whole.
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RESEARCH METHODOLOGY

With the above objectives keep in mind the instructed 

Interview Method and Desk Research Method was 

basically adopted.

For the present research study the data pertaining to the 

above objectives was collected and reviewed the literature 

on the topic concerned. The literature was thus collected 

by visiting various libraries. Some Government offices were 

also visited for getting office record and statistical data. The 

secondary data is also collected from various websites and 

related to Services Sectors.

The Secondary Data is collected from various reference 

books related to Services Sector, Commerce & 

Management, Marketing & Finance etc. For said research 

study secondary data is also collected from the National 

and International Research Journals which are related to 

Commerce, Management, Marketing, Finance, Services 

Sector and from various websites.

HYPOTHESIS OF RESEARCH STUDY:

For the present research study the researcher has taken 

the following hypothesis :

1. The area, variety and transactions related to services 

sector are increasing day by day.

2. The jobs in service sector are increasing as per the 

increase in variety of services, the nature of 

employment and the opportunities of jobs are 

changing.

3. Due to increase in services sector, the urbanization is 

enhancing day by day.

OBJECTIVES OF THE RESEARCH STUDY

1. To study the theoretical background of services sector.

2. To study the concepts of Services & Goods.

3. To study the comparison between Services & Goods.

4. To study the emerging trends in Services Sector.

5. To give some measures for Services Sector.

The present research study was carried out with following 

objectives in view.
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21. Need satisfied More emotional Physical

22. Basis of competition Personalization Technology

23. Channels of Distribution Shorter Longer in most cases

24. Standardization Only for routine services All ever

25. Facility Location Close to customers Near supply

26. Facility layout To accommodations customer, To enhance production

 physical and psychological needs

27. Product design environment plays a vital role Only physical product

28. Process design Immediate efforts on customer Customer not involved

29. Scheduling As per customer interest As per completion date

30. Production planning Smoothing production Possible

 results in losses

31. Storage Not possible Possible

32. Inventory Personal Raw material

33. Worker skill interaction skill technical skill

34. Quality control Variable quality standard Fixed

35. Time standard Loose Tight

36. Capacity planning Capacity increased Average capacity

37. Forecasting Short run Long run

38. Image Corporate Brand

COMPARISION OF SERVICES AND GOODS:

Sr. No.  Characteristics Services Goods

1. Physical Shape Intangible Tangible

2. Production Spontaneous Time-spread

3. Delivery Along with production Separate with production

 Spontaneous  scheduled

4. Demand Fluctuating Stabilized

5. Supply Inflexible Flexible

6. Producer Status Inseparable from service Separate from goods

7. Life Still bom Longer life

8. Title No ownership possible Ownership possible

9. Customer Involvement High Low/absent

10. Physical Presence of Customer Absolutely necessary Hardly necessary

 in most of the services

11. Labour Tending to be high Low

12. Type of technology used Generally soft Generally Hard

13. Quality Varies with time and person Standardized

14. Role of Physical Surrounding Important Not so important

15. Physical Movement of the provider of the product

16. Consumer Reaction Spontaneous Delayed

17. Repairs Impossible Common

18. Replacement Rare Common

19. Pricing Labour base Material base

20. Seasonality Yes Good/Specific

(Source: Developed on “Where does customer fit in the service operation”.  R.B.Chase, Harvard usiness Review, Nov., Dec., 1998, p. 137.)
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EMERGING TRENDS IN SERVICES SECTOR:

1. Increase in Employment: The jobs in service sector are 

increasing as per the increase in variety of services. 

The nature of employment and the opportunities of 

jobs are changing. The skill  of computer, 

communication, drafting, marketing, salesmanship 

etc. become essential for getting better jobs in 

services sector.

2. Technological Upgradation: The technological 

upgradation and change in technology is the 

important emerging trend in services sector. The 

specialization in services has been accompanied by 

technological upgradation and changes especially 

those resulting from the role information and 

communication technologies in the services sector 

that have substantially enhanced labour productivity 

in this sector.

3. Heavy Urbanization: Due to increase in services sector, 

the urbanization also enhanced simultaneously. There 

are very less opportunities of employment, self 

employment and entrepreneurship in rural and 

remote areas of the nation. Therefore, many people 

migrate from rural area to urban for getting 

employment. 

4. Expanding Foreign Trade: Acceptance of new 

economic policy with the features of globalization 

privatization and liberalization enables to expand the 

foreign trade. So many concessions, facilities and 

amenities are given, to motivate foreign trade. Various 

services like Business Process Outsourcing, Franchise, 

E-mail, Internet etc. are transferred from one country 

to another country as well.

5. Low Productivity in Agriculture Sector: The excess 

growth of the services sector in any economy deserves 

attention as this leads to a number of problems such as 

low productivity of the labour force engaged in 

agriculture, unemployment, and underemployment in 

the economy, low productivity in agriculture sector 

become common phenomena. The contradiction in 

respect of production & marketing in agriculture will 

not help farmers and agricultural workers.

6. Value addition to manufactured goods: The 

specialization that result from the outsourcing of 

services has resulted in far greater value addition to 

manufactured goods through the incorporation of a 

range of intangibles provided by intellectual capital, 

such as design features and technical inputs that 

enhance product quality.

7. Outsourcing of Research and Development: Same 

services activities, especially research and 

development activities that are outsourced, are seen 

as spurring innovation in the commodity producing 

sectors, leading to productivity increases and growth. 

The combination of industry and services enables to 

improve the quality of goods manufactured. 

8. New Products: There is the argument that 

specialization into services generates new products. 

The demand for which results in an induced demand 

for manufactures production of variety of goods is 

quite possible due to specialization in services. 

9. Reduction of Employment in Primary Sector : It is clear 

that the primary sector employment has declined for 

both men and women in the rural areas by 1999-2000, 

and that the decline has been especially sharp in the 

case of men, for & whom tertiary sector employment 

has increased its share significantly. However, this 

latest pattern needs to be viewed in conjunction with 

the evidence on falling work participation rates and 

decelerating employment generation.

10. IT enabled Services: Information technology enabled 

services have a wide range. These services are offered 

to the customers across the globe with the help of 

telecommunication network India has the 

competitive advantage when compared with most of 

the other countries. The different IT enabled services 

where India has certain competitive advantages over 

other countries are such as- Back office operations 

and Other Allied Services, Coding Services, Content 

Development / Animation, Call Centers, Digitization, 

Engineering and Design, Education, Insurance Claims 

Processing, Legal Databases, Medical Transcription, 

Payroll, Web Services etc.

11. Contribution of Telecommunication: The contribution 

of telecommunications to the GDP of India has been 

considerable and on increase after 1990's. In order to 

make telecom sector more effective and dynamic, the 

tasks that claim priority and immediate attention are: 

Resource shortages. Lack of technology, lack of 

trained personnel and political expediency. Further 

the experiences of other countries in organization 

matters stress the needs to separate the policy, 

regulation and operations, concerned efforts in this 

direction would surely yield much better results. 

12. Investment in Foreign Direct Investment (FDI): The 

liberalized policy of 1991 had a distinct impact in 

boosting the flow of FDI into India. There has also been 

a structural shift in FDI flows from natural resource 
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MEASURES REQUIRED IN SERVICES SECTOR

1. We have to encourage the small scale sector in the 

services sector. With its greater flexibility in location 

and low capital intensity, in the small scale sector is 

ideally suited to take up ventures in the services areas. 

The potential of small scale industries to render 

services of a personal nature is close proximity their 

customer must be recognized and suitably 

encouraged.

2. There is need for improving the excellent health, 

education of masses. There are excellent health, 

education, transport and communication services n 

metropolitan cities, but these are quite inadequate in 

rural areas where majority of the population lives. The 

services sector should remove these disparities. 

3. If GDP growth has to have any meaning, it must be 

driven more by agriculture and industry not by 

services. The Government needs to shift its thinking to 

create institutional structures that encourage private 

investment in services and remove road blocks and 

seeking (e.g. Plantation, mining and petroleum) 

towards created asset seeking (i.e. manufacturing 

activities) and lately towards services sector. There has 

been a definite regional concentration of FDI flows to 

few developed states in India, which contain the 

potential for accentuating regional divergence in the 

development process. The gap between the actual 

and approved FDI still remains wide, necessitating 

appropriate policy initiatives to bridge the gap. The 

foreign capital generators a variety of serious 

resources allocation, structural and policy related 

problems in the recipient countries. 

13. Radical Changes in Capital Market: Stock exchanges 

are essentially part of a nation's economic life. It does 

the function of channelizing the savings o the society 

into the corporate sector for productive use. With the 

growth of industries, the number of companies 

accessing the capital market and the quantum of 

resources that have been raised has shown an 

exponential growth. Correspondingly it increased the 

importance are responsibility of the stock exchanges. 

The Indian stock market got impetus once the Indian 

companies Act, 1856 was passed. An informal 

association formed in 1875 was called “Native Share 

and stock Brokers Association” which was later 

established as Bombay stock exchange. Thereafter 

stock exchanges were promoted in different places to 

promote regional growth. As at the end of December 

2000, 24 stock exchanges are permitted in India. The 

capital market segment has witnessed phenomenal 

and radical changes in the last few years. All the 

changes have been made keeping the investor interest 

in mind. The process of reforms has made the Indian 

capital market on par with global standards.

14. Focus on Rural Banking Services: Both the central and 

state government have played important roles in 

expanding banking to rural areas. Unfortunately, the 

institutions, and the Government have succeeded 

only partially. They are not effective enough to cover 

all the population in the rural areas, nor are they able 

to meet demand for loans. The problem of overdoes 

continues to prevail and it clogs the free relation of 

funds in the rural sector. The moneylenders are still 

predominant in certain pockets which are either 

unbanked or under banked. Therefore, the 

institutions, so far created, have failed to provide 

adequate service to the rural sector and to replace the 

traditional moneylender. Creation of Self-help groups 

in the rural areas alone will provide an alternative to 

the institutions- both public and private. The self-help 

groups them could mobilize their savings, rotate it 

them among the members and utilize them for 

various purposes. The institution could refinance 

these self-help groups. They alone will solve problem 

of fund shortage, over dues and the malpractice of the 

moneylenders in the villages. They can also facilitate 

the empowerment of women and other weaker 

section in the rural areas.

15. Service Taxation in India : Dr. Manmohan Singh, the 

then Union Finance Minister, in his Budget Speech for 

the year 1994-95 introduced the new concept of 

service Tax. Service Tax administration in India has 

before it multidimensional challenges. Few of them 

are related to the very nature and growth of service 

sector in the economy and others relate to procedural 

aspects of the service tax collection. The growth of 

services sector at higher rate offers opportunities as 

well as challenges to bring under the tax net the 

hitherto uncovered services. This offers tremendous 

revenue potential to the government. It is expected 

that in due course Service Tax would reduce the tax 

burden on international trade (Customs duty) and 

domestic manufacturing sector (Excise duty). so a 

planned growth of service tax would be 

commensurate with the goals of economic 

liberalization and globalization. 
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CONCLUSION:

The development process in the Indian context, 

particularly since the late 1980's reveals a scenario of pre-

dominating role of the services sector. But, the growth of 

employment does not seem to be commensurate with the 

growth rate of the services sector. This has raised such as 

conflict between growth in output and employment, 

delays. That will create far more jobs that public sector 

investment.

4. The Government must restrict its activities in this 

sector and allow private sector to expand the range of 

services. Strengthening of the services sector should 

focus on human capital formation through the 

development of knowledge intensive services which 

require efficient infrastructure. Also, we should see 

that the services and manufacturing sectors become 

mutually more supportive and complementary. In 

other words, services sector must act as a catalyst for 

improving the efficiency and productivity in the 

industrial sector.

5. As software sector and the entire services industry are 

newly upcoming industries in India and have grown 

considerably, It is always useful to provide facilities for 

development of human resources suitable to India. 

Government may start IT institutions of international 

standard to train the young in modern skill so as to 

make them efficient experts in the highly competitive 

field. Every big firm or multi-national organizations 

should have human resource department for enabling 

their employees including non employees gain current 

knowledge in the services sector, particularly 

computer based skills so that the country can face 

global competition effectively and make India one of 

the leading IT nations in the World.

6. Some suggestions are made for the better banking 

services in the rural areas. Firstly, large number of 

people in the remote areas due to illiteracy are not 

aware of the banking services the banking habit 

should be developed among these people. Secondly 

the institutions should look into the activities rather 

than persons. When the activities are promoted, that 

is the security are guarantee for the funds. Thirdly, 

loan recovery can be made easy through development 

rather than relief. Fourthly, the institution must be 

made efficient and accountable for its activities. 

Fifthly, political interference in providing loans and 

other services should be stopped. 

allocation efficiency to different sectors, income 

distribution measures and their relevance and the type of 

technology. The crucial issues being, that a vast unskilled 

labour force continues to be unemployed or 

underemployed in agriculture sector as well as in informal 

sector. The proliferation o IT enabled services and its 

continuing demand and growth may well emerge as a 

definite advantage for India, both in terms of generating 

employment and exports. 

There is significant increase in the service economy 

throughout the world and developing countries are no 

exceptions. There are number of reasons for such an 

increase and these are a) increasing affluence, b) more 

leisure time, c) higher percentage of women in the labour 

force, d) greater life expectancy, e) greater complexity of 

products, f) increasing complexity of life, g) greater 

concern about ecology and resource scarcity and h) 

increasing number of new products. 

Marketing of services is important in the great concern. For 

marketing of any products, the four elements of marketing 

mix are product, price distribution and promotion, which 

are used in a specific combination to arrive at marketing 

strategy. In the case of services, there are three additional 

elements. These elements are people, physical evidence 

and process.
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Green Development “Human Resource

- Environment Linkage”Perspective and Way Forward.
Mr. R K Sinha

INTRODUCTION

It is an irony of fact that the growth & development of 

human resources  vis-à-vis its civilization is directly linked 

with the existing environmental conditions and 

subsequent threats faced by individuals living in a civilized 

society for its upbringing and survival to the extent they are 

capable of being successful in their joint endeavors.

In order to further elaborate the dynamics of human 

resource with respect to the environmental linkages could 

be broadly divided under the following segments indicated 

as under:

1) The physical/ financial resources available for any 

business activity and its sustainability in the complex 

environmental conditions.

2) The quality of human resources with reference to their 

education standards/ health and other related facets 

of growth & development.

3) The existing natural resources of the country with 

special reference to the regional / local conditions and 

also the eco-system services provided by the society & 

nation as a whole.

4) The existing political structure of the country with 

reference to our democratic rights and liabilities and 

the accountability factors to be reckoned with by the 

society in terms of their responses.

5) The prevailing social / cultural resources represented 

through the networks, norms and their consequent 

relationships to give meaningful contributions to the 

society and provide positive dents to maintain and 

harness the environmental conditions for the purpose 

of sustainability of livelihoods for the entire citizens of 

the country.

It is true that the transformation of capital assets for the 

purpose of livelihood could be channelized through 

transforming structures & processes primarily through the 

governmental interventions along with the players of 

private sectors, who can 

also add certain new dimensions to this effect which was 

earlier not possible on account of factors like inadequate 

laws, policies, cultural orientations and existence of 

institutions who could be given such assignments and tasks 

to achieve the desired ends in this direction.

There is yet another dimension in terms of the responses 

to the existing environmental threats, wherein a section of 

population in a particular county is always being engaged 

for making their efforts to survive in the difficult times on 

account of poor economic conditions & also their 

incapacity to cope up with the technological 

sophistications to react in a positive way with respect to 

the environmental challenges faced by them in the society. 

In order to mitigate the various anthropogenic influences 

on the natural environment like pollution, resource 

depletion, extinction of species are the crucial factors 

involved to understand the influences on the natural 

environment which is always being challenged due to one 

reason or the other by the population concerned. 

It is often observed that the poorly developed nations are 

primarily responsible for the environmental degradation 

on account of one reason or the other and which in turn 

affects the sustainable development of the country in the 

context of improved quality of work life and environmental 

friendliness with respect to the various societal functions 

and its idiosyncrasies. 

There is yet another perspective in the arena of political 

economy and the new social order of a particular society 

focusing on its existence in the shape of diverse ecological 

movements initiated at the grass-root level of political 

action in order to minimize the extent of inequalities within 

the society to prevent environmental degradation to a 

great extent and to improvise the overall economy of the 

country. 

In some cases it is also observed that the inadequate 

implementation of the policy framework within a 

democratic system also has a pivotal role in the process of 

environmental degradation on account of factors like 

failure of marketing mechanism, inadequate taxation, 

violation of property rights of individuals and group of 

people, failure of legalistic framework of the society and 
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1. To observe the linkages between the human resource 

and the environmental forces affecting the 

ecosystem.

OBJECTIVES OF STUDY

mismatch between the existing demand & supply of 

various products & services under consideration. The 

ultimate thrust of the eco-system services within a society 

is focused on sustaining the existing species in order to 

regulate the various functions and enriching the cultural 

heritage of the society under consideration, which is being 

reflected in terms of the quality of food being served, the 

micro organism, the plant & animal products which are 

being represented through their genetic & bio-chemicals, 

which is on many occasions being used as the fuels / 

energy/ fiber/ non living materials & fresh water for human 

consumption.

The regulating aspect of the eco system services could be 

represented by the process of purification of air & water, 

mitigation of floods & draughts, decomposition of wastes, 

preservation of soil & soil fertility, control of pests and 

maintenance of bio-diversity in order to stabilize the 

climatic fluctuations of the country to a great extent.

On the cultural front, the eco-system services also adds 

new dimensions in terms of the existing beliefs & value 

system surrounding their natural forces, spirituality and 

other religious factors and considerations, which has 

aesthetic values and also having educational & scientific 

temper to give positive dents in a society.

The concern for access to the basic needs and its equitable 

distribution is equally important in a civilized society and 

the nation as a whole in order to maintain the balance of 

power and reducing undue conflicts between the have's & 

have not's.

In this arena of functioning the role of governmental as well 

as the private players are significant to assure that the 

benefit reaches to the grass-roots of the society without 

any kind of discrimination or favoring any section of society 

on account of one reason or the other.

It is true that the environmental regulations and its 

consequent legal framework in India is amply covered in 

our constitution and it shall be the responsibility of the 

state to ensure environmental protection under Article 48-

(A) as under: 

“The state shall endeavor to protect and improve the 

environment and to safeguard the forest and the wild-life 

of the country”.

The environmental protection is a fundamental duty of 

every citizen of the country under the article 51-A (g) of our 

constitution indicated as under:

“It shall be the duty of every citizen of India to protect & 

improve the natural environment including forests, lakes, 

rivers & wildlife and to have compassion for living 

creatures”.

It is the states responsibility with regard to raising the level 

of nutrition and the standards of living and to improve 

public health as enshrined under Article (47) of the 

constitution.

The Environment (Protection) Act, 1986 was introduced as 

an umbrella legislation which provides a holistic 

framework for the protection and improvement of the 

existing environment under consideration.

The ministry of Environment and Forests has enacted the 

Biological Diversity Act, 2002 under the United Nations 

conventions on Biological Diversity signed at Rio de Janeiro 

on the 5th June 1992 of which India is also a party.

The above Act provides for the conservation of the 

biological diversity, sustainable use of its components, and 

fair and equitable sharing of benefits arising out of the 

biological resources.

The Hazardous wastes (Management and handling 

amendment rules, 2003) requires that the organization 

should seek authorization for the disposable of hazardous 

wastes from the concerned state pollution control boards 

as and when required.

Further to this on the environmental protection Act 1986, 

rules for the regulation/control of ozone depleting 

substances (ODS) under Montreal Protocol have been 

imposed on manufacturing, import, export and use of 

these compounds.

The Environment Impact Assessment (EIA) is an important 

management tool for ensuring optimal use of natural 

resources for sustainable development and its scope 

covers developmental sectors such as industries, mining 

schemes, energy etc.

In view of the above considerations with regard to the 

environmental changes in relation to the natural 

resources, production flows and the applications of 

management practices in the light of existing 

environmental legislations could be analyzed to observe its 

impact on the human resources management.
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RESEARCH METHODOLOGY

The methodology adopted for this presentation is primarily 

based on the following methods & techniques for 

gathering information and its consequent interpretation:

1. Observation method.

2. Consultative method

3. Evaluation of research findings.

4. Personal experiences.

5. Interview techniques.

6. Brainstorming methods.

However, we could not adopt any statistical or 

questionnaire methods for the data collection & its 

interpretation due to paucity of time and other limitations.

REVIEW OF LITERATURE

It is an acknowledge fact that there is a strong linkage 

between the poverty and environmental degradation in 

our society and which is also true specially in a low income 

countries and the need to feed the population after 

2. To visualize the legalistic framework of our 

environmental laws in the context of its significance 

and future courses of action.

3. To delineate the various challenges of human resource 

management in the competitive market environment 

and its realization.

4. To judge the applications of human resource planning 

in the area of environment and occupational health.

5. To discuss the issues of environmental equity vis-a- vis 

human resource and its significance in the area of 

environmental challenges.

6. To visualize the environmental scanning process in 

order to develop suitable a strategic planning for the 

human resources of the country.

7. To observe the role of PESTLE analysis in framing the 

dimension of big picture of the society for further 

guidance and approach towards sustainable 

development.

8. To visualize the role of green marketing, its 

opportunities and challenges for the sustainable 

development of our society in the larger context.

9. To observe the role of emerging fields of action in the 

domain of environmental management and its various 

ramifications.

10. To chalk out recommendations in the field of human 

resource management with due reference to 

environmental linkages etc.

a. 40% of the earth's surface is considered dry land and 

of which 70% is already degraded or subject to heavy 

degradation.

b. 21% of the earth's surface is having hilly and 

mountainous zones.

c. 900 millions of world's population live in dry zones and 

only 10% of them live in mountainous zones.

d. Land degradation and loss of vegetative cover have 

consequences in terms of loss of bio – diversity and 

carbon exchange process.

e. Environmental degradation has a disproportionate 

impact on women's livelihood, since there are 

involved in harvesting common property resources 

such as wood and water and ensuring livelihood food 

security.

drought or floods would be the priority of the nation under 

consideration on account of the climatic changes or loss of 

bio- diversity.

Evidences suggests that the linkage between poverty and 

environmental degradation  and in this process usually the 

poor population of the masses are affected on account of 

their poor purchasing power and land fragmentation 

followed with inheritance of social institutions 

contributing towards the reduction of size and viability of 

holdings.

Poor people also live in the areas having higher pollution 

and with hazards of higher toxicity are prevalent and which 

is associated with health risks.

As per the research studies on the subject, 60% of the 

world's population are found to be in the fragile eco-

system and remote who are ecologically vulnerable in the 

context of rural areas.

The extent and characteristics of this area threatens the 

livelihood security of the inhabiting populations indicated 

as under;

In addition to the above consideration, the inappropriate 

land management practices have contributed towards 

environmental degradation, like for example large scale 

mechanizations, inappropriate use of chemical fertilizers 

and pesticides, charcoal burning and slash - and – burn 

methods of agriculture etc.

Further to this, the resource poor farmers, working on 

marginal dry land small holdings are highly dependent on 

the natural resource conservation and balanced 

management of resources, demands much of 

technological innovations to improve their yields in 
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response to the export driven markets favoring large scale 

production techniques and which is generally capital 

intensive.

In order to preserve the livelihoods of vulnerable small 

holders in harmony with the natural resources and in the 

absence of new technology, there is a need to reassess 

traditional technologies that would conserve natural 

resources which is in consonance with the coping 

strategies of the communities of society.

In particular, in this direction the adoption of new 

knowledge and technologies, with capacity building to 

ensure effective resource conservation is essential in the 

existing production system for meeting the desired ends.

We need to assess the role of institutional framework of 

our support organizations for ensuring effective delivery 

system in the shape of research, extension, advice, inputs, 

technologies and their coverage's of the most vulnerable 

groups in a participating framework to identify the 

constraints and opportunities and risks involved in the 

process.

The gender implications in the agricultural and livestock 

system and adoption of extension system, communications 

and demonstrations in consequence are equally important 

for the marketing and value addition activities of livestock 

and crop production system to facilitate and ensure intra 

household resource and income distribution for the 

households.

The sustainable forests management policy implies the 

conservation of strategic forests in scarce supply or 

declining species that would provide supply of woods and 

forests for the use of human kind. The benefits of 

sustainable forests management includes fuel wood for 

domestic purpose, cattle fodder and medicines.

The forests also protect the soil from erosion, prevent 

environmental degradation and acts as a store of bio-

diversity and carbon, provide vegetative cover and 

contribute to climatic stability in the country. 

Now observing the other dimension, organizations that do 

not put their emphasis on attracting and retaining talents 

may find themselves in their consequences with respect to 

their competitors may be out playing them in the strategic 

employment of the human resources.

In order to succeed in the complex competitive 

environment, the HR professionals have to become a 

strategic partner and function as a change mentor within 

the organization.

According to Thomas (1992) the dimensions of work place 

diversity includes factors like age, ethnicity, ancestry, 

gender, physical abilities/qualities, race, sexual 

orientation, educational background, geographical 

locations, income, marital status, military experience, 

religious beliefs, parental status and work experience etc.

The future success of any organization depends on its 

abilities to manage a diverse body of talents that can bring 

innovative ideas, perspectives and views in the working 

system.

The challenge and problems faced by work place diversity 

could be transformed into strategic organizational assets if 

it is able to capitalize on the melting pots of diverse talents.

It is also true that, if the organizational environments do 

not support this diversity in the broadest context, then 

there are possibilities of losing talents from the 

organization in the hands of competitors for their 

competitive advantage.

The World Health Organization provides guidelines for 

ensuring more comprehensive approaches towards 

capacity building, which includes the development of 

institutional infrastructure, a legalistic framework, 

enforcement mechanism and the necessary human 

resources to reach the desired ends.

The examples of such approaches are projected in the 

areas of incorporating initiatives on health and the 

environment in to their development planning, working on 

the national profiles on the sound management of 

chemicals and promotion of national planning for the 

human resource development in environmental and 

occupational health.

The human resource developmental planning includes the 

following:

1. Participation of high level decision-makers from all 

sectors involved in the planning process.

2. Training in the area of human resource development 

for leading and participation in the planning process.

3. Reviewing the human resource development in terms 

of funds allocations, utilizations and other concerned 

documents in this regards.

4. Prioritizing the list of concrete activities in terms of the 

budget allocations and availability of funds for it.

5. Provide institutional mechanism for human resource 

developmental planning and providing opportunities 

for the ongoing inter-sectorial Participation in this 

regard.
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1) There is an urgent need for collaboration with the local 

grass-roots/ community groups for its identification of 

environmental issues affecting the human resource of 

their community.

2) To inculcate the culture of environmentalism, 

community rights and to appreciate the efficacy of 

training to environmental risks in their communities.

3) Integrate environmental & social / economic issues in 

the curriculum of studies in higher education.

4) Involve communities in the decision-making process 

affecting communities for better understanding and 

participation.

5) Create forums for environmental awareness programs 

in the community with accepted leadership.

6) Develop marketing strategies that would reflect the 

diversity of environmental technology career and its 

consequent advancement of individuals engaged in 

such avocation.

According to Peattie (2001) had indicated that the 

evolution of green marketing has three distinct phases, the 

first phase was termed as “Ecological green marketing” & 

during this period all marketing activities were concerned 

to help the environmental problems & provide remedies 

for it.

The second phase was “Environmental Green Marketing” 

and the focus shifted on clean technology that involved 

designing of innovative new products which would cater to 

the menace of pollution & waste products.

Finally, the third phase was directed towards “Sustainable 

Green Marketing” which came into prominence in the late 

90's & early 2000”.

Infact, an effective environmental scanning program could 

help the management for decision-making with respect to 

the current & potential changes which are taking place in 

their institutional external environments.

This involves four kinds of activities in the form of external 

analysis, internal analysis to give directions towards the 

strategic decisions in order to work out the various 

strategic plans for the organizational concerned.  

There is another dimension which is related with the 

concept of the environmental justice and equity being 

covered by the different environmental technology 

programs for due consideration of the government as well 

as the private players in this arena and which is indicated as 

under:

The products that are being manufactured through green 

technology has usually no environmental hazards and the 

products are known as green products which is necessary 

for the conservation of natural resources and sustainable 

development.

Following are the common examples of such green 

products:

1)  Products those are originally grown.

2) Products that is recycled, reusable and biodegradable.

3) Products with natural ingredients.

4) Products containing recycled contents and non-

toxicant chemicals.

5) Products that do not harm or pollute the 

environment.

6) Products contents under approved chemicals.

7) Products that will not be tested on animals.

8) Products that have eco-friendly packaging i.e., 

reusable, refillable containers, etc.

a) Best green IT Project of State Bank of India: The State 

Bank of India is providing many services like paperless 

banking, no deposit slips, no withdrawal forms, no 

checks, no money transactions forms are being used 

through the SBI's shopping & ATM Cards.

The State Bank of India has become the first Indian 

bank to harness wind energy through a 15mega watt 

wind farm developed by Suzlon energy ltd. and it is 

also helping in the reduction of carbon footprints and 

It is interesting to observe that India ranks no. 1 on the 

implementation front of green marketing as compared to 

other countries in this endeavor.

We can observe this in some of the interesting cases in the 

corporate sector of our economy as under:

1) To assess the technical, economic, social & political 

dimensions including the trends & events for 

forecasting the new business dimensions & activities.

2) To promote the future orientation in the thinking 

process of the management & staff functions.

3) To provide signals to the management and staff 

pertaining to the trends that are converging, 

diverging, speeding up, slowing down or interacting in 

a definite direction of business entity.

In continuation with the impact analysis of human 

resource development & its consequent linkages with the 

environment could be analyzed through the process of 

environmental scanning system which has the following 

attributes:
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FINDINGS/ RECOMMENDATION

Based on the study conducted in the domain of human 

resources and its linkages with the environmental issues 

and dynamics connected with this phenomenon, it is 

observed that the existence of human resource and its 

consequent growth & development is just not feasible 

without having a proper support system from the 

environment system.

In view of the above considerations, following 

recommendations / findings are indicated below:

1) The various legalistic frameworks on environmental 

laws are merely guidelines for assuring the safe 

upkeep of our existing environments especially with 

reference to the natural resources available to the 

society at large, but their ruthless exploitation by the 

civic society has caused eminent dangers for its 

depletion and vagaries caused to the society.

2) With regard to the issues of workforce diversity, many 

to promote energy efficient processes in the banking 

operations.

b) Kansai Nerolac Paints Ltd.: has committed itself 

towards the welfare of society & environment and as a 

responsible corporate has taken initiatives in the area 

of health, education, community development & 

environment preservation.

Apart from this the company has worked out efficient 

measures for removing hazardous heavy metals like: 

lead, mercury, chromium, arsenic & antimony, etc. for 

its adverse effects on human beings.

c) Indian oil is fully geared up to meet the target of 

reaching Euro-III compliant fuels to all parts of the 

country as early as possible and the major cities would 

be upgraded to Euro-IV version.

d) Motor spirit quality improvement unit would be 

commissioned at Mathura Refinery.

e) Indian oil is focusing on CNG, auto gas, ethanol 

blended petrol, bio-diesel & hydrogen, etc.

f) Wipro green IT: is committed for a sustainable 

tomorrow by reducing cost of operations, reducing 

carbon footprints and thus saving the environment 

with a new range of desktops called Wipro green ware.

g) Tata Motors is setting up eco-friendly showrooms 

using natural building materials for its flooring and 

energy efficient lights and this will also be used in their 

Taj Group of Hotels in a short span of time. a) Natural resources : This is the most critical area in 

the arena of environmental issues, which 

encompasses issues like soil erosion, fertility of 

land, livestock holdings, area under forest in 

terms of pasture or cropping, level of vegetative 

cover, reduced level of bio-diversity, level of 

water-resources and increased population and 

levels of food self sufficiency are to be carefully 

monitored and action taken for preserving the 

inputs of natural resources.

b) Production flows : This dimension visualizes 

issues on declining level of crop yields, declining 

level of livestock productivity, increased inputs 

required for maintaining former levels of 

production, higher intensity of disease, increased 

labor demands for the same level of productivity 

are the areas of concern, which needs to be 

addressed by the researcher in this particular 

domain.

c) Management practices : This refers to the 

applications of practices in the area of changed 

pattern of open grazing, emphasis on mono 

companies are not realizing the advantages of diverse 

workplace on account of the threats & challenges of 

globalization forces in order to understand the various 

niche of the market mechanism. Like for ex: the 

Singapore's marketing talents were able to 

understand the local market of china relatively well as 

compared to their counterparts.

3) The HR Manager should be regularly involved in the 

process of organizational assessments like pay, 

benefits, work environment, management & 

promotional opportunities to access the progress of 

the human resources of the enterprise in the long & 

short run.

4) In this connection, motivational approaches can also 

be suitably adopted keeping in view the organizational 

goals & mission to be achieved in a period of time and 

effective feedback program should be worked out 

enlign with the goals & objectives so that the 

commitment of the human resources can be rightly 

channelized in the desired directions of the 

enterprise.

5) There is an urgent need in the field of environmental 

changes pertaining to the natural resources, 

production flows & applications of effective 

management practices to assure ecological 

sustainability over a period of time:
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CONCLUSION
It is an irony of fact that the growth & development of 

human resources  vis-à-vis its civilization is directly linked 

with the existing environmental conditions and 

subsequent threats faced by individuals living in a civilized 

society for its upbringing and survival to the extent they are 

capable of being successful in their joint endeavors.

a. 40% of the earth's surface is considered dry land 

and of which 70% is already degraded or subject 

to heavy degradation.

b. 21% of the earth's surface is having hilly and 

mountainous zones.

c. 900 millions of world's population live in dry 

zones and only 10% of them live in mountainous 

zones.

d. Land degradation and loss of vegetative cover 

have consequences in terms of loss of bio – 

diversity and carbon exchange process.

e. E n v i r o n m e n t a l  d e g r a d a t i o n  h a s  a  

disproportionate impact on women's livelihood, 

since there are involved in harvesting common 

It is true that the transformation of capital assets for the 

purpose of livelihood could be channelized through 

transforming structures & processes primarily through the 

governmental interventions along with the players of 

private sectors, who can also add certain new dimensions 

to this effect which was earlier not possible on account of 

factors like inadequate laws, policies, cultural orientations 

and existence of institutions who could be given such 

assignments and tasks to achieve the desired ends in this 

direction.

It is often observed that the poorly developed nations are 

primarily responsible for the environmental degradation 

on account of one reason or the other and which in turn 

affects the sustainable development of the country in the 

context of improved quality of work life and environmental 

friendliness with respect to the various societal functions 

and its idiosyncrasies.

There is yet another perspective in the arena of political 

economy and the new social order of a particular society 

focusing on its existence in the shape of diverse ecological 

movements initiated at the grass-root level of political 

action in order to minimize the extent of inequalities within 

the society to prevent environmental degradation to a 

great extent and to improvise the overall economy of the 

country.

The environment impact Assessment (EIA) is an important 

management tool for ensuring optimal use of natural 

resources for sustainable development and its scope 

covers developmental sectors such as industries, mining 

schemes, energy etc.

The extent and characteristics of this area threatens the 

livelihood security of the inhabiting populations indicated 

as under;

cropping, increased depth of terracing, reduced 

follow & increased conversion of marginal lands, 

etc. for which benchmarks should be developed in 

view of the declining environmental conditions 

which has to be measured over a period of time in 

a specific locations.

6) It is true that innumerable studies have been 

undertaken to investigate the environmental 

problems & reports have been generated accordingly 

but there is an absence of suitable archive for storing 

such relevant information on the subject and also 

there is acute shortages of qualified persons to 

address these current management problems & 

without which it is difficult to expect tangible results in 

this direction.

7) There is absolute necessity to create a diverse work 

force who could undertake the various environmental 

technology programs at the grass-root level to reach 

the desired end of success story.

8) No, doubt that the application of environmental 

scanning process along with the PESTLE analysis could 

help the researcher to find out the precise causes of 

environmental degradation and steps to be taken for 

reversing this trend to maintain proper eco-friendly 

environments conducive to the human population.

9) However, many firms are beginning to realize that they 

are members of the wider community and therefore, 

must behave in an environmentally responsible 

fashion, keeping in view the environmental objectives 

as well as their profit related objectives.

10) Another significant force in the environmental 

marketing area is that the companies are trying to 

maintain their competitive positions and in this 

process the desired environmental behaviors are 

usually ignored or taken a back seat.

11) Last but not the least, the approaches of green 

marketing can make significant contributions in the 

field of environment protection and generating green 

products to the society to reduce the global warming 

effects and depletion of ozone umbrella for the 

survival of mankind. 
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1. Products that is originally grown.

2. Products those are recycled, reusable and 

biodegradable.

3. Products with natural ingredients.

4. Products containing recycled contents and non-

toxicant chemicals.

5. Products that do not harm or pollute the environment.

6. Products contents under approved chemicals.

The various legalistic frameworks on environmental laws 

are merely guidelines for assuring the safe upkeep of our 

existing environments especially with reference to the 

natural resources available to the society at large, but their 

ruthless exploitation by the civic society has caused 

eminent dangers for its depletion and vagaries caused to 

the society.

With regard to the issues of workforce diversity, many 

companies are not realizing the advantages of diverse 

workplace on account of the threats & challenges of 

globalization forces in order to understand the various 

niche of the market mechanism. Like for ex: the Singapore's 

marketing talents were able to understand the local market 

of china relatively well as compared to their counterparts.

It is true that innumerable studies have been undertaken to 

investigate the environmental problems & reports have 

been generated accordingly but there is an absence of 

suitable archive for storing such relevant information on 

the subject and also there is acute shortages of qualified 

persons to address these current management problems & 

without which it is difficult to expect tangible results in this 

direction.

There is absolute necessity to create a diverse work force 

who could undertake the various environmental 

technology programs at the grass-root level to reach the 

desired end of success story.
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The sustainable forests management policy implies the 

conservation of strategic forests in scarce supply or 

declining species that would provide supply of woods and 

forests for the use of human kind. The benefits of 

sustainable forests management includes fuel wood for 

domestic purpose, cattle fodder and medicines.

The forests also protect the soil from erosion, prevent 

environmental degradation and acts as a store of bio-

diversity and carbon, provide vegetative cover and 

contribute to climatic stability in the country. 

Now observing the other dimension, organizations that do 

not put their emphasis on attracting and retaining talents 

may find themselves in their consequences with respect to 

their competitors may be out playing them in the strategic 

employment of the human resources.

According to Peattie (2001) had indicated that the 

evolution of green marketing has three distinct phases, the 

first phase was termed as “Ecological green marketing” & 

during this period all marketing activities were concerned 

to help the environmental problems & provide remedies 

for it.

The second phase was “Environmental Green Marketing” 

and the focus shifted on clean technology that involved 

designing of innovative new products which would cater to 

the menace of pollution & waste products.

Finally, the third phase was directed towards “Sustainable 

Green Marketing” which came into prominence in the late 

90's & early 2000”.

The products that are being manufactured through green 

technology has usually no environmental hazards and the 

products are known as green products which is necessary 

for the conservation of natural resources and sustainable 

development.

Following are the common examples of such green 

products:

property resources such as wood and water and 

ensuring livelihood food security.

7. Products that will not be tested on animals.

8. Products that have eco-friendly packaging i.e, 

reusable, refillable containers, etc.
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KARMAYOGA – THE ART OF PERSONAL MANAGEMENT

*Dr. Vinay P. Chandratre

**Dr. Jayant V. Joshi

Everybody wants to live a very successful and fulfilling life. 

Our life is nothing but a series of experiences… if 

experience is good… life is happy…if it is bad …life is 

unhappy. Our quality of life depends on the actions (karma) 

we perform, which depend upon the thoughts they appear 

in our mind, further…quality of our thoughts depends upon 

the limited intellect that we posses. One's Personal 

Management leads him to Business Management and the 

entire result of any performance is determined by how you 

are personally managed. Where mind goes, our body 

follows. The intricacies of mind can be resolved using the 

principles of Karmyoga. All actions are performed using 

four quotients Physical, Mental, Spiritual and Social. The 

concept 'Karmyoga' can very well be utilized in our lives as 

the 'Art of Personal Management' which can guide us to 

perform all our duties in a rational way making our life 

highly fulfilling. 

WHAT IS MANAGEMENT?

The application of skill or care in the manipulation, use, 

treatment or control of things or persons or in the conduct 

of enterprise, operation or organization and commercial 

enterprise.

The new oxford English Dictionary Planning, organizing, 

leading and controlling the use of resources to accomplish 

goals.

A popular definition seen in many text books

WHAT IS PERSONAL MANAGEMENT OR SELF 

MANAGEMENT?

Personal Management or Self-management is a key life skill 

exhibited by people who have emotional maturity. Self-

management is about recognizing opportunities for 

growth, learning and gaining insights into your own life. It 

means learning to manage our moods, choosing 

appropriate responses to setbacks and making well 

informed decisions and taking control of our lives. We 

should be energetic, enthusiastic and results-orientated in 

whatever our job is, not because our boss is measuring us, 

but because we are measuring ourselves. Nowadays 

What is Karma?

Any work, any action, any thought that produces an effect 

is called a Karma. Thus the law of Karma means the law of 

causation, of inevitable cause and sequence. Whatever we 

see, or feel, or do, whatever action is there anywhere in the 

universe, while being the effect of past work on the one 

hand, becomes, on the other, a cause in its turn, and 

produces its own effect. When we see one event followed 

by another, or sometimes happening simultaneously with 

another, we expect this sequence or co-existence to recur. 

First it is feeling, then it becomes willing  and out of that 

willingness comes the tremendous force for work that will 

go through every vein and nerve and muscle, until the 

whole mass of your body is changed into an instrument of 

the unselfish Yoga of work. 

There are three types of karmas we get indulged in to…. 

Karma, Vikarma and Akarma. 

karmano hy api boddhavyam boddhavyam ca

 vikarmanah

akarmanas ca boddhavyam gahana karmano gatih

The intricacies of action are very hard to understand. 

Therefore one should know properly what action is, what 

forbidden action is, and what inaction is (Bhagvadgita 

Chapter 4/17). 

Karma is any action with attachment to its fruits, Vikarm is 

the action to create nuisances for others, and Akarm is 

action without attachment to its fruits.
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companies want employees who add value to their 

business and treat it as though it were their own.

WHAT IS YOGA ?

yoga-sthah kuru karmani sangam tyaktva dhananjaya

siddhy-asiddhyoh samo bhutva samatvam yoga ucyate

Be steadfast in yoga. Perform your duty and abandon all 

attachment to success or failure. Such evenness of mind is 

called yoga (Bhagvadgita Chapter 2/48).
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WHAT IS KARMAYOG?

Karma-Yoga is the secret of work, the method of work, the 

organizing power of work. A vast mass of energy may be 

spent in vain if we do not know how to utilize it. Karma- 

Yoga makes a science of work; 

KARMYOG AND PERSONAL MANAGEMENT

The very sense of non-attachment creates spiritual power 

inside us and puts us to value added actions. Then the self-

management or personal management becomes very easy. 

Everything starts with a thought. Mind then is the bundle of 

thoughts. To keep the mind cool meditation is the best way 

where accumulation of thoughts subsides and we reach to 

state of fifth yoga out of Ashtangyog called Pratyahar or 

Nirmal sthiti, which enables us to absorb abundant 

quantity of cosmic energy, which is essential to keep our 

body, senses, mind and intellect fit. The cosmic energy is 

abundantly available in the cosmos and regular absorption 

of cosmic energy cleanses the complete body system and 

removes all sorts of ailments. At least 10 minutes of 

meditation every day helps us in rejuvenating and 

recharging ourselves keeping us stress-free. With stress-

free mind, in whatever job we do, we can Plan properly, can 

Organize ourselves systematically, can you learn by it how 

best to utilize all the workings of this world. Work is 

inevitable, it must be so; but we should work to the highest 

purpose. Karma-Yoga shows the process, the secret, and 

the method of doing it to the best advantage. What does it 

say? "Work incessantly, but give up all attachment to 

work." Do not identify yourself with anything. Hold your 

mind free. All this that you see, the pains and the miseries, 

are but the necessary conditions of this world; poverty and 

wealth and happiness are but momentary; they do not 

belong to our real nature at all. Our nature is far beyond 

misery and happiness, beyond every object of the senses, 

beyond the imagination; and yet we must go on working all 

the time. "Misery comes through attachment, not through 

work." The knowledge of the secret of work. We see that 

the whole universe is working. For what? For salvation, for 

liberty; from the atom to the highest being, working for the 

one end, liberty for the mind, for the body, for the spirit. All 

things are always trying to get freedom, flying away from 

bondage. The sun, the moon, the earth, the planets, all are 

trying to fly away from bondage5. 

Implement our planning meticulously, can make proper 

Decisions and can keep things in Control. As a part of self-

management, we will be cool and alert enough to manage 

our moods, choosing appropriate responses to setbacks 

and making well informeddecisions and taking control of 

our lives. With this we can be successful using following 

three  steps…

1. The first step to success is to find out the thing you 

love to do, then do it. Success is in loving your work. 

2. The second step to success is to specialize in some 

particular branch of work and know more about it 

than anyone else. 

3. The third step is the most important one. You must be 

sure that the thing you want to do does not redound 

to your success only. Your desire must not be selfish; it 

must benefit humanity. 

The path of a complete circuit must be formed. In other 

words, your idea must go forth with the purpose of 

blessing or serving the world6.

CONCLUSION

As we perform our duty….if we follow the principles of 

Karmyoga, propounded in epic Shrimad Bhagvadgita, gain 

cosmic energy through meditation keeping us highly 

energetic and enthusiastic, do our duty selflessly, we are 

certain to live a very successful, enjoyable and fulfilling life.
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buddhi-yukto jahatiha ubhe sukrta-duskrte

tasmad yogaya yujyasva yogah karmasu kausalam

A man engaged in devotional service rids himself of both 

good and bad actions even in this life. Therefore strive for 

yoga, which is the art of all work (Bhagvadgita Chapter 

2/50).

You have a right to perform your prescribed duty, but you 

are not entitled to the fruits of action. Never consider 

yourself to be the cause of the results of your activities, and 

never be attached to not doing your duty (Bhagvadgita 

Chapter 2/47).
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INTRODUCTION:

In India, the structure of economic development has 

undergone a considerable change in the last decade with 

the service sector becoming a major part of the economy 

contributing to more than 60% of real GDP in the last five 

years (RBI, 2010; IMF, 2010). Growth in the services sector 

has been substantive and has resulted in the emergence of 

a new breed of larger more sophisticated service 

companies. Services cover a wide gamut of activities like 

trading, banking & finance, infotainment, real estate, 

transportation, security, management & technical 

consultancy among several others (Riddle, 1986).

Contribution of various sectors of services to our economy 

had been increasing for the last decade. Banking and 

insurance services contribute the major chunk of financial 

services in India. The insurance industry provides the 

impetus to achieve the economic goals of social security 

and welfare. Social 

security is an essential requirement of social justice (Dreze 

and Sen, 1996). Share of the insurance fund to the real GDP 

has been showing a trend of growth for the last five years 
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viz. from 2.2% in 2004–05 to 2.8% in 2008–09. It is expected 

that contribution of insurance be expected to be 

considerably increasing in the future with enhancing level 

of insurance penetration and awareness among the 

general public about the need of insurance. 

Marketing of insurance service is critical and complex 

compared to non-insurance for various obvious reasons 

that include time span, periodicity and potentiality of 

claims and higher brand switching costs affecting the 

buying behavior. In the present scenario, insurance 

companies are facing problem of transiting from a 

perceived selling activity to a structured- strategic 

marketing activity.  Our attempt in this paper is to show the 

whole gamut of insurance marketing activity from a 

services perspective and to highlight the contemporary 

issues and challenges facing the present the major 

problems concerning the use of various distribution 

channels in the insurance industry, which the insurers 

should address to optimize on the distribution efforts.
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or ingredients that makeup a marketing program. Borden's 

original marketing mix had a set of 12 elements: product 

planning, pricing, branding, channels of distribution, 

personal selling, advertising, promotions,  packaging,  

display,  servicing,  physical  handling,  and  fact  finding 

and  analysis. Lazer and Kelly (1962) and Lazer, Culley and 

Staudt (1973) suggested three elements of marketing mix: 

the goods and services mix, the distribution mix, and the 

communication mix. McCarthy (1978) regrouped Borden's 

12 elements into four elements and was the first who 

offered the marketing mix, which is also known as the four 

Ps. He defined the marketing mix as a combination of all of 

the factors at marketing manager's command to satisfy the 

target market. This marketing mix approach has been 

criticized for being incomplete, because it does not bear in 

mind services marketing. Booms and Bitner (1981) create 

7Ps by adding Participants, Physical Evidence, and Process 

to the original 4Ps. Their creation aims to include service in 

the marketing mix, and therefore the additional Ps are 

called ¯Service Ps?. The marketing mix with the 7 Ps is 

highly appropriate towards businesses that offer services 

(Zeithaml and Bitner, 2003). The 7Ps of marketing mix have 

been studied by some researchers in marketing fields (Low 

and Tan, 1995; Pheng and Ming, 1997; Melewar and 

Saunders, 2000). Still, the expanded marketing mix 

suggested by Booms and Bitner (1981) has been 

considered to be a valuable tool for marketing service. 

These 7 Ps are the suitable marketing mix elements for 

insurance services.

INSURANCE MARKETING MIX

PRODUCT: A product is anything that can be offered to a 

market to satisfy a need or want. The products,   which   

can   be   marketed,   include   physical   goods,   services,   

persons,   places, organizations, and ideas. In the deeper 

sense, the product is not a physical item but a perception of 

the consumer or the user. LaLonde (1977) found product 

related criteria to be most important, followed by 

distribution, price, and promotion. According to 

Woodruffe (1995), the product element of the marketing 

mix refers to how the offering is put together–typically this 

will include aspects relating to quality, styling, colour, 

design, brand name, packaging sizes, and other features. A 

service product is anything–either in isolation or in 

combination–that an organisation offers to potential 

customers to satisfy their needs. The service product 

constitutes the foundation of an organisation's existence 

(Kandampully, 2002). 

INSURANCE SERVICES MARKETING

Marketing, as the term is commonly understood today, was 

developed initially in connection with the selling of 

consumer–packaged goods and later with the selling of 

industrial goods. The Committee on Definitions of the 

American Marketing Association (AMA) defined marketing 

as the performance of business activities that direct the 

flow of goods and services to the consumer (Alexander, 

1960). The characteristics of services are the justification 

for the claim that services marketing is different to 

marketing physical products. (Van Looy, Gemmel and Van 

Dierdonck, 2003; Zeithaml and Bitner, 2003; Fisk, Grove 

and John, 2004). Many of the developments in services 

marketing are fairly recent. The factors affecting the 

developments within services marketing are organization 

size and structure, regulatory bodies, growth in service 

industries, characteristics of services, customer/employee 

interaction, and specific service sectors. Services 

marketing are the process of researching and promoting to 

a market with non–physical goods known as services.

Insurance marketing is basically just the marketing of 

insurance products. Insurance marketing emphasizes the 

importance of the customer preferences and priorities. 

Major objectives of insurance marketing are increasing 

customer awareness, successful distribution of insurance 

products, developing corporate image, improving 

customer service, improving customer base and its spread, 

and etc. Factors impeding the application of insurance 

marketing are insufficient experience of insurers while 

expanding insurance business, non-existence of long-term 

development strategies of insurance companies and the 

fact that insurers orient mostly to short term needs; and 

while trying to apply more actively insurance marketing 

means it is necessary to change the whole organizational 

management structure of an insurance company, the 

channels of insurance products sales, technologies of 

communication with clients, and etc.

Marketing mix is the planned package of elements, which 

will support the organization in reaching its target markets 

and specific objectives. The marketing mix has its origin in 

marketing of goods for consumer markets and consists of 

the well–known 4Ps: Price, Promotion, Place, and Product. 

Numerous modifications to the 4Ps have been proposed, 

the most concerted criticism came from the services 

marketing area.

Borden (1965) was the first one to conceive the ideas of 

marketing mix, but did not formally define the marketing 

mix (Bennett, 1997). He explained it as important elements 
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PRICE: Price is the mean of setting the exchange value 

between two parties. Price, in marketing mix terms, covers 

all aspects of pricing such as discount pricing, extended 

credit, list price, and payment period (Woodruffe, 1995). 

Kandampully (2002) describes ¯Pricing in service 

organizations is less influenced by cost, but more by 

customer's perceptions of quality, satisfaction, and value. 

The actual pricing of a service is thus often determined by 

matching the customer's perception of value?. With this 

pricing method, pricing is considered as a marketing mix 

variable, thereby considered together with the other 

marketing mix variables before a marketing program is put 

together (Nagle and Holden, 2002). Zeithaml and Bitner 

(2003) defines three basic marketing price strategies which 

service companies can attend, the strategies are 

competition–based, cost–based, and demand–based 

pricing strategies. Pricing in insurance is somewhat 

complex as compared to the pricing strategies of other 

financial products. 

PLACE: Place is another important element of marketing 

mix. Place refers to the location where the product or 

service is available to the customer, including distribution 

channels. Place contributes an important factor in the 

marketing of services (Bitner, 1990). Black (2002) found 

that customers sometimes use the same products through 

different channel. In case of insurance, it is a combination 

of decisions regarding channels of distribution. Strategy of 

worksite marketing is more useful in case of marketing of 

pension and health plans. The widespread diffusion of the 

Internet has created an explosion in the growth of 

electronic channels, including direct channels (that is, 

individual company web sites), electronic markets, or 

electronic intermediaries over which multiple buyers and 

sellers do business (Malone, Yates, and Benjamin, 1987), 

and other cybermediaries (Sarkar, Butler, and Steinfield, 

1995). However, consumers have not shown a marked 

preference for purchasing insurance product via the 

Internet (Trembly, 2001). The traditional system of 

¯agents? is the dominating one in India and this will 

continue to be a major distribution channel for insurers, 

since this system has core roots in rural sector.

PROMOTION: The promotional mix' is a term used to 

describe the set of tools that a business can use to 

communicate effectively the benefits of its products or 

services to its customers. Market communication performs 

three basic roles in marketing–to inform, to persuade, and 

to remind. Traditional promotion employs a variety of 

methods–including advertising, sales promotion, public 

relation, and personal selling–to attract the attention of 

existing and potential customers, and to inform them of the 

products, services, and special offers made available by the 

firm (Peattie, and Peattie, 1994). Each of the categories of 

promotion mix has now become familiar in many areas of 

services marketing. In case of insurance services, 

promotion is done through a mix of advertising, personal 

selling, and sales promotion. Television ads and print ads 

are excellent forms of insurance marketing. All insurance 

companies have started using PR tools to make better 

image about them in the minds of general public. Personal 

selling is extremely labour intensive but is the best form as 

far as insurance is concerned, dealing with one customer at 

a time.

PEOPLE: People, process, and physical evidence are the 

three ¯Ps, which are especially applicable to services 

marketing mix (Booms and Bitner, 1981). These three 

elements are highly interrelated with each other.    People 

are the main critical resource in any organization, 

particularly service organisation. Because of the 

simultaneity of production and consumption in services, 

the service staff occupies the key position in influencing 

customer's perceptions of service quality. Woodruffe 

(1995) solely uses service personnel in the ¯People? part 

of the services marketing mix. 

Recruiting the right staff and training them appropriately in 

the delivery of their service is essential, if the service 

provider wants to obtain a form of competitive advantage. 

Insurance companies have to give more attention in 

training and development their employees and agents.  

Building  strong  relationship  with  their  agents  as  well  as  

the customers will  help  in  meeting  customers'  needs  

and  serving  them  efficiently.  Satisfaction depends on the 

nature of interaction between customers and the people 

representing insurance companies. Training the employees 

and agents to introduce new products and use of 

information technology for efficiency both at staff and 

agent level are the key areas to look into.

PROCESS: A process is the method and sequence of actions 

in the service performance. Unlike goods, services are 

processes. Services are the end results of deeds, acts, 

performances, and activities performed by the firm's 

employees alone or in conjunction with various 

equipments, machinery, facilities, and so on. In assessing 

process, customers evaluate whether the service follows a 

production–line approach or whether the process is a 

customized one in which the customer is given 

personalized attention (Bowen and Lawler, 1992). Shostack 
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ANALYSIS OF DISTRIBUTION CHANNELS:

Distribution is a key determinant of success of all insurance 

companies.  In case of insurance, it is combination of 

decisions regarding channels of distribution. Life insurers 

market various insurance covers either directly or through 

various distribution channels—individual agents, 

corporate agents including bancassurance and Brokers. 

These are generally called the traditional channels. In 

today's scenario agents continue as the prime channel for 

insurance distribution in India and almost all the players 

follow this model primarily. However, with new 

developments in consumers'behaviour, evaluation of 

technology and deregulation, new distribution channels 

BROKERS: Insurance brokers are professionals who assess 

(1984) points out that since services are intangible and 

therefore described in words by people, companies have to 

be really clear in defining the service process. The risks of 

relying on words alone in describing services are the 

oversimplification of the service, incompleteness of the 

description, subjectivity of different readers and the biased 

interpretation of the words used to describe the service 

(Shostack, 1987). This process involved in insurance 

industry should be customer friendly. The speed and 

accuracy of payment is of vital important. The process 

methodology of life insurers should be such that it provides 

total ease and convenience to the customers. Badly 

designed and poor processes lead to slow and inefficient 

delivery and make it difficult for insurance employees and 

agents to do their job well. Consequently it will result in low 

productivity and service failures.

PHYSICAL EVIDENCE: The physical evidence is defined as 

the environment in which the service is delivered and 

where the service provider and the customers interact, and 

any tangible commodities that facilitate performance or 

communicate the service. According to Zeithaml and Bitner 

(2003), to evaluate services before its purchase and to 

assess their satisfaction with the service after it is bought, 

customers tend to rely on tangible cues, or physical 

evidence. The appearance of building, landscaping, interior 

furnishing, equipments, printed materials, and other 

visible cues all provide tangible evidence of a firm's service 

quality. This sort of physical evidence  provides  excellent  

opportunities  for  a  service  firm  to  send  clear  and  

consistent marketing messages regarding the firm's 

purpose the intended market segment, and the nature of 

the  service  (Bitner,  1992  and  1996).  Although all 

insurance companies provide similar essential service, the 

differences that do exist are the physical evidence.

risk on behalf of a client, advice on mitigation of that risk, 

identify the optional insurance policy structure, bring 

together the insured and insurers, and carry out work 

preparatory to insurance contracts. Brokers represent the 

customer and will sell the products of more than one 

company. They seek to determine the best fit for the client 

and can effectively address the mind block faced by the 

public about the various companies. The system of brokers 

is generally applicable in the case of insurance for the high-

end and corporate/group segment.

INDEPENDENT   FINANCIAL   ADVISOR:   IFAs   are   

authorised   agents   of   insurance companies having tie-

ups with more than one insurance company. They are 

qualified persons or institution who can provide advice on 

financial products. Independent financial advisors are 

commissioned agents whose primary business is the sale of 

property and casualty insurance for several insurers. IFA 

assembles different financial products in accordance to 

customer needs and provide value added product by 

creating customized financial product. Today, IFA show 

their significant presence as distribution channel in both 

life and non-insurance business. Technically, independent 

financial advisors who sell insurance policies usually do so 

as brokers.

DIRECT MARKETING: Insurers have also resorted to direct 

marketing wherein insurance companies get in touch with 

the customers without the aid of an intermediary. A 

separate department  has  been  set  up  and  officers  were  

deputed  to  solicit  and  administer  insurance business. 

The advantage of this system is the reduction of cost 

incurred by the agency system. Company owned sales 

team concept is now employed by a majority of new 

players and has proved more effectiveness in customer 

creation and retention.   However, as compare to the 

system of agents, contribution of direct marketing is 

considerably low and it was 25.73 % (public: 26.86% and 

private: 23.63%) in the year 2009-10.
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WORKSITE MARKETING : Under this Strategy, life insurers 

send team to a target group and explain the products either 

individual or group products suitable to them at their place 

of work on a  voluntary,  payroll-deduction  basis.  The  

target  group  may  be  employees  of  a  particular 

company, educational institute or any kind if organisation. 

Insurance companies will be able to sell insurance products 

particularly pension and health plans through this channel. 

One possible reason for insufficient development of this 

channel in India is that employers generally expect some 

kind of incentive to provide the facilities to the life insurers 

for making  presentations and making arrangements for 

deduction of premium from salaries. With changes in 

human resources management polices and compensation 

packages, group products or work site products do have a 

definite market that cannot be ignored.

RETAIL CHAIN : Another innovative distribution channel 

that could be used are the non- financial organizations. The 

Indian retail market is the most fragmented in the world 

and at present, organized retail channel is around 3% of 

total retail business. But the organized sector is expected to 

grow at rate of around 30% per annum. With this huge 

growth rate of retail sector it can become viable 

distribution channel for insurance products. In the life 

segment, group creditor insurance may be the most 

suitable product for this channel. However, repeat business 

or renewal of business cannot be assured in this system. 

Scope of retail business in insurance is limited as compared 

to non-insurance.

DISTRIBUTION CHANNEL FOR MICRO INSURANCE: 

The huge untapped market for insurance is the rural and 

social sector. Micro-insurance is defined as the protection 

of low income households against specific perils in 

exchange for premium payments proportionate to the  

likelihood  and  cost  of  the  risk  involved. It  provides  an  

opportunity  to  the  insurance companies to meet their 

social responsibility as well as secure a strong footing in the 

rural market. The active distribution channels for micro 

insurance in India are NGOs, MFIs, and SHGs   (self-help 

groups), Micro agents, Cooperative Banks and RRBs 

(regional rural banks), and Post Offices. The MFIs/NGOs 

have been identified as main delivery channels by most of 

the insurance companies. These have a large network, 

catering to huge number of clients. However most of the 

MFIs have limited ability to process the insurance claims as 

such they try to customize the insurance product in order 

to simplify the operational process involved. As far as 

Formal Banks and RRBs, Post Offices and Internet & Rural 

Kiosks are concerned they have not developed their 

potential in delivering the insurance product.

CONTEMPORARY ISSUES AND CHALLENGES:

Statistics of Indian insurance industry indicates that the 

industry has been showing a tremendous growth and 

looking forward a prospective future. Given aggressive 

expansion plans of the private players and the need to beat 

the competition, the period to break-even in life- insurance 

business has risen from what was estimated at 9-10 years 

to about 13-15 years now. The industry, which is already 

Table 1: NEW BUSINESS PREMIUM OF LIFE INSURERS FOR 2009-10CHANNEL- WISE

(FIGURES IN PER CENT)

Private 50.67 24.88 10.28 3.44 10.73 100 7.85

LIC# 97.75 1.64 0.52 0.09  0 100 0.18

Industry Total 79.61 10.6 4.28 1.38 4.13 100 3.13

Total

Life Insurer Individual Corporate Brokers Direct Total Referrals

Agents Agents Selling Individual

New

Business

Banks Others*

*Any entity other than banks but licensed as a corporate agent.

# Does not include its overseas new business premium. Source: IRDA Annual Report, 2009-10.
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?PENSIONS PLANS: As far as insurance products are 

concerned, pension coverage is a major issue in 

Indian insurance business. Benefits at retirement 

stage remains confined to only  the  employees  of  

organised  sector.  There  is  no  proper  pension  

scheme  for  self– employed and agricultural 

workers in the unorganized sector. There is a 

pressing need for well-defined and assured 

pension plans. Even though the insurance players 

are now in the process of the studying the 

potential of the pension market, the destination is 

too far to reach.

?ALTERNATIVE CHANNELS: The new alternative 

channels of distribution are yet to be utilized in full 

swing. Till now, nearly 80% insurance policies 

are sold through traditional channels.  

Exploitation of retailing and other forms of 

modern channels  wi l l  def initely  br ing 

understanding the social and cultural needs of the 

target population, and matching the market 

segment with the suitable intermediary segment. 

Further, more all intermediaries can't sell all lines 

of  business profitably in all markets. There  

should be clear demarcation in the marketing 

strategies of the company from this perspective.

?PRODUCT POSITIONING: The biggest challenge 

for insurance companies is positioning the 

products. In India insurance has been seen as a tax 

saving mechanism rather than a tool of personal 

risk management. Now, customers have different 

needs and different types of products are 

available in the market. Instead of thinking that it 

is selling a product, an insurance company must 

see its task as that of converting an 

undifferentiated product into a differentiated 

product. Therefore, insurance companies must 

carefully select the ways in which it will distinguish 

itself from competitors.

?CUSTOMER EDUCATION : The existing level of 

awareness of the consumers for insurance 

products is considerably very low, because 

majority of the Indian population is illiterate. Even 

the educated customers are ignorant about the 

various products of insurance. Therefore it is 

necessary that all insurers should undertake 

extensive plan for education of customers. The 

consumer organizations and media can play a very 

important role in the education of customers.

?PRODUCT LINE: Insurance companies have come 

out with innovative product lines after the 

liberalisation. However, the nature of the 

products is a major concern as far as the basic 

principle of insurance is concerned. Insurance 

companies, particularly private sector, have been 

growing fast on the back of single product–ULIP, 

which does not provide risk cover as done by 

traditional policies. More than 80% business 

comes from only ULIPs in the current scenario of 

insurance  business  environment. Customers 

require insurance policies, which cover multiple 

risks. One of the major issues in the contemporary 

scenario is the future of ULIPs. In these plans, risk 

cover component is less than the investment 

component. SEBI had, in April 2010, banned 14 

insurance companies from selling ULIPs on the 

ground that they were akin to mutual funds and 

were launched without obtaining registration 

from it. The fight between SEBI and IRDA was 

basically on the issue whether ULIPs are 

investment product or insurance schemes. The 

spat between insurance regulator IRDA and 

equity market regulator SEBI settled in favour of 

the former. ULIPs are now governed by a new set 

of guidelines that may change the whole ULIP 

story. According to the regulator, ULIPs launching 

after September 1, 2010, would have lower 

charges, guaranteed returns and larger insurance 

cover. But future will acknowledge the fate of 

ULIPs.

?INFORMATION TECHNOLOGY: Information 

technology has become an intrinsic part of the 

insurance industry word–wide, but in India, it has 

not effectively reached to the public particularly 

in rural sector. Majority of customers are yet to 

receive IT–enabled services.

?RURAL MARKETING: Rural and social sector 

exploitation is a major issue for insurance 

companies. Even the awareness of insurance 

products and benefits in this sector is very low. 

reeling under the pressure of high upfront cost of a 

nationwide expansion, is now also facing the problem of 

dwindling volumes as policy lapses are increasing every 

year. The following are some of the important 

Contemporary Issues in insurance business for which all 

insurance companies have to pay more attention and 

adequate measures to overcome.
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Insurance has been a priority of the urban area. 

Now, with numerous companies in insurance 

industry, the rural areas are expected to be 

tapped as well. IRDA has laid down separate 

regulation for micro-insurance. While enabling 

regulations are in place and several insurance 

companies are in operations in India, there is still a 

need for innovation in products and distribution 

channels for ensuring penetration of micro-

insurance. Design of micro- insurance products 

must have the features of simplicity, availability, 

affordability, accessibility and flexibility.  

Moreover, many of the NGO and MFIs have only a 

few members. While microfinance model based 

on micro lending can survive with a few clients, 

the same cannot be said for insurance offers in a 

micro scale, because it hampers with the  basic 

Law of Large Numbers.

? CUSTOMER  SERVICE : With both LIC and private 

players in the fray, Indian insurance market has 

undergone significant changes recently. One of 

the greatest challenges facing organizations is the 

ever–growing competition, the continuous 

increase in customer expectation. In order to 

achieve competitive advantage and efficiency, 

organizations have to seek profitable ways to 

differentiate themselves. There are many 

different strategies to reach success, but the 

delivery of competent service quality is the vital 

one, especially in this competitive environment. It 

is an overwhelming response that most of the 

insurance providers are keen on only selling their 

product, not on understanding the customers' 

need. Moreover, they are also not more concern 

about the post-sales services. Since, a satisfied 

customer brings in more customers and carries 

out word of mouth publicity, life insurers need to 

identify customers' needs and fulfill them rather 

than selling insurance policies to keep their 

customers satisfied.

CONCLUSION

A fundamental principle of insurance marketing dictates 

that insurance products and policies must be marketed and 

sold primarily on the basis of the need for security and the 

ability of the insurance product and policy to provide 

adequate financial security from fortuitous losses. The 

challenge thus facing insurance industry is the need for 

diversification of insurance products better tailored and 

suited to meet the needs. Package products like ULIPs that 

have proven to be inadequate risk covers for the insured 

significantly affect insurance business. This may become a 

major threat in future for the growth of insurance industry. 

With the sudden growth of private players, insurance 

marketing is under tremendous pressure, sometimes 

involving used to strategies detrimental to the public 

interest. To quote, micro insurance in practice has not been 

effective that is evident from the growth in this segment 

vis-à-vis policy estimates. For micro insurance to be 

successful – for the insured and for the risk-bearers – many 

elements are important; i.e. simple and affordable 

insurance products reaching large numbers of people; 

streamlined administration, including premium payment; 

a simplified claims procedures and verifications; and rapid 

delivery of benefits. If most of these elements are present, 

it can be possible for micro insurance schemes to become 

sustainable, to perform well and to provide-real value to 

the poor. Furthermore, exploration for new channels for 

micro-insurance would pave a better way for the 

penetration of insurance in to the core rural sector.

Information technology is so far used as a mere source of 

product information and not a real channel of distribution. 

Online purchases could be made available at least for the 

purchase of policies with nominal sum assured. 

Competitive business environment essentially requires 

that all private and public players must modify their 

marketing strategies to overcome all these issues and 

challenges. Orderly growth of insurance business is 

conducive to the growth of our nation.
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ABSTRACT

SPIRITUALITY AT THE WORKPLACE

Dr. Vinay P Chandratre*

Ms. Kashmira Walvekar**

LIFE PURPOSE (MEANING) AND SPIRITUALITY:

?Loss of meaning in Life: The disenchantment with 

life is occurring for two reasons – 1. Increasing 

isolation due to urban living which is by nature 

prefers privacy, and 2. Lonely home environment 

with spouse working in a different shift.

?Pressured work: High shift from the industrial age 

to information age that has resulted in longer 

hours of work and increased expectations for 

productivity accompanied by less job security due 

to downsizing and layoffs and increased work-life 

conflict.

?Passion for Money: As India moved from savings 

to consumption economy, life-style demands 

have changed. Money making has become a 

principal concern in life. As such, as employees, 

people have started to demand more economic 

reward from their work-life and for more money 

they prefer to switch jobs.

?Propagation of Spirituality: With 'Art of living' 

courses becoming popular, Pranayama and 

meditative practices being followed, a new wave 

of spiritual thinking and appreciation is found 

among young employees.

The ideology of making money without disturbing the 

peace of mind is coming forward and not only employees 

are trying to understand about spirituality, but employers 

'Spirituality', is a word, very commonly used, when we see somebody performing something very transcendental. A performer 

can give awesome performances, a businessman can have a thriving business and a yogi (mystique) can achieve salvation using 

spiritual powers.  Every person, working at workplace, is supposed to be Physically, Mentally, Socially and spiritually healthy to 

achieve the desired results. In this paper, an attempt is made to discuss issues related to work place spirituality management.

KEYWORDS: Environment, salvation, spirit, workplace, yoga.

There is a growing interest in contemplating life's meaning 

and understanding the benefits of spirituality in response 
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SPIRITUALITY AT WORKPLACE:

?Working with sense of fulfillment: It creates a 

belief that one is engaged in meaningful work that 

has a higher purpose, an awareness of alignment 

between one's values and beliefs and one's work 

and a sense of being authentic. 

?Spiritual connection: It is characterized by a sense 

of connection to something larger than self.

?Sense of community: It is characterized by a 

feeling of connectedness to others and common 

purpose.

People are spiritual beings. Spirit is not related to any 

religion. It about knows oneself. It is about understanding 

that we humans are much more than what we are in 

appearance as well as performance. Spirit implies the 

energy hidden in oneself and drawn from a source beyond 

oneself. It is for this reason that spirit in the workplace 

seem to emit images of releasing the full expression of 

human potential, allowing people to be all they are capable 

of being.

Kinjerski & Skrypnek (2006) analyzed spirit at work and 

found that it is a distinct state characterized by cognitive, 

interpersonal, spiritual and mystical dimensions. 

also on the other hand, are keen in organizing specific 

programs for their employees on adding spirituality in work 

right  at workplace. 
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BENEFITS OF SPIRITUALITY AT WORK:

Spirit represents a pathway to a deep, rejuvenating 

capability to get desired results in a way that respects and 

enhances the wellbeing of the people who are part of it. 

The presence of spirit makes a big difference in how people 

think and act.

?When spirit is present people show positive 

attitude and excel in their work.

?People will be passionate about and energized by 

their work.

?They are able to find meaning and purpose in their 

work.

?They express their complete selves at work and 

make good relations with whom they work.

The experience of spirit at work is linked with increased 

creativity, honesty, trust and commitment in the work 

place, along with an enhanced sense of personal fulfillment 

of employees (Krishna Kumar & Neck, 2002). The 

observations of the researchers are supportive of the 

argument. 

?Among the new approaches to increase workers' 

meaningful experience at work and their job 

satisfaction is the promotion of spirit at work. 

Individuals with high spirit at work are well 

adjusted and exhibit a sense of inner harmony, 

positive energy, conscientiousness, and a spiritual 

inclination (Kinjerski, 2004).

?Spirit at work is also related to an increased 

commitment in the workplace (Krishna Kumar & 

Neck, 2002; Milliman, Ferguson, Trickett, & 

Condemi, 1999).

?More specifically, employee spirit at work has 

been found to  be positively related to employee 

work attitudes, such as job satisfaction, 

organizational commitment, work self-esteem, 

and the lack of intention to quit (Milliman, 

Czaplewski & Ferguson, 2003).

?Finally, spirit at work is positively related to 

organizational performance (Kotler & Haskett, 

1992; Mitroff & Denton, 1999).

?Mystical & unitive experience: It is characterized 

by a positive state of energy or vitality, a sense of 

perfection, transcendence, and experiences of joy 

and bliss. 

DEVELOPING SPIRIT IN AN ORGANIZATION:

Corporate cultures are moving towards a new kind of 

culture. The new cultures are created to heighten the spirit 

of people. Developing spirit in an organization is really 

based on some particular values about how people work 

together, that contrasts with the traditional values that do 

not trust people to contribute unless forced to. For creating 

a spirited culture, initiatives are to be taken to create a 

sense of oneness with the organization. The employees 

should feel that-

?Importance: They are valued as people by the 

organization ant the people around them,

?Integrity: They are told the truth about what is 

happening,

?Involvement: They are asked to participate in 

helping the organization to achieve success,

?Empowerment: They can get the resources they 

need to do their job,

?Openness: They can ask questions and suggest 

relevant changes and improvements,

?Rewards: They share fairly in the reward for good 

work, and the organization will use some of its 

resources to support their individual lives and 

future.

COMMON PRACTICES:

Some of the useful tips to develop spirit at workplace are-

1. Help people find their inner purpose and mission.

Looking at deep purpose, asking yourself why you do 

the work you do, what is important to you about it, and 

how you want to do your work, represent an 

awakening of spirit that serves two functions. First, it 

enables people to look at themselves, and instead of 

trying to figure out what the organization or others 

want, to ask them. The personal purposes that emerge 

focus on issues like respecting other people, creating a 

place where people can do their best work, 

completing a special project or  a piece of work, or 

helping their group achieve their goal. These personal 

missions are helpful to the organization as well as 

renewing for individuals. The second effect of focus on 

personal mission is to help the team get to know each 

other in another way, and to learn something about 

how each person wants to be recognized, something 

about what matters to them about their work. The 

effect of focus on personal missions is to help people 

feel more in touch and linked to each other, and more 

caring, trusting and supportive as a team. 
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2. Collaborate to define the organization's deep vision.

In a spirited organization, the vision is not just a top-

down effort. The top leadership, the founders and 

sometimes the owners, set a stake in the ground. But 

to tap into spirit, employees throughout the 

organization have to link the vision to their own work, 

and define it in relation to their own environment.

3. Create and live by a set of values about people and 

working together.

The focus on desired values, and how the team or 

organization does or does not live up to them, is an 

important activity in developing a team, and realizing 

the spirit of a workplace. It enables people to discuss 

how they want to do things, and go beyond getting 

tasks completed to look at how the deeper levels of 

their work.

4. Practices that tap inner Creativity and Wisdom.

Today, many organizations find that many, if not all, of 

their employees must exercise judgment and 

creativity daily in working with customers, in 

rethinking products or services, or in looking for 

opportunities or ways to leverage what they have. The 

term Knowledge worker, and the concept of 

Intellectual Capital, to refer to the knowledge that is 

carried within the people of the organization, who can 

leave at any time, are becoming more common. 

Organizations find that the way that they involve their 

people relates to how much of themselves they are 

willing to share.

5. Increase emotional intelligence in work relationships.

Emotional intelligence is the resource of supporting 

people who are able to listen to others, respect their 

point of view, and move ahead with sensitivity to 

involving others rather than intimidating them. 

Processes, which cultivate and value sensitivity to 

others, and build trust and fairness at work, are 

fundamental to any workplace, and so it may be a 

stretch to call them spiritual. The new focus 

emphasizes building these principles into the process 

of management and supervision, such that managers 

learn to work not by traditional power of authority, 

but by building consensus, inviting participation, and 

allowing people to put their own stamp on the 

workplace.

6. Develop managers' skills as facilitators and mentors.

To develop spirit in workplace, you need not just to tell 

managers how good it will be, but you need to train 

them, and support them, in some very new and 

different skills and practices. When the top leadership 

CONCLUSION:

Ultimately, the entire approach is from individual to total 

(team). Lord Buddha was the first who dared to say, 

"Believe not because some old manuscripts are produced, 

believe not because it is your national belief, because you 

have been made to believe it from your childhood; but 

reason it all out, and after you have analyzed it, then, if you 

find that it will do good to one and all, believe it, live up to it, 

and help others to live up to it." 

Once a person has the self-knowledge, an urge to do his 

work in an excellent way, to achieve transcendental results 

together with all other team members working with him 

and to create an output loved by society, this spirit will 

transform the world.
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has developed a deep and genuine commitment to 

these new ways of work, it can be undone, or be dead 

on arrival, if the managers are not taught and 

supported to work in a new way. Often performance 

evaluation, and any other system, need to be 

redefined to support the new values that the 

workplace and the leadership desire.
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TOTAL QUALITY PEOPLE: A KEY TO ORGANISATIONAL DEVELOPMENT

Dr. H. D. Thorat*

Prof. Deepshikha Satija**

INTRODUCTION :

A number of training programs, such as customer service, 

selling skills and strategic planning, faces one major 

challenge: None of them works unless they have the right 

foundation, and the right foundation is Total Quality 

People. Total Quality People (TQP) people with character, 

integrity, good values, and a positive attitude. You do need 

all the other programs, but they will only work when you 

have the right foundation, and the foundation is TQP.

OBJECTIVES :

1. To study the conceptual background of quality, and 

related terminologies.

2. To establish a correlation between total quality people 

and organisational development.

CONCEPTUAL BACKGROUND :

QUALITY :

A frequently used definition of quality is “Delighting 

the customer by fully meeting their needs and 

expectations”. These may include performance, 

appearance,  avai labi l i ty,  del ivery,  re l iabi l i ty,  

ABSTRACT

In today's competitive environment every company is looking for ways to enhance the quality of human capital so as to improve 

their productivity and ultimately boost the company's bottom line. The aim is to have the foundation of Total Quality People 

(TQP) because effective organisations depend on effective people.

Today, organisations are witnessing an unsurpassed change in an increasingly global, dynamic and competitive market place. 

Their aim is similar to one another – to achieve sustainable competitive advantage and long-term success over competitors. In 

order to respond to the needs of that dynamic business environment in which they are operating, organisations have to be agile, 

embrace creativity and innovation more than and longer than their competitors do. "In any industry, the only thing that 

differentiates a successful organisation from a not-so-good one is its people; all other kinds of resource or capital can be 

replicated, but it is the people that make or break an organisation.

Key Words: Organisational Development, Quality, Total Management Systems, Total Quality Culture, Total Quality Management 

and Total Quality People.
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maintainability, cost effectiveness and price. It is, 

therefore, imperative that the organisation knows what 

these needs and expectations are. In addition, having 

identified them, the organisation must understand them, 

and measure its own ability to meet them. Quality starts 

with market research – to establish the true requirements 

for the product or service and the true needs of the 

customers. However, for an organisation to be really 

effective, quality must span all functions, all people, all 

departments and all activities and be a common language 

for improvement. The cooperation of everyone at every 

interface is necessary to achieve a total quality 

organisation, in the same way that the Japanese achieve 

this with companywide quality control.  

TQM

?Total Everyone associate with the company is 

involved 

?Quality Customers' expected and implied 

requirements are met

?Management Executives are fully committed.

TQM is an integrative philosophy of management for  

continuously improving the quality of products and 

processes.
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TQC

Total Quality Culture can be defined as the concentration of 

all the people and resources in a never ending quest for 

greater quality and service in every dimension of the 

organisation. Total Quality Culture goes beyond Total 

Quality Management in a sense that it encompasses the 

philosophy, central values and practices of an organisation 

and the micro elements that make things happen within 

that organisation.

OD

Organization development (OD) is a deliberately planned 

effort to increase an organization's relevance and viability. 

It's future readiness to meet change, thus a systemic 

learning and development strategy intended to change the 

basics of beliefs, attitudes and relevance of values, and 

structure of the current organization to better absorb 

disruptive technologies, shrinking or exploding market 

opportunities and ensuing challenges and chaos. OD is the 

framework for a change process designed to lead to 

desirable positive impact to all stakeholders and the 

environment. OD can design interventions with application 

of several multidisciplinary methods and research besides 

traditional OD approaches.

Concept of Quality: Historical Background\

The concept of quality as we think of it now first emerged 

out of the Industrial Revolution. Previously goods had been 

made from start to finish by the same person or team of 

people, with handcrafting and tweaking the product to 

meet 'quality criteria'. Mass production brought huge 

teams of people together to work on specific stages of 

production where one person would not necessarily 

complete a product from start to finish. In the late 1800's 

pioneers such as Frederick Winslow Taylor and Henry Ford 

recognised the limitations of the methods being used in 

Features of TQP

The key to achieve organisational development is its 

people, and this implies both management and staff 

members at all levels. People are, when all is said and done, 

what makes it happen - or not.  Engaging the hearts and 

minds of the people is the first milestone along the path to 

success.

For management, especially top management, issues to be 

addressed include:

?How to get along better with others

?How to improve self image and communication 

abilities

?How to think, act and be a winner

?Assertive and positive situation control

?Vision Development

?Strategic Planning and Deployment

?Objectives and Measures

?Resource Management

TQP

TQP is Total Quality People - people with character, 

integrity, good values, and a positive attitude.  The 

performance attributes of Total Quality People are to 

achieve success and have the "winning spirit” 

Performance Characteristics of Total Quality People:

mass production at the time and the subsequent varying 

quality of output. Taylor established Quality Departments 

to oversee the quality of production and rectifying of 

errors, and Ford emphasised standardisation of design and 

component standards to ensure a standard product was 

produced. Management of quality was the responsibility of 

the Quality department and was implemented by 

Inspection of product output to 'catch defects.

Application of statistical control came later as a result of 

World War production methods. Quality management 

systems are the outgrowth of work done by W. Edwards 

Deming, a statistician, after whom the Deming Prize for 

quality is named.

Quality, as a profession and the managerial process 

associated with the quality function, was introduced 

during the second-half of the 20th century, and has evolved 

since then. No other profession has seen as many changes 

as the quality profession.

The quality profession grew from simple control, to 

engineering, to systems engineering. Quality control 

activities were predominant in the 1940s, 1950s, and 

1960s. The 1970s were an era of quality engineering and 

the 1990s saw quality systems as an emerging field. Like 

medicine, accounting, and engineering, quality has 

achieved status as a recognized profession.

For the staff, issues to be addressed include:

?Skills and Competencies

?Organization & Job Design

The People must always work in a team is constantly 

reiterated. However until each link of the chain is strong 

enough, prosperity in the system cannot be achieved to its 

fullest designed state. Unfortunately all People are not 

trained to perform to their highest efficiency as yet
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Quality of People and Development Integration:

Most would agree that the value of a person is the sum of 

the values he or she preaches or practices and that the 

value of an organisation is the sum of the all the values 

thought, taught and practiced therein.

The practicality of values and principles that are strong and 

right should be taught at every level of the organisation. 

Organisational policies, procedures, processes and 

programmes must be indivisibly rooted in organizational 

philosophy, which is the basic repository of Corporate 

vision and values and which in turn pervades every part 

and person in the organisation.

In the absence of coherent and cogent 

philosophy, mediocrity abounds.

Obstacles in achieving organisational 

development:

One of the most serious deficiencies of many efforts is a 

tendency to view and practice quality management as a 

rigid process that takes place in a total organisation. Merely 

reducing TQM to an acronym and further reducing it to a 

process, development programmes sometimes tend to 

lose the sheen. To succeed, it must function within a Total 

Quality Culture.

Awareness of the need to build a Total Quality Culture is 

growing at an exponential rate. To do so, the following 

values and principles must be observed:

Every facet of the organisation must exist to provide value-

added services.

Performance Management

Motivation

Empowerment

Facilitation and Problem Solving Skills

Leadership Styles

Management Development

“Weaknesses” must be recognized as insufficiently 

developed strengths.

?All people should have a clearly defined purpose, 

direction and expectations.

?All people should seek growth through open and 

tough mindedness.

?Everyone in the organisation should above all, 

expect the best from every dimension of life. A 

quality inner-life leads to a rich and abundant 

total life.

All the creative breakthroughs in quality must originate 

with people. For this reason, everyone, in the organisation 

must be trained in leadership, treated like leaders and must 

be expected to lead.

Poor practices

To be able to become a total quality organisation, some of 

the bad practices must be recognised and corrected. These 

may include:

?Leaders not giving clear direction

?Not understanding, or ignoring competitive 

positioning

?Each department working only for itself

?Trying to control people through systems

?Confusing quality with grade

?Accepting that a level of defects or errors is 

inevitable

?Firefighting, reactive behaviour

?The “It's not my problem” attitude

The essential components of Development – 

commitment and leadership

Quality is an approach to improving the competitiveness, 

effectiveness and flexibility of an organisation for the 

benefit of all stakeholders. It is a way of planning, 

organising and understanding each activity, and of 

removing all the wasted effort and energy that is routinely 

spent in organisations. It ensures the leaders adopt a 

strategic overview of quality and focus on prevention not 

detection of problems. Whilst it must involve everyone, to 

be successful, it must start at the top with the leaders of the 

organisation.

All senior managers must demonstrate their seriousness 

and commitment to quality, and middle managers must, as 

well as demonstrating their commitment, ensure they 

communicate the principles, strategies and benefits to the 

people for whom they have responsibility. Only then will 

the right attitudes spread throughout the organisation. A 

fundamental requirement is a sound quality policy, 

supported by plans and facilities to implement it. Leaders 

must take responsibility for preparing, reviewing and 

monitoring the policy, plus take part in regular 

improvements of it and ensure it is understood at all levels 
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The building blocks of Quality: People and 

Systems

The only point at which true responsibility for performance 

and quality can lie is with the People who actually do the 

job or carry out the process, each of which has one or 

several suppliers and customers. An efficient and effective 

way to tackle process or quality improvement is through 

teamwork. However, people will not engage in 

improvement activities without commitment and 

recognition from the organisation's leaders, a climate for 

improvement and a strategy that is implemented 

thoughtfully and effectively. The section on People 

expands on these issues, covering roles within teams, 

team selection and development and models for 

successful teamwork.

?

values and objectives, often as a mission 

statement

? Personal involvement and acting as role models for 

a culture of total quality

? Developing clear and effective strategies and 

supporting plans for achieving the mission and   

objectives

? Reviewing and improving the management system

? Communicating, motivating and supporting 

people and encouraging effective employee 

participation 

 Developing and publishing corporate beliefs, 

of the organisation. Effective leadership starts with the 

development of a mission statement, followed by a 

strategy, which is translated into action plans down 

through the organisation. These, should result in a quality 

organisation, with satisfied customers and good business 

results. The five requirements for effective leadership are:

Good System

Bad People

Bad System

Bad People

Bad System

Good People

Good System

Good People

Degradation Quality/Excellence

Total Collapse Scope for Improvement

People & System are two important pillars of any enterprise 

in particular and society in general. People are more 

important because:

a. Bad people and Bad system will result in total 

collapse.

b. Good system and bad people will lead towards 

degradation.

c. In case of bad system and good people there is 

scope for improvement and 

d. From good people and good system excellence 

and quality can be achieved.

An appropriate documented Quality Management System 

will help an organisation not only achieve the objectives set 

out in its policy and strategy, but also, and equally 

importantly, sustain and build upon them. It is imperative 

that the leaders take responsibility for the adoption and 

documentation of an appropriate management system in 

their organisation if they are serious about the quality 

journey. The Systems section discusses the benefits of 

having such a system, how to set one up and successfully 

implement it. Once the strategic direction for the 

organisation's quality journey has been set, it needs 

performance measures to monitor and control the journey, 

and to ensure the desired level of performance is being 

achieved and sustained. They can, and should be, 

established at all levels in the organisation, ideally being 

cascaded down and most effectively undertaken as team 

activities. 

Therefore the ideal institution will be the one where there 

exist the combination of good people and good system, 

necessary for sustenance and enhancement of quality.

Conclusion:

In order to improve the productivity and boost the 

economic conditions of a company, it is imperative that 

companies pay attention to the improvement of the quality 

of human capital as they are the real force behind it. Co-

operation and co-ordination among employees from 

different departments is very important for organisations 

to lay the foundation of TQP in order to progress. The 

performance attributes of Total Quality People is to achieve 

success and have the winning spirit. Organisations must 

continuously improve, innovate or re-design their business 

processes in order to stay ahead in the competition. A 

culture of learning and development foster employee 

creativity, engagement and result with successful business 

results. Without these, none of the improvement activities 
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will be flourished within the company. Organisations must 

be transformed and accept people participation and 

respect on their improvement ideas as indispensable parts 

of their corporate culture.
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THE EVALUATION OF CONSUMER SATISFACTION:  

A STUDY OF HOUSEHOLD CARE PRODUCTS IN THE KOLHAPUR DISTRICT

    SUDHIR A. ATWADKAR*

  DR. D.M. KUMTHEKAR*

INTRODUCTION : 

In the modern fast-changing competitive market 

environment, the economy of a notion, not confined to 

India but universally, has conformed to two major and far-

reaching changes- a change from domestic to global and a 

change from the global to rural economy. Both these 

changes are evolutionary. FMCG sector witnessed more 

than 60 percent growth in rural and semi-urban India in 

2010. 

The Indian rural market with its changing business 

environment and demand offers a huge opportunity for 

investment. Rural India has a large consuming class with 41 

percent of India's middle-class and 58 percent of the total 

disposable income. The Corporate sectors have already 

realized the vast opportunities, existing in the rural sector 

and are trying to harness these with their strategies 

specially aimed at rural markets. Indian Fast Moving 

Consumer Goods (FMCG) industry has a long history. 

However, the Indian FMCG industry has began to take 

shape only from the last fifty years. 

Household Care Products

Fabric wash (laundry soaps and synthetic detergents); 

Household cleaners (dish/ utensil cleaners, floor 

cleaners, toilet cleaners, air fresheners, insecticides and 

mosquito repellents, metal polish and furniture polish)

ABSTRACT

FMCG sector witnessed more than 60 percent growth in rural and semi-urban India in 2010. The demand for Household care 

products has been growing at an annual growth rate of 10 to 11 per cent during the past five years. The Indian rural market with 

its changing business environment and demand offers a huge opportunity for investment. The Corporate sectors have already 

realized the vast opportunities, existing in the rural sector and are trying to harness these with their strategies specially aimed at 

rural markets. The consumer behaviour is comparatively new field of study. It is an attempt to understand and predict human 

action with regard to purchase decisions. This subject has assumed growing importance under consumer oriented marketing. 

The aim of the modern marketing is to earn the profit through satisfying and delighting the consumer's needs and wants and 

creates the long term relation with customer.  With the better understanding of customers' attitude and perceptions, companies 

can determine the actions required to meet the customers' needs. They can identify their own strengths and weaknesses, where 

they stand in comparison to their competitors, chart out path of future progress and improvement. In this paper, an attempt is 

made to analyse the consumer satisfaction with regard to Household care products in Kolhapur district in an overall manner, in 

terms of rural market environment.

The Indian FMCG sector is the fourth largest sector in the 

economy with sum of domestic consumption capacity of 

nearly 20 billion U.S. Dollar and the total market size was 

US$ 25 billion as of 2008 and it was reached to US$ 30 

billion in 2010. The sector generates 5% of total factory 

employment in the country and is creating employment for 

three million people, especially in small towns and rural 

India.  The FMCG sector consists of three product 

categories, each with its own hosts of products that have 

relatively quick turnover and low costs: Household Care, 

Personal Care and Food and Beverage.
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OBJECTIVES OF THE STUDY :

i. To study and analyse the factors influencing Consumer 

satisfaction with regard to Household care products of 

FMCG.

ii. To study t impact of attributes on satisfaction level 

with regard to Household care products of FMCG.

iii. To understand and examine the post purchase 

behaviour of consumer in term of their levels of 

satisfaction.

iv. To suggest measures for better and effective 

consumer satisfaction in Kolhapur and Belgaum 

district.

HYPOTHESES OF THE STUDY :

i. Hypothesis 1: The prices of products are not 

reasonable as compared to Quality of product.

ii. Hypothesis 2: The prices of products are not 

reasonable as compared to Quantity of product.

iii. Hypothesis 3: The prices of products are not 

reasonable as compared to Packaging of product

iv. Hypothesis 4: The prices of products are not 

reasonable as compared to size of product

v. Hypothesis 5: The prices of products are not 

reasonable as compared to smell of product

vi. Hypothesis 6: The prices of products are not 

reasonable as compared to colour of product.

vii. Hypothesis 7:  The prices of products are not 

reasonable as compared to Warranty of product.

SOURCES OF DATA COLLECTION:

The methodology of data collection for present research is 

planned in such a manner that every bit of information 

pertaining to different aspect of consumer satisfaction of 

Household care products has been collected. The following 

techniques have been used in data collection for the 

research work as:

expectations are the customer-defined attributes of 

product or service and must meet or exceed to achieve 

customer satisfaction. Consumer's requirements, 

expectations, satisfaction and complexities of behaviour 

have the top-most priorities which are to be taken care of, 

by any kind of organisation for its survival and growth in the 

competitive business environment. Hence in the present 

paper focus with on Consumer Satisfaction of Household 

care products of FMCG. 

The size of the fabric wash market is estimated to be $1 

billion, household cleaners to be $239 million and the 

production of synthetic detergents at 2.6 million tonnes. 

The demand for detergents has been growing at an annual 

growth rate of 10 to 11 per cent during the past five years. 

The urban market prefers washing powder and detergents 

to bars. The regional and small un-organised players 

account for a major share of the total volume of the 

detergent market. 

At the time of traditional marketing customer was passive 

in nature. But in changing business environment, customer 

is active. Focusing the customer, Mahatma Gandhi,  the 

father of our nation, made a visionary and deep meaningful 

statement at Johannesburg, South Africa in 1890- “ A 

customer is most important visitors on our premises. He is 

not dependent on us. We are dependent on him. He is not 

an interruption on our work. He is the purpose of it and not 

an outsider on our premises. He is a part of it. We are not 

doing him a favor by serving him. He is doing us favor by 

giving us the opportunity to do so.”  With the beginning of 

twentieth century, the world moves toward the third 

millennium. Many developments and changes are taking 

place around us. But even today this statement is true and 

there is not going to be any business without customer in 

future too. Therefore every business has to add customer 

and also to retain them. So there is a need to keep the 

customer with us.

Customer satisfaction is a measure of how products and 

services supplied by a company can meet the customer's 

expectations. Customer satisfaction is still one of the single 

strongest predictors of customer retention. It is 

comparatively more expensive to attract new customers 

than it is to keep old ones happy. In a climate of decreasing 

brand loyalties, understanding customer service and 

measuring customer satisfaction are very crucial. There is 

obviously a strong link between customer satisfaction and 

customer retention. Customer's perception of Service and 

Quality of product will determine the success of the 

product or service in the market.

With the better understanding of customers' perceptions, 

companies can determine the actions required to meet the 

customers' needs. They can identify their own strengths 

and weaknesses, where they stand in comparison to their 

competitors, chart out path of future progress and 

improvement. Customer satisfaction measurement helps 

to promote an increased focus on customer outcomes and 

stimulate improvements in the work practices and 

processes used within the company. Customer 
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The secondary data has been tapped to know insight about 

various consumer satisfaction practices world-over. The 

secondary data necessary for the present research work 

especially for the theoretical analysis has been gathered by 

the review of past literature and the statistical information 

is collected by personal visits to:

?

Kolhapur, 

?Govt. offices, Kolhapur, 

?Barr. Balasaheb Khardekar Library, Shivaji 

University, Kolhapur,

?Jaikar Library, University of Pune, Pune,

?Various Management Institutes and other 

Libraries, 

?Different websites.

Associated Chambers of Commerce and Industry, 

i) Secondary Data: 

ii)  Primary Data : 

Primary data is collected through :

a)  Discussion and Interview :

The researcher had a number of detailed discussions with 

the consumer, customer, company executives, retailer and 

other associated members. The interviews were 

unstructured and open ended questions were asked to 

gather the information.

b)  Structured Questionnaire:

In order to elicit relevant data from the respondents the 

researcher prepared the structured questionnaire. The 

statements related to consumer satisfaction develops with 

Five point Likert Scale ratings were used as under Strongly 

Agree to Strongly Disagree with maximum rating of 5 and 

minimum rating of 1 with equal interval  

SAMPLE SIZE:

?After determining the study area, the researcher 

has selected five sample talukas from district on 

the basis of the population of talukas.

scale of 1.

Strongly Agree SA 5

Agree   A 4

Neutral   N 3 

Disagree    D 2

Strongly Disagree SDA 1

?The researcher has adopted the purposive quota 

sampling method for the selection of the stores 

and selected nine stores from district. These 

stores were selected on the basis of –

-  Year of Establishment (Minimum 5 years)

-  Turnover of the store (Monthly Rs. 1,00,000/-)

-  Average number of visitors in a week to the 

store (Minimum 500)

?By following the simple random sampling, the 

researcher has selected 60 Customers 

(Consumers) as sample respondents from each 

store. These customers invariably are considered 

consumer. 

Thus the total 540 respondents are surveyed. This is 

depicted in the table shown below:

Table No. A : Sampling Plan

Kolhapur 2 60 120

Hathkanagle 2 60 120

Shirol 2 60 120

Kagal 2 60 120

Gadhinglaj 1 60 60

Total 540
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DATA ANALYSIS & INTERPRETATION: 

For interpretation of the Mean Score together with 

Percentile value the rating scale has been developed on the 

basis of the discussion with the various industry experts, 

retailers and sales persons. The Mean score above 75.01% 

testify to an 'Excellent' level of satisfaction, the Mean score 

between 75.00% to 60.01% indicates 'Good' level of 

satisfaction, Mean score between 50.00% to 45.01% 

indicates 'Moderate' level and 45.00% & below indicates 

'Poor' level of Consumer satisfaction towards FMCG.
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Table No. 1

Consumer Satisfaction towards General Aspects with regard to Household Care Product of FMCG.

Interpretation:

“The analysis of consumer satisfaction towards General aspects with regard to Household Care Product of FMCG shows that in 

Kolhapur district – the level of satisfaction among 3 statements is 'Excellent', while it is 'Good' among 11 statements, and 

'Moderate' among 2 statements. The higher Mean and SD is 4.04 and 1.02 as well as lower 2.49 and 0.88. While the overall 

satisfaction towards the General aspects at Good' scale.

1 The FMCG are solving the problem and 540 1967 393 3.64 1.08 72.85 Good

 fulfill the need.

2 The FMCG facilitated state of comfortable 540 1967 393 3.64 1.10 72.85 Good

 living. 

3 The FMCG enhance the state of exciting 540 2036 407 3.77 1.01 75.41 Excellent

 life.

4 The FMCG improve the Standard 540 1989 398 3.68 1.08 73.67 Good

of living.

5 The benefits of FMCG are clear and 540 1642 328 3.04 1.24 60.81 Good

 believable.

6 The benefits I get from FMCG are                    540 1742 348 3.23 1.23 64.52 Good

 prominent.

7 The use of FMCG is easy. 540 2162 432 4.00 0.88 80.07 Excellent

8 The mode of payment while 540 2184 437 4.04 0.96 80.89 Excellent

 purchase the FMCG is suitable.

9 There is consumer involvement in 540 1602 320 2.97 1.16 59.33 Average

buying of FMCG.

10 The consumers are more conscious 540 1632 326 3.02 1.19 60.44 Good

about FMCG.

11 The FMCG are suit to the changing 540 1659 332 3.07 1.22 61.44 Good

 preferences.

12 Supplier must have high standard 540 1917 383 3.55 1.08 71.00 Good

of hygiene.

13 The brand awareness of FMCG is fair. 540 1707 341 3.16 1.12 63.22 Good

14 The brand awareness helps to customer 540 1745 349 3.23 1.17 64.63 Good

 to choose the FMCG.

15 The technology helps to increase the 540 1560 312 2.89 1.17 57.78 Average

 consumer awareness of FMCG

16 The FMCG must be environmentally 540 1622 324 3.00 1.11 60.07 Good

 responsible.

17 Buying of FMCG is more influenced 540 1345 269 2.49 1.15 49.81 Moderate

by children's.

Sr.

No.
Statements

KOLHAPUR DISTRICT

Total

 Respondent

Total

 Score

Ave

rage
Mean %

Level of 

Satisfaction
SD

Average Scale 540 1793 364 3 1 66 Good
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Table No. 2

 Impact of Attributes on Consumer Satisfaction with Regard to  Household Care Product of FMCG.

Interpretation:

The buying behaviour is generally determined by factors 

which are related to behavioural sciences and the product 

attributes. The Table No. 2 shows that the impact of 

Behavioural and Product attributes on satisfaction of 

Household Care products. To assess the impact on 

satisfaction, the 7 behavioural attributes, and 14 product 

attributes are identified for analysis and selected. 

An analysis shows that the impact of behavioural attributes 

on satisfaction is 'Good' among 4 attributes, followed by an 

'Average' among 2 attributes, and 'Moderate' scale for 1 

1 Culture 540 1333 267 2.47 0.93 49.37 Moderate

2 Social 540 1804 361 3.34 1.06 66.81 Good

3 Life style 540 1537 307 2.85 1.20 56.93 Average

4 Personality 540 1352 270 2.50 1.17 50.07 Average

5 Role 540 1655 331 3.06 1.21 61.30 Good

6 Status 540 1909 382 3.54 1.10 70.70 Good

7  Taste & habits 540 1766 353 3.27 1.05 65.41 Good

Product Attributes

1 Quality 540 2024 405 3.75 1.17 74.96 Good

2 Quantity 540 1777 355 3.29 1.23 65.81 Good

3 Price 540 2007 401 3.72 1.11 74.33 Good

4 Packaging 540 1833 367 3.39 1.16 67.89 Good

5 Advertising 540 1731 346 3.21 1.27 64.11 Good

6 Promotional Activities 540 1836 367 3.40 1.16 68.00 Good

7 Service (Delivery, 540 1558 312 2.89 1.17 57.70 Average

Replacement,) 

8 Color 540 1683 337 3.12 1.21 62.33 Good

9 Smell 540 1843 369 3.41 1.16 68.26 Good

10 Design 540 1550 310 2.87 1.21 57.41 Average

11 Durability 540 1580 316 2.93 1.24 58.52 Average

12 Flavor 540 1559 312 2.89 1.21 57.74 Average

13 Freshness 540 1614 323 2.99 1.22 59.78 Average

14 Size 540 1346 269 2.49 1.18 49.85 Moderate

Average Scale 540 1681 336 3 1 62 Good

Sr.

No. Statements Respondent Score Satisfaction

Behavioural Attributes

Total Total Average Mean SD % Level of 

(One) attribute. The higher Mean and SD is 3.54 and 1.21.

 While the impact of product attributes is 'Good' among 8 

attributes, followed by an 'Average' among 5 attributes, 

and 'Moderate' for 1 (One) attribute. The higher Mean and 

SD is 3.75 and 1.27.

On entire level, it is observed that there is impact of 

behavioural as well as product attributes on consumer 

satisfaction with regard to Household Care products is at 

'Good' scale.   
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Table No. 3

 Consumer Satisfaction towards Products with regards to Household Care Product of FMCG.

6 There are significant varieties in FMCG of the following. 

Quality 540 1892 378 3.50 1.13 70.07 Good

Quantity 540 1580 316 2.93 1.25 58.52 Average

Color 540 1601 320 2.96 1.23 59.30 Average

Smell 540 1716 343 3.18 1.18 63.56 Good

Flavors 540 1574 315 2.91 1.20 58.30 Average

Size 540 1573 315 2.91 1.25 58.26 Average

Design 540 1393 279 2.58 1.15 51.59 Average

Packaging 540 1673 335 3.10 1.30 61.96 Good

Brand 540 1716 343 3.18 1.18 63.56 Good

1 The product range is 540 1835 367 3.40 1.16 67.96 Good

comprehensive in FMCG.

2 Quality of FMCG is Fair. 540 1787 357 3.31 1.25 66.19 Good

3 There is consistency in 540 1516 303 2.81 1.20 56.15 Average

4 The ingredients in FMCG 540 1635 327 3.03 1.20 60.56 Good

are good.

5 The features of FMCG 540 1684 337 3.12 1.20 62.37 Good

are fair.

7 There is no variation 540 1674 335 3.10 1.20 62.00 Good

in quantity  printed and 

actual fillup.

8 The look of FMCG is fair 540 1607 321 2.98 1.24 59.52 Average

9 The feel of FMCG is fair 540 1714 343 3.17 1.19 63.48 Good

10 The Fragrance of FMCG is 540 1742 348 3.23 1.15 64.52 Good

 pleasant.

11 The freshness of FMCG is 540 1753 351 3.25 1.17 64.93 Good

exceptional.

12 The flavors in FMCG are 540 1567 313 2.90 1.19 58.04 Average

outstanding.

13 The smell of FMCG is 540 1723 345 3.19 1.16 63.81 Good

admirable.

14 The colour of FMCG is 540 1589 318 2.94 1.25 58.85 Average

exceptional.

15 The designs (Shape)  540 1670 334 3.09 1.27 61.85 Good

of FMCG are outstanding.

16 The warranty of FMCG 540 1430 286 2.65 1.18 52.96 Average

 is fair.

17 The Guaranty in FMCG 540 1448 290 2.68 1.21 53.63 Average

 is fair.

18 The customer avails the 540 1319 264 2.44 1.23 48.85 Moderate

 exchange facility.

Sr. Statements Total Total Average Mean SD % Level of 

No. Responds Score Satisfaction
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Consumers can talk only about the experience that they 

have had.  Thus consumers talk eloquently about the 

products that they use but they cannot talk about their 

latent needs or whether they would like the product that 

the company is contemplating to make. Marketer and 

developers have to be intuitive and take the risks of 

developing products without any prompting from the 

consumers. Consumers can do a good job of evaluating the 

product

Table No. 3 indicates consumer satisfaction towards 

products of Household Care Product. Total 19 statements, 9 

dimensions of significant varieties and 12 attributes of 

products are identified and selected to assess the level of 

satisfaction.

The study reveals that in Kolhapur district, out of 19 

statements the level of satisfaction is 'Good' among 11 

statements, followed by an 'Average' among 7 statements, 

and 'Moderate' for 1 (One) statement. The higher Mean 

and SD among these statements is 3.40 and 1.27.

The level of satisfaction towards the significant varieties is 

'Good' among 4 dimensions, and an 'Average' among 5 

dimensions with higher Mean of 3.50.

Interpretation:

21 The overall performance of the following attributes of product is satisfactory.

Quality 540 1858 372 3.44 1.17 68.81 Good

Quantity 540 1636 327 3.03 1.23 60.59 Good

Color 540 1634 327 3.03 1.22 60.52 Good

Smell 540 1718 344 3.18 1.18 63.63 Good

Flavors 540 1565 313 2.90 1.21 57.96 Average

Size of product 540 1589 318 2.94 1.25 58.85 Average

Design (shape) 540 1389 278 2.57 1.16 51.44 Average

Freshness 540 1635 327 3.03 1.23 60.56 Good

Durability 540 1812 362 3.36 1.19 67.11 Good

Information on product 540 1745 349 3.23 1.22 64.63 Good

Exchange 540 1319 264 2.44 1.23 48.85 Moderate

Replacement 540 1395 279 2.58 1.22 51.67 Average

Average Scale 540 1621 324 3 1 60 Good

19 The customer avails the 540 1395 279 2.58 1.22 51.67 Average

replacement facility.

20 There is a regular product 540 1722 344 3.19 1.19 63.78 Good

modification.

Regarding the satisfaction level towards the overall 

performance of 12 product attributes, it is 'Good' among 7 

attributes,  'Average' among 4 attributes, and 'Moderate' 

for 1 (One) attribute. The highest Mean and SD among 

these attributes is 3.44 and 1.25.

While the aggregate level of the satisfaction towards the 

Household Care products is at 'Good' scale.
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Table No. 4

 Consumer Satisfaction towards Packaging and Branding with regard to Household 

Care Product of MCG.

Interpretation:

The packaging and branding is another important aspect of 

the total product personality, especially in consumer 

products. The power of good packaging in promoting on-

the-spot purchases is found to be very substantial.  The 

consumers are loyal to the brand and would actively seek it 

and buy it despite several other reasonable and other 

cheaper options available. Table 4 denotes the consumer 

satisfaction towards packaging and branding with regard 

1 The packaging 540 1707 341 3.16 1.22 63.22 Good

 of FMCG is fair.

2 The quality of packaging 540 1654 331 3.06 1.28 61.26 Good

 material is excellent.

3 The packaging of FMCG 540 1742 348 3.23 1.10 64.52 Good

is convenient to handle.

4 The packaging of FMCG 540 1781 356 3.30 1.19 65.96 Good

attracts the attention 

of customer.

5 The brand names of FMCG 540 1746 349 3.23 1.26 64.67 Good

 are appreciable.

6 The customers are loyal  540 1740 348 3.22 1.17 64.44 Good

to FMCG brands.

7 There is a consistency in 540 1870 374 3.46 1.16 69.26 Good

brands of FMCG.

Average Scale 540 1749 350 3 1 65 Good

Sr. Statements Total Total Average Mean SD % Level of

No. Respondent Score  Satisfaction

to Household Product of FMCG. To evaluate the level 

of satisfaction, total 7 statements are determined and 

selected.

From above Table, it reveals that the consumer 

satisfaction towards all the statements of packaging 

and branding of Household Care is at 'Good'. The 

highest Mean and SD is 3.46 and 1.28 with higher 

percentage of 69.26.
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Table No. 5

 Consumer Satisfaction towards Price with regard to Household Care Product of FMCG. 

Sr.

No

Statements Total

Respondent

Total

Score 

Average Mean SD % Level of

 Satisfaction

1 Supplier must offer 540 1424 285 2.64 1.24 52.74 Average

the cheapest price.

2 There is no variation 540 1306 261 2.42 1.19 48.37 Moderate

in price of different

 brand of FMCG.

3 There is no variation 540 1398 280 2.59 1.24 51.78 Average

 in printed price and

 chargeable price.

4 The price of FMCG is 540 1591 318 2.95 1.26 58.93 Average

reasonable in relation

 to benefits.

5 The pricing difference of 540 1620 324 3.00 1.25 60.00 Average

FMCG as compared to 

variety of quantity 

(weight) is impartial.

6 The price of FMCG are equitable in relation to the following--  

Value 540 1742 348 3.23 1.25 64.52 Good

Quality 540 1697 339 3.14 1.29 62.85 Good

Quantity 540 1651 330 3.06 1.24 61.15 Good

Packaging 540 1666 333 3.09 1.27 61.70 Good

7 There is a reasonable price of FMCG as compared to following attributes of product. 

Size of product 540 1550 310 2.87 1.27 57.41 Average

Color of product 540 1534 307 2.84 1.31 56.81 Average

Design (shape)of product 540 1618 324 3.00 1.25 59.93 Average

Smell of product. 540 1622 324 3.00 1.27 60.07 Good

Flavor of product 540 1523 305 2.82 1.23 56.41 Average

Fragrance of product 540 1608 322 2.98 1.27 59.56 Average

Freshness of product 540 1561 312 2.89 1.29 57.81 Average

Warranty of product 540 1377 275 2.55 1.22 51.00 Average

Guaranty of product. 540 1441 288 2.67 1.26 53.37 Average

8 The prices of branded 540 1403 281 2.60 1.23 51.96 Average

 FMCG are reasonable.

9 The prices of unbranded 540 1481 296 2.74 1.26 54.85 Average

 FMCG are reasonable.

10 The pricing difference 540 1752 350 3.24 1.28 64.89 Good

 between branded and

 unbranded FMCG is

 justifiable.

11 The pricing trends 540 1339 268 2.48 1.26 49.59 Moderate

in FMCG are balanced.
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12 I am very satisfied 540 1490 298 2.76 1.32 55.19 Average

with price I paid for 

what I bought.

13 The overall of price of 540 1390 278 2.57 1.28 51.48 Average

 FMCG are rational.

Average Scale 540 1533 307 3 1 57 Average

Interpretation:

For consumer, Price denotes the value of product and it 

always involves psychological factors over and above 

economic factors, and transmits certain communication 

cues to him. That is why consumers classify products using 

price as the cue. Table No. 5 indicates the consumer 

satisfaction towards price with regard to Household Care 

Product of FMCG. To analyze the level of satisfaction, total 

11 statements and 13 product attributes related to price 

are identified and selected. 

An examination of Table No. 5 reveals that on whole, the 

Table No. 6

 Consumer Satisfaction towards Advertisements and Promotion with regard to Household Care Product

1 To find the information on 540 1451 290 2.69 1.22 53.74 Average

schemes of FMCG is easy.

2 The ads provide satisfactory 540 1601 320 2.96 1.26 59.30 Average

information of FMCG to buyer.

3 The ad campaigns of FMCG 540 1598 320 2.96 1.25 59.19 Average

are excellent.

4 The advertising claims of 540 1359 272 2.52 1.22 50.33 Average

FMCG are reliable.

5 Advertisements motivated 540 1742 348 3.23 1.25 64.52 Good

 to buy the FMCG.

6 The impact of TV ads is more 540 1853 371 3.43 1.16 68.63 Good

 than print ads on buyer.

7 I am very satisfied with 540 1607 321 2.98 1.27 59.52 Average

the ads of FMCG.

8 The display of FMCG in 540 1619 324 3.00 1.29 59.96 Average

shop is attractive and fair.

9 There are sales promotion 540 1733 347 3.21 1.26 64.19 Good

 schemes in FMCG.

10 The sales promotion 540 1614 323 2.99 1.30 59.78 Average

schemes are reliable.

Sr.

No

Statements Total

Respondent

Total

Score 

Average Mean SD % Level of

 Satisfaction

level of satisfaction towards price is on Average scale in 

Kolhapur district.

While out of 11 statements, the level of satisfaction is 

'Good' for 1 statement while an Average among 8 

statements and Moderate scale among 2 statements. The 

higher Mean and SD in these statements is 3.24 and 1.32. 

While the satisfaction level towards price is equitable in 

relation to product attributes, and is 'Good' among 5 

attributes, and it is 'Average' among 8 attributes with the 

higher Mean of 3.23.
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11 The customer avails following Sales promotion tools on FMCG are fair.

Discount on price 540 1707 341 3.16 1.24 63.22 Good

Money off 540 1633 327 3.02 1.34 60.48 Good

Free/Extra goods 540 1692 338 3.13 1.29 62.67 Good

Free in/on pack gifts 540 1190 238 2.20 1.08 44.07 Poor

Free in the mail offer 540 1010 202 1.87 0.90 37.41 Poor

Free Samples 540 1217 243 2.25 1.10 45.07 Moderate

Coupons 540 1008 202 1.87 0.87 37.33 Poor

Draws 540 861 172 1.59 0.63 31.89 Poor

Bonus pack 540 1371 274 2.54 1.23 50.78 Average

12 I always recommend 540 1793 359 3.32 1.26 66.41 Good

the FMCG to other.

Average Scale 540 1483 297 3 1 55 Average

Interpretation:

Advertising facilitates a lot towards image building and also 

help a product to convert into brand by adding 

psychological intangibles and functional tangible values to 

it. The role of promotion is to encourage purchase by 

temporarily improving the value of product. Consumer 

satisfaction towards advertisements and promotion with 

regard to Household Care Product of FMCG is revealed in by 

Table No. 6. To assess the level of satisfaction, 11 

statements and 9 Sales promotion tools are identified and 

selected. The study of Table No. 6 reveals that –

Out of 11 statements, the level of satisfaction towards 4 

statements is 'Good', whereas towards 7 statements it is 

'Average' with the higher Mean of 3.43.

While the satisfaction level towards Sales promotion tools 

avails is 'Good' among 3 tools, it is 'Average', and 

'Moderate' for 1 (One) tool, and 'Poor' among 4 tools. The 

uppermost Mean and SD in these Sales promotion tools is 

3.16 and 1.34.

While the overall Consumer Satisfaction towards 

Advertisements and Promotion is at 'Average' level
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Table No.7

  Consumer Satisfaction towards Distribution (Place) with regard to  Household Care Product of FMCG.

Sr.

No.
Statements

Total

Respondent

Total

Score 
Average Mean SD %

Level of

 Satisfaction

Interpretation:

Distribution enhances the value, which the product 

carries. It is distribution that confers place, time, form, and 

possession utilities on a product and reaches it to the 

hands of the consumers. Place is an important component 

from the point of view-Consumer, and Manufacturer. It 

provides the facility to consumer where, when, and how he 

get the product. It helps to manufacturers in making 

available the product to consumer. Table 7 reveals 

consumer satisfaction towards distribution (Place) with 

regard to Household Care Product of FMCG. Total 14 

1 The FMCG store 540 2099 420 3.89 0.94 77.74 Excellent

 located conveniently

2 The hours of FMCG stores are 540 1957 391 3.62 1.17 72.48 Good

convenient for my shipping needs

3 The FMCG stores atmosphere 540 1684 337 3.12 1.29 62.37 Good

and décor are appealing.

4 The product availibity of FMCG 540 2033 407 3.76 1.08 75.30 Excellent

 is excellent.

5 There is good distribution 540 1901 380 3.52 1.27 70.41 Good

 system of FMCG.

6 There is freedom to choose 540 1744 349 3.23 1.27 64.59 Good

the FMCG in store.

7 Supplier must have good 540 1621 324 3.00 1.30 60.04 Good

quality system.

8 The storage facility of FMCG 540 1677 335 3.11 1.34 62.11 Good

 is good.

9 The order processing is fair 540 1590 318 2.94 1.31 58.89 Average

 in FMCG store.

10 The order cycle time 540 1573 315 2.91 1.28 58.26 Average

of FMCG is fair.

11 The warehousing (arrangement) 540 1647 329 3.05 1.26 61.00 Good

system of FMCG is moderate.

12 The advertised merchandise is 540 1740 348 3.22 1.26 64.44 Good

 in stock.

13 Home delivery facility 540 1396 279 2.59 1.23 51.70 Average

 of FMCG is Satisfactory.

14 The speed of product 540 1678 336 3.11 1.29 62.15 Good

 delivery is fair.

Average Scale 540 1739 348 3 1 64 Good

statements identified and selected to assess the 

satisfaction level. An analysis of Table No. 7 reveals that the 

satisfaction level is similar in both districts towards 

distribution of household Care products.

The district wise study reveals that, the level of satisfaction 

is 'Excellent' among 2 statements, followed by 'Good' 

among 9 statements, and is 'Average' among 3 statements. 

The highest Mean and SD in these statements is 3.89 and 

1.34 in district whereas, the overall satisfaction level is at 

'Good' scale.
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Table No. 8

 Consumer Satisfaction towards Retailer and Sales Staff with regard to Household Care Product of FMCG.

Sr.

No

Statements Total

Respondent

Total

Score 

Average Mean SD % Level of

 Satisfaction

1 The retailers treat the customer. 540 1865 373 3.45 1.19 69.07 Good

 with respect

2 The merchandise sold by retailer 540 1729 346 3.20 1.27 64.04 Good

 is of highest quality.

3 The merchandise sold by retailer 540 1678 336 3.11 1.31 62.15 Good

 proves good value for money.

4 Time taken to respond my 540 1770 354 3.28 1.24 65.56 Good

query is fair.

5 The Sales person's response 540 1616 323 2.99 1.28 59.85 Average

  is  reliable and positive.

6 The sales person provides wide . 540 1630 326 3.02 1.33 60.37 Good

information of FMCG

7 The information provided by 540 1772 354 3.28 1.28 65.63 Good

sales persons is qualitative.

8 The sales person has good 540 1738 348 3.22 1.29 64.37 Good

 knowledge of FMCG.

9 The interactions of sales person 540 1658 332 3.07 1.24 61.41 Good

 while buying FMCG are inspired.

10 The Sales person provides 540 1754 351 3.25 1.24 64.96 Good

prompt and good service.

11 The sales person's behaviour 540 1694 339 3.14 1.28 62.74 Good

 is cooperative.

12 The sales person's behaviour 540 1692 338 3.13 1.26 62.67 Good

 is courteous.

13 The outcome of my 540 1150 230 2.13 1.19 42.59 Poor

 complaint is fair.

14 The service provided  by 540 1840 368 3.41 1.24 68.15 Good

retailer and sales staff is excellent.

 Average Scale 540 1685 337 3 1 62 Good

Interpretation:

Consumer decision making involves not only choices of 

product and brands, but also the choice of retail outlet. 

Most retailing is conducted in physical stores of various 

types having various product assortments. Retailers make 

available the product, when and where customers want to 

buy them. Consumer satisfaction towards retailer and sales 

staff with regard to Household Care Product of FMCG is 

revealed from Table No.8. To analyse the level of 

satisfaction total 14 statements have been determined and 

selected. 

The analysis of district wise consumer satisfaction shows – 

the level of satisfaction is 'Good' among 12 statements, and 

it is 'Average', and 'Poor' for 1 (One) statement. The highest 

Mean is 3.45 whereas highest and lowest percentage of 

satisfaction is 69.07 and 42.49 among these statements. 

The overall satisfaction level of consumers is at 'Good' scale 

towards the retailers and sales staff with regard to 

Household Care products.
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Table No. 9

 Consumer Satisfaction Towards Company / Firm with regard to Household Care Product of FMCG.

Interpretation:

From the above table it is observed that, out of 6 

statements of consumer satisfaction towards company 

related to supply of Household Care Products, the 

satisfaction level of consumers is 'Good' of 3 statements, 

and for remaining statements it is   'Average'. The highest 

1 The FMCG companies are 540 1646 329 3.05 1.21 60.96 Good

more conscious about consumer.

2 The FMCG companies serve 540 1584 317 2.93 1.27 58.67 Average

customer by offering value.

3 The FMCG companies assure 540 1536 307 2.84 1.23 56.89 Average

 the value for money

4 The FMCG companies give more 540 1678 336 3.11 1.27 62.15 Good

attention on R&D of product.

5 The FMCG companies adopted 540 1756 351 3.25 1.27 65.04 Good

good marketing strategies.

6 There is good customer 540 1368 274 2.53 1.24 50.67 Average

 relationship management

 by FMCG companies.

Average Scale 540 1595 31 3 1 59 Average

Sr.

No

Statements Total

Respondent

Total

Score 

Average Mean SD % Level of

 Satisfaction

Table No. 10

 Consumer Satisfaction with regard to Household Care Product.

Sr

 No.

Parameters Total 
Respondent

 Total
 Score 

Average Mean SD % Level of

Satisfaction

1 General Aspects 540 1793 364 3 1 66 Good

2 Impact of Attributes 540 1681 336 3 1 62 Good

3 Products 540 1621 324 3 1 60 Good

4 Packaging & Branding 540 1749 350 3 1 65 Good

5 Price 540 1533 307 3 1 57 Average

6 Advertisement & Promotion 540 1483 297 3 1 55 Average

7 Distribution 540 1739 348 3 1 64 Good

8 Retailer & Sales Staff 540 1685 337 3 1 62 Good

9 Company/Firms 540 1595 319 3 1 59 Average

Average Scale 540 1653 331 3 1 61 Good

Mean and SD is 3.25 and 1.27 with highest satisfaction of 

65.04%. 

The aggregate level of consumer satisfaction towards 

manufacturing companies of Household Care products is at 

'Average' level.
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Interpretation: 

The consumer satisfaction towards overall performance 

with regard to Household Care Product of FMCG is analyzed 

by Table No.10. To evaluate the level of satisfaction total 9 

parameters selected. These 9 parameters cover overall 

circumstances of Household Care Products. 

The study of Table No.10 reveals that in Kolhapur District, 

the satisfaction level of consumers towards the 6 

parameters is 'Good' whereas it is 'Average' in 3 parameters 

with highest satisfaction percentage of 66. 

6) HYPOTHESIS TESTING:

Hypothesis 1: 

H0 = The prices of products are not reasonable as 

compared to quality of product.

H1 = The prices of products are reasonable as compared to 

quality of product.

Table No. 11 : Chi-square test for Hypothesis 1

Since the calculated value is greater than tabulated value 

rejected H0, accepted H1, which means, the prices of 

products are reasonable as compared to quality of 

products.

Hypothesis 2: 

H0= The prices of products are not reasonable as compared 

to quantity of product.

H1= The prices of products are reasonable as compared to 

quantity of product.

Table No. 12: Chi-square test for Hypothesis 2

Since the calculated value is greater than tabulated value 

rejected H0, accepted H1, which means, the prices of 

products are reasonable as compared to quantity of 

products.

Hypothesis 3: 

H0 = The prices of products are not reasonable as 

compared to packaging of product.

H1= The prices of products are reasonable as compared to 

packaging of product.

Table No. 13: Chi-square test for Hypothesis 3

Since the calculated value is greater than tabulated value 

rejected H0, accepted H1, which means, the prices of 

products are reasonable as compared to packaging of 

products.

Hypothesis 4: 

H0=The prices of products are not reasonable as compared 

to size of product.

H1= The prices of products are reasonable as compared to 

size of product
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Table No. 14: Chi-square test for Hypothesis 4

Since the calculated value is greater than tabulated value 

rejected H0, accepted H1, which means, the prices of 

products are reasonable as compared to size of products.

Hypothesis 5: 

H0=The prices of products are not reasonable as compared 

to smell of product.

H1= The prices of products are reasonable as compared to 

smell of product.

Table No. 15: Chi-square test for Hypothesis 5

Since the calculated value is greater than tabulated value 

rejected H0, accepted H1, which means, the prices of 

products are reasonable as compared to smell of products.

Hypothesis 6: 

H0=The prices of products are not reasonable as compared 

to colour of product.

H1=The prices of products are reasonable as compared to 

colour of product.

Table No. 16: Chi-square test for Hypothesis 6 

Since the calculated value is greater than tabulated value 

rejected H0, accepted H1, which means, the prices of 

products are reasonable as compared to colour of 

products.

Hypothesis 7: 

H0=The prices of products are not reasonable as compared 

to warranty of product.

H1=The prices of products are reasonable as compared to 

warranty of product.

Table No. 17: Chi-square test for Hypothesis 7 

Since the calculated value is greater than tabulated value 

rejected H0, accepted H1, which means, the prices of 

products are reasonable as compared to warranty of 

products.

Summary of Hypothesis testing:

9) FINDINGS :

?It is found that most of the respondents are 

satisfied with the general aspects like enhance 

comfortable l ife,  standard of hygiene, 

environmental responsible etc. of Household 

Care Products and overall satisfaction level 

towards the general aspects is at Good scale.

?It is found that the behavioural attributes like 

status, habits, social, and role are having major 

impact on the shopping of household care 

products whereas the product attributes – 

quality, price, packaging, promotion, quantity, 

smell, colour and advertising influences the 
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respondents buying of household care products.

?It is observed that the satisfaction level towards 

the household care products is at Good scale. 

Most of respondents are satisfied with the quality, 

quantity, smell, durability and information on 

product. It also reveals that the respondents find 

significant varieties in the household care 

products of quality, smell, packaging and brands.

?It seen that the respondents are satisfied with the 

packaging and brands of household care products 

and the level of satisfaction is Good.

?It reveals that the satisfaction level towards the 

price of household care products is at Average 

level. While there is variation in the price of 

different brands and printed and chargeable price 

by the retailer of household care products. The 

pricing difference of branded and unbranded 

products is justifiable.

?It is seen that the satisfaction towards the 

advertisement of household care products is 

Average. While the ad campaign, claims and 

information is not reliable.  Most of the 

respondents have more impact of TV ads than the 

print ads.

?The respondents are happy with the promotional 

schemes in household care products and the 

satisfaction level is Good. While shopping of 

household care products respondents avails the 

discount, money off, free or extra goods.

?Most of the respondents are satisfied with the 

distribution system of household care products 

and they easy avail the products.

?It is observed that majority of the respondents are 

satisfied with the retailer and sales staff whereas 

the satisfaction level is Good. While the 

satisfaction towards manufacturing companies or 

firms of household care products is Average.

?It is seen that overall the consumer are satisfied 

with the household care products and their 

satisfaction level is Good.

10) RECOMMENDATIONS: 

?In the light of above conclusions the following 

recommendations are offered –

?There are two different segment that required 

different communication approaches. The first 

segment which located in the villages i.e. rural 

areas which is absolutely based on agriculture. 

They have their own method of identification of 

products and communication with retailers. The 

second segment which is located in the town i.e. 

urban areas which is based on the service. They 

are educated and easy to observe any 

information. The implication marketer is that they 

have to develop a different communication 

programmes for both according to the 

characteristics of the consumers.

?In coming years the rural markets creates the big 

opportunities to the companies which helps to 

survives the companies in competitive business 

environment. So the marketers should now focus 

and gather the data and creates the profile of 

these markets which helps to them develops the 

future action plan.

?Price is the main contain in these markets while 

buying any product due to this the marketer 

should focus on pricing strategy which attracts the 

customers and enhance the satisfaction.

?The durability of product and  low price products 

will be more successful in rural areas because of 

durability is special interest of consumer and  low 

per capita income of the majority of rural 

consumers.

?The product offered by the marketer should fit 

into the living system of rural people. For certain 

p ro d u c t s ,  p o i nt  o f  p u rc h a s e ,  d i s p l ay  

arrangements will demonstrate very effective.

?In these markets the customers are mostly 

reliable on the retailer. The study indicates that 

the customers have good relation with the retailer 

but towards the company the satisfaction level is 

average. So the manufacturing firms should be 

focus on the relationship activities which creates 

the positive image of the firms in customer and 

enhance the satisfactions which develop long 

relation with customer.   

?The malpractices of the rural retailers are the 

great constraints in the development of rural 

markets. It is essential that the sales 

representative of manufacture makes regular visit 

to rural stores which helps to prevents the 

malpractices and improve the satisfaction level of 

customer. 

11) CONCLUSION: 

In Kolhapur district the economy is mainly rounded with 

the agriculture and agri-based units like sugar, cotton and 

milk and milk processing. The statistics also indicates the 

Small Scale Industries playing major role in the economic 

development. Now a day there is a change in the mind set 
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of the people and now looking at “Money for Value”. The 

peoples are more conscious and switching towards 

standard and comfortable of living and enhance the state 

of exciting life. It is essential that the manufacturing 

companies of household care products should focus on the 

customer satisfaction and makes the consumer survey with 

specific time interval. The companies which take the efforts 

to develop such markets will helps to them survive in 

competitive business era. 
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1 The FMCG are solving the problem 117 223 115 60 25 540

 and fulfilling the need.

2 The FMCG facilitated Sate of 123 212 127 45 33 540

 Comfortable living.

3 The FMCG enhance the state of 137 216 131 38 18 540

exciting life.

4 The FMCG improve the Standard 127 220 114 53 26 540

of living.

5 The benefits of FMCG are clear 74 140 126 134 66 540

 and believable.

6 The benefits I get from FMCG                90 156 139 96 59 540

are prominent. 

7 The use of FMCG is easy. 171 232 113 16 8 540

8 The mode of payment while 189 247 52 43 9 540

 purchase the FMCG is suitable.

9 There is consumer involvement 65 90 214 104 67 540

 in buying of FMCG.

10 The consumers are more 73 109 173 127 58 540

 conscious about FMCG.

11 The FMCG are suit to the 72 143 144 114 67 540

changing preferences.

12 Supplier must have high 115 175 169 54 27 540

standard of hygiene.

13 The brand awareness of 70 134 197 91 48 540

 FMCG is fair.

14 The brand awareness helps to 86 137 183 84 50 540

customer to choose the FMCG.

15 The technology helps to increase 53 102 197 108 80 540

the consumer awareness of FMCG.

16 The FMCG must be environmentally 61 80 267 64 68 540

responsible.

17 Buying of FMCG is more 37 53 176 146 128 540

 influenced by children's.

18 There is major impact of the following attributes on satisfaction of FMCG

a) Behavioral Attributes 

i) Culture 12 43 220 176 89 540

ii) Social 88 144 193 94 21 540

iii) Life style 54 101 185 108 92 540

iv) Personality 40 53 174 145 128 540

v) Role 79 114 176 105 66 540

Sr. No. Statements related to Satisfaction SA A N DA SDA Total 

5 4 3 2 1 Respondent

ANNEXURE :

General Aspects
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vi) Status 115 172 169 55 29 540

vii) Taste & habits 75 143 196 105 21 540

b) Product Attributes 

i) Quality 173 173 107 59 28 540

ii) Quantity 100 154 146 83 57 540

iii) Price 155 173 141 46 25 540

iv) Packaging 107 154 160 83 36 540

v)Advertising 96 144 142 91 67 540

vi) Promotional Activities 109 153 158 85 35 540

vii) Service (Delivery, Replacement, 54 101 195 109 81 540

viii) Colour 85 114 179 103 59 540

ix) Smell 110 154 159 83 34 540

x) Design 57 103 183 107 90 540

xi) Durability 68 105 171 111 85 540

xii) Flavor 65 98 164 137 76 540

xiii) Freshness 71 111 177 103 78 540

xiv) Size 39 56 170 142 133 540

Product

19 The product range is 107 155 159 84 35 540

 comprehensive in FMCG.

20 Quality of FMCG is Fair. 106 149 152 72 61 540

21 There is consistency in quality 51 97 183 115 94 540

of FMCG.

22 The ingredients in FMCG are good. 70 113 194 88 75 540

23 The features of FMCG are fair. 79 121 190 85 65 540

24 There are significant varieties in FMCG of the following.  

i) Quality 115 169 166 53 37 540

ii) Quantity 73 101 164 117 85 540

iii) Colour 72 106 173 109 80 540

iv) Smell 87 119 189 93 52 540

v) Flavors 66 102 163 138 71 540

vi) Size 71 103 161 118 87 540

vii) Design 41 58 183 149 109 540

viii) Packaging 86 143 134 92 85 540

ix) Brand 87 119 189 93 52 540

25 There is no variation in. 82 112 185 100 61 540

 quantity printed and actual fillup

26 The look of FMCG is fair 71 112 173 101 83 540

27 The feel of FMCG is fair 87 119 190 89 55 540

28 The Fragrance of FMCG is pleasant. 88 125 191 93 43 540

29 The freshness of FMCG is exceptional. 93 123 199 74 51 540
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Packaging & Branding

30 The flavors in FMCG are outstanding. 63 97 174 136 70 540

31 The smell of FMCG is admirable. 89 114 193 99 45 540

32 The colour of FMCG is exceptional. 70 110 168 103 89 540

33 The designs (Shape) of 

FMCG are outstanding. 93 106 174 92 75 540

34 The warranty of FMCG is fair. 49 63 179 147 102 540

35 The Guaranty in FMCG is fair. 54 69 172 141 104 540

36 The customer avails the 

exchange facility. 43 55 161 120 161 540

37 The customer avails the 

replacement facility. 51 59 169 136 125 540

38 There is a regular product 

modification. 91 117 189 89 54 540

39 The overall performance of the following attributes of product is satisfactory.  

i) Quality 112 163 161 59 45 540

ii) Quantity 79 112 164 116 69 540

iii) Colour 74 115 176 101 74 540

iv) Smell 88 120 187 92 53 540

v) Flavors 65 101 161 140 73 540

vi) Size of product 73 104 165 115 83 540

vii) Design (shape) 42 60 177 147 114 540

viii) Freshness 75 119 163 112 71 540

ix) Durability 106 155 145 93 41 540

x) Information on product 96 134 168 83 59 540

xi) Exchange 43 55 161 120 161 540

xii) Replacement 51 59 169 136 125 540

40 The packaging of FMCG is fair. 93 112 188 83 64 540

41 The quality of packaging material is 

excellent. 90 107 173 87 83 540

42 The packaging of FMCG is convenient 

to handle. 80 126 208 88 38 540

43 The packaging of FMCG attracts the 

attention of customer. 97 149 162 82 50 540

44 The brand names of FMCG are 

appreciable. 99 146 140 92 63 540

45 The customers are loyal to FMCG 

brands. 89 122 200 78 51 540

46 There is a consistency in brands of 

FMCG. 113 166 161 58 42 540

47 Supplier must offer the cheapest price 57 63 164 139 117 540

48 There is no variation in price of 

different brand of FMCG. 37 61 137 161 144 540
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49 There is no variation in printed price 

and chargeable price. 53 61 164 135 127 540

50 The price of FMCG is reasonable in 

relation to benefits. 75 105 161 114 85 540

51 The pricing difference of FMCG as 

compared to variety of quantity 

(weight) is impartial. 74 120 157 110 79 540

52 The price of FMCG are equitable in relation to the following 

i) Value 95 150 141 90 64 540

ii) Quality 93 139 136 96 76 540

iii) Quantity 82 116 161 113 68 540

iv) Packaging 91 111 170 89 79 540

53 There is a reasonable price of FMCG as compared to following attributes of product.

i) Size of product 70 97 162 115 96 540

ii) Colour of product 71 101 153 101 114 540

iii) Design (shape) of product 74 120 157 108 81 540

iv) Smell of product. 81 107 171 95 86 540

v) Flavor of product 61 98 155 135 91 540

vi) Fragrance of product 79 105 171 95 90 540

vii) Freshness of product 69 111 154 104 102 540

viii) Warranty of product 47 63 159 142 129 540

ix) Guaranty of product. 59 78 143 145 115 540

54 The prices of branded FMCG are 

reasonable. 53 59 169 136 123 540

55 The prices of unbranded FMCG are 

reasonable. 69 70 154 147 100 540

56 The pricing difference between 

branded and unbranded FMCG 

is justifiable. 102 146 149 68 75 540

57 The pricing trends in FMCG are 

balanced. 51 58 141 139 151 540

58 I am very satisfied with price I paid 

for what I bought. 70 86 153 106 125 540

59 The overall of price of FMCG are 

rational. 59 63 146 133 139 540

Ads and Promotions

60 To find the information on schemes 

of FMCG is easy. 60 65 163 150 102 540

61 The ads provide satisfactory 

information of FMCG to buyer. 75 110 162 107 86 540

62 The ad campaigns of FMCG are 

excellent. 69 120 155 112 84 540

63 The advertising claims of FMCG 

are reliable. 46 66 142 153 133 540
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Distribution (Place)

72 The FMCG store located conveniently. 154 220 127 29 10 540

73 The hours of FMCG stores are 

convenient for my shipping needs. 134 201 112 54 39 540

74 The FMCG stores atmosphere and 

décor are appealing. 90 138 137 96 79 540

75 The product availibity of FMCG is 

excellent. 147 211 120 32 30 540

76 There is good distribution system 

of FMCG. 134 191 94 64 57 540

77 There is freedom to choose the 

FMCG in store. 103 139 144 87 67 540

78 Supplier must have good quality 

system. 83 116 154 93 94 540

79 The storage facility of FMCG is good. 103 119 141 86 91 540

80 The order processing is fair in 

FMCG store. 79 111 152 97 101 540

81 The order cycle time of FMCG is fair. 71 107 169 90 103 540

64 Advertisements motivated to buy 

the FMCG. 95 150 141 90 64 540

65 The impact of TV ads is more than 

print ads on buyer. 107 174 140 83 36 540

66 I am very satisfied with the ads 

of FMCG. 76 112 167 93 92 540

67 The display of FMCG in shop is 

attractive and fair. 81 114 157 99 89 540

68 There are sales promotion schemes 

in FMCG. 93 150 140 91 66 540

69 The sales promotion schemes 

are reliable. 80 117 155 93 95 540

70 The customer avails following 

premiums on FMCG are fair.      

i) Discount of price 94 123 163 96 64 540

ii) Money off 89 124 136 93 98 540

iii) Free/Extra goods 92 137 138 97 76 540

iv) Free in/on pack gifts 21 39 139 171 170 540

v) Free in the mail offer 15 17 46 267 195 540

vi) Free Samples 23 45 141 168 163 540

vii) Coupons 7 15 87 221 210 540

viii) Draws 2 6 11 273 248 540

ix) Bonus pack 47 68 149 141 135 540

71 I always recommend the FMCG 

to other. 110 155 133 82 60 540
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82 The warehousing (arrangement) 

system of FMCG is moderate. 86 113 157 110 74 540

83 The advertised merchandise is in stock 96 149 139 91 65 540

84 Home delivery facility of FMCG is 

Satisfactory. 49 70 153 144 124 540

85 The speed of product delivery is fair. 90 133 140 99 78 540

Retailer and Sales Staff

86 The retailers treat the customer with 

respect. 116 168 145 67 44 540

87 The merchandise sold by retailer is 

of highest quality. 97 142 141 93 67 540

88 The merchandise sold by retailer 

proves good value for money. 101 110 156 92 81 540

89 Time taken to respond my query 

is fair. 98 158 139 86 59 540

90 The Sales person's response is 

reliable and positive. 82 109 154 113 82 540

91 The sales person provides wide 

information of FMCG. 88 121 144 87 100 540

92 The information provided by sales 

persons is qualitative. 109 143 151 65 72 540

93 The sales person has good 

knowledge of FMCG. 97 153 135 81 74 540

94 The interactions of sales person 

while buying FMCG are inspired. 80 122 170 92 76 540

95 The Sales person provides prompt 

and good service. 101 138 156 84 61 540

96 The sales person's behaviour is 

cooperative. 98 116 160 94 72 540

97 The sales person's behaviour is 

courteous. 91 127 154 99 69 540

98 The outcome of my complaint is fair. 36 45 73 185 201 540

99 The service provided by retailer and 

sales staff is excellent. 115 167 136 67 55 540

Company/ Firm

100 The FMCG companies are more 

conscious about consumer. 77 113 175 109 66 540

101 The FMCG companies serve customer 

by offering value. 69 116 158 104 93 540

102 The FMCG companies assure the 

value for money 66 88 167 134 85 540

103 The FMCG companies give more 

attention on R&D of product. 90 125 151 101 73 540

104 The FMCG companies adopted good 

marketing strategies. 101 149 147 71 72 540

105 There is good customer relationship 

management by FMCG companies. 48 67 147 141 137 540

Source of Data : Survey of Consumer
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