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A REVIEW OF PERFORMANCE PARAMETERS OF CIVIL AVIATION INDUSTRY 

WITH SPECIAL REFERENCE TO SPICE JET AND INDIGO 

R. K. Sinha  

 

ABSTRACT 

 The growth and development of Airline business in India is primarily influenced by the performance indicators well 

established by global business forum index on the subject and which is highly affected due excessive competitive forces in the 

field of operations. 

 On account of the liberalization process, the private airlines have entered in the aviation business in 1993 and initiated their 

operations in all metro sectors by offering a low cost airline services against their competitors in order to ensure an effective 

return on investment for the airlines. 

  The performance parameters were focused in the areas of passenger load factor, Revenue earned during the specific period, 

Available seat per kilometers, Service quality and handling of passenger’s complaints etc. 

 This research paper is an attempt to evaluate the performance indicators of Spice jet and Indigo Airlines past three years and 

suggesting for ways and means to further improvise the quality of Airlines services and also ensuring a positive growth trajectory 

in their business domain and making it more affordable for the citizens at a faster pace. 

 KEY WORDS: Passenger load factor, Seat factor, Low cost, Service quality and Capacity utilization. 

 

INTRODUCTION:  

 It is true that the Aviation industry is growing on an 

average 16-17% for the last 2-3 years and the is expected to 

be the third largest Aviation market by 2020 with a market 

share of USD 16 Billion dollars as on date. 

 This was only possible due to the continuous rise of the 

disposable income and fall of Aviation Turbine fuel prices at 

global level and also with the introduction of innovative 

marketing strategies by the different private airlines. 

 In addition to this fact a number of New Airports have 

come into existence which was not there earlier and other 

infrastructural support/ facilities have been added for 

improving the growing demands for tourism and low cost 

travel. 

 This has been further substantiated through the various 

incentives provided by them for all esteemed passengers. The 

draft National civil aviation policy 2015, projected that 

around 300 millions domestic ticketing by 2022, which shows 

the hidden potential of the aviation business to be harnessed 

in the coming years and Air traffic is expected to be doubled 

in the next 15 years and the passenger aircraft to increase by 

106% by 2034. 

 The key drivers for the above growth trajectory in the 

Airline business are on account of the following issues: 

• Constant rise in the disposal income and improved 

standard of living leading to higher demand for business 

and tourism. 

• The concept of global village is being translated into 

action for meeting the business needs and individual 

aspirations and expectations. 

• Liberalization of Aviation industry. 

• Declining Air travel cost due to drastic fall of ATF. 

• Improved Connectivity with smaller towns within the 

periphery of the country. 

 In addition to this, it is helping in generating employment 

and globally 3.4% of the population is based on the Aviation 

industry for their livelihoods. 

 Further to this, it is directly engaging around 8.7 millions 

of people and 9.7 millions of jobs have been created through 

the purchase of goods and services by the different 

Companies and also induced jobs of worth 4.6 million 

through the supply and chain logistics in the relevant fields. 

   The overall aviation industry is providing employment to 

more than 35 millions of people as on date. 

  However, for the purpose of this research paper, we 

would focus primarily on the performance parameter of Spice 

jet and Indigo airlines and its consequent evaluation for its 

success factors in the Aviation business and also suggests 

ways and for their counterparts to follow suit in the path of 

growth and developmental dynamics without any reservation 

and apprehensions on the subject. 

LITERATURE REVIEW:  

 The researcher has attempted to go through the existing 

literature on the performance indices of Airlines industry with 

an open mind which is indicated below: 

 Naresh Goyal, Chairman Jet Airways (2005) states that 

travel and tourism account for 5.5% of the country’s 

employment. The ground reality is that only a very small 

proportion of Indians travel by air and if airlines restrict 

themselves to this market, it would imply tapping a very small 

fraction of the total market. The study states that Indian 

carriers can compete with the best in the world and 

contribute significantly to the promotion of tourism in India 

supported by the right policies, good infrastructure and 

correct operating environment. 
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  Saroj Datta, Executive Director, Jet Airways (2006) 

summarizes that the future of Indian aviation industry is very 

bright and promising with a huge potential for growth. It also 

discusses the various growth factors that are acting as 

catalysts to drive the Indian aviation industry. The study 

discusses the entry of private airlines such as Jet Airways, Air 

Sahara (acquired by Jet), and Air Deccan in the Indian 

domestic market in direct competition with the state-owned 

Indian Airlines and the entry of other and tourism segment 

would take place only when Indian carriers demonstrate to 

the world. 

 Seth et al. (2006) proposed a model for assessing the 

quality of service at various interfaces of supply chain using 

third party logistics. The gap analysis methodology was used 

in developing the model. This was followed by an in-depth 

analysis of gaps at various interfaces in supply chain. Further, 

both qualitative and quantitative techniques are suggested 

for data collection and analysis. The key gaps in both the 

directions (forward and reverse) that are likely to affect the 

service quality at different levels are extensively defined. The 

paper also proposed frameworks such as data envelopment 

analysis for measurement of these gaps. A set of possible 

performance indicators is also proposed at various interfaces 

in supply chain. 

 Peter et al. (1993) calculated service quality and 

customer loyalty in the commercial airline industry on two 

carriers. The study found that there was a significant 

relationship between service quality (carrier image) and 

retained preference was showed to measure a customer 

loyalty. The results of an empirical study indicated that 

current levels of perceived service quality are below potential 

level and that customer loyalty to airlines is low. Therefore, 

there is a consideration for carrier image and retained 

preferences in domestic airlines service quality.  

 Vasanthakumar (1997): analyzed the association 

between the financial and operating characteristics of an 

airline and its service quality using canonical correlation 

analysis. The service quality variables were denoted by the 

complaint rates, delays, and involuntary denials of boarding; 

and operating and financial variables by market share, 

revenue per passenger per mile, revenue growth- rate, debt – 

to – capital ratio, current ratio, load factor, employees per 

departure and operating revenue per employee. The analysis 

indicated that airlines delays are directly related to load 

factors, and complaint rates to debt to capital ratios. Thus, 

airline complaint rates, delays and involuntary denials of 

boarding factors are considerably taking of the service quality 

of domestic airlines. 

 The role of business model in airlines‟ efficiency is 

discussed in Vlaar et al. (2005); Alves and Barbot (2007); 

Barbot et al. (2008); Lee and Worthington (2010); Assaf and 

Josiassen (2011); and Abda et al. (2011). These studies convey 

that low cost carrier (LCC) is associated with a high level of 

technical efficiency compare with full service carrier. Among 

the reasons for the high technical efficiency in LCC model is 

partly due to the ability of the LCC to lower down their 

operating costs resulting from lower average fares and 

generation of high volume of passengers (Abda et al., 2011). 

On the other hand, Vlaar et al. (2005) contended that the 

sustainable profitability of LCC is attributed to its fast 

extraction of value (fast adjustment in the event of changes in 

the industry). 

 One of the distinct characteristics of the LCC model is 

simplicity of its corporate governance structure which 

permits the airline to lower cost while making a faster 

decision in the event of an emergency (Alves and Barbot, 

2007). For instances, fast decision making by the 

management to slash routes which deems to be unprofitable 

or adjusting other inputs costs in the event of skyrocketing jet 

oil prices. This measure ensures airlines remain profitable in 

surmounting crisis period. What remains unexamined in the 

above studies is the degree of outsourcing practice in LCC 

business model which may attribute to the successful of the 

business. 

 Wang et al. (2013) studied the links between the 

operating performances of 30 US airlines and corporate 

governance. DEA was employed to measure the relative 

efficiency of airlines and to investigate the contribution of 

inputs and outputs that affect technical efficiency. Efficiency 

decomposition, combined with cluster analysis and 

multidimensional scaling, was utilized to explore the 

competitive advantage of the airlines. Furthermore, they 

examined whether corporate governance has an impact on 

the airlines’ performance. They concluded that more than 

half of the thirty US airlines examined were less efficient than 

the best-performing airline in the industry. 

 Assaf et al. (2009) have measured the efficiency of UK 

airlines, which have experienced difficulties in recent times. 

They evaluated the technical efficiency of airlines by applying 

DEA and employing the bootstrap methodology. In calculating 

the dispersion of estimated efficiency points, they find the 

airline size and load factor to be positively linked with 

technical efficiency. In addition, factors such as higher oil 

prices and fierce market competition were also potential 

causes of technical inefficiency. 

  In another recent study, Duygun et al. (2015) applied 

network DEA models and studied efficiency and productivity 

issues in 87 European airlines from 23 European carriers 
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during the period 2000–2010. While estimating the impact of 

airline market liberalization, the influence of several events, 

such as the 9/11 attacks in 2001 and the global financial crisis 

of 2008, on the performance of European Airlines. 

 To overcome the shortcomings of the DEA estimation, 

which they regarded as “disentangling the black box or 

production process,” they employed two basic stages. In the 

first stage, inputs consumed by airlines for delivering services 

(such as seats kilometers) were used. They find that the 

decision to use the level of service or customer satisfaction 

together with the level of quality offered in their previous 

travel experiences differ across. 

 Mallikarjun (2015) applies the un-oriented DEA network 

methodology to assess the operating efficiency and 

performance ratios as well as the sources of inefficiency of 14 

major and 13 national US airlines. The results of the study 

suggest that major US airlines captured better efficiency than 

national US airlines in terms of spending operating expenses 

and gaining operating revenue, while there was no 

meaningful variance in their service provision and efficiencies 

of the demand. 

RESEARCH GAPS:  

 It is observed that most of the research work conducted 

in the area of performance parameters in Airlines business 

has been conducted in the context of the European economy, 

where the parameters are significantly different than us and 

as more research should be taken up in the Indian context, so 

that valid conclusion could be drawn out of it and serve the 

purpose of Indian aerospace significantly. 

 The need to carry out the success factors responsible in 

the respective Airlines business is equally important 

dimension of research and focus on the measurement of 

these factors so that quantitative improvements could be 

made in the best interest of the passenger segment and the 

overall economy.  

OBJECTIVES OF STUDY:   

 The Specific objective of the study is as under: 

• To study the business dimension of Airlines in the 

current Global scenario. 

• To examine the performance parameters of civil 

aviation industry with specific Airlines under 

consideration. 

• To identify the success factors for the aviation 

business in Indian context. 

• To evaluate the comparative performance indicators 

of Spice jet and Indigo  Airlines. 

• To suggest ways and means for further 

improvisation of Civil Aviation business in a seamless 

manner. 

HYPOTHESIS:   

 The following hypothesis has been envisaged for carrying 

out the research work on the issues of performance 

indicators of Airlines business under reference: 

  • Ho1: There is no significant relationship between the 

performance indicators of Airlines business and 

Passengers acceptance and preference for particular 

airlines under consideration. 

  • Ha1: The performance indicators of airlines business are 

significantly correlated and have a valid customer’s 

preferences for the said airlines business. 

  • Ho2:  There is no significant relationship between the 

leadership dimension of a particular Airlines business on 

its growth and development dynamics. 

  • Ha2: There is significant relationship between the 

leadership domains with that of the growth of a 

particular business. 

  • Ho3: There is no relationship between the quantitative 

and qualitative performance on the branding and 

marketing initiatives of the particular Airlines business. 

  • Ha3: The branding and marketing initiatives of a 

particular Airline are linked with the quantitative and 

qualitative performances.  

RESEARCH METHODOLOGY: 

The following research methodology would be adopted for 

the purpose of research under reference: 

• The data analysis would be based on secondary data 

collected through various sources on the subject. 

• Due to paucity of time, the primary data could not be 

accessed for the purpose of research. 

• However, attempts would be made to analyze the 

secondary data through SPSS. 

Scope of study:   

 The present scope of the study was restricted to the 

Airlines business pertaining to Spice jet and Indigo only and 

its objective comparative assessment of performance 

indicators so that we can arrive at valid conclusion for 

qualitative and quantitative improvement not only from the 

company’s perspective but also to provide support and 

guidance to the other Airlines on the subject. 

DATA ANALYSIS and INTERPRETATION: 

 In order to have clarity of thought process on the subject 

and to assess the quantum of business of Airlines business in 

Indian context, the market share was initially analyzed for 

consideration in the next table. 
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Indigo (Trading highlights) as on31st march, 2016: 

�  8 years of consecutive profitable operations. 

�  19.9% billion rupees profit. 

�  36% Market share. 

�   107 Aircrafts. 

�   35  Destinations. 

�   5   International destinations, 

�   73  Daily flights. 

�   99.95% Technical dispatch. 

�   133  Million Passengers. 

�   83.80% Average on Time performance. 

SWOT Analysis: 

STRENGTHS:  

�   RAPIDLY GROWING ECONOMY. 

�  GROWTH OF POPULATION. 

�  DISPOSAL INCOME. 

�  LONG HISTORY OF CIVIL AVIATION. 

�  INDEGENOUS INFRASTRUCTURE. 

�  GOOD SAFETY RECORD.  

OPPORTUNITIES. 

�  PRIME TOURIST LOCATION. 

�  INBOUND and OUT BOUND TRAFFIC. 

�  INTEGRATED GLOBAL ECONOMY. 

�  DISASTER RELIEF. 

�  HELICOPTER SERVICES.  

WEAKNESSES 

�  INSUFFICIENT INFRASTRUCTURE. 

�  HIGH COST OF OPERATIONS. 

�  LACK OF R and D FACILITIES. 

�  SLOW CARGO GROWTH. 

�  POOR ORGANIZATION CULTURE and LEADERSHIP 

ISSUES.  

THREATS 

�  GLOBAL TERRORISM. 

�  CYCLICAL BUSINESS VARIATIONS. 

�  DEVELOPMENT OF SUBSTITUTES. 

�  AIR TRAFFIC CONGESTION. 

�  LCC OF FOREIGN PLAYERS. 

�  OTHER GLOBAL FACTORS.  
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 Spice jet’s performance:  With the takeover of spice jet 

by the new chairman Mr. Ajay Singh as on December 17, 

2014, it has started transforming purely on business 

perspective from their earlier owners, the Marans. 

 If we look back the history of Spice jet, it the airlines was 

owing 2, 200 Cr from the various vendors including the oil 

companies, Airport Authorities of India and 0ther private 

airlines. 

 The operating fleets were only 37 as on December, 2014 

and majority of the passengers traveling in the said aircraft 

have to face delays and cancellations due to one or other 

reasons. 

 But after a period of three years, the airlines has doubled 

its fleet against 26 Aircrafts and the aircraft has now 49 flights 

daily and the total number has increased to 364 as on date 

with manpower of 6,725 from 4,912. 

 The aircraft has improved its on time performances and 

beating many rival private airlines and at the same the 

political winds are also supporting the growth dynamics 

substantially on the subject. 

  The spice jet has rejiged the entire route pattern in 

order to make the airlines more profitable by reducing the 

stations having low frequency of passenger segment such as 

Indore, Luck now, Aurangabad, Sharjah and Kathmandu etc. 

 Another initiative was to renegotiate with current 

vendors and suppliers of different commodities being made 

to airlines to have lesser contract burdens and cost savings in 

the advantage to the airlines, which helped the company to 

reduce the unpaid due in tune of 2,200 Cr.  The revenue 

collection improved from 7% to 17% on account of food, seat 

selection and cargo. 

 But sometimes, ‘’one man show ‘’ or ‘’Single man army’’ 

in the airlines could cause a serious management in the 

absence of the team, which is equally important to carry 

forward the existing developmental strategy for longer 

duration of time in the aerospace business. 

 In the wake of the above challenges, spice jet has 

inducted experienced professionals for the department like 

commercial, engineering, finance, sales and safety who would 

be taking day to day decisions for its implementation in the 

best interest of the organization. 

 Recently, the airlines have placed orders for 100 aircrafts 

worth of $ 11 billion dollars for accelerated growth. 

FINDINGS: 

The following are the specific findings of the research work: 

•  Based on the evaluation of the performance 

parameters of Spice jet and Indigo, the overall 

performance of Indigo stands at number one 

position for the last 8 years or so. 

• The current market share of indigo airlines hovering 

around 36%, which is followed by Spice jet and 

Indian airlines etc. 

• The performance parameters of spice jet has been 

exponentially increasing trend past three years, be it 

the area of passenger load factor, cost of operations, 

on time performance etc, which was only possible 

with aggressive leadership of the chairman Mr. Ajay 

Singh. 

• With the tremendous rise in the population in the 

Indian sub-continent, the propensity of airline 

business has increased considerably for better 

services and less traveling time from the passenger’s 

point of view. 

• The constant increase of disposable income of our 

citizens has led for an environment for more 

business activities and tourism for pleasure trips and 

holidays. 

• The continuous decline of ATF Prices has also helped 

the Airlines to offer more competitive prices to the 

passengers with effective incentives schemes leading 

to better business proposition possible under the 

present juncture. 

• The improved Air connectivity for remote locations 

specially in hilly areas and difficult terrains has 

provided a new dimensions of business with cheaper 

pricing policy for augmenting tourism and business 

activities, a win-win situation for the passengers and 

for airlines. 

• The present government is also supporting and 

promoting Aviation business by developing a 

number of new airports and airstrips to improve the 

connectivity of towns for development purpose and 

making a viable business. 

• Increased competition between the different airlines 

have a paved a new dimension for increasing the 

service quality and cost effectiveness in the airlines 

business. 

SUGGESTIONS:  

 The following suggestions may be considered: 

• On account of the ‘’ Open door Policy’’ in the 

aerospace business in India, there is tremendous 

potential for its growth in open sky. 

• Almost more than 25 new sectors have been added 

including the metro and non- metro sectors for its 

operation within a span of one year or so, and for 

example Varanasi and Hyderabad route has received 

business growth in tune of 35%.  

• The concerned state governments should more 

focus on the development of low cost Airports and 

Helipads on PPP Model. 

• Reduction of cost of ATF through GST and other 

possible measures of GOI. 
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• The need of the hour is to have a suitable 

collaborative scheme between the Ministry of Civil 

Aviation and the state governments for improving 

the current status of ‘’ Regional connectivity’’. 

• Designing a scheme for low cost cargo 

transportation. 

• Formulation of ‘’ Quality of service parameters’’ for 

various stakeholders in the business domain of 

airlines. 

• Standardization of customs and security policies for 

curbing global terrorism. 

• Effective Maintenance and R and D System at place. 

CONCLUSION:  

 The Aviation Industry is under high growth trajectory and 

it is expected that by 2020, it would occupy third position at 

global level due its capabilities and core strengths. 

• As per the KPMG estimates, the total manpower 

requirements in our Airlines business would exceed 

more than 1,20,000 by 2017-18, which is a very 

bright situation for the highly skilled manpower in 

the said industry. 

• The aerospace and defense R and D should be given 

‘’Infrastructure 'for ensuring its speedier growth 

along with 100% FDI Facilities. 

• The government of India should declare’’ National 

Civil Aviation Policy for its effective implementation 

in the said business. 
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A REVIEW OF CSR PRACTICES IN VOGUE OF  

SELECTED PHARMACEUTICAL COMPANIES IN INDIA 

 

P.K. Haldar 

Lokanath Mishra 

Sheetal Mundra 

 

ABSTRACT 

 CSR is nothing but corporates caring and responsiveness towards the various issues related to people and planet that define 

the world we live in.CSR moving far ahead from its age old domain of philanthropy and charity has now taken the shape of 

regulatory practices of contributing 2% of last three years average profit in the activities proposed under companies Act, 2013. 

The proposed study intended to review the activities as proposed undercompanies Act and as implemented by the 40 sample 

companies from pharmaceutical industries in India. The result shows CSR contribution by sample companies is largely 

concentrated to one or two area and completely ignored the environmental and sustainability issues. In a further quest to see 

whether there is any impact f size and Actual CSR spent for the financial year influences the selection and implementation of CSR 

activities by the sample companies. 

 KEYWORDS: Corporate Social Responsibility, Companies Act, 2013, CSR committee, Pharmaceutical Companies 

 

INTRODUCTION: 

 CSR is nothing but corporate caring and partnering with 

people and planet as both requires equal attention to a range 

of issues that define the world as a better place to live in 

Corporates today need to look for new ways to reduce the 

impact of their operation, products and services on 

environment and society as well. The corporate owes a 

responsibility towards improvement of healthy ecosystems, 

promoting social inclusiveness and equity, upholding ethical 

practices and good governance by means of preserving the 

environment, minimizing the wastage of natural resources, 

recycling of products, helping the needful and working for the 

larger interest of the society by promoting, education, 

healthcare, and livelihood etc. Above all there has been a 

growing need of having a corporate transparency to 

contribute for a better society. 

 To ensure suchall-round sustainable development of 

economic, environment and social growth and inclusiveness, 

there requires corporate partnership with people and society 

for augmentation and flow of more resources for people 

empowerment and capacity building. As a result, 

Government of India made it mandatory for all the 

corporates public as well as private to take up CSR initiative. 

India becomes the first country in the world to mandate 

corporate social responsibility spending, through a statutory 

provision under clause 135 of the Companies Act, 2013. This 

applies to every company in India having a net worth of ` 500 

Crore or more, a turnover of ` 1000 Crore or more or a net 

profit of ` 5 Crore or more during any financial year. This land 

mark legislation may provide a right direction in CSR spending 

of Indian corporates in coming years. The schedule VII of the 

new Companies Act, 2013 also provided information about 

activities which may be included by companies in their 

Corporate Social Responsibility Policies. 

 A closer look on to the scheduled activities proposed 

under the Companies Act, shows that 9 out of 10 proposed 

activities are development and wellbeing of the people and 

only one activity as proposed is related to environmental 

sustainability. However there is no specific weight assigned to 

these proposed activities and corporates are free to 

contribute in the area of their choice. One can assign CSR 

funds to all or any of the proposed area of their choice and 

preferences as per their policy framed. This triggers the 

curiosity to see how corporates are contributing and whether 

both the people and planet are getting more or less equal 

attention or not. 

© SBPIM 

Tripura University, (A Central University), Suryamaninagar, Agartala, Tripura, India. 

Contact no.     Email Id: Pkhaldar@rediffmail.com 

Institute of Management, J.K. Lakshmipat University, Jaipur, Rajasthan, India 

Contact no.     Email Id: mishra04@gmail.com 

Institute of Management, J.K. Lakshmipat University, Jaipur, Rajasthan, India 

Contact no.     Email Id: sheetalmundra@jklu.edu.in 



JOMAT  Vol. 5 No.1 July – December 2016 ISSN No. 2278-9316 
 

 (10) 

 In India it has now attained new facet of attraction, 

because CSR performance of Indian corporate sector now has 

centered upon a new form of ethics and corporate behavior 

in CSR performances. They are closely watched under 

statutory provisions about how their corporate vision is 

translated in to CSR actions. With the new CSR norms came 

into force with effective from 1
st

 April, 2014, this is the first 

time we are getting mandatory CSR action reports of 

corporates in India for the financial year 2014-2015. We have 

specifically chosen the companies from pharmaceutical 

industries which have high environmental impact to review 

their CSR activities for the financial year 2014-2015, which is 

virtually the beginning of era when a new form of corporate 

culture in practice of CSR governed by statutory guidelines of 

Indian Companies Act, 2013. 

LITERATURE REVIEW: 

 CSR is one of the prominent areas of research interest for 

the researchers around the world in the last decade. A large 

number of literatures available in this area made it a point 

that corporates today well aware of the consequences of not 

responding to the call of social and environmental 

responsibility. Review of literature on CSR shows that most of 

the earlier studies are based on voluntary CSR practices. 

Some of the relevant literature to new regulatory regime 

enumerated here to set the motion for the present study. 

 Shin, Jung, Khoe and Chae (2015) recently made a study 

on the effects of Government involvement in corporate social 

responsibility and analyzed the Indian Companies Act, 2013. 

They conducted the study on 47 Indian companies who 

comes under the purview of CSR net and concluded that most 

CSR activities of the company under study are in compliance 

with regulated activities of the new Act. There government 

involvement in CSR by regulation is not likely to have much 

negative effect on companies but can create positive 

developmental environments for communities. In another 

study by Shin, Lee and Park (2015) on the differential effects 

of strong corporate governance on both professional and 

voluntary corporate social responsibility activities of the firm 

and concluded that stronger the corporate governance is the 

more professional CSR activities are encouraged. To see the 

impact of new CSR frame work Jain K. Manish (2015) 

evaluated whether companies Act, 2013 forcing corporates to 

do charity concluded that mandatory CSR definitely make 

corporates more responsive towards societal needs also 

advocated that business other than corporates should also 

brought under this ambit to make them socially responsible. 

Recent new norms of CSR is applicable only to certain 

companies which comes under certain limits fixed, Popescu, 

Stegaroiu and Crenicean (2015), made an applicability of 

corporate governance and CSR  norm to listed or unlisted 

companies registered in Romania and concluded that the 

companies irrespective of their listing status are contributing 

to  good governance and CSR norms for the betterment of 

society in which they operates and applicability of 

governance and CSR norms should made for all. In another 

study Maskun Ali (2013) examined the impact of leverage 

level, company size and profitability towards the disclosure of 

corporate social responsibility of 45 companies of Indonesia 

and concluded that company leverage, size and profitability 

significantly influences the CSR disclosure of sample firms. 

 The proposed study also made a point to see whether 

CSR committee attributes influence the CSR action in the lines 

of literature available regarding influence of corporate board 

attributes on firms CSR and financial performance. The 

corporate boards are increasingly seen as responsible for 

matter relating to CSR and sustainability, Ingley (2008). Gul 

and Leung (2004); Byard, Li andweintrop. (2006); and Htay et 

al.  (2012); concluded that higher proportion of independent 

board has positive and significant impact to CSR disclosure. 

The literature shows that considerable amount CG influence 

on CSR in the study conducted by Ayuso and Argandona, 

2009; Dunn and Sainty(2009), and Huang 2010. In their study 

regard to board size and board independence Hurther 1997; 

concluded that smaller size of board and independence from 

management will resulted in a positive impact on the 

monitoring function. MacMillan, et al. (2004); concluded that 

in a broader view corporate governance emphasize that 

every business is responsible towards the different 

stakeholders that provide it with the necessary resources for 

its survival, competitiveness, and success. In Regard to 

studies available on measuring the impact of corporate 

governance factors on CSR disclosure by firms, even though 

limited, research still suggests that board diversity to a 

certain extent can influence social and environmental aspects 

of the business. The study by Kakabadse, (2007) concluded 

that CSR is a critical items on boards agendas while Elkington 

(2006) remarked that board have major responsibilities in 

achieving CSR objectives but Yoshikawa and Phan (2003); 

gave an opposite view and argued that larger size of board is 

ineffective and will create ineffective coordination and 

communication less cohesive and more difficulties in 

coordination.  

 We got substantial evidence from the review of above 

literature that corporate board attributes influences 

substantially the CSR performance of the firms. in the same 

line we got a direction to see whether the attributes CSR 

committee influence the CSR action of sample companies 

under the study. 
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OBJECTIVES: 

1. To review the first time implementation of mandatory 

CSR norms and the areas of CSR intervention by 

pharmaceutical companies in India 

2. To examine the influence of CSR committee attributes on 

CSR Performance. 

RESEARCH METHODOLOGY: 

 This study calls for an exploratory research and based on 

companies from Indian pharmaceutical Industries which is a 

highly knowledge based industry and growing steadily and 

plays a major role in the Indian economy. However, this 

sector makes use of natural resources, like flowers, fruits, 

fungus, herbs, leaves, fungi, roots, seeds, stems, and so on 

and also excipients and ingredients include compositions 

extracted out of animals as well as their cells, tissues and 

organs are the main sources of raw materials for their 

products. The pharmaceutical industry is most responsible for 

air, water and soil pollution if not properly treated. There is a 

greater scope for this industry to work for the protection of 

natural environment through CSR contribution in 

environmental sustainability. There are 163 pharmaceutical 

companies listed with the Bombay Stock Exchange as on 31st 

March, 2015. This constitutes the universe of the study, out 

of which 29 companies opted out because of insufficient data 

or non-availability of annual report. The remaining 134 

companies are ranked in terms of their age, annual turnover, 

and profit after tax, total asset and market capitalization and 

composite ranks have been calculated and top 50 companies 

in terms of composite ranks selected as sample for the 

present study. However after going through the annual 

reports of these companies we found that 10 pharmaceutical 

companies do not provides information about their CSR 

action. Some of these companies either completely ignored 

and others given note that because of some or other issues 

they unable to carry the CSR implementation for the financial 

year 2014-2015. After leaving these 10 companies the list of 

which given in the annexure at the end, the study was done 

with remaining 40 sample companies. 

Construction of CSR Action Index 

 On the basis of activities proposed under Section 135, 

Schedule VII of companies Act, 2013 the CSR action index 

constructed with the major seven identified areas for 

evaluation. The details is presented here in the table 

Table 1 Area of CSR Contribution by Sample Companies 

Area List of activities under Schedule VII of Companies Act, 2013 

Health Care (i) Eradicating hunger, poverty and malnutrition, promoting preventive health care and 

sanitation making available of safe drinking water 

Education (ii) Promoting education, including special education and employment enhancing 

vocational skills especially among children, women, elderly, and the differently abled 

and livelihood enhancement projects. 

(iii) Promoting gender equality, empowering women, setting up homes and hostels for 

women and orphans; setting up old age homes, day care centers and such other 

facilities for senior citizens and measure for reducing inequalities faced by socially and 

economically backward groups; 

Social Empowerment 

(iv) Measures for the benefits of armed forces veterans, war widows and their 

dependents; 

Environmental Sustainability (v) Ensuring environment sustainability, ecological balance, protection of flora and fauna, 

animal welfare, agroforestry, conservation of natural resources and maintaining 

quality of soil, air and water 

(vi) Protection of national heritage, art and culture including restoration of buildings and 

sites of historical importance and works of art; setting up public libraries; promotion 

and development of traditional arts and handicrafts; 

Promotion of Arts and Culture 

(vii) Training to promote rural sports, nationally recognized sports, Paralympic sports and 

Olympic sports; 

(viii) Contribution to Prime Minister’s  National Relief Fund or any other fund set up by the 

Central Government for socio-economic development and relief and welfare of the 

Scheduled casts, the Scheduled Tribes, other backward classes, minorities and women; 

Contribution to Government 

Funds, technology incubators 

(ix) Contribution or funds provided to technology incubators located within academic 

institutions which are approved by the Central Government 

Rural Development (x) Rural development projects. 

Source: Compiled by the author. 
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 This paper uses an un-weighted approach for disclosure 

scoring, because each item in the index was equally 

important.  After developing the index, a scoring sheet was 

developed to assess the extent CSR contribution area by 

sample companies. If a company discloses an item of 

information included in the index, it receives a score of 1, and 

0 otherwise. For calculating company-wise disclosure, a score 

sheet of all the items for each company was prepared. The 

total score indicates the extent of information disclosed in 

the annual reports of companies. For calculating item-wise 

score, scores assigned to different items in the score sheet of 

all the companies were added.  

Explanatory variables 

 The New CSR policy made applicable to Indian corporates 

with effective from 1
st

 April, 2014, and for the first time the 

Indian companies which comes under the purview of such 

law included such mandatory CSR report as part of their 

annual report for the financial year 2014-2015. The study is 

first and unique in nature in comparing the CSR Committee 

composition and CSR activities carried out by the companies. 

However there are number of previous studies carried out 

earlier to study the relationship between corporate boards 

attributes and CSR disclosure practice of companies in India 

and abroad. While drawing idea from such previous studies 

and looking at the composition of CSR committee of sample 

companies the following variables considered for the study. 

 CSR Contribution Area (CSRCA) is the dependent variable 

measured through the CSR action index framed on the basis 

of CSR activities as proposed under companies Act, 2013. 

 CSR Committee Size (CSRCS) The companies Act made it 

mandatory for the corporates to set up a CSR committee, 

which will looks after the framing CSR policy, budget 

allocation and implementation. However the size and the 

composition of committee is the discretion of the company 

concerned. It can be argued that a larger board is more likely 

to address wider CSR areas because greater number of 

people will be reviewing management actions. So the Size of 

CSR committee is taken as one of the variable under study. 

This is measured as the number of directors in the company. 

 Independent Directors in CSR Committee (IDICSRC): 

Board’s independence from internal and external influences 

is critical and directly proportional for effective corporate 

governance. More the independent directors may help in 

more transparent implementation of CSR policies. So, the 

Independence of the Board is taken here as other board 

characteristics. The Independence of Board is measured as 

the percentage of Independent directors over the total 

number of directors in the board. 

 CEO duality in CSR committee (CEODCSRC): If the 

promoter Chairman or Managing director holds the 

chairmanship of CSR committee, it is termed as CEO duality. 

The effectiveness of committee monitoring may be reduced if 

the same person holds the Chief executive officers of the 

company and chairman position in CSR committee So the CEO 

duality was deliberately chosen to see its effect over CSR 

implementation plan of the sample companies. This variable 

measured by assigning a value of 1 to a company if duality 

occurs and 0 other wise. 

 Female Board Representative in CSR committee 

(FBRICSRC): There is no such mandatory guideline on 

inclusion of female director in the CSR committee, however 

when the subject under discussion is caring, nurturing the 

society and environment the obviously female will be a better 

choice than the male directors. However it is important to 

note that companies Act, 2013 and the amendment of 

corporate governance norms by SEBI requires for at least one 

female director on the board to represent wider stakeholders 

perspective. While measuring the representation of female 

director, percentage of women directors was calculated as 

the sum of women directors on a given board divided by the 

total number of all directors on a given board. 

 Actual Spent on CSR (ASOCSR): Though the companies 

Act made it mandatory to contribute 2% of average of last 

three year’s profit, however in case a company fails to do the 

same in a particular financial year will have to give a 

statement regarding the same and can carry forward the 

same to next year. Secondly, whether the corpus is more or 

less with the available fund corporates should serve the wider 

objectives CSR. This was measured as actual amount of spent 

on CSR given in corporate annual reports.  

DATA ANALYSIS AND INTERPRETATION: 

 The analysis on implementation of new CSR policy by 

sample companies reveals that there is still a long way to go 

about shaping of CSR implementation by Indian corporates.  

The review of implementation of New CSR policy is focused 

on three aspects i.e. composition CSR committee, area of CSR 

intervention and the expenditure incurred by the sample 

companies.  

Composition of CSR Committee 

 The study of CSR report given under the director reports 

in corporate annual reports shows that 40 out 50 sample 

companies have their CSR committee in place and at least 

met once during the financial year in framing CSR policy, 

objectives and action plan during the financial year 2014-15.  

The composition of CSR committee shows there are highest 

of 6 members in CSR committee in case of the company Bliss 

GVS Pharma Ltd. and the minimum of 2 members in Granuels 
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India Ltd. The average number of members of CSR committee 

in sample companies is coming of 3.  Further analysis of the 

composition of such committee shows there are at least one 

Independent director in CSR committee of Sample 

companies. However in case of 60% of companies the CSR 

committee headed by the Chairman and Managing Director 

and 40% companies headed by the Independent directors, 

which shows that most of the companies CSR committee is 

controlled by the Chairmanand Managing director himself. 

The amended corporate governance norms by SEBI and new 

companies Act called for a inclusion of at least one female 

director in the company’s board. In the quest to see the 

Gender composition of CSR committee of sample companies, 

found that only 16 companies i.e. 40% of sample companies 

appointed the female director as the member of CSR 

committee and rest of 24 companies CSR committee 

constituted by male directors. 

Area of CSR Intervention 

The list of areas for CSR intervention as proposed under 

Section 135 schedule VII of companies Act,2013 were 

analyzed and further divided into the following seven 

principal area namely, healthcare, education, social 

empowerment, environment sustainability, promotion of art, 

culture and sports, grant to govt. funds and academic 

institutions and rural development. The CSR reports of 

Sample Company’s annual report extracted and studied to 

see the pattern and the area of CSR intervention. The result 

shows that the area of CSR intervention by sample companies 

heavily skewed towards healthcare and education sector and 

all the 7 areas are not well addressed. If we closely look 6 out 

of seven areas are addressing to human well-being and 

environment we live in addressed by one. 87.5% companies 

contributing to health care sector (is it because of they are 

pharmaceutical company?) and 72.5% companies are 

contributing to education sector. The Corporate action on 

environmental sustainability is addressing by only 12.5% 

companies which is a point of serious concern on account of 

recent issues related to pollution, global warming and other 

environmental issues. 

Table 2: CSR Action Profile of Sample Companies 

Area of CSR Intervention No. of companies contributing to 

the sector 

% of Companies Contributing to 

the sector 

Health Care 35 87.5 

Education 29 72.5 

Social Empowerment 14 35 

Environment Sustainability 5 12.5 

Promotion of Art, Culture, Sports 4 10 

Grant to Govt. Funds, Academic Institutions 6 15 

Rural Development 8 20 

Source: Compiled by the authors 

 

Fig. 1: Percentage of contributing companies 
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Expenses incurred by companies on CSR 

 Analysis of CSR expenses by the sample companies 

shows that all the 40 companies adhered to the new norms of 

2% contribution of last 3 years of average profit. The total 

CSR fund of sample companies amounted to 807.92crores for 

the financial year 2014-2015. However a whopping 253.53 

crores i.e. 32% of total allocated fund remained unspent by 

the sample companies for the financial year. Appropriate 

mechanism requires to be framed to see the allocation of 

unspent fund in the next financial year by the companies who 

fail to do so in the current year. The actual CSR spent by 

sample companies comes to the tune of ` 568.49 crores. 

Further analysis of expenditure incurred on the identified 

seven areas of CSR Intervention shows that 36.57% i.e. 

207.87 crores spent on health care area and 31.34% i.e. 

178.19 crores spent on education sector. The study reveals 

that unfortunately sample companies allocation towards 

environment sustainability accounted for less than five crore 

i.e. a mere 0.71 % of total CSR spent for the financial year, 

followed by 0.20% on promotion of arts and culture, 0.13% 

on grant to Government funds etc. If the objective of CSR is to 

contribute people and planet equally to create a sustainable 

world then the figures do not support such objectives and 

minimum ceiling for CSR expenditure needs to be fixed to 

give equal share in human development and saving of 

environment. 

Table 3: CSR Expenditure details of Sample Companies for the financial year 2014-2015. 

Area of CSR Expenditure Expenditure in Crores % of Total Spent 

Health Care 207.869 36.57 

Education 178.19 31.34 

Social Empowerment 151.506 26.65 

Environment Sustainability 4.028 0.71 

Promotion of Art, Culture, Sports 1.12 0.20 

Grant to Govt. Funds, Academic Institutions 0.746 0.13 

Rural Development 25.032 4.40 

Source: Compiled by the authors. 

 

 

 

Fig. 2 Actual Spent in Percentage 

 

 In a quest to find out the reasons of such wide variation in CSR intervention area and allocation of funds to all the seven 

identified areas of CSR action and to verify the influence of various CSR committees attributes, we conduct correlation and 

regression analysis with five independent variables namely, CSRCS, IDICSRC, CEODCSRC, FBRICSRC and ASOCSR. 
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Table 4: Correlation Coefficient Matrix of All variables 

 CSRCA CSRCS IDICSRC CEODCSRC FBRICSRC ASOCSR 

CSRCA 1 − − − − − 

CSRCS .325 1  − − − 

IDICSRC -.120 −.353 1 − − − 

CEODCSRC .142 .183 −.294 1 − − 

FBRICSRC .061 .222 −.079 −.057 1 − 

ASOCSR .460 −.062 −.046 −.154 −.135 1 

 Table 4 depicts positive correlation of CSR contribution area with size of CSR committee, CEO duality, Female director in CSR 

committee and actual spent on CSR, however the only variable the Independent director % in CSR committee  shows negative 

correlation. CSR contribution areas have statistically significant correlation with size of the CSR committee and actual spent on 

CSR by corporates. 

Table 5: Analysis of Variance 

Model Sum of Squares df Mean Square F-Ratio Sig. 

Regression 21.509 5 4.302 3.802 .008 

Residual 38.466 34 1.131   

 F-value reveals that regression model as a whole has a good fit and has a reasonable explanatory power. The significant F-

ratio (3.802) shows that all variable taken together significantly explain the variability observed in environmental disclosure.  

Table 6: Summary of Multiple Regression Result 

Variables t-stat Sig. 

CSRCS 2.063 .047* 

IDICSRC .505 0617 

CEODCSRC 1.303 .201 

FBRICSRC .554 .583 

ASOCSR 3.697 .001* 

(a) Dependent Variable: CSRCA 

(b) Predictors: (Constant), IDICSRC, CEODCSRC, FBRICSRC, ASOCSR 

(c) C.R value 0 .599 R Squared: 0.359 and Adjusted R-Squared = 0.264 

(d) *statistically significant at α = 0.05.  

 

 The regression coefficient shows that 35.9 changes in the 

CSR contribution area can be explained by the variation in the 

independent variables. When adjusted for degree of 

freedom, the variation in the composition of CSR committee 

can explain 27% of the changes in CSR contribution area and 

practices.  Though this is the first year of implementation of 

mandatory CSR guidelines in India, however we can say the 

CSR committee attributes and CSR spent on the CSR 

intervention area of sample companies. The sizes of the CSR 

committee have significant influence over CSR action by 

corporates; it may be because of higher the number of 

members of CSR committee will be lead to diversified CSR 

activities. Another variable which significantly influence the 

CSR intervention area of Sample companies is fund allocated 

and spent to implementation CSR activities. Though 

companies Act permits corporates to choose the area of CSR 

activities of their choice, however to balance between the 

development of people and planet, the corporates required 

to allocate fund to the wide areas of CSR activities including 

environment sustainability, instead of concentrating in one or 

two area. The other variables like the percent of independent 

director in CSR committee, presence of female director in the 

committee and chairmanship of CSR committee by promoter 

and managing director or independent director does not 
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significantly influence the selection of CSR area by the 

corporates. The results of existing literature also show diverse 

outcomes.  

CONCLUSION: 

 The study was proposed with an objective to review the 

CSR activities proposed under companies Act, and the pattern 

of corporates CSR action on these mandatory norms. The 

corporates should responsive to the welling being of the 

people and the protection of planet we live in. The detailed 

review of proposed CSR activities under company Act shows 

that it is more people centric and less sensitive towards 

environmental issues as nine out of ten proposed activities 

are related to betterment of mankind. In a further quest to 

review the actual implementation of these mandatory CSR 

norms by pharmaceutical companies and the area of their 

CSR contribution the result shows that around 90% 

companies spent their CSR fund in healthcare and education 

sector and only 10% companies focused on environmental 

sustainability issues. Though there are no specific guidelines 

or weight assigned for the selection of CSR action area, 

keeping in mind the level of pollution, loss of flora and fauna, 

issues such as global warming, corporates should equal 

responsive towards environment protection issues while 

designing their CSR policy. It is quiet evidence that how 

environmental issues are neglected as pharmaceutical 

companies spend only 4 crorerupees out of 568.49crore of 

total CSR fund spent during the financial 2014-2015.The 

unspent money of these sample companies amount to 207 

crore for the current financial year and which attracts for a 

strong regulatory mechanism to see the fund means for CSR 

contribution applied properly. CSR committee as proposed 

under companies Act should have more board representative 

and especially the number of Independent directors should 

have more say while framing CSR policy.  Though it is very 

initial stage of mandatory CSR practice and corporates may  

address the larger group of stakeholders in the years to 

come, what is to be in place is  proper control mechanism, 

well established organization structure, cohesive leadership 

and fair governance practices to pursue CSR in its true sense. 

IMPLICATION OF THE STUDY: 

 The outcome of the study may help the Government 

authorities to see how implementation of new CSR policy is 

shaping up and can work towards addressing the gap areas. 

They can fix some ceiling or allocation of some proportion of 

CSR fund for serving the people and planet equally. The study 

may also help the corporates to diversify their CSR action 

plan and allocation budget to various issues related to 

mankind and environment as well. The obvious limitation is 

that as the study focuses on the corporates of one particular 

industry, it also provides scope for further research on non-

pharmaceutical companies to see the areas of their CSR 

intervention and impact of CSR committee attributes on such 

performance. 
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ANNEXURES: 

Table 7: List of Companies failed to implement New CSR Policy for the financial year 2014-2015.  

(Data accessed between June 2015 to Dec. 2015). 

Sl. No. Name of Company Websites 

1. Sanofi India Limited www.sanofiindialtd.com 

2. Merck Limited www.merck.co.in 

3. Nectar Lifesciences Limited www.neclife.com 

4. Neuland Laboratories Limited www.neulandlabs.com 

5. Sharon Bio-Medicine Limited www.sharonbio.com 

6. Shilpa Medicare Limited www.vbshilpa.com/ 

7. Arvind Remedies Limited www.arvindremedies.com 

8. Ranbaxy Limited  (Merged  with Sun pharma) www.ranbaxy.com 

9. Venus Remedies Limited www.venusremedies.com 

10. Dr. Datsons Labs Limited www.datsons.com 

 

Table 8: List of 40 Sample Companies under Study. (Data accessed between June, 2015 to October, 2015) 

Sl. No. Name of Company Websites 

1. CIpla Ltd. www.cipla.com 

2. GlaxoSmithKline Pharmaceuticals Limited www.gsk-india.com 

3. Dr. Reddy's Laboratories Limited www.drreddys.com 

4. Lupin Limited www.lupinpharmaceuticals.com 

5. Ipca Laboratories Limited www.ipcalabs.com 

6. AurobindoPharma Limited www.aurobindo.com 

7. Cadila Healthcare Limited www.cadilapharma.com 

8. Glenmark Pharmaceuticals Limited www.glenmarkpharma.com 

9. Torrent Pharmaceuticals Limited www.torrentpharma.com 

10. Wockhardt Limited www.wockhardt.com 

11. Divis Laboratories www.divislabs.com 



JOMAT  Vol. 5 No.1 July – December 2016 ISSN No. 2278-9316 
 

 (18) 

Sl. No. Name of Company Websites 

12. Biocon Limited www.biocon.com 

13. Abbott India Limited www.abbott.co.in 

14. Pfizer Limited www.pfizerindia.com 

15. Emami Limited www.emamiltd.in 

16. Novartis India Limited www.novartis.in 

17. Unichem Laboratories Limited www.unichemlabs.com 

18. FDC Limited www.fdcindia.com 

19. J. B. Chemicals and Pharmaceuticals Private Limited www.jbcpl.com 

20. Alembic  Limited www.alembic-india.com 

21. Eleder Pharmaceutical Limited www.elderpharma.com 

22. Ajanta Pharma Limited www.ajantapharma.com 

23. NatcoPharma Limited www.natcopharma.co.in 

24. Claris Lifesciences Limited www.clarislifesciences.com 

25. Indoco Remedies Limited www.indoco.com 

26. Dishman Pharmaceuticals and Chemicals Limited www.dishmangroup.com 

27. Shasun  Limited www.shasun.com 

28. Piramal Enterprises www.piramal.com 

29. Sun Pharmaceutical Industries Limited www.sunpharma.com 

30. Aarti Drugs Limited www.aartidrugs.co.in 

31. Granules India Limited www.granulesindia.com 

32. Suven Life Sciences Limited www.suven.com 

33. Bliss GVS Pharma Limited  www.blissgvs.com 

34. TTK Healthcare Limited www.ttkhealthcare.com 

35. SMS Pharmaceuticals Limited www.smspharma.com 

36. Orchid Chemicals and Pharmaceuticals Limited www.orchidpharma.com 

37. Albert David Limited www.albertdavidindia.com 

38. Kopran Limited www.kopran.com 

39. AnuhPharma Limited www.anuhpharma.com 

40. Strides Arcolab Limited www.stridesarco.com 
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ABSTRACT 

 This research study aims to examine the influence of use of social networking sites and apps on the Linguistic practices of 

college students thereby impacting their academic writing, examination writing and results. Moreover, the research also 

examines the effect of social networking usage frequency on academic performance in terms of (i) Linguistic practices: Use of 

vocabulary, grammar, punctuation, abbreviations (ii) Academic conduct: Learning, distraction, academic writing and 

examination results of MBA College students. Descriptive research design is used and data is collected through a structured 

questionnaire from 150 samples selected through simple random sampling method from 22 MBA Colleges in Pimpri Chinchwad 

Municipal Corporation region. Findings revealed that the usage of social networking sites and apps influence the Linguistic 

practices of Students, distracts during lectures and study hours as a result influences learning. Furthermore, social networking 

sites usage frequency has a significant impact on academic writing ,examination and results as college students are unable to 

differentiate formal language from informal language and more often the students, are inclined to use improper formats and 

sentences that handicap Standard English. Therefore, this study will be of immense benefit to the colleges and university 

administration as it can find the potential advantages and disadvantages of the use of these social networking tools by students 

on the most fundamentally vital arena, i.e. academics. 

 KEY WORDS: Academic conduct, Academic result, Linguistic practices, Social Media, Social Networking apps, Social 

Networking Sites Usage, SNS. 

 

INTRODUCTION: 

 One of the central phenomena reshaping the world in 

the present times is the worldwide accessibility to the 

internet. The lovechild of the World Wide Web (WWW) is 

social media, which comes in many forms, including blogs, 

forums, business networks, photo-sharing platforms, social 

gaming, microblogs, chat apps, and last but not least Social 

Networking Sites (SNS) (Bryer, Zavatarro, 2001). The influence 

of social networking is such that, the number of worldwide 

users is expected to reach approximately 2.95 billion by 2020, 

around a third of Earth’s entire population. An estimated a 

third of these users are expected to be from India as 

perstatistawebsite. Charlene Li et al., (2007) and Aydin (2012) 

estimated that relative to the general populace, college 

students are more likely to use social networking  websites. 

Any website or app that allows social interaction is 

considered a SNS, such as Whatsapp, Instagram, Facebook, 

Facebook Messenger, Twitter, Share It, Youtube, Google Plus, 

Blogs, Gaming sites etc. Most social networks are also 

available as mobile apps, whereas some networks have been 

optimized for mobile internet browsing, enabling users to 

comfortably access visual blogging sites such as Tumblr or 

Pinterest via tablet (www.statista.com). The use of social 

networking web sites or social networking apps is among the 

most common activities of today’s college students (Lenhart 

et al., 2005). It can’t be denied that social networking has a 

significant impact on the ways students communicate. It’s 

constantly evolving nature leaves the language of 

communication in a  state of continuous transformation and 

regeneration. According to wearesocial website, Facebook 

and Whatsapp, the leading social networking platforms in the 

world, have made themselves a necessity for connecting with 

loved ones, friends, colleagues and acquaintances around the 

globe. With over 1.79 billion monthly active Facebook users, 

according to Facebook’s newsroom as on November 2016and 

1.18 billion daily active users for September 2016,also over 

500 million monthly Whatsapp users, 284 million Twitter 

users and 200 million Instagramusers (CNBC, 2016); these 

social networking platforms have amplified peoples’ ability to 

stay in touch with almost everyone, and have allowed its 

users to have a closer bond with a growing number of people 

who share common interests and backgrounds, thus creating 

a social network far beyond anything a man could have ever 

envisioned.  
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According to Pew Internet and American Life Project (2009), 

93% of young adults aged 18-29 years use social media 

websites. Positive and negative effects of social networking 

on young adults and achievement have been recorded 

(Espinosa et al., 2006; Liccardi et al., 2007; Kolek, Saunders, 

2008;Pasek et al., 2009; Kuppuswamy, Shankar, 2010; Schill, 

2011; Junco, 2012). Never-the-less, every day, many college 

students are spending countless hours immersed in social 

networking (Qingya Wang et al., 2011). At first glance, this 

may appearto be waste of time; however it also helps college 

students to develop crucial knowledge, communication and 

social skills, and be active citizens who create and share 

content(Qingya Wang et al., 2011). Social networking is a very 

significanttool in the present times; however it has also posed 

numerous threats in various areas for college students and 

their academic life. One of the worrisome threats posed due 

to SNSs usage is ‘Internet addiction’ which is viewed as a 

psychological dependence on or a behavioural addiction to 

the Internet resulting in excessive usage (Kandell, 1998; 

Griffiths, 2000). Students around the world spend a lot of 

time on SNS which leads to internet addiction and major 

consequences (Young 1998; Griffiths, 2000; Soule et al., 2003; 

Widyanto, Griffiths, 2006; Dr. Sam Thomas, 2011). Few 

important consequences are its impact on Language 

proficiency, academic writing, academic performance and 

also professional life (SaraswathyThurairaj et al., 2015). The 

use of shortcut language created on SNS seems to be 

drastically deteriorating students’ vocabulary and linguistic 

practices. The students are not able to differentiate formal 

language from informal language, and tend to use improper 

language that stultify Standard English (SaraswathyThurairaj 

et al., 2015), in turn, highly influencing the academic writing 

skills, exam writing and results. On this ground, the 

researcher intends to investigate if SNSs usage has influence 

on academic performance in terms of (i) Linguistic practices: 

Use of vocabulary, grammar, punctuation, abbreviations (ii) 

Academic conduct: Learning, distraction, academic writing 

and examination results. 

 

 

 

 

 

 

Fig. 1: Research framework 

LITERATURE REVIEW 

2.1 Social Networking Sites (SNS) 

 The development of social media and other Web 2.0 

technologies is unprecedented (Lenhart, Purcell, Smith, and 

Zickuhr, 2010).Social-networking sites are the latest online 

communication tool that allows users to create a public or 

private profile to interact with individuals or group in their 

networks (Boyd, Ellison, 2008). Web-based technologies now 

encompass the socializing features of virtual spaces that have 

emerged as zones for information sharing, collaboration, and 

community formation and extension (Suter, Alexander, 

Kaplan, 2005). Social-networking sites can be defined as: 

“web-based services that allow individuals to: (1) construct a 

public or semi-public profile within a bounded system,                

(2) articulate a list of other users with whom they share a 

connection, and (3) view and traverse their list of connections 

and those made by others within the system (Boyd,  Ellison, 

2008). Shresthalucky (2013) described that social media is 

means of connections among people in which they create, 

share, and exchange information and ideas in virtual 

communities and networks. Alison Doyle defined Social 

media as various online technology tools that enable people 

to communicate easily and people use social media to share 

information, text, audio, video, images, podcasts, and other 

multimedia communication. Social networks not only enable 

users to communicate beyond local or social boundaries, but 

also offer possibilities to share user-generated content like 

photos and videos and features such as social games. Social 

advertising and social gaming are two major points of 

revenue for social networks (www.statista.com). According to 

Grahl (2013), social media can be categorised into six 

different but overlapping categories, which include: (1) social 

networks (e.g., Facebook, LinkedIn); (2) bookmarking sites 

(e.g., Delicious, StumbleUpon); (3) social news (e.g., Digg, 

Reddit); (4) media sharing (e.g., Instagram, YouTube, Flickr); 

(5) microblogging (e.g., Twitter); and (6) blogging, particularly 

comments and forums. 

 Socializing via the web has become an increasingly 

vitalpart of young adults in college (Lenhart, Madden,Hitlin, 

2005; Sun et al., 2005; Gemmilland Peterson, 2006; Lenhart, 

Madden, 2007; Shiffman, 2009; Tokunaga, 2010; Lenhart, 

Purcell, Smith, Zickuhr, 2010; Browning, Gerlich, 

Westermann, 2011). Charlene Li et al., (2007) estimated that 

relative to the general populace, college students are more 

Social Networking Site Usage 

Linguistic practices 

Academic conduct 

Examination Exam Result 
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likely to use social networking websites; nearly 47% of 

teenagers (12 to 17 years old) and 69% of young adults (18 to 

21 years old) and 20% of adults (18+) use SNSs, and only 20% 

use them to contact other people. Adolescents and Young 

adults or Generation Y are the heaviest computer, laptops,     

E-readers, tablets, smartphone and Internet users to actively 

engage in social networking, text messaging, blogging, 

content sharing, online learning, and much more (Cassidy      

et al., 2011) primarily using it for completing assignments 

(46%), e-mail and/or instant messaging (36%), and playing 

games (38%), (DeBell, Chapman, 2006).College students 

continue to be the majority of Facebookusers (Dahlstrom et 

al., 2011; Duggan, Smith, 2013; Smith, Caruso, 2010). Martin 

(2008) defined social media as Facebook, YouTube, Blogs, 

Twitter, MySpace or LinkedIn. 

 In this study, SNSs are defined as Facebook, Whatsapp, 

Instagram, Facebook messenger, ShareIt, YouTube, We Chat, 

Twitter, Skype, Google Plus, and Blogs. 

2.2 The Role of Social Networking Sites(SNSs) in College Life 

 For young adult students (aged 18–29), college is a phase 

of transition, adjustment and development. During this 

period, many college students experience uncertainty, 

ambiguity and changes in their self-concept, self-image, 

relationships, social roles, work and education (Arnett, 2007). 

Students are required to develop a sense of ‘College-student 

Identity’ by exploring their capabilities and assuming 

academic roles and responsibilities (Burke,Reitzes,1991), 

making new friends or network of support, along with 

adjusting and blending with the new lifestyles to meet the 

expected demands of college (Yazedjian, Toews, 2006; 

Yazedjian, Toews, Sevin, Purswell, 2008). For students, SNS 

use and cellular-phone communication facilitates offline 

social interaction, rather than replace it (Jacobsen, Forste, 

2011). In a study by Oradini and Saunders (2007), students 

commonly stated that connect should be invaluable for 

creating relationships and supporting each other, especially 

within the first few weeks after arriving at the University. 

Yazedjian et al., (2008)  revealed that university experience 

for many college students may be complex and multifaceted, 

as a result, they trust on their social networks comprised of 

teachers, mentors, family members, friends, and peers to 

ease some of the newly-posed apprehensions and to succeed 

academically (Syed, Azmitia, Cooper, 2011). Such relations 

could help students in terms of studies, home assignments 

and projects, job, internship and other opportunities(Nicole 

et al., 2007). Apart from using social networking for 

communication (Arnett, Schwab, 2013), students use social 

networking websites to get academic assistance and support 

and to discuss their academics issues formally and informally 

and also to interact with their instructor, teachers and 

professors (Salaway et al., 2008; Madge et al., 2009;Lusk, 

2010; Kalpidou, Costin, Morris, 2011). 

 Jacobsen and Forste (2011) highlighted that nearly 25 

percent of college students’ time on the Internet is spent on 

social networking websites; in addition to that, two-thirds of 

the students are reported using electronic media while in 

class, studying, or doing homework. This multitasking is likely 

to increases distraction which is found to be detrimental to 

student performance. As social media websites, such as 

Facebook, YouTube and Twitter gain popularity, they are also 

becoming increasingly harmful as they encourage negative 

behaviors for teen students and create modes to 

procrastinate while performing academic activities (Schill, 

2011). 

2.3 Social Networking Sites Usage and Academic Conduct 

 Beastall (2008) stated that the present generation has an 

advanced relationship with technology that is formed at 

birth. Prenksy (2001) specified the familiarity of this 

generation with and dependence on Information and 

Communication Technology, describing them as living lives 

immersed in technology, surrounded by and using computers, 

videogames, digital music players, video cams, cell phones, 

and all the other toys and tools of the digital age. WimVeen 

(2006) proposed the term Homo Zappiens, referring to the 

new generation of learners, who are capable of multitasking 

or switching from one to another task or simultaneously 

performing various tasks e.g. using SNSs during lectures, 

studying or completing assignments (Paul A. Kirschner, Aryn 

C. Karpinski, 2010). In 2006, Wiley and Sisson discussed that 

more than 90% of college students use social networks, and 

they use SNS approximately 30 minutes throughout the day 

as a part of their daily routine life. In 2016, as recorded by 

Statista website, global internet use has increased to 109 

minutes per day. Lenhart et al., (2010); Tiryakioglu, Erzurum, 

(2010); and Chen, Bryer, (2010) say that despite the 

popularity of social media for personal use only a low 

percentage of students and faculty use them for academic 

practice. 

 Studies have investigated the general impact of 

technology on academic achievement and academic conduct 

of adolescents and young adults and recorded positive and 

negative effects of social networking on achievement 

(Espinosa et al., 2006; Liccardi et al., 2007; Kolek, Saunders, 

2008; Pasek et al., 2009; Kirschner, Karpinski, 2010; 

Kuppuswamy, Shankar, 2010; Schill 2011; Junco, 2012). 

Studies have also documented no relation between internet 
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use and academic conduct where no significant difference 

was noted in grades of heavy users of social media and light 

users. No relationship was found between time spent on the 

computer at home and GPA in a sample of adolescents 

(Hunley et al., 2005).  

 Another factor impacting academics according to 

Moreno et al. (2012) is multitasking; who determined that 

students multitask more than fifty percent of times they use 

Internet; with the most frequent Internet activity being social 

networking. American Psychological Association (2006) 

broadly revealed that multitasking or rapid switching 

behavior, when compared to carrying out tasks serially, leads 

to poorer learning results in students and poorer 

performance of tasks. Carr (2010) argued that multitasking 

not only increases time to complete a task but it also results 

in more shallow thinking. A study by CourseSmart and 

Wakefield Research (Kessler, 2011) interrogated 500 college 

students and found that 73% were not able to study without 

some form of technology and 38% reported that they were 

not able to go more than 10 minutes without checking with 

their laptop, smartphone, tablet or e-reader. As to the 

relationship between social media and grades, a study 

released by Ohio State University reveals that college 

students who utilize SNS like Facebook spend less time 

studying and have lower grades than students who do not 

use it (Kalpidou, Costin, Morris, 2011). Furthermore, Junco 

(2011) discovered that sharing links and checking up on 

friends on social networks like Facebook more often 

predicted higher college grades; making status updates more 

often predicted lower grades; and that overall GPA dropped 

0.12 points for every 93 min above the average of 106 min 

per day spent on Facebook. Several Researchers have 

reported that college students’ social media use is linked to 

their academic lives – including online academic disclosure 

(Selwyn, 2009; Deng, Tavares, 2013) and academic 

performance (Junco, 2012) and engagement (Junco, 

Heiberger, Loken, 2010; Junco, 2012).Other researchers 

revealed that recreational Internet use is strongly correlated 

with weakened academic performance (Kubey, Lavin, 

Barrows, 2001).According to a study by Aryn Karpinski and 

Adam Duberstein, college students who use the 500 million 

member social network have significantly lower grade-point 

averages (GPAs) than those who do not. Particular to 

Facebook use, VandenBoogart (2006) and Karpinski and 

Duberstein(2009) similarly found more use of Facebook 

among students with lower GPAs. On the other hand, Kolek 

and Saunders (2008) found that there was no correlation 

between Facebook use and GPA in a study sample of students 

from a public Northeast research university. Junco and Cotton 

(2011) found that students who spent more time using 

instant messaging while studying or doing schoolwork had 

lower grades. Further Wood et al. (2012) reported that 

students who used Facebook or instant messaging during a 

college lecture did poorer in an exam than those students 

who were not allowed to use a computer or access social 

media. In addition, Wood et al. (2012) found that students 

who did not multitask in terms of using SNSs during the 

lecture did better than those who multitasked and the more 

multitasking they did the worse they performed. Also other 

studies such as Junco, Heiberger, and Loken (2011), Tariq, 

Mehboob, Khan, and Ullah (2012), Sampson, Lytras, Wagner, 

and Diaz, 2004, García - Peñalvo, Colomo-Palacios, and Lytras, 

2012 and Camilia, Ibrahim, and Dalhatu (2013) have explored 

the effects of social media use on students’ academic 

performance, ability to engage and the effect on their lives, in 

countries such as USA, Pakistan and Nigeria. 

 According to Roblyer et al. (2010) and Aydin (2012) the 

impact of SNSs in educational contexts has not yet been 

adequately explored regardless of the prevalence of social 

networks around the world. Majority of studies related to 

SNSs have been revolving around Facebook and its impacts in 

academic contexts, however, the impact of other widely used 

SNSs has rarely been taped. 

2.4 Social-networking sites and Linguistic Practices 

 As per the oxford dictionaries website, Social networking 

is vastly contributing to the evolution of language. It offers a 

rich platform for experimenting with, developing, and 

subverting language by usage of acronyms, abbreviations and 

neologisms, thereby, making communication styles more 

informal and open. When writing on social media, users are 

more succinct and meticulous, nevertheless informal, and 

show equally casual attitude to grammar. Saraswathy 

Thurairaj et al. (2015) revealed that the popular linguistic 

features used by students in social networking are 

onomatopoeia, letter homophone, acronyms, misspelling, 

code switching, shortening of words, repetition, new jargons, 

eccentric words, letter-number combination, capital letter 

and the least popular internet slang is leet. The usage of such 

shortcut language altogether can pose a problem, especially 

to the young adults, in such scenario where English Language 

proficiency is a vital requirement in all areas of work, study, 

communication and entertainment (Saraswathy Thurairaj      

et al., 2015).  

 On one hand, Social networking tools provide prospects 

for language learners to improve digital and multiliteracy 

skills, interact in and through the target language, work 

collaboratively, and enhance their linguistic and pragmatic 



JOMAT   Vol. 5 No.1 July – December 2016 ISSN No. 2278-9316 
 

 (23) 

proficiency (Blattner, Fiori, 2011; Blattner and Lomicka, 2012; 

Lomicka, Lord, 2012; Mills 2011; Dhanya G., 2016). 

Additionally, Social networking users using it through Mobile 

phone can communicate by using symbols or abbreviated 

forms of words and sentences in order to save space, time 

and money (Mphahlele, Mashamaite, 2005). On the other 

hand, the shortcut language used and created on Social 

networking like instant messaging, tweeting, and blogging 

seems to be radically deteriorating students’ linguistic skills. 

The findings by Saraswathy Thurairaj, ErPekHoon, Swagata 

Sinha Roy and Pok Wei Fong (2015) proved that the frequent 

use of short messaging did not majorly affect the English 

language proficiency of the participants; although, in 

academic writing there was a conscious effort to stay clear of 

Social networking language. The burgeoning SNSs have aided 

to create a whole young generation who has their own meta-

language. Mostly students are not able to distinguish 

between formal language and informal language and are 

inclined to use improper language that stultifies Standard 

English. Often, the failure to gauge improper, ungrammatical 

language usage in these mediums, may, in the long run, affect 

their academic performance and career. Graduated students 

find it intimidating to communicate in proper English either in 

speaking or in writing (Saraswathy Thurairaj, ErPekHoon, 

Swagata Sinha Roy and Pok Wei Fong, 2015). 

 As for the impact of texting on English proficiency, Craig 

(2003) and David (2008) concluded that texting through SNSs 

in some ways improves students’ literacy as it provides more 

opportunities to engage with the language. However, Craig 

(2003) also found that texting also threatens students’ 

literacy because it forms undesirable reading and writing 

habits due to common use of abbreviations and unusual 

jargon, thereby damaging students’ ability to employ formal 

literacy skills. Text messaging is considered to be 

disadvantageous to students’ language proficiency since 

students mix this “text language” with the standard language 

they learn at school. Consequently, students display 

numerous errors ranging from incorrect spellings to 

ungrammatical sentence constructions (Mphahlele, 

Mashamaite, 2005). The risk extends to classwork, research 

reports, and examinations, especially in an academic 

environment (Dansieh, 2008). 

 Drouin (2011) scrutinized the rate of text messaging, use 

of ‘‘textese’’ and literacy skills (e.g., reading accuracy, spelling 

and reading fluency) in a sample of college students in 

America. The results revealed significant positive 

relationships between text messaging frequency and literacy 

skills (spelling and reading fluency) but significant, negative 

relationships between textese usage in certain contexts             

(e.g. emails to professors) and literacy (reading accuracy). 

Those reportedly using more textese on SNSs and those using 

more textese in emails to professors had significantly lower 

reading accuracy scores. However, (Saraswathy Thurairaj       

et al., 2015) found that students use short cut language or 

misspelling in SNSs for convenience purpose especially to 

save time, however, they do not use any misspelling in their 

assignments and presentation slides during oral presentation 

in classrooms. 

 With social networking taking up such a large space in 

students’ lives, it is a question to contemplate whether it’s 

impacting their academic performance too. Social networking 

is a very significant communication tool in the present times; 

however it has also posed threats in various areas for college 

students and their academic life. Numerous researchers have 

been diving into a considerable amount of research on how 

social networking influences young adult students at colleges. 

Parents are concerned that young adults at college are 

spending too much time on Whatsapp, Facebook, Instagram, 

Twitter and other SNSs and not enough time studying. Based 

on the literature, it can be comprehended that though the 

impact of SNSs usage have been studied in different parts of 

the world in view of the demographic and other factors; very 

few studies are conducted in context to SNSs use by college 

students in Indian environment. 

OBJECTIVES: 

1. To study the pattern of Social Networking Sites usage 

among the students. 

2. To study the influence of usage of Social Networking 

Sites on Linguistic practices of students. 

3. To analyze the impact of Social Networking influenced 

Linguistic Practices on examination writing and academic 

results of students. 

HYPOTHESES: 

 H01: Increase in Problem of Spelling, Problem of 

Grammar, Problem of Sentence Formation, Problem of 

Punctuation, Problem of Speed of Writing Exam Paper, 

Problem of Retrieving, Problem of Concentration does not 

lead to improvement in the academic result. 

RESEARCH METHODOLOGY: 

 Descriptive research design is used and data has been 

collected through a structured questionnaire designed by 

focusing on the usage of social networking amongst students 

and statements have been developed related to the impact of 

social networking on various aspects of students’ linguistic 

practices, academic conduct, examination writing and results. 

(a) Universe of the study: The universe of the study contains 

college students of all MBA colleges affiliated to 
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Savitribai Phule Pune University in Pune district i.e. 

134MBA colleges with 18150 student intake. 

(b) Population of the study: There are 22MBA colleges 

affiliated to Savitribai Phule Pune University in Pimpri 

Chinchwad Municipal Corporation area with 1750 

student intake.  

(c) Sampling Frame: Total students of MBA colleges 

affiliated to Savitribai Phule Pune University in Pimpri 

Chinchwad Municipal Corporation area. Simple Random 

Sampling method has been used for selection of students 

from 22 MBA colleges with 1750 student intake,150 

students are selected as a sample by using Simple 

Random Sampling. 

RESULTS AND DISCUSSION 

Descriptive statistics: 

 The data has been collected through structured 

questionnaire. The questionnaire was designed based on 

various question types such as multiple choice questions 

(MCQ), Likert scale questions (ranging from Strongly Agree to 

Strongly Disagree), ranking questions (1 = most preferred to 

10 = least preferred), and frequency questions (Always, Very 

Often, Sometimes, Rarely, Never). Out of the total 150 

Sample, 58% male and 42% female MBA students; the 

majority i.e. 66% lie between the age group of 21 to 25 years 

and 21% between 26 to 30 years,9% are less than 20 Years 

whereas only 4% lie between 31-35 years. It is found that58% 

users claimed to use SNSs since 4 to 6 years and 25% are 

using it for more than 6 years, only 17% of the respondents 

have been using it since 1 to 3 years. 50% respondents 

reported to have their personal account on 6 to10 SNSs, 30% 

have 1 to 5 social networking accounts and 27% claimed to 

use more than 10 accounts. 83% of sample claimed to have 

more than 200 friends on SNSs, whereas 11% have 151 to 200 

friends, 6% have 101 to 150. Majority 92% respondents 

mostly access social networking websites and apps through 

Smart Phones whereas only 8% mostly use Personal 

Computers. The overwhelming majority i.e. 93% reported 

average daily SNS usage between 1 to 6 hours per day. 

78%ofSNS users claimed to visit sites for academics-related 

and 100% users use it for non-academic related purposes 

during the course of their studies. Specifically, 83% claimed to 

use their accounts either daily or multiple times per day, with 

17% claimed to use their account on a weekly basis. Amongst 

daily users, 87% check their various social networking 

accounts 5 to 10times per day, whereas only 13% claimed to 

use these social networking accounts 1 to 5 times daily. 

Majority of weekly users use it 10 to 15 times per week. Most 

used SNSs ranked as per highest to lowest use are WhatsApp, 

Facebook, Instagram, Facebook messenger, you tube, we 

chat, share it, Google plus, twitter and Skype. Majority, 78% 

of the users, on an average, spend 1 to 3 hours per day on 

social networking during college hours inside college 

campuses. Also, 86% of the users heavily use SNSs mostly 

when they are at home during evening to late night hours. 

82% users claimed that they send across self-typed personal 

messages through SNSs in the form of chats, status, tweets, 

smileys, pictures, comments etc.71% agree that they are 

mostly distracted due to social networking notifications 

during lectures or study hours and 89% agree that their study 

hours are mostly consumed by SNSs usage. 

 An overwhelming majority i.e. 81%, 87% states that they 

rarely use correct grammar, correct spellings respectively and 

88% states that they never use correct punctuation marks; 

also 96% users claimed that they mostly use abbreviations 

during typing. 93% agree that social networking has changed 

their way of communication by evolving social networking 

language and has affected their linguistic skills. 

6.2 Chi Square result 

Table No. 1 Test Statistics 

 Spelling Grammar Sentence 

Formation 

Punctuation Speedwriting Retrieving Concentration 

Chi-Square 78.75 108.75 78.75 41.25 86.25 48.75 78.75 

Df 4 3 4 4 4 4 4 

Asymp.Sig .033 .055 .033 .024 .021 .016 .033 

 The Chi Square Test is used to test the impact of usage of SNS on the linguistic practices. To study the impact on linguistic 

practices the respondents were asked whether they face problem of writing correct Spelling, Grammar, Sentence Formation, 

Punctuation, Speed of writing exam paper, Retrieving  and  Concentration during examination. The Chi Square Test result shows 

that p < 0.05 at 5 percent level of significance, hence, the null hypothesis is rejected. 

 Ho1: Increase in Problem of Spelling, Problem of Grammar, Problem of Sentence Formation, Problem of Punctuation, 

Problem of Speed of writing exam paper, Problem of Retrieving, Problem of Concentration does not lead to improvement in the 

academic result. 
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Table No. 2 (a) Model Summary 

Model R R Square Adjusted R Square Std. Error of the 

Estimate 

1 .714a .509 .223 1.002 

a. Predictors: (Constant), spelling, grammar, sent formation, punctuation, speedwriting, retrieving, concentration 

Table No. 2 (b) Analysis of Variance 

Model Sum of Squares df Mean Square F Sig. 

Regression 12.508 7 1.787 1.781 .181b 

Residual 12.042 142 1.004   

1 

Total 24.550 149    

a. Dependent Variable: acedimic result 

b. Predictors: (Constant), spelling, grammar, sent formation, punctuation, speedwriting, retrieving, concentration 

Table No. 2 (c) Co-efficient 

Unstandardized Coefficients Standardized 

Coefficients 

Model 

B Std. Error Beta 

T Sig. 

(Constant) 2.640 2.020  1.307 .216 

spelling −.866 .395 −.648 −2.192 .409 

grammar −.469 .376 −.308 −1.248 .236 

sentence 

formation 
.358 .298 .268 1.199 .254 

punctuation .621 .358 .451 1.734 .108 

speed of writing .146 .387 .106 .377 .713 

retrieving .419 .352 .296 1.191 .257 

1 

concentration .391 .536 .226 .730 .479 

a. Dependent Variable: acedimic result 

 

Equation Y =  2.640 + −.866*X1 + −.469*X2 + .358*X3 + .621*X4 + .146*X5+.419*X6+.391*X7 

 The (Table 2 (a)), r
2
 value is 0.509, which provides an 

indication of the percentage of variance in the dependent 

variable explained by independent variable. ((Table 2 (c)) 

shows that increase in Problem of Spelling, Problem of 

Grammar, Problem of Sentence Formation, Problem of 

Punctuation, Problem of Speed of writing exam paper, 

Problem of Retrieving  and  Problem of Concentration does 

not improve the Academic Result, the value of  p>0.05 at 5 

percent level of significance, hence, the null hypothesis 

cannot be rejected. 

CONCLUSION: 

 The study reveals that the usage of SNSs and apps 

distracts students during lectures and their study hours are 

mostly consumed by SNSs usage. Majority of the respondents 

use SNSs daily for 1 to 6 hours. This means SNS deteriorates 

the productivity. Majority of respondents rarely use correct 

grammar, correct spellings never use correct punctuation 

marks and mostly use abbreviations during typing. Hence it is 

inferred that social networking has changed their way of 

communication affecting Linguistic practices of the students. 

Furthermore, SNSs usage frequency has a significant impact 

on exam paper writing and academic results. The study also 

shows that after using SNSs the academic results fall. This 

study marks that SNSs usage has a significant impact on 

linguistic practices and academic performance in terms of 

exam results of students. It is suggested to the college 

administrators that students should be educated and 

provided with SNSs usage training. 
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CHALLENGES AND PROSPECTS OF SMALL SCALE INDUSTRIES (SSI/MSME) IN ODISHA 

 

                                                                                        S. K. Badatya 

ABSTRACT 

 This paper is an attempt has been made to study the growth of MSME in Odisha during the study period from 2000-01 to 

2013-14. Micro, Small and Medium Enterprises (MSMEs) play a significant role in the economic growth of the country owing to 

their contribution to production, exports and employment. The sector contributes 8 per cent to the country’s GDP, 45 per cent to 

the manufactured output and 40 per cent to the country’s exports. It provides employment to 60 million people through 28.5 

million enterprises. They are the largest employment provider in India next to agriculture. They are sometimes the only source of 

employment in poor regions and rural areas and thus help in removing regional imbalances in the country. The Government of 

India passed Micro, Small and Medium Enterprises Development (MSMED) Act in 2006 to facilitate the development of this sector 

and also enhance their competitiveness. 

 The study is based on secondary data collected from the various magazine, journal, news papers and Odisha Economic 

Survey, articles and some web-sites. The indicator chosen for studying the growth of MSME through the establishment of MSME, 

investment made and employment generated in Odisha during the study period. For evaluation of the performance, the ratios, 

Standard Deviation (SD) Coefficient of Variation (C.V), percentages have been computed by using data collected from the 

secondary sources from annual reports of MSME. 

 KEY WORDS: Growth of MSME, Employment generation, Sector-wise growth of MSMEs, Service Enterprise. 

   

INTRODUCTION: 

 Industrialization is viewed as a most suitable weapon for 

rapid economic growth of a nation. So, industrialization has a 

major role in playing the economic development for 

underdevelopment economy. Small and Medium Enterprises 

(SME) constitute the backbone of state economy. Those 

industrial units with a capital investment of not more than          

` 5 crores are treated as Small Scale Sector (SSI). Those 

sectors hold tremendous potential of employment 

opportunities and economic growth due to their low capital 

base, gestation period, high value addition and high export 

potential. The growth of SSI seems to be higher than large 

and medium scale industry in recent years. 

 The small Scale industries occupies a prominent position 

in the Indian economy. It contributes around 45% of 

manufacturing output, 40% of exports and employs more 

than 40 million people.  

 Since, independence, the government has formulated 

various policies and schemes to promote the growth and 

development of small scale industries. The Micro, Small and 

Medium Enterprises (MSME) Act 2006 is a recent legislation 

that seeks to facilitate the development of small enterprises 

and enhance their competitiveness. The Ministry of MSME is 

the nodal ministry for implementation of this Act through 

various measures, including development of specific schemes 

programmers for promotion and development of small 

enterprises. 

 Small Scale Industries may sound small but actually plays 

a very important part in the overall growth of an economy. 

SSI can be characterized the unique feature of labor 

intensiveness. The total numbers of people employed in 

these industries have been calculated to be near about one 

crore and nimiety lakhs in India, the main proponents of 

Small Scale industries. The importance of this industry 

increases manifold due to the immense employment 

generating potentials. The countries, which are characterized 

by acute unemployment problems especially, put emphasis 

on the model of small scale industries. An industrial 

undertaking is defined as a small-scale unit if the investment 

in fixed assets in plant and machinery does not exceed Rs. 10 

million. The Small scale units can get registered with the 

Directorate of Industries/District Industries Center in the 

state Government concerned. The Directorate of Industry, 

Odisha is the nodal agency for promotion of MSMEs 

industries and plays a very vital role in identification of 

entrepreneur and assessing them to set up industrial unit by 

end of 2007-08., these are about 97127 numbers of SSI set up 

in the state with an investment of ` 3120 crores providing 

employment opportunities from 5.80 lakhs person. 
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 Odisha, in spite of her vast natural resources, continuous 

to be the most backward states of the Indian union. The state 

ranks fourth in the country. The state has not only forest 

resources but also other resources like mineral marine and 

manpower. Truly speaking Odisha is the stone house of India 

though its population is about 4 per cent of the nation; its 

contribution to the industrial production of the country is 

only 2 per cent. The economy backward of Odisha is indicated 

by symptom like excessive dependents on agriculture leading 

to high incidence of rural unemployment’s absence large 

urbanization, low industrial productivity, low level of 

infrastructural development, high percentage of population 

lies below the poverty line etc. The per capita income of the 

people in Odisha is very low as a result of which they are 

unable to provide capital for the industrial development of 

the state.   

 Micro, Small and Medium Enterprises (MSMEs) play a 

significant role in the economic growth of the country owing 

to their contribution to production, exports and employment. 

The sector contributes 8 per cent to the country’s GDP, 45 

per cent to the manufactured output and 40 per cent to the 

country’s exports. It provides employment to 60 million 

people through 28.5 million enterprises. Significantly, the 

MSME sector has maintained a higher growth rate vis-à-vis 

the overall industrial sector during the past decade. 

According to a survey, exports from these enterprises have 

been on the rise, despite increased cost of raw materials, 

sluggish global demand and stiff international competition. 

Today, the sector produces a wide range of products, from 

simple consumer goods to high-precision, sophisticated 

finished products. It has emerged as a major supplier of mass 

consumption goods as well as a producer of electronic and 

electrical equipment and drugs and pharmaceuticals. An 

impetus to the sector is likely to have a multiplier impact on 

economic growth. 

 According to the MSMED Act, MSME’s are defined on the 

basis of their investment in plant and machinery and 

equipment for enterprise rendering services. 

Table No. 1: Classification of Enterprises: 

Classification Manufacturing Enterprises Service Enterprises 

Micro ` 2.5 Million/`25 lakhs 

(US$ 50,000)  

` 1 Million/` 10 lakhs  

(US$ 20,000)  

Small ` 50 Million/` 5 Crore 

(US$ 1 million)  

` 20 Million/` 2 Crore 

(US$ 0.4 million)  

Medium ` 100 Million/` 10 Crore 

(US$ 2 million)  

` 50 Million/` 5 Crore 

(US$ 1 million) 

  Sources: Annual Report of Ministry of MSME, 2010-11.        

 

OBJECTIVE OF THE STUDY: 

 The main objective of the present study is as follows: 

 1.  To analyze the growth and development of MSMEs 

in Odisha during the study period. 

 2.  To analyze the growth of investment in Odisha 

during study period. 

 3.  To analyze the potentiality of employment in 

MSMEs in Odisha during study period. 

 4.  To Analyze the growth rate of MSMEs at state and 

national level. 

LIMITATION OF THE STUDY:  

 The main objective of the study is to highlight the growth 

of SSI sector in Odisha after globalization.  For the purpose of 

the study only secondary data are taken from Journal, 

newspapers, magazine etc.  So the limitation of secondary 

data is found in the study.  After globalization, how the SSI 

sector grow significantly are given due importance in the 

various tables, ratios, percentage are taken to make the study 

more clearly. Due to short span of time I have taken only 14 

years as the study period from 2000-01 to 2013-14. So it has 

its own limitations. For evaluation of performance, the ratios, 

percentage have been computed by using the data available 

in various sources 

METHODOLOGY OF THE STUDY:  

 This study is based on secondary data collected from the 

various magazine, journal, news papers, Economic Survey, 

annual reports MSME and some web-sites.. The period of 

study covers from 2000-01 to 2013-14. The indicators 
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selected for the studying are growth of MSME, growth of 

investment and employment potentiality of MSME during the 

study period. For evaluation the ratios, percentages have 

been computed by using data collected from the secondary 

sources. For proper analysis, some statistical tools like 

Standard Deviation (S.D), Coefficient of Variation (C.V) are 

also used in present study. Some tables, charts, and graphs 

were also depicted to have a clear vision of the theme of the 

study.  

MICRO, SMALL AND MEDIUM ENTERPRISES (MSMES): 

 Small and medium scale enterprises grouped together 

are called Micro, Small and Medium Enterprises (MSME). The 

Directorate of Industries, Odisha is the nodal agency for 

promoting MSME, ancillary and downstream industries in the 

State. The growth of the MSME sub-sector is being 

emphasized not only because of its potential for generation 

of employment opportunities but also for its contribution to 

industrial output in the State. This sub-sector is the second 

largest employment generating sector after agriculture. 

During 2013-14, Sundargarh district reported the maximum 

number of industries followed by Khurda, Cuttack and 

Ganjam district which reveals that the maximum numbers of 

MSME belong to the repairing and services sub sector       

(33.1 Percent). In manufacturing, it is the food and allied 

sectors that have the highest number of MSMEs                 

(21.9 Percent) and investment (26.53 Percent). In 

employment generation, it is the second highest employment 

generating sub-sector (20.14 Percent), 

ANALYSIS AND DISCUSSION: 

 The growth of small-sector sector is being emphasized 

not only for the potentialities of employment generation but 

also for its contribution to the out-put of the state. The 

government of India has enacted Micro, Small, Medium and 

Enterprises (MSME) Act 2006 for development of this sector. 

The year wise growth of SSI/MSME sector, investment made 

and employment generated since 2000-2001 t2013-14 is 

explained in the table no. 2. 

Table No. 2: Growth of SSI/MSME, Investment and Employment generated since 2000-2001 to 2012-13 

Year SSI/MSME 

Set up during 

the year 

Annual 

Growth 

( in %) 

SSI/MSME 

Setup Unit 

Cummulative 

Investment 

Made 

(In Cr) 

% growth 

of 

Investment 

Employment 

Gene ration 

(In Person) 

% Growth of 

Employment 

2000-01 3676 --- 66206 153.18 ---- 18115 --- 

2001-02 3919 6.61 70125 165.23 7.86 16582 −8.46 

2002-03 4008 2 27 74133 155.14 −6.11 16320 −1.58 

2003-04 4435 10.65 78568 170.13 9.66 20574 26.07 

2004-05 4507 1.62 83075 245.50 44.35 21898 06.43 

2005-06 4786 6.19 87861 270.44 10.19 25142 14.81 

2006-07 4556 -4.81 92417 271.14 0.26 20839 −17.11 

2007-08 4710 3.38 97127 295.51 8.99 23301 11.81 

2008-09 4806 2.03 101933 227.92 −22.87 20996 −09.89 

2009-10 4907 2.10 106840 292.34 28.26 23195 10.47 

2010-11 5016 2.22 111856 395.02 35.12 24451 05.41 

2011-12 5505 9.74 117361 500.73 26.76 30387 24.27 

2012-13 5931 7.74 123292 432.90 −13.55 27104 −10.80 

2013-14 7009 18.17 130301 669.41 54.63 32136 18.56 

Total 67771   4244.59  321080  

Source: Economic Survey Odisha’2013-14, Directorate of Economics and Statistics, BBSR. 
 

 Table 2 depicted that there is a consistent growth of 

MSMEs in Odisha during the period 2000-2014. The year 

2013-14 witnessed highest number of MSMEs with capital 

worth ` 669.41crore and huge employments of 32136 people 

which consist of 18.56% more than the previous year. In the 

year 2006-07 the lowest units of MSME of 4556 were 

established with investment ` 271.14 crore. The MSMEs are 

the biggest employment providers in rural Odisha next to 

agriculture. During the year 2008-09, growth rate of 

employments and investment in MSMEs is in negative trend. 

Growth of SSI/MSME: 

 The table no. 2 shows us the details of the SSI/MSME 

established and investment made for the period from      

2000-01 to 2013-14 in Odisha. During 2012-13, 5,931 MSME 

went into production with an investment of ` 432.90 crores 

and 27104 persons were provided employment 

opportunities. It is encouraging to note that the number of 

MSME units and total investments therein, have been 
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increasing over the years, as may be seen from table no. 2.  It 

is encouraging to note that the number of SSI units have been 

increasing over the in almost all the years. The table also 

shows us that, the total no of SSI increased from 66206 to 

130301 from the year 2000-01 to 2013-14 which is more than 

77 per cent growth during the period. It has been seen that 

except the year 2006-07 the growth of SSI is positive during 

the study period. The maximum growth of MSMEs in the year 

2013-14 is 18.17% which is followed by 10.65% in the year 

2003-04. 

Graph 1 showing number of MSMEs units in Odisha 

 

 

Investment in SSI/MSME: 

 The investment made for establishment of SSI/MSME is 

in increasing trend and positive almost all during the study 

period except the three year 2002-03, 2008-09 and 2012-13 

are negative −6.11, −22.87, −13.55 respectively. The 

investment was made only ` 153.18 cr in the year 2001 but it 

has grown to level of ` 669.41cr in 2013-14. In the year       

2004-05, the maximum amount was invested in this sector of 

` 245.59 crores from 170.13 crores from previous year which 

is more than 44 per cent. It signifies that the growth rate of 

investment is 327% in the year 2011-12 from the year 2000-

01. In last five year i.e. 2009-10 to 2013-14 the investment 

made in this sector is satisfactory and its growth more than 

25% from previous year except in the year 2012-13.  

Graph 2 Showing Investment on MSMEs in Odisha 
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Employment Generation: 

 The growth of MSMEs can also be measured by 

employment generation potentiality. It has been seen from 

the table no-02 that out of 14 years study period only 5 years 

is negative growth i.e. less people are employed then 

previous year. In the year 2013-14 the maximum people 

employed (i.e. 32136) in this sector during the study period. 

All round growth has been made in employment, investment 

and growth in set up during the year 2013-14. Thus the 

overall percentage employment is growing along the years 

with a few exceptions during the study period. It is observed 

that the employment generation of the MSME is satisfactory 

and is improving in recent years from 2009-2014 to 2013-14 

expect the year 2012-13. The employment has been 

decreased by 10.80 per cent because of less investment and 

less units established. 

Graph 3 Showing number of Employment in MSMEs in Odisha 

 

DISTRICT-WISE BREAK-UP OF MSMES: 

 The District wise growth and development of MSME units in the state of Odisha during the period 2013-14 is illustrated in 

the table no. 4. 

Table No. 03: District-Wise growth of MSMEs during the period 2000-01 to 2013-14 

Districts Number of MSME 

Units Set-up 

Investment  

(`̀̀̀ In Crores) 

Employment 

Generated 

Employment of 

Women 

Bargarh 191 51.58 931 98 

Jharsuguda  133 15.07 576 13 

Sambalpur 201 21.07 715 133 

Deogarh 38 1.52 197 9 

Sundergarh  720 84.53 3710 246 

Keonjhar  281 10.99 1093 113 

Mayurbhan  333 15.80 1328 179 

Balasore  423 20.31 1635 204 

Bhadrak 264 17.73 1021 10 

Kendrapara 160 13.91 702 88 

Jagatsinghpur 158 14.34 1005 194 
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Districts Number of MSME 

Units Set-up 

Investment  

(`̀̀̀ In Crores) 

Employment 

Generated 

Employment of 

Women 

Cuttack 474 71.97 2371 330 

Jajpur 409 26.13 1844 46 

Dhenkanal 249 22.53 1122 0 

Angul 270 11.97 949 157 

Nayagarh 126 07.98 565 68 

Khordha 521 116.00 2711 383 

Puri 290 11.94 1368 300 

Ganjam 457 17.25 1626 287 

Gajapati 80 2.15 224 59 

Kandhamal  121 4.05 373 23 

Baudh  35 3.88 148 6 

Sonepur  69 1.75 267 7 

Bolangir  293 32.94 1350 4 

Nuapada 46 3.55 192 23 

Kalahandi  194 30.60 1010 80 

Rayagada  165 5.31 499 27 

Nabarangpur  82 13.29 657 216 

Koraput  195 17.79 1805 1022 

Malkangiri   31 1.48 142 0 

Total 7009 669.41 32136 4325 

Source: Economic Survey Odisha’2014-15, Directorate of Economics and Statistics, BBSR 

of  

 The table no. 03 shows us the data relating to growth and 

development of MSME in district wise during the period 

2000-01 to 2013-14 in Odisha. During 2013-14, 7009 MSME 

went into production with an investment of ` 669.41 crores 

and 32,136 persons were provided employment 

opportunities. It is encouraging to note that the number of 

MSMEs units and total investments have been increasing 

over the years, as may be seen from table no. 04. As table no-

04 shows, during 2013-14, Sundargarh district (720) reported 

the maximum number of industries established followed by 

Khurda (521), Cuttack (474) and Ganjam (457) where as 

Malkangiri district is the lowest in MSME i.e. only 31. 

Regarding womens employment Koraput districts occupy 

more than 50% of total employment and followed by Puri. 

Sundergarh district always occupy primary role in 

establishment of MSME, in employment and also investment 

because of infrastructure facilities and steel plant at Rourkela 

city. Out of 30 districts in the state 7 districts have only below 

100 units which are belongs to backward and under KBK 

districts. 
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THE SECTOR-WISE GROWTH OF MSME UNITS IN ODISHA: 

 The sector-wise growth of MSME units in the state of Odisha which have been illustrated in the table no-04 by the end of 

2013-14. 

Table No. 04: Sector-wise MSME Units in Odisha by the end of 2013-14 

Category No. of Units 

Set-up 

Share in 

Percentage 

Investment 

(`̀̀̀ In Crores) 

Share in 

Percentage 

Employ ment 

Generated 

Share in 

Percentage 

Food & Allied  27284 21.88 1557.86 27.62 147543 19.98 

Chemical & Allied  3038 02.48 259.67 4.60 23684 3.21 

Electrical & Electronics  1204 0.98 72.31 1.28 7655 1.03 

Engineering & Metal 

Based  

13887 11.01 1021.99 18.12 101281 13.71 

Forest & Wood based  7572 05.99 99.79 1.77 46749 6.33 

Glass & Ceramics 9257 07.28 660.15 11.71 143320 19.40 

Livestock & Leather  465 0.38 07.89 0.14 2605 0.35 

Paper & Paper 

Products  

3187 02.54 140.16 2.48 17537 2.37 

Rubber & Plastics  1858 01.53 238.78 4.23 11570 1.56 

Textiles 9162 07.33 200.45 3.55 53411 7.23 

Misc. Manufacturing 6946 05.50 219.59 3.89 33310 4.51 

Repairing and Services  46441 33.10 1160.36 20.58 149813 20.28 

Total 130301 100 5639.00 100 738478 100 

 Source: Economic Survey Odisha’ 2014-15, Directorate of Economics and Statistics, BBSR 

 

 It is reveals from the table no. 04 that the maximum 

numbers of MSME belong to the repairing and services sub 

sector (33.1 Percent). In manufacturing, food and allied 

sectors that have the highest number of MSMEs (21.9 

Percent) and in investment it is 27.62 Percent. In employment 

generation, it is the second highest employment generating 

after repairing and services sub-sector (20.28 Percent), 

followed by the glass and ceramics sub-sector (19.40%). 

Industrial sickness among MSMEs remains a major problem. 

There were 1,690 units identified as sick by the end of      

2009-10. However, it is encouraging to note that no new 667 

units have been revived by Odisha State Financial 

Corporation. 

Graph 04 Showing Product wise MSMEs in Odisha 
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PERFORMANCE OF MSME IN INDIA: 

 Government of India enacted Micro Small and Medium 

Enterprises development act in 2006.MSME is one of the 

largest sectors in terms of employment generator for the 

country. In 2011-12 this sector was giving employment to 

near about 70 million people and there are around 30.02 

million units belongs to MSME sector. MSMEs have increased 

from about 80,000 units in the 1940s to more than 100 lakh 

units till 2001. MSMEs are like a back bone for the growth of 

any country and contributing to 9% of country’s GDP and it 

provides growth 45 % of the total production of products in 

India and 40% of the exports are produced by micro small and 

medium scale enterprises. The employability of labour is 

much in MSME sector as compare to large scale industry due 

to more atomization in large scale industry. World’s second 

largest populous Country like India where labour is abundant 

and people of the country want employment MSMEs exactly 

suits for employment and growth of economy.  

Table No. 5: Growth of MSMEs in INDIA, Investment and Employment Generated from 2000-01 to 2013-14 

 No. of MSME 

Units Set-up 

(In Lakhs 

Annual 

Growth 

(in %) 

Employment 

Generation 

(In lakhs) 

Annual 

Growth 

(in %) 

Investment in 

fixed Assets  

(`̀̀̀ in Crores) 

Annual 

Growth 

(in %) 

2000-01 101.10 ---- 238.73 ----- 146,845.00 ----- 

2001-02 105.21 4.06 249.33 4.44 154,349.00 5.10 

2002-03 109.49 4.07 260.21 4.36 162,317.00 5.16 

2003-04 113.95 4.16 271.42 4.31 170,219.00 4.87 

2004-05 118.59 4.07 282.57 4.11 178,699.00 4.98 

2005-06 123.42 4.07 294.91 4.37 188,113.00 5.27 

2006-07 361.76 293.11 805.23 273.04 868,543.79 461.71 

2007-08 377.36 4.31 842.00 4.57 920,459.84 5.98 

2008-09 393.70 4.33 880.84 4.61 977,114.72 6.15 

2009-10 410.80 4.34 921.79 4.65 1,038,546.08 6.29 

2010-11 428.73 4.36 965.15 4.70 1,105,934.09 6.49 

2011-12 447.66 4.42 1011.80 4.83 1,183,332.00 7.00 

2012-13 467.56 4.45 1061.52 4.91 1,269,338.02 7.28 

2013-14 488.46 4.47 1114.20 4.96 1363700.54 7.43 

Total 4047.79  9199.7  9727511.08  

Source:  

 1.  Economic Survey’2014-15, Directorate of Economics and Statistics, BBSR, Odisha  

 2. Annual report ‘2014-15, Ministry of Micro Small and Medium Enterprises, Govt. of India. 

 

 It is reveals from the table no-05 that,  2000 to 2014 units 

under MSMEs rose from 101.10 lakh to 488.46 Lakh means 

there is near about five times increase in number of units in 

India.. At the same time employability increased from           

238.73 Lakh in 2000-01 to 1114.20 Lakh in 2013-14 which is 

five times in employment. In above table it is also clear that in 

first five years from 2001-02 to 2005-06 growth was only 4% 

but there is enormous growth in the sector in the year      

2006-07 in spite of global crises occurred in 2007. It is also 

seen same in case of employment in India the growth rate is 

4% throughout the period except the year 2006-07. So it 

seems that MSME are more reliable source of employment 

and growth even in period of recession. Total working 

enterprises as MSMEs those were 101.10 lakhs in 2000-01 

now 488.46 lakh and these enterprises provide job to millions 

directly or indirectly and this employment is necessary for 

growth of the people as well as of country.  
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 According to annual report of MSMEs out of total units 

39.85% are involved in retail industry and manufacturer of 

Food products and beverage having 6.94% share. From 2006-

07 data expands a list of items like activities of wholesale and 

retail trade, legal, social, educational, etc were included that’s 

by there is an increase total working enterprises 123.42 lakh 

to 361.76 lakh in one year and employment also increased 

approximately five times from 2005-06 to 2006-07 in a one 

year. So that growth was not because of Government efforts 

but because of inclusion of more items in the data. Growth of 

MSMEs are from 2007-08 to 2013-14 projected is only near 

about 35% in seven years number of enterprises growth 

would be 361.76 lakh to 488.46 lakh in seven years and this is 

not very good for Indian context as for as growth of MSMEs 

are concerned.   

Table No. 6: Level of Stability in MSME Units, Investment and Employment 

ODISHA                         INDIA 

 MSME Units Investment Generation 

Employment 

MSME 

Units 

Investment Generation 

Employment 

Mean 4840.70 303.19 22934.29 289.13 694822.22 657.12 

S.D 861.32 149.57 4699.39 162.59 491336.18 360.39 

C.V 17.79 49.33 20.49 56.23 70.71 54.84 

 

 It has been explained in the table no-06, the stability or 

consistency of MSME units, investment and employment 

generation between Odisha and India. In Odisha there is 

more stability and consistency in establishment of MSME 

units in comparison to employment and investment made. In 

case of investment and employment, the employment 

generation is more stability than investment. It means there 

is less variability in employment generation than investment. 

So investment is more instability in comparison to others. In 

case of India, employment generation is more stability than 

MSME units and investment. It means there is instability in 

investment than the employment and MSME units. So in both 

Odisha as well as India level, investment on MSME units is 

more variability than others which implies there is less 

stability in investment of MSME. It is because after introduce 

of MSME Act-2006, the investment on MSME has increased. 

SUGGESTIONS: 

•  Most of the schemes are related to investment subsidy/ 

reimbursement of expenses. Some new scheme should 

be drafted and also linked with performance (in terms of 

the turnover domestic as well export), energy 

conservations, employment, new innovation etc. so that 

growing organizations units. There is a need to establish 

a facilitating agency in order to implement the 

government schemes 

•  MSMEs should be provided with free circulars or 

newsletters giving details of various schemes undertaken 

by the government, as well as details of procedure to be 

followed 

•  Easy Finance should be made available to the 

entrepreneur by financial institutions. 

•  Schemes for Startups need to be designed. 

•  Manufacturers’ associations should be consulted while 

formulating these schemes. 

•  Compendium of schemes should be prepared with 

inclusion of application forms for each scheme. 

•  Proper and a direct channel should be established 

between the Government bodies and entrepreneurs in 

order to spread awareness on promotional schemes. 

CONCLUSION: 

 From the analysis, it is found that Odisha industry 

structure has hardly shown any improvement as compared to 

other states. In most cases, the presence of highly capital 

intensive industries with cost disadvantages in fuel, interest 

payment, depression has resulted in heavy losses. Moreover, 

the privileges low wages in many industries causes low 

productivity of labor. The persistently disadvantages position 

of the state raises basic questions of neglects and misdirected 

policy of the center as well as states. Firstly, Lack of proper 

infrastructure especially, transport and power has severely 

effected both growth and diversification of industry in the 

state. So a serious thinking on the issue of greater use of 

power for the states industrialization rather than more selling 

it is essential. In order activate industry sector, development 
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of railway and civil aviations is very much essential. Secondly, 

to generate income in the rural sector and promote a viable 

industrial base, larger investment in agriculture development 

need to be made. Thirdly, further industrial development a 

dynamic small enterprise promotion policy for the state is 

needed. Fourthly, the state is endowed with arrange of high 

grade minerals but these are not exploited properly. Mining 

activities should be upgraded to the status of manufacturing 

industries where in mineral processing up to certain states 

could be undertaken in the region. Fifthly, modern agro and 

forest-based industries need to be encouraged in the state. 

Final preference should be given to the new areas of 

industrial activities with special employers on location is 

undeveloped district.   

 It has been seen from the table no-02 that the backward 

districts Malkangiri, Sonepur, Boudh, Deogarh, Gajapati etc. 

are in backward in establishment of MSME units due to lack 

of infrastructure facilities, communication, Govt. support and 

unawareness of localities. The coastal districts like 

Ganjam,Puri, Khurda, Balasore, Bhadark are always leading in 

establishment of SSI units due to development of 

infrastructure facilities, communication, , Govt. support and 

awareness for establishing SSI units in backward districts of 

Odisha by proper utilizing the resources in rural areas and 

which will create more employment opportunities. The 

present study revealed that there is a continuous growth of 

number of MSME units. The growth story of these sectors 

enhances production, employment and exports of the state 

as well as in our country. According to Economic Survey of 

Odisha, 2011-12, the anticipated growth rate of Odisha is 

estimated at 7.18% as against all India anticipated growth of 

6.9% in 2011-12. As per the table-05, it should be make more 

stability in investment for growth of MSME in both Odisha as 

well as India. 

 The future will see the growth of MSMEs and SMEs as a 

result of the growing economy. If these small fledging 

businesses need to survive alongside the big giants they will 

need to retain their key people and ensure that they are 

shown a clear vision, goal and career prospect in order to 

keep contributing to the organization for a long time. 

Entrepreneurship development is considered as a key factor 

to fight against unemployment, poverty and achieve overall 

socio-economic growth in our state. Last but not the least, 

growth rate of MSMEs is very good and healthy sign towards 

progress and prosperity of Odisha. 
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COOPERATIVES FOR SUSTAINABLE DEVELOPMENT 

Prashant D. Mohite 

 

ABSTRACT 

 Cooperative societies are one of the numerous forms of business organization in the world and it is considered as one of the 

important means of bringing about sustainable development. Cooperatives are typically based on the cooperative values of "self-

help, self-responsibility, democracy and equality, equity and solidarity" .Cooperatives are dedicated to the values of openness, 

social responsibility and caring for others. This chapter focuses on the role of cooperative societies in sustainable development.  

 KEY WORDS: Cooperatives, Growth, Sustainable Development. 

 

INTRODUCTION 

 As per the records of a co-operative comes from 

Fenwick, Scotland, the first cooperative society was 

established in March 14, 1761 named as the Fenwick 

Weavers' Society. There are some other records which tells us 

that co-operatives started out as small grassroots 

organizations in Western Europe, North America and Japan in 

the middle of the nineteenth century, however, it is the 

Rochdale Pioneers that are generally regarded as the model 

of the modern co-operative society and the founders of the 

Co-operative Movement in 1844. 

 The cooperative movement in India owes its origin to 

agriculture and allied sectors. Towards the end of the          

19
th

 century, the problems of rural indebtedness and the 

consequent conditions of farmers created an environment for 

the chit funds and cooperative societies. The farmers 

generally found the cooperative movement an attractive 

mechanism for pooling their small resources for solving 

common problems relating to credit, supplies of inputs and 

marketing of agricultural produce. 

 Cooperation was started to protect the weak and the 

poor against the exploitation by the strong and the rich. 

When the economically weak persons act individually, they 

are exploited. But if they are united under the shelter of the 

cooperative umbrella, they get all the advantages of large 

scale operation without sacrificing their identities as 

individuals. 

 The cooperative sector has been playing a distinct and 

significant role in the country’s process of socio-economic 

development. There has been a substantial growth of this 

sector in diverse areas of the economy during the past few 

decades. The cooperatives have been operating in various 

areas of the economy such as credit, production, processing, 

marketing, input distribution, housing, dairying and textiles.  

COOPERATION 

 Cooperation is a voluntarily arrangement in which two or 

more entities engage in a mutually beneficial exchange 

instead of competing.  

COOPERATIVE MOVEMENT 

 A movement that aims to share profits and benefits from 

jointly owned commercial enterprises among members. The 

movement was begun in Rochdale, Lancashire, England, in 

1844 by 28 weavers and developed to include manufacturing 

and wholesale businesses as well as insurance and financial 

services.  

COOPERATIVE SOCIETY 

 A co-operative society is a voluntary association started 

with the aim of service of its members. It is a form of business 

where individuals belonging to the same class join their hands 

for the promotion of their common goals. These are generally 

formed by the poor people or weaker section people in the 

society.  

 Section 4, of the Indian Co-operative Societies Act, 1912 

defines a cooperative “as a society which has its objective the 

promotion of economic interest of its members in accordance 

with co-operative principles”. 

Different types of cooperative societies  

1.  Consumers cooperative societies: 

 Consumers' cooperatives buy goods directly from 

manufacturers and wholesalers to eliminate the profits of 

middlemen and sales it to the ultimate consumers’ at 

reasonable price. They are formed by the consumers to 

obtain their daily requirements at reasonable prices. These 

societies protect lower and middle class people from the 

exploitation of profit hungry businessmen. The profits of the 

society are distributed among members. 

2.  Credit Cooperatives: 

 Credit Cooperatives are formed by poor people to 

provide financial help and to develop the habit of savings 

among members. Credit cooperatives are found in both 

urban and rural areas. In rural areas, agricultural credit 

societies provide loans to members mainly for agricultural 

activities. In urban areas, non-agricultural societies or urban 

banks offer credit facilities to the members for household 

needs. These societies help to protect members from 

exploitation of money lenders who charge exorbitant interest 

from borrowers. 

3.  Producers cooperatives: 

 These are voluntary associations of small producers and 

artisans who join hands to face competition and increase 

production. They are also called as industrial cooperatives. 

These societies are of two types namely manufacturing 

cooperatives and Industrial service cooperatives. 
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4.  Cooperative Farming Societies: 

 Using modern tools, seeds, fertilizers, etc. is not possible 

for all farmers hence small farmers join together to obtain 

the economies of large scale farming and starts their 

voluntary associations called as Cooperative Farming 

Societies. Farmers pool their lands and do farming collectively 

with the help of modern technology to maximum agricultural 

output. 

5.  Marketing Cooperatives: 

 Marketing Cooperatives pools output of different 

members and sale it through a centralized agency to 

eliminate middlemen. These are voluntary associations of 

independent producers who want to sell their output at 

remunerative prices. The sale proceeds are distributed 

among the members in the ratio of their outputs. This society 

also perform important marketing functions such as 

processing, grading and packaging the output, advertising and 

exporting products, warehousing and transportation, etc. 

These are generally established by farmers, artisans and small 

producers who find it difficult to face competition in the 

market and to perform necessary marketing functions 

individually. 

5.  Housing Cooperatives: 

 Housing Cooperatives are formed by low and middle 

income group people in urban areas to have a house of their 

own. Housing cooperatives are of different types. Some 

housing cooperative society’s constructs houses and allot 

them to the members who make payment in installments. 

Whereas some housing cooperative societies acquire land 

and give the plots to the members for constructing their own 

houses. They also arrange loans from financial institutions 

and Government agencies.  

SIGNIFICANCE OF COOPERATION IN SUSTAINABLE 

DEVELOPMENT 

 As the world today faces unstable financial systems, 

increased insecurity of food supply, growing inequality 

worldwide, rapid climate change and increased 

environmental degradation, it is increasingly compelling to 

consider the model of economic enterprise that cooperatives 

offer. 

1.  Service to the people 

 The primary objective of cooperative body is to take care 

of its members and community as a whole. Their primary aim 

is to serve the people. 

2.  Equal distribution of Income and wealth 

 The main objective of cooperatives is to share the 

income and wealth amongst its members equally. 

3.  Controlling Monopoly 

 One of the main roles of cooperatives is to arrest the 

monopolistic situation of the market. 

4.  Increase in income of the people, thereby improving the 

economic condition 

 Cooperatives play a pivotal role in bringing about a 

change in the standard of living of people. They provide 

employment and serve the needs of the members financially 

as well as help in upgrading social development. 

5.  Protection of consumers 

 The ultimate aim of cooperative organization is to 

protect the interest of consumers by providing quality 

product or service at reasonable price. 

6.  Self help and mutual help 

 A member of cooperative develops himself and also 

develops the members of cooperative and the society as 

whole. 

7.  Development of certain economic activities 

 Cooperatives plays important roles in developing the 

sectors, especially in areas of forest, produce, honey, 

silkworms, fruit processing etc. 

8.  Prevention of exploitation of working class  

 In Cooperatives workers form their own cooperative 

body; they help each other and stand united for common 

cause. 

10.  To help backward classes and the under privileged 

 Cooperatives are established to solve the problems of 

backward classes and the under privileged. Many 

cooperatives have also begun to overcome the problems of 

poverty. 

CONCLUSION 

 Cooperative societies are playing an important role in 

sustainable development of economy. Different cooperative 

societies are operating in economy. They are helping 

government in solving various problems such as poverty, 

unemployment and exploitation of customers. However 

working of these societies is not satisfactory. Many 

cooperative societies are merely run by the government 

without motivation and enthusiasm of their member. 

Similarly there are some limitations of cooperative societies 

such as limited funds, mismanagement, political interference, 

absence of discipline etc that lead to the slow progress of 

cooperative societies. Despite all this, cooperatives are really 

helping India in its overall development. 

REFERENCE 

1. Dr. B. S. Mathur, Cooperation in India, Sahityabahvan, 

Agra, 1997. 

2. Dr. Kapil Bhargav and Nidhi Jerhwant, Cooperation 

Management and Rural Development, Axis Publications, 

New Delhi., 2010. 

3. Dr. V. V. Ghanekar, Cooperative Movement in India 

(1904-2004) Observations and new challenges, Institute 

of Rural Development and education, Pune, 2004. 

4. Krishnaswamy, 0.R - Fundamentals of Cooperation -              

S. Chand & Co., New Delhi - 1985 - p.1 

5. R. D. Bedi, Theory history and practice of cooperation, 

International Publishing House, Meerut, 1977. 

6. Rajan Kumar Shaoo, Cooperatives for Economic 

Development, Mohit Publications, New Delhi, 2005. 

��� 



JOMAT Vol. 5 No.1 July – December 2016 ISSN No. 2278-9316 
 

 (39) 

PROBLEMS FACED BY MSME IN INDIA 

Amarish Padma 
1
 

HansrajThorat
2
 

 

ABSTRACT 

 In present scenario of business, the micro, small and medium enterprises have been accepted as the engine of growth for 

promoting equitable development. The Indian economy thrives through the process of creating enterprise. The MSME have been 

contributing to expansion of entrepreneurial culture through business innovations. The MSME are widely dispersed across the 

sector of the economy, producing diverse range of products and services to meet demands of local as well as global markets. The 

contribution of MSME in GDP is 6%, 33% manufacturing sector and 45% in exports. The number of MSME and employment in 

MSME sector are 512.99 lakh and 1112.28 lakh respectively. 

 The MSME`s sector has consistently registered higher growth rate compare to the overall industrial sector. The distribution of 

MSME`S in all over India is not equal because of unavailability of raw material, unawareness or lack of entrepreneurial skills 

development and lack of support of financial and technical assistance from concerning local authorities at district or state and 

central level. The unavailability of adequate and timely credit facility, high cost of credit, lack of modern technology , no research 

and innovations, insufficient training and skill development, complex labor laws are the main problems of the MSME`S. Although, 

there are various opportunities are available in the development of MSME`S. The MSME`S sector can also attract to the foreign 

investment and technology. The employment is more possible through the development of MSME`S. The MSME`S will be able to 

satisfy the needs of the customers up to a great extent after considering their expectations primarily. Migration of rural youths 

can stopped by providing them chance to work at their place. The mutual change of technology among the different types of 

MSME'S, financial and technical assistance, liberal labour laws, training and skills formation will assist in the development of 

MSMES'S. There must be a detailed survey and research to know the problems and difficulties of MSME'S so that a rapid growth 

can be attained. 

  

INTRODUCTION 

 The MSME sector in India employs around 11 crore 

people and is involved with the production of over 6000 

industrial items with the product range varying from very 

simple items produced with traditional technology to high-

tech products. At present, the MSME sector accounts for over 

90 per cent of industrial units in the country, 40 per cent of 

value addition in the manufacturing output, approximately 45 

per cent of India's exports and 6 percent of GDP. This sector 

has been assigned with the significant role in the 

industrialization and economic development of the country, 

as an effective tool in sub serving the national objective of 

growth with justice. Its crucial role has been increasingly 

recognized as an Introduction solution for the country's 

problems of scarce capital, wide spread unemployment, 

regional imbalance of industrial development, inequitable 

distribution of National Income.  

OBJECTIVES:  

1. To find out the various problems related to finance, 

labour and marketing which is faced by MSMEs of India 

2. To recommend suggestive measures to government and 

to entrepreneurs to enhance the growth of MSMEs. 

RESEARCH METHODOLOGY:  

 The descriptive methodology has been used to collect 

data from various literatures. Secondary data has been 

collected from various published sources and websites. The 

explanation of the data is more qualitative than on 

quantitative terms. 

REVIEW OF LITERATURE: - 

 Palanivelu (1995) has studied the factors responsible for 

industrial sickness in small scale industries in Tamil Nadu, 

particularly in Pudukkottai district. His study has compared 

the sick and non-sick SSI units. This study’s main objectives 

are finding out the relationship between levels of 

development and incidence of sickness among the districts of 

Tamil Nadu; He has found that the industrially well-developed 

districts have got the largest number of sick SSI units. Main 

reasons for the default in payment of principle and interest 

are under-utilization of capacity, inadequate industrial 

infrastructure and lack of skilled labour. 
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 Thilakam. C. (1996) in her study 'A Study on Financing of 

Select Small Scale Industries by Commercial Banks in Tamil 

Nadu', January,1996 has analyzed the role of SSIs in India, the 

role of commercial banks in financing SSIs and the factors 

influencing bank finance to SSI units. She has found that SSIs 

face various constraints in obtaining term loan and working 

capital finance. Under assessment of needs, delay in sanction 

and disbursement, cumbersome documentation procedures, 

difficulty in obtaining enhanced limit, and bank insistence on 

too many data are the problems faced by SSIs in obtaining 

loan from commercial banks. 

 Parthasarathy (1996) has shown that an overwhelming 

90 per cent of the SSIs face working capital problems in India. 

As a result, they are forced to raise funds from the open 

market at huge cost. The National Confederation of Small 

Scale Industry (NACOSI) has found that in 67 per cent of the 

cases, working capital shortage was so acute that the units 

might have to down the shutters. 

 Mukesh Gulati (1997) observed that though the small 

industry remained high on the policy agenda, it faces several 

challenges due to technological, obsolescence, product 

quality, information deficiency and inadequate management 

systems in several subtracts of the industry. Most of these 

enterprises compete only on basis of low cost of labour and 

not through improvement of their products, technologies and 

skills. He suggests that there is the need to achieve 

competitiveness at global level has become a matter of 

primary concern. 

 Vikram Chandha (1999) in his study on "Financing the 

Modernisation of Small Industries In India - Opportunities and 

Constraints", stated that the problems encountered by the 

SSIs are the shortage of credit and finances, under-utilisation 

of capacities, incompetitiveness in the output and product 

markets and the inadequacy of industrial facilities like power. 

The small industries, which predominate the Indian industrial 

scene, urgently need to upgrade their production, marketing 

methods and strategies in order to survive the emerging 

competitive pressure. 

 Manoharan P (2000). 11 in 'A Study on Small-Scale 

Industrial units with special reference to Banking Finance in 

Karur District', 2000, has analyzed the government 

programmes for development of SSIs. He has identified the 

causes for sickness among SSIs. He has found that in spite of 

higher rate of interest, SSIs preferred borrowings from 

finance companies because of their accessibility, liberal 

procedures in processing and quick disbursal of loans to meet 

the urgency of business units. He has also stated that poor 

management of accounts receivable is yet another cause of 

sickness in units. 

 Third All India Census of SSIs report (2003) has found 

that the proportion of sick units among the registered small 

scale industrial units is high in India. The reasons for sickness 

and proportion of sick units in registered SSI units are; lack of 

demand (58 per cent), shortage of working capital                 

(57 per cent), non-availability of raw material (12 per cent), 

power problems (17 per cent), labour problems (six per cent), 

marketing problems (37 per cent), equipment problems     

(nine per cent), and management problems (five per cent). 

 Dr. Prasad C.S. (2004) observed that the SSI sector is 

facing numerous constraints that are typical because of the 

small size of the enterprise. Most of these revolve around 

technological, managerial, financial and managerial aspects. 

He suggested that, there is a need to bridge gap which exists 

in the form of inputs like credit, raw material, marketing, 

skilled labour, infrastructure followed by the needs of 

technology information network environment and is to 

develop a new relationship between the large and small scale 

industries. Among growing small and medium sized business, 

firms with sales under $1 million proportionally spend two to 

three times more on Research and Development than their 

larger counterparts. Research and Development is one of the 

most significant determinants of small business success. 

 Vetrivel and Iyyampillai (2009) have indicated that the 

SSIs have faced the severe problem of marketing because of 

the hectic competition. Recently, the shortage of power is 

another major problem of SSI units for the last few years. This 

study has also given suggestions such as organized marketing 

facility and continuous power supply by the Government can 

be made for the above problems. 

 Ministry of MSME (2015), in their announcement they 

mentioned about  Problems being Faced by MSME 

Sector MSME entrepreneurs are facing several problems 

i.e. (i) lack of adequate capital, (ii) Poor infrastructure             

(iii) Access to modern technology, (iv) Access to markets,       

(v) Getting statutory clearances related to power, 

environment, labour etc.  

ACTS APPLICABLE TO MSME IN INDIA:  

1. The Micro, Small and Medium Enterprises Development 

Act, 2006 - 16 June 2006. 

2. Khadi and Village Industries Commission Act, 1956-17 

March 2008. 
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3. Re-establishing Khadi and Village Industries Commission 

dissolved in October' 2004 - 19 July 2006. 

4. Notification regarding implementation of provisions of 

Khadi and Village Industries Commission (Amendment) 

Act, 2006 w.e.f. 15 May 2006. 

5. The Industries(Development and Regulation) Act, 1951. 

MICRO SMALL AND MEDIUM ENTREPRISES:  

Definition of MSME:  

 The MSME are defined on the basis of investment in 

Plant and Machinery and equipment under the MSMED Act, 

2006. The present investment limit for MSME is as under   

A: Manufacturing Enterprises : 

1. A micro enterprise, where the investment in plant 

and machinery does not exceed ` 25 lakh; 

2. A small enterprise, where the investment in plant 

and machinery is more than ` 25 lakh but does not 

exceed ` 5 crore; and 

3. A medium enterprise, where the investment in 

plant and machinery is more than ` 5 crore but 

does not exceed ` 10 crore. 

B: Service Enterprises 

1. A micro enterprise, where the investment in 

equipment does not exceed ` 10 lakh; 

2. A small enterprise, where the investment in 

equipment is more than Rs, 10 lakh but does not 

exceed ` 2 crore; and 

3. A medium enterprise, where the investment in 

equipment is more than ` 2 crore but does not 

exceed ` 5 crore. 

PROBLEMS OF MSME:  

 Various problems were identified through literature 

review. It will highlight the major problems faced by MSMEs 

and the factors affecting their growth. 

(a) FINANCE: All the companies require capital to meet their 

fixed as well as variable costs but most of the MSME 

owners lack required capital to establish and operate the 

firm, thus they have to resort to borrowing. ‘The reliance 

on debt for finance depends greatly on the size of the 

firm. Smaller the entity greater is the reliance on debt as 

a primary source of finance. Micro enterprises depend on 

debt as a primary source for both early and growth stage 

while small and services primarily transact in cash and 

tend to keep minimal records. Manufacturing enterprises 

and the ones with order-driven services tend to need 

more finance because of longer working capital cycle and 

higher capital expenditure. But banks are not the primary 

source of finance for most of the enterprises as owners 

find the application process cumbersome and tedious. 

Also, they do not qualify for loans due to lack of both 

collateral and positive balance sheets. ‘Credit guarantee 

support has been instituted to support collateral-free 

debt up to INR 10 million ($ 0.2 million), however this 

remains under-utilized at less than 5% of the overall debt 

to the sector. They are issued to the clients who already 

took loan and have kept collateral security. While the 

trend of collateral-free debt is growing gradually, 

collateralized debt continues to account for 95%-98% of 

Micro, Small and Medium Enterprise credit’ (IFC). 

According to IFC, the dominant source of finance is the 

informal sector 95% of which constitute the non-

institutional sources like family, friends, relatives etc. 

Institutional channels like trade credit, chit funds and 

moneylenders tend to be expensive, charging interest 

rates ranging from 25% to 60% per annum. So their 

always tends to be a debt gap which works as a huge 

barrier in establishment as well as operation of MSMEs. 

(b) MARKETING: Being a small entity and having a perpetual 

shortage of finance, the MSMEs are unable to market 

their product as well as the large enterprises which work 

to their disadvantage. They do not focus on packaging 

methods or sales and advertising. Most of the firms 

undergo losses during first five to six years just due to 

lack of consumer demand. But eventually they make a 

place in the market based primarily on the quality of 

their product and contacts that they gather during 

business transactions. They also use different kinds of 

marketing techniques such as influential marketing. They 

tie up with trading agencies to learn the latest trends in 

the market and get in touch with brokers to get initial 

contracts. Marketing also greatly differs from business to 

business. For example to market food products media 

campaigns are used and to market intermediate products 

distributors are assigned that sell the product in different 

areas. Government has launched many schemes and has 

various mechanisms in place to help small firms in the 

marketing domain but it continues to be a major 

problem. 

(c) MANAGERIAL INCOMPETENCE: In most of the MSMEs, 

the owners are managers. They do not have enough 

funds to hire professional managers. Therefore, they are 

sometimes not able to make informed decisions 

regarding technology and capital. They tend to 

underestimate the required capital amount, install poor 

production technology or make wrong management 

decisions. ‘What action can you take as a business owner 

when sales plummet, or profits crumble, and the 

pressure is on? A common consensus amongst 

management consultants, business mentors and business 

coaches is that the temptation to bury the head in the 

sand is so strong in many SMEs that they cannot make 

that shift’ (Julian T Rowe, 2008). Thus managerial 

incompetence makes for a very significant factor 

hindering the growth of MSMEs in India. 

(d) LACK OF INFORMATION/AWARENESS: Almost all the 

stakeholders agreed that people are not generally aware 

of the registration procedures, requirements and 

licensing system. Most of them do not even know that 

there is a ministry called the Ministry of Micro, Small and 

Medium Enterprises and that there are various policies 

to help them with financial, marketing, technological and 

managerial problems. Once when company registered 
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owner had no information that he could get it registered 

as a MSME and avail the benefits provided by the 

government. Even the people who have registered their 

companies as MSMEs do not know about all the schemes 

currently in place. There must be some advisory 

mechanism to advice the entrepreneurs about latest 

technology and new markets without realizing that there 

are more than 60 institutions such as technological 

Development institutes, Tool rooms , Testing Centres etc. 

that provide technological support to MSMEs. In the 

Union Budget, 2016-17 Initial sum of ` 41.11 crore is 

assigned for “A Scheme for Promotion of Innovation, 

Rural Industry and Entrepreneurship (ASPIRE) for 

encouraging rural youth to take up local 

entrepreneurship programs. But no channel has been 

created for this information to reach the Rural Youth. It 

therefore might not be wrong to conclude that majority 

of entrepreneurs are either unaware about the available 

benefits or they do not find them in their proximity. 

(e) INFRASTRUCTURE: These areas being specified to 

conduct productive activity must have an environment 

conducive for manufacturing. But in many areas, owner 

have poor infrastructure such as poor roads, electricity 

shortage lack of backup systems etc. Lack of 

Infrastructure highly affects exporting companies as the 

Indian railway freight and handling charges are very high 

and services very slow as compared to other countries 

which put Indian MSMEs at a competitive disadvantage. 

(f) COMPETITION: MSMEs are generally facing low 

competitiveness in terms of knowledge, innovation, 

prudent investment, business operation, and good 

management, which are important factors required to 

elevate the quality level. The large enterprises have the 

capability of realizing economies of scale and therefore 

reduce the prices of their products. They also spend a 

formidable amount in marketing their brand either via 

advertising campaigns, distributors or other means. The 

MSMEs are unable to do such extensive marketing due to 

shortage of finance which renders them less competitive. 

MSMEs also face competition from other developing 

countries due to globalization and increased 

international trade such as Vietnam, China, Thailand that 

produce the similar low cost, low value added labour 

intensive products. But most of the companies do not 

see competition as major factor slowing down the 

growth of the company. They tend to compete in quality 

rather than prices. 

(g) MACROECONOMIC INSTABILITY: MSMEs are argued to 

be more vulnerable to economic crisis as compared to 

the rest of the industrial sector due to their small size, 

limited resources, finance, knowledge and technology. It 

is a two sided hit as the credit flow stops on one hand 

and consumer demand reduces on the other. But almost 

all the stake holders agree that the effect of an economic 

crisis depends on the foresight of the entrepreneurs. The 

ones able to foresee the crisis equip themselves 

appropriately to cope with it. Its effects also differ 

depending on the field of the enterprise.  

(h) TECHNOLOGICAL UPGRADATION: Technology acts as a 

significant factor in deciding the competitiveness of an 

enterprise. MSMEs tend to have low productivity and are 

weak in terms of competition which is the result of using 

inadvanced technology, not maximizing machinery utility 

and not improving in technology due to the limitation of 

funding. Also, most MSMEs are mainly users of 

technology, not adaptors of technology. Most managers 

or owners are either not aware of the available 

technology or do not have the financial capability to 

upgrade their technology. The technological status and 

its usage greatly influence the position of enterprises in 

the market. Thus to keep the domestic firms 

technologically at par with international firms in the time 

of globalization must be one of the most immediate 

concerns of the government. 

(i) RESEARCH AND DEVELOPMENT: With globalization, 

there is an urgent need of a dynamic and self-sustaining 

culture of innovation. Adoption of New Technology 

especially energy efficiency technology and Introduction 

of new and innovative products, product processes and 

designs, optimum use of improved raw materials and 

packaging, etc. are the key factors for MSME 

competitiveness (FICCI MSME Summit, 2016). To 

compete in the global market the manufacturing firms 

especially, need to continuously innovate and meet 

constantly changing consumer demands. According to a 

report by FICCI, share of innovating firms in India was 

only 19%. It is ranked 60
th

on the Global Innovation Index 

and 6th in its income group (Global Innovation Index 

2017).Now, the problem is that most of the MSME 

owners do not realise the importance of RandD 

department and do not feel the need for this 

department. Moreover, the owners do not generally 

have the knowledge, education, capital and sometimes 

capability to drive a research and development 

department to in the right direction. 

(j) LACK OF SKILLED LABOUR: Even though MSMEs employ 

40% of nation’s population, according to the 

entrepreneur’s lack of skilled labour is a perpetual 

problem for MSMEs. Educated and skilled people prefer 

jobs in Large Enterprises due to higher wages and job 

security as compared to small industries that cannot 

afford to pay very high wages. So, they have to hire 

unskilled people and conduct on the job training 

programs. Eventually the labour tends to perform better 

giving better results. It is also a challenge to retain labour 

as in the micro and small enterprises they generally are 

not bound by formal contracts. 

(k) GOVERNMENT REGULATIONS: To enter the market or 

get registered as a Private Limited company one has to 

get various licenses such as Service Tax Registration, PAN 

Card, GSTN Registration, Shops and Establishment 

License, Professional Tax, Employee Provident Fund 
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Registration and ESI (Employee State Insurance) 

Registration, and construction permits from the 

Municipal Corporation, to name a few – the sewerage, 

fire, electricity, environmental departments. For the food 

industry there are other licenses such as Food Safety and 

Security License, Health Care License and Police License. 

Not only the application process for these licenses is 

cumbersome but the information required to apply for 

them is difficult to come across too which is the reason 

why most of the people hire Chartered accountants and 

Lawyers to get registered. Even after registration and 

licensing there are problems such as trade barriers. Some 

state governments do not allow transportation of 

particular manufactured products into their states 

without registration. The owner comes to know about 

these regulations only when he finally has to face the 

barrier. 

POTENTIALS IN MSME’S:  

 The lots of potentials are available in the field of MSME’S. 

The prospectus of this sector are explained as under: 

(a) Employment generation: There is numerous possibilities 

in the field of manufacturing and service rendering of 

MSME’S. In recent year, the MSME IS are generating 

different and ample amount of employment in the field 

of retail and manufacturing sector. The rate of 

employment generation extended more by promoting 

the Indian MSME’s. 

(b) Customer satisfaction oriented: The MSME’S produce 

goods according to the needs or expectations of the 

customers. Primarily, the MSME’S manufacture goods 

considering the taste and preferences, liking and disliking 

of the local consumer .So, the MSME’S can be ore 

customer satisfaction oriented. 

(c) Minimization of regional imbalance: The MSME’S can be 

a good vehicle to minimize or remove the regional 

imbalances. The rural areas of the nation can equally 

developed through the running of MSME units in such 

areas. The MSME’S will utilize the work force of rural 

areas and lead to the removal of regional imbalance. 

(d) Enhancement of export: The MSME’S can be a mean to 

enhance the export of India. There will be a great 

demand of Indian product at international level of 

market. The Indian items like – dari, kaleen, wooden 

items and other hand-made souvenir articles demanded 

in the world. 

(e) Attraction to the foreign investment: Though, the Indian 

MSME’S are the booming field and the growth rate and 

return on investment is satisfactory. This sector is more 

responsive than other sector of economy. Therefore, this 

sector might be a source to attract foreign investment in 

India. 

SUGGESTIONS FOR IMPROVEMENT:  

 According to our study and the annual reports of 

MSME’S, it is strongly recommended the following 

suggestions for the growth and development of the MSMEs in 

India: 

(a) Mutual Supply of Technologies: A number of appropriate 

technologies for the MSME sector have developed in 

various sectors. While each MSME has its areas of 

strengths and weaknesses, therefore, it would be 

mutually valuable if already developed technologies 

made available to each other. A comprehensive list of all 

sorts of technologies should be prepared and made 

available accordingly to the MSMEs requiring it. 

(b) Constitution of a Panel of Consultants: For the purpose 

of technological advancement and guidance a panel of 

experts and consultants should be prepared, who can 

help the MSMEs within the region for effectively transfer 

the available technologies. The constitution of panel of 

these consultants could be nature wise of the activities of 

the MSME .At the time of constitution of panel of 

experts, there should be inclusion of the owners of 

different sectors of MSME’S. 

(c) Determination of Technological Needs: There should be 

detailed survey to assess the technical and financial 

needs of the MSME. So that, the proper arrangement 

could be make to fulfill the needs of the MSME’S. 

(d) Training and development, awareness programs: There 

must be conduction of training and development 

programs by the MSME ministry. The currently running 

programs are not so effective and sufficient. One of the 

important reasons for slow intake in the utilization of 

schemes is the lack of knowledge about schemes and 

their likely benefits. The current knowledge 

dissemination system is limited in its outreach. There is a 

need to develop a better communication strategy and 

use of new age media tools. 

(e) Sufficient availability of the credit: Our banking system 

does not provide sufficient amount of credit to fulfill their 

requirement of establishment of MSME and as well as 

not for the operational activities. Therefore, there must 

be availability of credit according to the requirement at 

cheaper rate. 

(f) Relaxation in labor laws: There should be relaxation in 

complex labor laws to avoid the inconvenience in 

compliance. There should not be uniform labor laws to 

each MSME. The must be soothrunning of the concern 

not to create a problem for them. 

(g) Proper research and development: There should proper 

research and development in respect of innovative 

method of production and service rendering. The 

innovative products will provide the cheaper products 

and the MSME’S will be able to cope up with the 

situation. 
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CONCLUSION:  

 The aim of the paper was to identify and analyze the 

main regulatory and operational problems faced by Micro, 

Small and Medium Enterprises in India. 

 The study concludes that Finance is a major obstacle in 

the growth of micro, small and medium enterprises. 

Technological up-gradation becomes a problem only because 

firms lack enough capital to install new machines, skilled 

labour can be hired and retained by giving them higher wages 

etc. Another problems that ails most of the enterprises is 

Marketing. It costs most of the MSME owners initial four to 

five years of their entrepreneurial life to gain quality contacts 

and make their place in the market. Some of them by then 

incur huge losses or keep floating on a zero balance sheet. 

Even later they lag behind the larger enterprises- due to lack 

of knowledge and money-in packaging and advertising their 

products or services. 

 Government regulations ease the operation of firms 

whereas in India owners find them very stringent and 

complex. They agree that the cumbersome documentation 

and filing for registration and licensing systems are difficult to 

take care of which forces them to hire expensive Chartered 

Accountants and Lawyers.  

 Infrastructure and Competition are the next big problems 

followed by Macroeconomic Instability, managerial 

incompetence, Research and Development, corruption and 

lack of information.  

 Lack of information is the root cause of many other 

problems like Technological up-gradation and RandD since 

generally, small MSME owners are not highly informed, they 

do not know about the latest and most suitable technology 

and do not have enough knowledge to drive the RandD 

department in their companies. They do not have 

information about the benefits provided by the government. 

Majority of the owners do not even know that there is a 

Ministry of Micro, Small and Medium Enterprises. Thus, even 

though the government realizes the importance of MSMEs as 

growth engine and has many policies and schemes in place to 

cover almost every aspect of problems faced by the 

enterprises since a long time and has been updating the 

policies continuously, it has not led to any drastic change in 

the their condition because of poor implementation and lack 

of awareness among people. Even if the people know about 

certain benefits they do not consider them worth the effort 

and time of getting themselves registered as an MSME. 

Therefore, there needs to be more focus on spreading 

awareness rather than adding more policies each year. 

One of the solutions can be a MSME information/ advisory 

helpline. It is a viable solution because in India almost every 

individual owns a mobile phone even in the most remote 

areas of the country. 
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IMPACT OF RELIANCE JIO 4G NETWORK ON COMPETITION 

Makarand S. Wazal 

 

ABSTRACT 

 Reliance Jio Infocomm Limited (Jio) is an LTE mobile network operator in India. It is a wholly owned subsidiary of Reliance 

Industries headquartered in Maharashtra that provides wireless 4G LTE service network (without 2G/3G based services) and is 

the only 'VoLTE-only' (Voice over LTE) operator in the country which lacks legacy network support of 2G and 3G, with coverage 

across all 22 telecom circles in India. The services were first beta-launched to Jio's partners and employees on 27 December 

2015 and later services were commercially launched on 5 September 2016. Reliance Jio has come into market with a bang and 

still giving many recipes to the telecom sector giving the free services to the user like free calling, free hi-speed internet, etc. This 

paper will throw some light on the effect of Reliance Jio on other 4G operators in the market.  

 KEY WORDS: Network, Service, hi-speed, subscriber, telecommunication. 

 

INTRODUCTION: 

 In terms of number of telephone users, the India’s 

telecommunication network is second largest in the world. By 

the end of 31 August 2016, it has 1.053 billion subscribers 

(both fixed and mobile phone).There were 342.65 million 

internet users in the country as on 31 March 2016. Due to the 

cut throat competition among mega telecom operators, it has 

lowest call tariffs in the world. The telecom industry of India 

mainly comprises of the sector like telephone, internet and 

television broadcast Industry in the country which is in an 

ongoing process of transforming into next generation 

network. It employs an extensive system of modern network 

elements such as digital telephone exchanges, media 

gateways and signaling gateways at the core, interconnected 

by a wide variety of transmission systems using fiber-optics or 

Microwave radio relay networks, mobile switching centers. 

The modern example is DTH, a relatively new broadcasting 

technology which has attained significant popularity in the 

Television segment and FM which has given a fillip to the 

radio broadcasting in India.  

 Since 1990s, the Indian telecom industry underwent a 

high pace of market liberalization and growth and because of 

which it has become the world's most competitive and one of 

the fastest growing telecom markets. There were 37 million 

users in the year 2001 and which has gone upto 846 million 

users by the end of 2011, so it has grown very rapidly over 

the decade. India has the world's second-largest Internet 

user-base with over 300 million as of June 2015 and 929.37 

million users as of 2012. Telecommunication has helped the 

government to increase the transparency of governance with 

the introduction of e-governance in India and has also 

supported in the socio-economic development of India by 

narrowing down the rural-urban digital divide to some extent 

mass education program for rural area development. 

OBJECTIVES OF STUDY 

 The main objectives of the present study are as follows: 

1. To know the present situation of JIO Telecom Services 

2. To study the market share of Jio 

3. To study the competition of Jio with other  

4. To know the strategies of Jio and their revenue 

generation model. 

INDIAN TELECOM INDUSTRY: A REVIEW 

Wireless segment of India dominates the market. India’s 

telephone user base reached 1,058.86 million in March 2016. 

The urban regions accounted for 57.6 per cent share in the 

overall telecom users in the country, while rural areas holds 

for the remaining share. The wireless segment which includes 

97.62 per cent of total telephone users dominated the 

market, with the wire line segment accounting for an overall 

share of 2.4 per cent. The story of Jio arrival is very 

interesting. In the year 2002, when Dhirubhai Ambani died, 

there rose some major ownership issues between his two 

sons. After some public argue between both the brothers for 

the control of Reliance Empire, then their mother involved 

and split Reliance into two parts in 2005. Anil Ambani got 

telecom, entertainment, power and financial services 

business while Mukesh Ambani received IPCL and Reliance 

Industries. 

It was Mukesh Ambani who started the Reliance 

Communication .It was his idea which revolutionized the 

Indian mobile industry by reducing the call rates in the early 

2000s, which made mobile phones affordable to Indian 

market but due to separation it went to Anil Ambani. When 

Anil Ambani received the Reliance Communication, he 

prevented Mukesh Ambani from making another telecom 

company with the help of non-compete clause in the 

agreement. After 5 years in 2010, when the non-compete 

agreement became scrapped, Mukesh Ambani bought 96% 

share in Infotel Broadband and by which he won 4G spectrum 

in all sectors in India. Later they renamed it to Jio and then 

started building optic fiber cable (OFC) networkaround the 

country. It’s not about the rivalry among the brother but the 

experience of Mukesh Ambani who knows that existing 

network providers are not good enough and that he can 

easily compete with them and win. 
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I. Reliance Industries : Fact 

 RIL (Reliance Industries Limited), incorporated in 1966, is 

one of the largest Indian firm  headquartered in Mumbai 

managed by Mr. Mukesh Amabani with revenue of more than 

Rs.2960 billion (2016). It holds its business across India which 

consists of petrochemicals, natural resources, textiles, 

energy, retail and telecommunication. It is the 2
nd

 largest 

public traded company of the country by its market 

capitalization, 2
nd

 largest in terms of revenue after Indian Oil 

and 3
rd

 most profitable company in India. Fortune has ranked 

the company 215
th

 on the Global 500 list of world’s biggest 

organizations as of 2016.  By RIL is ranked among top 250 

Global Energy Companies and it contributes 20% of the total 

exports of India. 

 JIO (Reliance JIO Infocomm Ltd.) is a LTE (Long Term 

Evolution) mobile network operator, is an entrepreneurial 

venture and 100 percent subsidiary of Reliance Industries 

headquartered in Navi Mumbai. It is the only company which 

provides 4G LTE network service unlike 2G or 3G services. It 

covers across all 22 telecom circles and is 100% VoLTE (Voice 

over LTE) operator in the country. The Jio services were 

launched first for partners and employees of Jio on Late 

Dhirubhai Ambani 83
rd

 birth anniversary on December 27, 

2015. Commercial launch was done on September 5, 2016. 

LTE network capabilities are enhanced with small cell 

deployment, with optimization and with new 3GPP features. 

LTE networks are getting high loaded which calls for more 

advanced optimization. Small cells have been discussed in the 

communications industry for many years, but their true 

deployment is happening now. New 3GPP features in Release 

12 and 13 further push LTE network performance. 

Reliance Jio’s Vision: 

 The vision of Jio for India is that the broadband digital 

services will no longer be a luxury item rather converts it into 

a basic necessity that can be consumed in abundance by 

consumers and small businesses. The initiative is truly aligned 

with the Government of India’s Digital India vision for our 

nation. 

LITERATURE REVIEW 

 International Journal of Managing Value and Supply 

Chains (IJMVSC) Vol. 6, No. 1, March 2015 : (google.co.in) 

Customer Loyalty: It is an important aspect for any industry 

and with the telecom industry. It is affected due to network 

coverage, transmission quality, customer service and pricing 

policies. In France, the telecom service provider was 

investigated through moderating effects of switching cost on 

customer trust and customer loyalty relationship and so with 

the case with many countries. The above mention qualities 

are important aspect to maintain the customer loyalty of any 

service provider. 

Customer Trust: Trust plays a significant role to increase 

customer loyalty. When a customer feels good about a 

particular brand then she will develop a positive attitude 

towards the purchase of that brand in case the brand is 

trustworthy for the customer. 

Customer Satisfaction: It originates when the customer 

compares the actual performance of a product with expected 

performance. Customer satisfaction can generate customer 

retention and ultimately, it leads to increase market share 

with enhancement of sustainable competitive advantage. 

Previous studies have reported that call quality, value added 

services, and customer support provided by cellular service 

firm results in customer satisfaction that increases customer 

loyalty. Customer satisfaction describes how customers rate a 

specific brand based on the past experiences of customers 

with a particular brand. 

Switching Cost: When a customer switches from one supplier 

to another then in the process the cost which has incurred is 

the switching cost. It includes time, money and psychological 

cost. 

 Assaari and Karia (2000) in their paper titled, “Churn 

Management towards Customer Satisfaction; A Case of 

Cellular operations in Malaysia” have viewed that customer 

satisfaction and customer service have been critical factors of 

the cellular industry. Cellular service providers need to ensure 

about the technology that provides customer service best in 

the industry. It is stated that investment in people and in 

technology helps in providing best customer service for today 

and for the future. One common ground that most carriers 

and customers agree on is that good customer service can 

have a key impact on how a customer views firm’s services 

and company. 

 Bepko (2000) in his article entitled, “Service Intangibility 

and Its Impact on Consumer Expectations of Service Quality” 

has pointed out that among the areas which need to be 

addressed in service quality research is the nature of 

consumer expectations across the range of intangibility. 

 K.E. Lommeruda and L. Sorgard (2003) in their study on 

“Entry in Telecommunication: Customer Loyalty, Price 
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Sensitivity and Access Prices” have stated that 

telecommunication services are like undifferentiated 

products. Therefore, customers are not price sensitive all the 

times and sometimes brand loyalty takes a dominant part in 

brand preferences. This is because some consumers are 

retained with old monopolists. They have pointed out that 

substantive role of price fairness and quality service with 

customer satisfaction existing in the communication sector. 

 J. Pakola, M. Pietila and R.Svento (2003) in their article 

titled, “An Investigation of Customer Behavior in Mobile 

Phone Markets in Finland” have indicated that price and 

properties are the major influential factors affecting the 

purchase of a new mobile phone, whereas audibility, price 

and friends are regarded as the most important in choice of 

the mobile phone operators. Customers have certain amount 

of self-knowledge about telephone features, connection fee, 

access cost, mobile-to-mobile phone rates, call rates and free 

calls which are related to mobile phone purchasing 

respondents. He has stated that customers with prior 

experience about a product can be able predict their choices 

relatively well but tend to overestimate the importance of a 

monthly access fee, mobile-to-mobile rates and connection 

fees. 

 K. Maran, C. Madhavi and K.Thilagavathi15 (2004) in their 

article titled, “Customer's Perception on Telephone: A Study 

with Special Reference to Chennai City” have indicated that 

the consumer perceptions about fixed telephone lines in 

Chennai. The objectives of the study is  to find the most 

influencing factor in selection of service provider, and to 

measure customer perception and satisfaction as regards the 

service provided. The study on a sample of 550 telephone 

users indicate that some problems exist that deserve the 

attention of the company. The company needs to bridge the 

gap between the services promised and services offered. And 

to conclude, “Delivering service without measuring the 

impact on the customer is like driving a car without a 

windshield”. 

 Whatever literature review has been done, maximum has 

the same background of the study which are customer 

satisfaction, customer loyalty, network coverage, service 

quality, switching cost, call rates, trust, etc. If the company is 

giving good network coverage and services to its customers 

then the customer will be satisfied and will be happy to use 

the services of an operator. But if the customer is not 

satisfied then the customer will not hesitate in switching to 

other operator for a better service experiences. So it has 

become a competitive point for all the operators to provide 

better and better service to their customers so that their 

customers remain satisfied with the services they are 

receiving and do not switch to other operator. As the 

technology has evolved over the past years from 1G to 4G till 

now, the market is getting more and more competitive. With 

the entry of Jio in the market it has become more competitive 

for other operators to retain their customers and they are 

fighting hard for this and due to their competition the 

customers are getting benefited as customers can easily 

compare the services of different operators and choose the 

best services fit to them. 

MARKET ANALYSIS 

 Let’s discuss about different operators now, how they are 

changing the current market scenario of telecom. 

Reliance Jio: 

 Due to its optical fiber network, Jio made a huge 

difference between other telecom operators. It (Optical 

Fiber) is a wire which converts the data signal into light and 

transfers them at the speed of light which is the fastest thing 

in the universe. Jio has the longest fibre optic network in the 

country, ranging over 2.5 lakh kilometers of fibre and laying 

down that kind of fibre optics network is not a joke as it 

requires a lot of money. 

 Investment of Jio: Jio has invested 1,50,000 crores ($ 22 

billion) into the fibre optic network which is more than two 

times combined investment of Airtel, Idea and Vodafone. So 

the question arises that how exactly they will get back to such 

a huge investment? 

The Master Plan of Jio: A very calculated risk they are taking. 

The approach is –  

� Step I: Undercut the market price by giving attractive 

discounts 

� Step II: Let everyone switch to Jio for internet use at 

cheap rates. 

� Step III: Unleash the power of fibre optic network to give 

super fast internet. 

� Step IV: Grow your subscriber base. 

� Step V: Recover your investment using the large number 

of users. 

 The cost of operating the optic network is not very huge 

once the fiber optic has laid down. It can be operated at 

minimal cost. That’s what they are doing by giving free 

services and increase their internet users. If you look at the 
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tariff plan, you will notice that it conforms to the above 

ideology. They are not charging for the voice calls because 

they don’t care about voice. In fact, not charging for voice will 

attract more people towards Jio. After that, they can 

showcase their data capability. Their network is capable 

enough to handle amazing internet speeds. It therefore 

encourages the users to use internet instead. 

 Number of subscriber they need to recover the 

investment: Jio is charging ` 70 per GB of data. Let’s assume 

that profit before fixed cost is ` 50 per GB of data and this 

amount is also on the lower side as per GB cost is going to be 

lesser. If we calculate, we will be able to realize that if 30% of 

people in India use 2 GB internet per month, then the initial 

investment can be recovered in 3 years. Actually, Mukesh 

Ambani thinks he can capture 90% of the country by next 

year. 

 Jio Business Model: Everything Jio have done till now is 

intended at making money. Their tariff plans may look 

awesome but they will make more money by giving free voice 

calls than what the other companies make by charging you 

for it. In India, the monthly average revenue per user (ARPU) 

the current network providers get is around ` 150 per month. 

That is the money they get on average from each user. If you 

spend over ` 250 per month, you are considered a high value 

customer. 

 They do have some smaller plans at ` 19, 199 and 299, 

but these plans do not really offer any more value than their 

main plans as they have even less validity. Also, it offers less 

data per rupee. For example the 299 plan only offers 21 day 

validity and 2GB data. This may be adequate for many 

people, but if you ever exceed the 2GB limit, then you will 

have to purchase ‘add-on packs’ and these add-on pack will 

have the validity of the main pack. So, if you recharge on day 

20 of this plan, then you will get only one day validity for the 

add-on. For practical purposes, you will be spending more for 

lesser value through these packs. ` 19 pack is useful for those 

who want to use some Internet and voice calling once in a 

while. For high intensive user there is 999 plan. 

EFFECT ON COMPETITION: 

 During the 45 minute inaugural launch speech by                  

Mr. Mukesh Ambani for Jio, the market capitalization of Airtel 

was evaporated  by approximately ` 9800 crore whereas in 

case of Idea cellular it was approximately ` 2,450 crore. This 

has left the entire telecom industry shaking and gasping. As 

Jio is improving it’s market position All other players are 

skirting to protect their market share by reducing prices on 

their schemes by 65 to 80 percent with host of other 

attractive schemes. Market share of major players was lost to 

the tune of 10 percent (Idea). Bharti Airtel has closed buyout 

of Telenor. Idea and Vodafone have also announced their 

consolidation plan. The major initiatives undertaken by Airtel, 

Idea and Vodafone are discussed below. 

 Airtel announced two plans with 80 percent lower data 

tariffs. - an annual plan for ` 1,498 and a semiannual plan for 

` 748. To avail this benefit, Airtel customers will have to 

recharge with ` 1,498 against which they will get 1GB of 4G 

or 3G mobile internet usage valid for 28 days. Post exhaustion 

of 1GB data limit, the customers can get 1GB 4G or 3G 

recharges for just ` 51 over a period of 12 months and there 

is no limit on the number of recharges during the period. The 

tariffs of ` 1,498 or 748 is nothing but a subscription fee of 

sorts. The two packs will come with 1GB of data each, but the 

data costs after it is exhausted will be significantly cheaper. 

For example, the ` 1,498 plan will offer 1GB of 4G/3G data 

for ` 51, 2GB of data for ` 99 and 5GB of data for ` 259. Since 

there are no caps on the number of recharges you can do in 

the annual cycle, you can have as much data as you want, 

provided you keep recharging your account. Airtel has 

announced a special 4G offer under which it will be offering 

free data (worth ` 9,000) for 12 months to customers who 

switch to Airtel 4G. The 12 months offer is available to any 

customer with a 4G mobile handset, and who is currently not 

on the Airtel network. Any customer, including existing Airtel 

customers, upgrading to a new 4G handset can also avail this 

offer. The offer will be available to customers across India 

starting January 4 and will close on February 28, 2017. Under 

this offer, selected customers with prepaid and postpaid 

connections will get free 3GB data every month till December 

31, 2017, with the benefits over and above the pack/plan 

benefits. Airtel has been known for its premium data-voice 

plans. It was no different with 4G, but Jio 4G could possibly 

bring about a change in the way they operate. This is just a 

start, and more of it due in course of times. 

 Following the footsteps of Airtel, Idea Cellular entered 

the fiercely contested mobile calling and data plans pricing 

arena with its new 3G/4G data plans and unlimited calling. 

The company, which has over 185 million subscribers, added 

that the prerpaid customers recharging the pack 348on a new 

4G handset will get an additional 3GB data. However, the 

benefit is valid for 28 days and can be availed for a maximum 
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of 13 recharges in a year. For Postpaid users, Idea has 

launched two plans — ` 499 and ` 999 rental. In ` 499 plan 

customers will get unlimited local, national and incoming 

roaming calls with 3GB free Data on a 4G handset, the ` 999 

plan gives unlimited local, national & roaming calls with 8 GB 

of free Data on 4G Handsets and 5GB Data on other handsets. 

Additionally, Idea will also provide free subscription to its 

music and movies pack on these plans. In a statement, Idea 

said all new and existing customers upgrading to 4G 

handsets, the company will provide additional 3GB data on 

these rental plans, till 31
st

 December 2017. The extra 3GB 

free Data for New 4G Handset customers will make it 6GB 

and 11GB free data each month, on ` 499 and ` 999 Ultimate 

Plans. Idea has a lot of work to do to extend its 4G support 

across the country. Unlike Airtel, they are yet to go PAN-

India, because of their limited spectrum ownership for 4G 

connectivity. But to compete with Jio and other 4G operators, 

they are trying hard to match them. 

 Reliance Jio has already turned the market of telecom 

sector by giving the different schemes like unlimited data and 

free voice calls for lifetime. Other 4G operators are trying to 

match the offers. And so is the Vodafone. It has announced it 

will make incoming calls free for its users while roaming 

nationally. To compete with Jio and other 4G operators, 

Vodafone has given different offers to their users like 

SuperNet data plan, under which users get 10GB of 4G data 

for the price of 1GB. The catch is additional data is only 

applicable in night from 12AM to 6AM and one needs to buy 

a data pack that offers at least 1GB of data (pack of ` 250 and 

above). Vodafone has also started offering double data for 

the same price to subscribers of its RED plans, then the offer 

for superhour concept to use unlimited 4G for one hour. 

Vodafone also revised its 3GB 3G/4G monthly recharge pack. 

Earlier a ` 650 plan came bundled with 3GB data, but now 

you get 5GB for the same price. It has increased its data 

quota for 4G prepaid plans by up to 67 percent, without 

lowering down the cost of data packs. Similarly, the ` 449 

3G/4G pack now offers 50 percent more data by increasing 

the data benefit to 3 GB from 2 GB. The ` 999 3G/4G pack will 

now offer 10 GB data, offering 54 percent more benefits and 

plan of ` 301 in which local/std calls with roaming is free 

along with 5GB of 3G/4G data and many more. In comparison 

to Airtel and Idea, Vodafone’s 4G plans are appealing, owing 

to the fact that now you get more data (in GB) for the same 

cost. But again, when it comes to Jio 4G, Vodafone will have 

to go dip itself further down to stand a chance of making 

money from data but lets see how it goes on. 

THE CURRENT MARKET SCENARIO FOR TELECOM SECTOR 

 After all sorts of discussions in market, different offers 

given by operators and marketing strategies, we can see the 

current market trend. "Investigating the last six months of 

usage, we can see that Jio has grown aggressively at the end 

of 2016 summer. Jio racked up millions of customers in their 

first few months and picked up the pace of acquisition 

towards the end of the year." The growth is owing to the Jio 

welcome offer of providing unlimited data to its subscribers 

till March 31, 2016. 

 According to mobile communication app Truecaller's Q4 

Report, Jio has grown aggressively in the latter half of 2016, 

racking up over 16.2 million subscribers in November and 

taking its total subscriber base to 51.87 million within three 

months of launching the service. As per the latest data from 

TRAI, India's telecom subscriber base grew to over 1.12 billion 

at end-November 2016 and the large numbers of additions 

were credited to Reliance Jio Infocomm Ltd. 

 According to TRAI data, in the month of November 2016 

alone, Jio was leading in mobile broadband segment followed 

by Idea with net addition of 2.52 million new customers. 

Bharti Airtel and Vodafone added 1.08 million and 890,794 

subscribers, respectively. Mobile internet usage is expected 

to grow to over 500 million customers by the end of 2017 

with a large portion of those picking Jio. As a result, there are 

already consolidation discussions among operators in India 

due to the increased competitive pressures. 

 Reliance Jio has become the primary data connection on 

most of the mobile devices in India, with 42 per cent users 

having activated Jio in their 4G-enabled slot, followed by 

Airtel at 17.54 per cent, Vodafone at 12.26 per cent and Idea 

at 11.50 per cent. Jio is also leading in data consumption, 

with a Jio-user logging 6.54GB on average compared to      

1.28 GB on Airtel, 1.29GB on Vodafone and 1.32GB on Idea. 

 Reliance Jio with 23.93 percent dominates the current 

market 4G operators followed by Bharti airtel (20.13 

percent), Vodafone (15.98 percent), Idea (13.01 percent), 

BSNL (9.4 percent) and others (17.61 percent). In case of 

speed of internet, again Reliance Jio with 9.9 Mbs wins the 

race quiet comfortably well ahead of Airtel at 8.1 Mbps.  
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ABSTRACT 

 India has very vibrant corporate sectors. In that software industries are growing at an exponential rate. This sector not only 

creates wealth for nation, but it plays a significant role in national economy by the way of providing investment and employment 

opportunities. Young grandaunts are employed in software industry with attractive perks. The work culture does not involve any 

physical work. The working hours are too long. Due to this, the minimum required physical exertion of the body is missing to be 

healthy. The industry working culture has specific posture, repetitive movements of arms and hand and force exertions 

constituting a certain level of internal physical load. A high internal load for long or short term causes musculoskeletal problem. A 

study was conducted to find out the reasons for this musculoskeletal problem.  Data was collected by a structured questionnaire 

and analysis was done using parato analysis and correlation analysis. The study reveals that 82% are suffering with 

musculoskeletal problems. Females are more affected than males. Vision problems are encountered by 64%, apart from other 

ailments like obesity, gastric problem, and occupational stress etc. This paper deals with problems encountered due to improper 

ergonomics. These problems are rather preventable. Remedial actions to prevent these problems are very much essential to build 

a healthy nation. The solution for this problem is to educate and create awareness in young minds regarding proper ergonomics 

at work station in order to avoid musculoskeletal and vision problems. Frequent short breaks are required to do some physical 

exercises to maintain good health. A healthy citizen is a wealth to nation. They can contribute more to the industry output by 

avoiding absenteeism. 

 KEYWORDS: Ergonomics, health hazards, musculoskeletal problem, vision problem. 

 

INTRODUCTION 

 India has very vibrant corporate sectors. In that software 

industries are growing at an exponential rate. This sector not 

only creates wealth for nation, but it plays a significant role in 

national economy by the way of providing investment and 

employment opportunities. Young grandaunts are employed 

in software industry with attractive perks. The work culture 

does not involve any physical work. The working hours are 

too long. This leads to health hazards even at the age of early 

30’s.The definition of Health is a state of complete physical, 

mental and social well-being and not merely the absence of 

disease or infirmity.   

 A healthy and fit person is often happy and positive 

about life. Each one of us should make it a point to take care 

of ones health and physical fitness. In present day scenario 

with increasing work pressures and busy lifestyle, we often 

fail to pay attention to health and fitness needs. Thus illness 

takes over and leads to poor health. Health is now seen as a 

positive asset which one has responsibility to earn and 

maintain. 

 Desk-bound workers are particularly at risk, the office life 

is also hard on   muscles and skeleton, Due to prolonged 

computer use IT workers. Body is in still, position and 

circulation slows, reducing the supply of oxygen and nutrients 

to the muscles. This scenario, coupled with poor posture, can 

produce a number of musculoskeletal disorders (MSD). MSD 

is a major health problem in software industry uprooting in 

an exponential rate as villa trenchantly points out “Physical 

ergonomics is important in the medical field” (as cited in Ali 

Ahsan & Ali Sajid, 2008). 

 The working culture and the ergonomics in the corporate 

sector lead to these musculo skeletal problems and vision 

problems. The following are the some of the factors causing 

this problem. 

POSTURE 

 Poor posture, coupled with the natural process of losing 

bone density and flexibility as we age, sets up a perfect storm 

for a host of back, neck and shoulders problems, such as 

rotator cuff disease, Poor posture can lead as well to 

digestive problems such as indigestion and constipation, It 

can also lead to pulmonary disease as lungs become 

restricted, making it harder to breath. "Bad posture is 

something not taken seriously and do neglect it, If posture is 

treated aggressively from the outset, shoulder, elbow and 

hand injuries can be dramatically decreased as villa 

trenchantly points out “Awkward Postures and Development 

of RSI Repetitive Strain Injury) in computer Professionals” (as 

cited in Choudhary S.B Sapur S, Deb PS, 2002). 
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BACK 

 Without the proper ergonomic setup, deskbound 

workers (software professionals) run the risk of back and 

spine injuries.  Problems can include anything from cervical 

radiculopathy (a compression of the nerve roots in the neck) 

and bursitis of the shoulder on down to pulled or strained 

muscles, ligaments and tendons in the lower back.  These 

musculoskeletal disorders can be easily avoided with proper 

attention to workplace ergonomics and with regular exercise 

that includes back-strengthening routines, as villa trenchantly 

points out “A study of visual and musculoskeletal health 

disorders among computer professionals” (as cited in Richa 

Talwar, RohitKapoor, Karan Puri, KapilBansal, Saudan Singh, 

2009).  

ARMS, HANDS AND ELBOWS 

 There are still plenty of other prevalent repetitive stress 

ailments afflicting the hands, arms and elbows as a result of 

prolonged computer use. Hand and wrist tendonitis, and 

lunar nerve entrapment are just some conditions that could 

be in store for anyone if they spend too much time at the 

keyboard without a proper eye to ergonomics as villa 

trenchantly points out “A literature review of neck pain 

associated with computer use public health implications” (as 

cited in Bart N Green, 2008).The text messaging and other 

handheld-based activities that develop symptoms like hand 

throbbing and swelling to tendonitis, When text messaging, 

people tend to tense their shoulders and upper arms, which 

cuts down circulation to the forearm at the time when the 

consistent movements of the thumb and fingers require 

increased blood flow can inflame underlying arthritis, further 

increasing the risk of injury. 

VISUAL PROBLEM 

 More than 50 percent of computer users experience 

eyestrain, headaches, blurred vision and other visual 

symptoms related to sustained use of the computer. This 

type of stress on the visual system can also cause body 

fatigue and reduced efficiency at work. In addition, there are 

now indications that heavy computer users are at risk 

for glaucoma. Many of these symptoms can be reduced 

through a combination of correcting workstation conditions, 

posture, stress-relieving lenses prescribed specifically for 

computer operation, special anti-glare screens, eye exercises 

and nutritional supplementation as villa trenchantly points 

out “Health aspects of work with Visual Display Terminals” (as 

cited in Marriott IA, Stuchly MA, 1986). 

Many computer users experience visual stress due to: 1) an 

increase in the number and complexity of necessary eye 

movements and focusing skills, 2) poor lighting conditions, 

glare and distracting reflections, 3) screen flicker rate, and 4) 

above all, the extended amount of computer use. Heavy 

computer use could be linked to glaucoma, especially among 

those who are short-sighted, fear researchers. Glaucoma is 

caused by increased fluid pressure within the eye 

compressing the nerves at the back, which can lead to 

blindness if not treated. 

 One must be able to see what they are doing easily to 

avoid eye strain and neck pain. Have adequate amounts of 

light. Florescent lights are not very good, the so called 

"natural spectra" florescent lights are not quite as bad, 

incandescent lighting is better and indirect natural (sun) light 

is best. Reduce glare as much as possible, not only on your 

screen but also on the rest of your work areas including the 

keyboard. Hoods, drapes, glare screens and changing the 

lights can do wonders. Rearrange things until one can see 

well and it feels comfortable.  

OBJECTIVES 

 The main objective of the study is: 

• To estimate the prevalence rate of the musculoskeletal 

problem among software employees. 

• To analyse the various factors causing musculoskeletal 

problem. 

• To estimate the prevalence rate of the vision problem 

among software employees. 

• To find the relationship between the factors and 

musculoskeletal problem among software employees. 

METHODS AND DISCUSSION 

 A study was carried out among 300 Information 

Technology (IT) professionals in Chennai having minimum of 

five years experience to study the job related (computer 

related) health problems and role of ergonomic factors. 

 The study subjects were administered a pre designed 

structured questionnaire covering details like age, marital 

status, working hours, working environment, experiencing of 

any problem while working on computers and the type and 

kind of problems perceived. 

 Convenience sampling techniques were used to select 

the samples. The criteria to include the samples were the 

subjects should have at least five years of experience in the 

field. The samples were chosen from different IT companies 

in Chennai.   
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Fig. 1: Model for Musculoskeletal Problems 

 The data was analyzed by using statistics analysis, correlation and multiple  logistic  regression.  

Table 1: Ergonomics factors Vs Problems 

S. No. PROBLEM NO OF RESPONDENTS 

  MALE FEMALE 

  YES NO % YES NO % 

1, Musculoskeletal 86 90 49 98 26 79 

2, Visual Discomfort 117 59 66 81 43 65 

 In total, 86 male and 98 female encountered musculoskeletal problems, 117 male and 81 female had visual problem, 77 

male and 47 female felt stresses. In percentage, 49% male and 79% female encountered musculoskeletal problem. 

Table 2: Ergonomics Vs Musculoskeletal problem 

S. No. Ergonomics factors  Musculoskeletal Problem  

  Discomforts Yes % No % 

1 Furniture 219 171 78 48 22 

2 Position of Body 126 91 72 35 28 

3 Position of Legs 82 54 66 28 34 

4 Position of Elbows 75 59 79 16 21 

5 Position of Monitor 232 191 82 41 18 

6 Mouse Holding 256 192 75 64 25 

 In total 73% (219) had discomfort due to furniture’s and out of 219, 78% (171) had musculoskeletal problem, 42% (126) had 

discomfort due to position of body, and out of 126, 72% (91) had musculoskeletal problem, 27% (82) had discomfort due to 

position of legs, and out of 82, 66% (54) had musculoskeletal problem,  25% (75) had discomfort due to position of elbows, and 

out of 75, 79% (59) had musculoskeletal problem, 77% (232) had discomfort due to position of monitors, and out of 232, 82% 

(191) had musculoskeletal problem, 85% (256) had discomfort due to mouse handling, and out of 256, 75% (192) had 

musculoskeletal problem, 25% (76) had discomfort due to lighting. 
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Movements 
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Table 3: Distribution of Respondents based on Viewing Distance 

S. No. Viewing Distance No of Respondent 

  Nos Visual Discomfort Percentage (%) 

1. <45cms 216 131 44 

2. 45-60cms 41 34 11 

3. >60cms 43 27 9 

 Total 300 192 64 

 In total, 216 are viewing the monitor <45cms and out of 216, 131 encountered visual discomfort 41 are viewing the monitor 

45-60 cms and out of 41, 34 encountered visual discomfort  43 are viewing the monitor >60 cms and out of 43,  27 encountered 

visual discomfort. In percentage 72% are viewing the monitor <45cms and out of 216, 61% encountered visual discomfort 14% 

are viewing the monitor 45-60 cms and out of 41 , 82% encountered visual discomfort 14% are viewing the monitor >60 cms and 

out of 43, 63% encountered visual discomfort 
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Fig. 2: Distribution of Respondents based on working time 

 In total 14% (43) are working for < 30 min. in single stretch and out of 43, 12 %( 5) encountered visual discomfort. 13% (40) 

are working for 30-60 min. in single stretch and out of 40, 25% (10) encountered visual discomfort. 48% (142) are working for 

60-90 min. in single stretch and out of 142, 82% (117) encountered visual discomfort. 25% (75) are working for >90 min. in single 

stretch and out of 75, 80% (60) encountered visual discomfort. 

 The correlation matrix between various factors and musculoskeletal problem is given by 

   Force exertion    neck   shoulder    arm        sudden   repetitive 

 movement action 

 

 Postures                0.60         0.54   0.37    0.42   0.48 0.47 

 

 Working  

 Environment        0.57 0.61  0.28 0.22 0.55 0.52 

 

 Overall index       0.82 0.74   0.68     0.58 0.83 0.71 

 

 The above matrix clearly states that musculoskeletal problems and the relationship with various factors. 
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Table 4: Multiple logistic regressions 

 The following table gives the result of regression line fitted to the data. 

Low back pain Neck and shoulder Factors 

Mean Confidence interval Mean Confidence interval 

Postures 2.49*                         2.00-3.08  1.95*              1.58-2.42 

WorkingEnvironment 1.39*                         1.06-1.83  1.17              0.89 -1.54 

Repetitive action 1.13                         0.87-1.45  1.50*              1.16-1.92 

*p<.05 

 

FINDINGS 

 The  study reveal that the software employees facing 

problems due to furniture’s, lighting, working hours, monitor 

position, viewing distance, improper ergonomics. The major 

problem was musculoskeletal problem and visual discomfort.  

 The average working hours was 9 ± 0.35 hours 

respectively. The visual problem was seen in 64%. The 

correlation between the number of people encountering 

visual discomfort and working stretch with monitor without 

breaks was very high (r = 0.7) coincides with the previous 

findings. Musculoskeletal problems were found in 64.5% and 

were very high among the subjects who were not using 

proper ergonomics. The females reported more 

musculoskeletal problems (80%) as compared to male.  

 Symptoms of musculoskeletal disorders can begin as 

numbness or stiffness in joints or tingling, aching sensations 

in muscles. Pain or burning sensations may be evident, too. 

Often symptoms progress gradually, becoming more severe 

with prolonged exposure to the condition causing them. 

Damage to nerves, tendons, joints, or soft tissue can result. 

 With computer use so prevalent, poor work habits will 

contribute to musculoskeletal disorders for many people who 

spend long hours seated at a computer. These include the 

following: 

• Wrists misaligned or excessive force used with a 

keyboard. 

• Poor posture used with an incorrect seating height. 

• A monitor incorrectly positioned, resulting in eye strain 

and vision problems. 

• Inappropriate lighting, causing glare on monitors and 

other work surfaces. 

• High concentration, causing infrequent breaks. 

 In particular high force exertion, environmental 

conditions, postures are significantly associated with Low 

back pain. Repetitive action and posture are associated with 

neck and shoulder pain. 

Suggestions and Recommendations: 

  These health hazards are rather preventable by step 

preventive approach method. 

Step 1: List out the Health hazard encountered. 

Step 2: List out the reasons for the same. 

Step 3: Discuss for remedial action to avoid the same. 

Step 4: Choose the feasible solution and practise. 

Step 5: Measure for reduction in health hazards. 

 Learn how to maintain a relaxed, neutral posture that 

reduces stress and strain to your muscles by 

• Schedule mini-breaks every 20 to 30 minutes to avoid 

repetition and static postures. 

• Maintain a comfortable viewing distance from your 

notebook computer's screen - approximately 18" to 30". 

• Keep you head and neck in a relaxed, neutral posture; 

avoid excessive neck flexion or rotation. 

• Position the keyboard at a relaxed elbow height and keep 

you wrists straight while keying. 

• Experiment with table and chair height as well as 

keyboard angle to maintain neutral wrist postures. 

• If you have to raise your chair so that your legs are pulled 

downward, use a footrest to support your feet. When 

seated yourhips should be slightly higher than your 

knees. When your legs are weighted downwards, there is 

excessive strain on hip, leg, and low back muscles. 

CONCLUSION 

 There is clear evidence from the study that software 

employees are affected with health hazards. This can be 

avoided by creating awareness about proper ergonomics. 

These problems are rather preventable. Remedial actions to 

prevent these problems are very much essential to build a 

healthy nation. Frequent short breaks are required to do 

some physical exercises to maintain good health. A healthy 

citizen is a wealth to nation. They can contribute more to the 

industry output by avoiding absenteeism. 



JOMAT Vol. 5 No.1 July – December 2016 ISSN No. 2278-9316 
 

(56) 

REFERENCES 

1. Ali Ahsan & Ali Sajid, (2008), “Physical ergonomics is 

important in the medical field”, Article - Magazine of 

Health Apr.2008, p. 16-17. 

2. Bart N Green, (2008), “A literature review of neck pain 

associated with computer use public health implications”, 

JCCA 2008; 52(3):161–168. 

3. Beth Stackpole (2008) “Health hazards for IT workers- 

how that desk job wears oner body down”, Computer 

world, October 1, 2008. 

4. Choudhary S.B Sapur S, Deb PS (2002) “Awkward 

Postures and Development of RSI (Repetitive Strain 

Injury) in computer Professionals”, Indian J Occup 

Environ Med 6:10-2, 2002. 

5. Kausalya R, Dr. Amuthalakshmi (2009) P. A study on 

Health Hazards of the software employees in Chennai 

due to ergonomic factors : Journal of Environmental 

Research And Development, Journal of Environmental 

Research And Development, Vol. 2, No.2 Oct.-Dec 2007. 

6. Lee (2007), “lumbar bottom five vertebrate in the spine 

needs to be supported to decrease disc pressure”, Article- 

Magazine of Health Oct.2007, p. 38-39. 

7. Marriott IA, Stuchly MA. (1986) “Health aspects of work 

with Visual Display Terminals” J Occupa Med; 29:833-48-

1986. 

8. Suparna K, Sharma AK, Khandekar J. (2005) 

“Occupational health problems and role of ergonomics in 

information technology professionals in national capital 

region”. Indian J Occup Environ Med 9:111-114,2005. 

9. IT Office Over load, Computer Dealer News, 11842369, 

01/05/2001, Vol. 17. 

��� 



JOMAT Vol. 5 No.1 July – December 2016 ISSN No. 2278-9316 
 

 (57) 

OTC DRUGS: A CONSUMER BEHAVIOR PERSPECTIVE 

 

Sandeep N Dive 

 

ABSTRACT 

 Industries all over the world are experiencing a paradigm shift. Unconventional ways of marketing the products are 

emerging, thereby unleashing the untouched and unthought-of marketing opportunities. The paper tries to unveil the trends in 

marketing of OTC (over-the-counter) drugs – an integral part of pharmaceutical industry. In India there is no legal recognition to 

the phrase ‘OTC’, all the drugs not included in the list of “prescription-only drugs” are considered to be non-prescription drugs (or 

OTC drugs). Over-The-Counter medication has been an integral feature of an established health system. This system allows the 

customer to purchase the medicines without prescription of the Registered Medical Practitioners. However, OTC branding helps 

the company, earn greater revenue through its large customer base in today’s market.  The paper discusses how marketing 

activities can affect the consumer behavior, forcing them to even jeopardize their health, at the cost of complacency and instant 

recovery. This behavior is also affecting the sale of prescribed drugs in various aspects, which may be a concern for core-

pharmaceutical drugs selling companies. It is interesting to analyze the behavior of the chemists, who plays a major role in 

influencing the consumer buying behavior. The paper also discusses the various other factors that compel the consumer and the 

medical practitioners to prefer the self medicated drug over the prescribed drug. 

 KEY WORDS: Marketing, OTC Drugs, Prescribed Drugs, Pharmaceuticals, Consumer Buying Behavior, Branding. 

 

INTRODUCTION: 

 The Indian Pharmaceutical sector is highly fragmented 

with more than 20,000 registered units. This highly organized 

sector is estimated to be worth US $ 6 billion, growing at a 

rate of about 9 percent annually. Indian pharmaceutical 

industry is now the 3
rd

 largest in the world in terms of volume 

and stands 14
th

 in terms of value.  

 The “organized” sector of India's pharmaceutical industry 

consists of approximately 300 companies, which account for 

70 percent of products on the market, with the top 10 firms 

representing 30 percent. However, the total sector is 

estimated at nearly 20,000 businesses, some of which are 

extremely small. Approximately 75 percent of India's demand 

for  medicines is met by local manufacturing.    

 The sales in the Indian pharma industry went up by 

18.4% in March 2009. The domestic sector continued its 

strong show in 2010 and recorded a 16.5% growth. This 

marks the potentiality of the Indian pharma industry. 

According to the recent McKinsey report, the industry will 

touch $40 billion mark by 2015.  

 Following are the top Pharmaceutical companies in India 

in terms of their turnover: 

Top 10 Pharmaceutical Companies in India 

• Ranbaxy Laboratories Ltd. 

With a turnover of ` 4,198.96 crore (` 41.989 billion) by 

sales, Ranbaxy is the largest pharmaceutical company in 

India.  

• Dr Reddy's Laboratories 

With the turnover of ` 4,162.25 crore (` 41.622 billion), 

Dr Reddy's Laboratories is the second largest 

pharmaceutical company in India.  

• Cipla Limited 

With the revenue of ` 3,763.72 crore (` 37.637 billion) 

Cipla is the third largest pharmaceutical company in 

India.  

• Sun Pharmaceuticals Ltd. 

Sun Pharmaceuticals Ltd. is the fourth largest 

pharmaceutical company in India with the total revenue 

of ` 2,463.59 crore (` 24.635 billion) and led by 

DilipSanghvi.  

• Lupin Labs 

Lupin Labs has the total revenue of ` 2,215.52 crore         

(` 22.155 billion) 

• AurobindoPharma 

Sales revenues stood at ` 2,080.19 crore (` 20.801 

billion) makes it the sixth largest pharmaceutical 

company in India.  

• GlaxoSmithKline Pharma (GSK) 

GSK is the seventh largest pharma company with the 

total sales revenue of ` 1,773.41 crore (` 17.734 billion)  

• Cadila Healthcare 

Eight largest company has the total sale revenue at           

` 1,613.00 crore (` 16.13 billion)  

• Aventis Pharma 

Aventis Pharma has the revenue of ` 983.80 crore            

(` 9.838 billion) and the ninth largest pharmaceutical 

company in India.  

• Ipca Laboratories 

Revenue of ` 980.44 crore (` 9.804 billion) makes Ipca 

India's 10th largest pharma firm by sales.  
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OTC Drugs  

 Over-the-counter (OTC) drugs are medicines that may be 

sold without a prescription, in contrast to prescription drugs. 

These items can be found on the shelves of grocery/cosmetic 

stores and bought like any other packaged product in some 

countries or in others may be bought "over the counter" from 

the pharmacy, while prescription drugs are sold at a 

pharmacy counter. The OTC pharmaceuticals market consists 

of traditional medicines, cough and cold preparations 

(tablets, mixtures, lozenges, topical remedies, inhalers), 

vitamins and minerals (multi-vitamins, single minerals, single 

vitamins, tonics, cod liver oil), indigestion preparations 

(tablets, powders, mixtures), analgesics (Paracetamol, 

Ibuprofen, Aspirin other analgesics), and medicated skin 

products (anti-bacteria's, acne treatments, anti-fungal, 

disinfectants and other), topical OTC medicines (anesthetic 

products, anti-itch products, antibiotic creams/gels), plasters 

and bandages (adhesive bandages/plasters, first aid tape, first 

aid kits and other (anti-smoking aids, rectal medications, 

eye/ear drops, sleeping aids, and motion sickness).   

Preference of OTC drug in some common illness:  

(i) Pain and inflammation 

(ii) General Weakness 

(iii) Acidity and Indigestion 

(iv) Chronic illness 

(v) Mental Disorder 

 Globally, over-the-counter (OTC) drug sales have been 

increasing in recent years. This trend is driven in part by 

aggressive efforts of global pharma companies to leverage 

the brand equity that major products have attained during 

the patent period. Other major winners in the OTC category 

include products where patients continue to buy particular 

remedies following an initial doctor’s prescription. Doctors, 

chemists or retailers and patient, all contribute vitally to this 

growth of OTC drugs. 

OTC Drug Market in India 

 Over-the-counter drug market in India ranks eleventh in 

the global OTC market and is expected to reach the ninth 

position within the next five years. Since Indian patients have 

a huge tendency for self treatment, the Indian market is 

characterized by a huge demand for OTC drugs. It is a highly 

fragmented market with a large number of foreign and 

domestic players. The growth in the OTC drug market is a 

result of rising consumer confidence in OTC products, 

increasing number of shifts from prescription to OTC drugs, 

increasing focus on brand building, booming retail growth 

and changing. The Indian Government, on its part has taken 

initiatives to reduce drug prices, has made certain reforms in 

the tax structure and has undertaken various other initiatives 

to promote the OTC market. 

 The OTC segment has been identified as key potential 

growth drivers for the Indian pharma industry.
1 

The OTC 

market was worth about US$1.8 billion in 2009, and is 

estimated to grow to US$11 billion by 2020 - a CAGR 

(compound annual growth rate) of 18%, with the potential to 

reach aggressive CAGR of 20%. The OTC drug market is 

consolidating its position, showing a higher growth rate as 

compared to the prescribed drug market. 

Top 30 OTC Brands in India and their % Market Share 

OTC Healthcare Brand % Share by 

retail value 

Company 

Vicks 5.2 Procter & Gamble Hygiene & Health Care 

Dabur 4.3 Dabur India Ltd. 

Iodex 2.8 GlaxoSmithKline Pharmaceuticals Ltd. 

Nutrilite 2.7 Amway India Enterprises 

Glucon 2.2 D Heinz India Pvt. Ltd. 

Hajmola 2.1 Dabur India Ltd. 

Band-Aid 1.6 Johnson & Johnson Ltd. 

Corex 1.5 Pfizer Ltd. 

Amrutanjan Pain Balm 1.5 Amrutanjan Ltd. 

Moov 1.4 Paras Pharmaceuticals Ltd. 

Himani 1.2 BoroplusEmami Ltd. 

Digene 1.2 Abbott India Ltd. 

Dettol 1.1 Reckitt Benckiser (India) Ltd. 

Revital 1.1 Ranbaxy Laboratories Ltd. 

Benadryl 1.1 Pfizer Ltd. 

Combiflam 1.0 Aventis Pharma Ltd. 

Becosules 1.0 Pfizer Ltd. 

Dexorange 0.9 Franco-Indian Pharmaceuticals Pvt. Ltd. 

Coldarin 0.9 Johnson & Johnson Ltd. 
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OTC Healthcare Brand % Share by 

retail value 

Company 

Liv 52 0.8 Himalaya Drug Co 

Phensedyl 0.8 Nicholas Piramal India Ltd. 

Haem Up 0.8 Cadila Pharmaceuticals Ltd. 

Neurobion 0.7 Merck Ltd. 

Electral 0.7 FDC Ltd. 

Crocin 0.7 GlaxoSmithKline Pharmaceuticals Ltd. 

Calpol 0.6 GlaxoSmithKline Pharmaceuticals Ltd. 

Woodward's Gripe Water 0.6 TTK Healthcare Ltd. 

Boroline 0.6 GD Pharmaceuticals Ltd. 

Zandu Balm 0.6 Zandu Pharmaceutical Works Ltd. 

Pudin Hara 0.6 Dabur India Ltd. 

Gelusil 0.1 MPS Parke-Davis (India) Ltd. 

Others 57.6  

Total 100  

 

 Though most the OTC drugs are an ayurvedic 

formulation, amongst the above list there are various core 

pharmaceutical drugs which started as prescribed medicines 

but now are sold over-the-counter without the doctors’ 

prescription.  

 Few of such medicines are: Combiflam, (Aventis Pharma 

Ltd.), Becosule (Pfizer Ltd.), Calpol (GlaxoSmithKline 

Pharmaceuticals Ltd.), Ciplox (Cipla Limited), Woodward's 

Gripe Water (TTK Healthcare Ltd.), Phensedyl (Nicholas 

Piramal India Ltd.), Digene (Abbott India Ltd.), Neurobion 

(Merck Ltd.), Liv 52 (Himalaya Drug Co), Corex (Pfizer Ltd.). 

 There are various reasons as to why these core 

pharmaceutical drugs are sold over the counter. Firstly, due 

to the high frequency of its prescription by the doctors, the 

use of these medicines has become common. Secondly, due 

to the predictability of the doctor’s prescription even the 

chemists don’t mind giving the same medicines without 

prescription. Lastly, due to regular use of such medicines, the 

patients don’t bother to consult the doctor for the same 

ailment and instead repurchase the same medicines that 

were prescribed previously, thereby saving the patient’s time 

and money. 

 As seen in the above growth rate figures, the growth rate 

of OTC drugs in India is circumventing the average growth 

rate of the pharmaceutical industry. No doubt, this robust 

growth for OTC drugs will further contribute to the whole 

pharmaceutical industry, at micro level the reasons for this 

growth has to be analyzed. 

 There is a rapid proliferation of drugs being switched 

from prescription (Rx) to OTC status and this has raised a 

number of important consumer behavior issues. This has led 

marketers to wonder how consumers’ health care 

preferences might change. There can be various reasons and 

factors which entails the customers to switch. The factors 

predominantly affecting this change in the consumer 

behavior can be education, occupation, experience, 

availability of registered medical practitioners, economical 

obligations, marketer’s activities, etc. Chemist’s influence also 

plays a vital role. 

(i) Consumer Awareness: Consumers, at all the level are 

getting educated and aware of available options in the 

market. The search for better option has intensified.  

Knowledge about the common ailments, its symptoms, 

its diagnosis and the remedy over those ailments is now 

known to patients. This has enhanced OTC drugs sale. In 

this case their previous experience plays a vital role. 

(ii) Cost & Time effectiveness: Purchasing a medicine without 

a doctors’ prescription is no doubt a cost saving as well 

as time saving affair. The patients save on their doctor’s 

consulting fee and the time for which they have to wait 

in the hospital/clinic. 

(iii) Chemists influence: The chemists play the influencer’s 

role in this buying process. In majority of the cases they 

assist the patients in selecting their medicine. Here is the 

most trusted element, next to the doctor. The major 

reason for the chemists to endorse the OTC medicines is 

that, it is easy to convince the patients to purchase the 

OTC medicines as these medicines are already known to 

the patients. Secondly, in majority of the cases, the profit 

margins on the OTC drug sale are higher than the 

prescribed sale. Therefore selling an OTC drug instead of 

a prescribed drug is beneficial to the chemist from 

financial point of view. The chemist has to suggest a right 

medicine to the patients not only for his financial 

benefits but also as a social obligation, relation with the 

patient, and to avoid further complication arising from 

irrelevant or inappropriate medication. 
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(iv) Marketing Activities: Marketers are adopting all the 

possible marketing tools to market their OTC brands. It 

can be noted that promotional activities of OTC drugs 

may even circumvent the FMCG promotion at various 

levels. For. e.g. 'Cipla I-Pill a Contraceptive brand was the 

most advertised brand on TV during January-September 

2007’. Marketers are not leaving a stone unturned to 

flash their brand to the consumers, doctors, wholesalers, 

retailers and the chemists. Trade promotion is conducted 

to motivate the retailers and chemists to promote the 

OTC brands. Branding is playing a decisive role in the 

success of the OTC brands just like any other brand.   

 Let me also enumerate some ‘unconventional ways of 

marketing’ by OTC companies: 

- Piramal Healthcare started an initiative in the Bollywood 

movie ‘Salaam Namaste’ where actress Preity Zinta 

attributes her clear voice to Strepsils. Second, for the 

‘Strepsils-Sa Re Ga Ma’ tie-up to release 12 music albums 

(twin CD packs) comprising retro originals. The ‘Sa Re Ga 

Ma’ tie-up is a unique brand exercise to leverage the 

brand's identity of a clear voice by associating it with 

public figures such as Asha Bhosle and Kishore Kumar. 

- As per regulations, marketers are not permitted to 

sample allopathic drugs outside a drug store. There are 

no such constraints on the OTC medicines.  FMCG major 

Procter and Gamble (P&G) India has emerged as a winner 

in the OTC category by implementing various promotion 

programs for Vicks (Vaporub, cough drops and Vicks 

Action 500). Their ‘Mass Consumer Contact’ program was 

a first-of-its-kind initiative that not only displayed the 

product but also allowed consumers to experience its 

effect first hand at small towns and villages, stores and 

cinema halls. In the early eighties P & G company hit 

upon a unique mass sampling idea. They released an ad 

in leading dailies which had a tear-off coupon at the 

bottom. Readers could exchange the coupon for two free 

Vicks Action 500 (VA500) caplets from the chemist store. 

This single initiative helped Vick Action 500, generate 

mass trials overnight. 

 This shows how the branding of OTC medicines is carried 

on, in an aggressive manner at par with FMCG, Consumer 

Electronics or Automobile products. 

 Consumer’s intensity to know more about OTC brands is 

as strong as that of a FMCG, automobile or an electronic 

product.  

 When asked about the sources from where they get the 

information about the OTC drugs, the consumers responded 

revealing the following figures:  

 (120 consumers of OTC brands were interviewed at the 

chemists/retailers counters) 

 

 Sources of Information about OTC brands  

Sr. No. Sources % Nos. 

1. Chemist/Retailer 25 30 

2. TV/Films 30 36 

3. Newspapers 11.66 14 

4. Relatives/Friends 23.34 28 

5. Doctors 10 12 

Tab 1.2: Sources of Information about OTC brands 

 

Sources of Information about OTC brands

0

5

10

15

20

25

30

35

Chemist/Retailer

TV/Films

NewsPapers

Relatives/Friends

Doctors

Sources

%
a

g
e

 o
f 

C
o

n
s

u
m

e
rs

 

Fig. 1.1: Sources of Information about OTC brands 
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 From the table 1.2 and figure 1.1, it is clear that the marketers are successfully formulating and implementing their 

marketing strategy with respect to branding and promoting the OTC brands. Mouth to mouth publicity through friends or 

relatives also play a major role in endorsing the OTC brands. 

 It is seen that not just patients, in certain cases, doctors too prefer to prescribe the OTC drugs. However this happens 

usually in minor ailments. For e.g. general weakness, muscular pain, tooth-disorder, cough and cold, etc.  

 (70 general practitioners and 30 Physicians were interviewed with the help of structured questionnaire.) 

General Practitioners prescribing OTC brands: 

Table 1.3: General Practitioners prescribing OTC brands 

Sr. No. Responses % Nos. 

1. Yes 37.14 26 

2. No 62.86 44 

 

Consulting Physicians Prescribing OTC brands:  

Table 1.4: Consulting Physicians Prescribing OTC brands 

Sr. No. Responses % Nos. 

1. Yes 26.66 8 

2. No 73.34 22 

 

 

 From the above two tables (table 1.3 and table 1.4), it is 

clear that highly qualified medical practitioners do not prefer 

to prescribe the OTC drugs where as the general practitioners 

don’t hesitate to do so. There can be various reasons and 

factors affecting their decision of to or not to prescribe the 

OTC drugs. 

 Factors affecting the doctors decision of to or not to 

prescribe OTC drugs 

• Diagnosis of the patient 

• Availability of the drugs at the chemists 

• Cognitive level of patients 

• Effectivity of the drugs 

• Fast recovery 

• Unavailability of prescribed drug 

• Economic condition of the patient 

• Doctor’s qualification & experience 

• Company’s promotional activities at doctor’s level 

 Some of the most prescribed OTC brands are Revital 

(Ranbaxy Laboratories Ltd.), Vicks Vaporub & Vicks Action 

500 (Proctor 7 Gamble Ltd.), D-cold Total (Paras Pharma), 

Gelusil (Wel lSpring Pharmaceutical Corporation), Digene 

(Abbot India Ltd.), Glucon-D (Heinz India Ltd.), Nutrilite 

(Amway Ltd.). 

 

Benefits & Risks related to OTC drugs:  

 This overall proliferation of OTC medicines though is a silver lining in the pharmaceutical industry, it comes with a darker 

side as well. Consuming or selling OTC medicines is associated with certain risks.  

Possible benefits: 

1.  Increased access. 

2.  Decreased frequency of visits to physicians, leading to 

lower healthcare costs. 

3.  Improved education of consumers. 

4.  Increased autonomy of patients. 

5. Decreased cost to third party players. 

Possible risks: 

1.  Inaccurate diagnosis. 

2.  Delay in obtaining needed therapy. 

3.  Use of suboptimal therapy. 

4.  Drug resistance. 

5.  Increased costs to patients. 

6.  Failure to follow label instructions (Adverse effects, Drug 

interactions). 

7.  Perceived loss of control by physicians. 

 

 Consuming Risk: OTC medicines are most often 

purchased without doctor’s prescription. The patients are not 

always aware of the contra-indications and side-effects that 

are associated with these medicines. Consuming medicines 

without this knowledge is like jeopardizing your health at the 

cost of complacency, time and money saving and the 

fallacious instant recovery. OTC drugs in case of children 

patient, pregnant women patient and in critical illness should 
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be strictly avoided. “Pharmacists are trying to sell more drugs 

over the counter, but is your chemist putting your life at 

risk?“, is the question to be answered. 

 Selling Risk: When a chemist is selling a drug without a 

proper prescription from a registered medical practitioner, he 

is doing that at his own risk. Norms laid by the FDA (Food & 

Drug Administration) and Drug Controller General of India 

(DCGI) are stringent and may also lead to cancellationof the 

chemist’s registration and other legal actions, if the chemist is 

found selling core-pharmaceutical drugs i.e. prescribed drugs 

without a proper prescription. If consumption of these drugs 

causes any side-effects or abnormalities in the patient, then 

the chemist is held liable for this. So, selling an OTC drug 

comes with an obvious risk. 

Conclusion: 

 OTC drug business is turning out to be the revolution per 

se, thereby changing the way, marketing is practiced in the 

pharmaceutical industry. The rate at which the OTC drug 

business in growing in India, if the same pace continuous, the 

pharmaceutical industry can achieve newer heights, 

consolidating its position at the global level. Marketers are 

being successful in their endeavor of putting the right foot at 

right place as far as branding and promoting the OTC 

medicines is concerned. Increase in consumer awareness and 

influence of the chemists/retailers are also important factors 

driving this proliferation of OTC medicines. Chemists and 

doctors however, have to be cautious before endorsing such 

medicines and should avoid every negligence at their level. 

Despite the benefits and a great future, the OTC drug 

business is pinned up with various risks at consuming, selling 

and prescribing level. “Caution” is the keyword, if OTC drugs 

business opportunities are to be explored successfully. 

However the sea change in the consumer behavior, 

marketing abilities and the favorable marketing environment 

is surely going to result in a paradigm shift in pharmaceutical 

marketing. 
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STUDY OF EMPLOYEES PERFORMANCE APPRAISAL IN ORGANIZATION 

Y. R. Thorat 

 

"Appraisals should be a learning and development initiative" 

 

ABSTRACT 

 Today’s organizations are continuously changing. Organizational change impacts not only the business but also its 

employees. In order to maximize organizational effectiveness, human potential, individual’s capabilities, time and talents must 

be managed. Human resource management works to ensure that employees are able to meet the organizations goals. 

Appraising employees on the basis of performance is a complex job, which requires observing their job behavior and assessing 

attitude towards the job and organization. Appraisals are also important to help staff members improve their performance and 

as an avenue by which they can be rewarded or recognized for a job well done. Today Humans are regarded as one of every 

company’s asset so they need to be efficiently and effectively managed. In appraisal programmers, more emphasis is given on 

employee’s skills, deficiencies and attributes.  

 

INTRODUCTIONS 

 Humans are an organizations greatest assets, without 

them, everyday business function such as managing cash 

flow, making business transactions, communicating through 

all forms of media, and dealing with customers could not be 

completed. Humans have the potentials they possess drive an 

organization. Performance appraisal is a method of 

evaluating the output of employees at the workplace, 

normally including both the qualitative and quantities aspects 

of job performance. It is a systematic and objective way of 

evaluating work related and behavioral aspects of employees. 

It is a process of establishing standards regarding employee 

performance at every level and matching individual 

performance to those standards. It is systematic effort on the 

part of management and has a direct linkage with induction, 

selection, training etc. of the employees. It identifies areas 

where the employees need training and provides data to 

determine promotions, transfers etc. Performance appraisal 

is the systematic description of an employee’s job relevant 

strengths and weaknesses. 

 The history of performance appraisal is quite brief. Its 

roots in the early 20
th

 century can be traced to Taylors 

pioneering Time and Motion studies. But this is not very 

helpful, for the same may be said about almost everything in 

the field of modern human resources management. As a 

distinct and formal management procedure used in the 

evaluation of work performance, appraisal really dates from 

the time of the Second World War. The human inclination to 

judge can create serious motivational, ethical and legal 

problems in the workplace. Without a structured appraisal 

system, there is little chance of ensuring that the judgments 

made will be lawful, fair, defensible and accurate. 

Performance appraisal systems began as simple methods of 

income justification. That is appraisal was used to decide 

whether or not the salary or wage of an individual employee 

was justified. If an employee’s performance was found to be 

less than ideal, a cut in pay would follow. On the other hand, 

if their performance was better than the supervisor expected, 

a pay rise was in order. As a result, the traditional emphasis 

on reward outcomes was progressively rejected. In the 1950s 

in the United States, the potential usefulness of appraisal as 

tool for motivation and development was gradually 

recognized. In many organization but not all appraisal results 

are used, either directly or indirectly, to help determine 

reward outcomes. Appraisal results are used to identify the 

better performing employees who should get the majority of 

available merit pay increases, bonuses and promotions. By 

the same token, appraisal results are used to identify the 

poorer performers who may require counseling or in extreme 

cases, demotion or decreases in pay. Whether this is an 

appropriate use of performance appraisal the assignment and 

justification of rewards and penalties is a very uncertain and 

continues matter.  

OBJECTIVES: 

1. To study the employees performance appraisal 

system in the companies. 

2. To study and analyze the effectiveness of present 

performance appraisal methods being followed in 

organization. 

3. To collect feedback of Appraiser and Appraiser 

about the existing performance appraisal method. 

4. To study the information about the drawback/short 

comings of the performance appraisal system in 

place in the organization. 

5. To study the process of performance appraisal in the 

organization. 
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STEPS INVOLVED IN PROCESS OF PERFORMANCE APPRAISAL 

 1. Performance objectives: Generally performance 

objectives are set jointly by the employee (appraise) 

and his manager (appraiser). 

 2. Establish performance standards: Appraisal systems 

require performance standards, which serves as 

benchmarks against which performance is to be 

measured. The standards should be clear, concise 

and incorporate all relevant factors. 

 3. Communicating the standards: The appraiser 

should prepare the job description clearly, help the 

appraise set his goals, analyze the result objectively, 

often coaching and guidance to the appraise 

whether required and reward good results. 

 4. Performance measure: After the performance 

standards are set and accepted the next step is to 

measure the actual performance. Managers 

measures actual performance involve personal 

observation, statically reports, oral and written 

reports. 

 5. Taking corrective actions if necessary: Corrective 

action may involve remedial training, counseling, 

mentoring, discuss the organizational goals, dispute 

and conflict resolution etc. 

BENEFITS OF APPRAISAL 

 1. It helps in identifying talent that can be groomed for 

higher positions in the organization. 

 2. It directs employees on a correct path of success. 

 3. It helps in motivating employees towards 

attainment of goals. 

 4. It helps in dealing with confirmation of employee 

based on their performance. 

 5. It helps the HR manager to ascertain whether their 

selection has been done properly or not. 

 6. It helps in identifying causes of deviation, if any 

 7. It determine the evaluation criteria. 

PERFORMANCE APPRAISAL METHODS 

 In a landmark study, Lecher and Teel (1977) found that 

the three most common appraisal methods in general use are 

rating scales (56%), essay methods (25%) and results oriented 

methods (13%). 

 1. Encourage Discussion: Research studies show that 

employees are likely to feel more satisfied with their 

appraisal result if they have the chance to talk freely 

and discuss their performance. It is also more likely 

that such employees will be better able to meet 

future performance goals. 

 2. Constructive Intention: It is very important that 

employees recognize that negative appraisal feed 

back is provided with a constructive intention that is 

to help them overcome present difficulties and to 

improve their future performance. 

 3. Set performance goals: Goals settings is an 

important element in employee motivation goals 

scan stimulate employee effort, focus attention, 

increase persistence, an encourage employees to 

find new and better ways to work.   

 4.  Set Performance Goals: Goal-setting is an important 

element in employee motivation, Goals can  

stimulate employee effort, focus attention, increase 

persistence and encourage employees to find new 

and better ways to work. It is clear that goals which 

are "Specific, difficult and accepted by employees 

will lead to higher levels of performance than easy 

vague goals or no goals at all.  

 5.  Appraiser credibility: It is important that the 

appraiser (usually the employee's Supervisor) be 

welt informed and credible. Appraisers should feel 

comfortable with the techniques of appraisal and 

should be knowledgeable about the employee’s job 

and performance when these conditional exist, 

employees are more likely to view the appraisal 

process ad accurate and fair. They also express more 

acceptance of the appraisers feedback and a greater 

willingness to change. 

  (i)  Essay Method: Approach, the appraiser 

prepares and written statement about the 

employee being appraise. The statement 

usually concentrates on describing specific 

strength and weaknesses in job performance. 

It also suggests courses of action to remedy 

the identified problem areas. 

  (ii)  Results Method  

  Management By Objectives (MBO): The use of 

management objectives was first widely advocated 

in the 1950s by the noted management theorist 

Peter Ducker. MBO methods of performance 

appraisal are result oriented That is, they seek to 

measure employee performance by examining the 

extent to which pre determined work objectives 

have been met usually the objectives are 

established jointly by the supervisor and 

subordinate 

  Forex: Objective for a Sale manager might be 

increase the grass monthly Sales volume to $250000 
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by 30 June once on objective is agreed the 

employee is usually expected to self audit that is to 

identify the skills needed to achieve the objective. 

Typically they do not rely on others to locate and 

specify their strengths and weaknesses. They are 

expected to monitor their own development and 

progress. 

 6.  Human Asset Accounting Method: This method 

evaluated on employee based on the costs incurred 

on him and the monetary returns he derives to the 

organization. Thus employees performance is 

appraised on the basis of the cost and benefit 

relationship. 

 7.  360 Degree Method of Appraisal: 360 degree 

feedback, also known as Multi-rater feedback is the 

most comprehensive appraised where the feedback 

about the employees performance comes from all 

the sources that come in contact with the employee 

on his job. A 360 degree appraisal is generally 

ground more suitable for the managers as it helps to 

assess their leadership and managing styles. This 

leadership and managing styles. This technique is 

being effectively used across the global for 

performance appraisals. So of the organizations 

following it are Wipro, Infosys, Reliance, Industries 

etc. 

REVIEW OF PERFORMANCE APPRAISAL SYSTEM: 

 Over the years, there has been more and more articles 

on the negative effects of the current design of many 

performance appraisal systems. Infect more and more 

consultancy and Software companies have collaborated and 

developed software to help companies automated their 

system. Accenture has earlier in 2015 removed performance 

appraisal completely from their system. The entries of SMART 

goals, Key performance indicators, competencies rating have 

turned from a 'paper exercise' to a 'mouse and keyboard' 

exercise, due to this automation trend Many employees do 

not believe in the effectiveness of the system. This is 

especially true if the organization is using a forced ranking 

system. 

 Managers are forced to differentiate from employee to 

employee even though it is hard to compare two employees 

doing different work. 

Trends and Solutions 

 A more always from annually conducted appraisal cycle 

to more frequent coaching conversations In may 

organizations, appraisals are done annually. It this still 

effective and one of the main change is that the current work 

force are more of knowledge workers. They learn and adopt 

faster that workers in previous generations. SMART goals are 

also continuously changing as the year progresses due to the 

ever changing economical or industrials environment poor 

performers can also take earlier corrective action after each 

cycle. 

2.  A more amicable ranking / rating system 

 Many organization still uses the old system of 1-5 rating, 

with a percentage tagged to each rating. This system forces 

managers to choose a best and a worst from the team. The 

teams are assessed based on their overall performance and 

set goals. This system promotes team work, putting team 

before self and better cohesiveness A 70-20-10 rating system 

is recommended 70% being the average performer, 20% 

being the above overage, and 10% being the top performers. 

3.  Quantitative Bonus rather than percentages  

 Currently, many organizations are still using the 

percentages of monthly salary as a basis of giving bonus out 

to employees. This system is becoming less and less popular. 

By combining this system with the 70-20-10 rating system, 

managers can given differentiating amounts to the 

employees within the 70% rating. It allows managers to give 

individuals the amount of bonus, based on the amount of 

work done, and not the amount of salary they are drawing. 

4.  Focusing on the future 

 Appraisals were very backward forced what happened? 

What went will? What did you do wrong? What this your 

grade? Increasingly there is a focus on the objective setting, 

development plan and the future. How will we improves. 

How do we achieve more in the coming year? This is a 

particularly positive change that leads to improved 

conversations. 

DRAWBACKS OR SHORTCOMINGS OF THE PERFORMANCE 

APPRAISAL SYSTEM 

1. Problem of Leniency or strictness. 

2. Many raters are too lenient in their ratings. High scores 

may be given to all employees, even if they have no 

merit. Also a reverse situation may take place, where  all 

employees are rated very strictly and very low scores are 

given. 

3. Central Tendency: Sometimes a rater given only middle 

range scores to all individuals extremely high or low 

scores are avoided. 

4. Personal Bios: Performance appraisal is affected by 

personal bios of the rater. If the rater had good relations 

with the rate, he may give higher scores to the retie, 

even thought the rate does not deserve such high scores. 

5. Paper work: The performance appraisal reports are not 

used by some organizations. They are conducted just as a 

formality or for name sake. 

6. Spillover Effect: In the case, A person who has not done a 

good job in the past is considered to be bad for doing 

present work. 
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FINDING/RESULTS 

 It has been found that there is an increasing trend 

towards integrating traditional HR functions into wholesome 

strategic approach to human capital management. Some 

integration \opportunities included : 

4.1  Aligning employee goals with corporate goals 

4.2  Linking reward and recognition programs to performance 

4.3  Targeting learning and development performance gaps 

4.4  Identifying skills and competencies of top performers for 

retention and succession planning 

OTHER (SIGNIFICANT FINDING RE AS UNDER) 

 1.  The strongest impact of HR practices can be 

observed in those organization that have strong 

leadership able to differentiate between 

performances and give performance messages 

 2.  It is important to engage the employees with 

motivation and ability in discretionary behavior 

through consistent HR policies. 

 3.  Effectiveness of HRM policies largely depend on 

organizational culture, that requires a managerial 

style which is decentralized and expertise oriented. 

 4. Past research amply reflects that impact on 

performance will be far greater when HR practices 

are used in conjunction with each other instead of 

employing these in isolation. In other words, 

bundles of practices will result into more dramatic 

changes. 

 5.  It is imperative to carry out an ongoing goal review 

and get feedback form managers. The goals can be 

manipulated keeping in view various organizational 

and contextual factors. 

 6.  HRM policies cannot effect organizational 

performance directly. Their impact is mediated by 

certain other factors including employee skills, 

attitudes, and behavior. 

RECOMMENDATIONS 

 An effort has been made in this research to close gap in 

research by examining the effects of HR practices. The results 

assist managers in finding appropriate HR practices. Few 

pertinent recommendations are: 

 1. Significance of HR as an important tool of successful 

organization when suitably aligned with 

organizational goals stands affirmed. Bundling of HR 

practices should facilitate the attainment of 

strategic objectives which are in larger 

organizational interest. In other words employees 

may be used as source of strategic competitive 

advantage. 

 2. It is imperative to build supportive organizational 

culture for HR practices, focusing on enhancing 

performance. 

 3. Test of leadership lies in resorting to those HR 

practices that are likely to raise the performance to 

a new high. Therefore leadership should have clear 

vision and communicate these visions to the 

employees. 

CONCLUSIONS: 

 Te employee performance has such a significant impact 

that an organization success or failure is dependent on it. For 

that reason, companies are highly engaged in employee 

development and investing large sum of money in this regard. 

The research had proposed certain identified key variables. 

The variables were amiably skill growth employee learning, 

employee attitude, self directing learning and employee 

performance. The world of performance management is 

drastically changing from what it was just a decade ago. More 

companies are choosing to focus on company goals rather 

that employee metrics. The older, date based methods of 

evolution have proved themselves ineffective while some 

companies have already adopted many of there current 

management trends, we expect them to become even more 

widespread as the negative effects of traditional performance 

management continues to come to light placing employees 

on a number scale just does not work. It breeds competition 

and leads to a less productive work force overall. Instead, 

more business will evaluate their. Staff by how successful 

each member is at working towards company goals. instead, 

business leaders should focus on increasing employee 

satisfaction to deliver better long-term results. Many 

organizations have already realized yearly assessments are an 

inefficient way of measuring employees. According to a 

recent survey heavy emphasis on leadership development. In 

fact, 63 percent of workless aged 34 and below from all over 

the world complain they aren’t being properly trained for 

commanding positions at work. As a result there younger 

staff members are more likely to frequently change jobs, 

searching for an employer who cares for their professional 

development. Every organization will understand the benefits 

of revised performance management methods and work 

towards better practices. 
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AN ANALYTICAL STUDY OF E-MARKETING PRACTICES OF AGRO-PRODUCTS 

Shivlal. N. Nanaware 

Dr. Shivaji D. Takalkar 

INTRODUCTION:

 The term agricultural marketing is composed of two 

words agriculture and marketing. Agriculture, in the broadest 

sense, means activities aimed at the use of natural resources 

for human welfare, and marketing connotes a series of 

activities involved in moving the goods from the point of 

production to the point of consumption. Specification, the 

subject of agricultural marketing, includes marketing 

functions, agencies, channels, efficiency and cost price spread 

and market integration, producer’s surplus etc. The 

agricultural marketing system is a link between the farm and 

the non-farm sectors. 

1.  India’s Agriculture and Agricultural marketing: 

 In India Agriculture was practiced formerly on a 

subsistence basis; the villages were self sufficient, people 

exchanged their goods, and services within the village on a 

barter basis. With the development of means of transport 

and storage facilities, agriculture has become commercial in 

character; the farmer grows those crops that fetch a better 

price. Marketing of agricultural produce is considered as an 

integral part of agriculture, since an agriculturist is 

encouraged to make more investment and to increase 

production. Thus there is an increasing awareness that it is 

not enough to produce a crop or animal product; it must be 

marketed as well. 

 Agricultural marketing involves in its simplest form the 

buying and selling of agricultural produce. This definition of 

agricultural marketing may be accepted in olden days, when 

the village economy was more or less self-sufficient, when 

the marketing of agricultural produce presented no difficulty, 

as the farmer sold his produce directly to the consumer on a 

cash or barter basis. But, in modern times, marketing of 

agricultural produce is different from that of olden days. In 

modern marketing, agricultural produce has to undergo a 

series of transfers or exchanges from one hand to another 

before it finally reaches the consumer. 

Definitions: 

1. The National Commission on Agriculture defined 

agricultural marketing, ‘as a process which starts with a 

decision to produce a saleable farm commodity and it 

involves all aspects of market structure of system, both 

functional and institutional, based on technical and 

economic considerations and includes pre and post- 

harvest operations, assembling, grading, storage, 

transportation and distribution’. 

2. The Indian council of Agricultural Research defined 

involvement of three important functions, namely          

(a) assembling (concentration) (b) preparation for 

consumption (processing) and (c) distribution. 

E-MARKETING: 

 Nowadays Electronic communication media has rapidly 

become a powerful alternative marketing tool for many 

companies which use it to promote and sell products more 

quickly and efficiently. One of the characteristics of the 

Electronic communication media is that it allows almost 

anyone in the supply chain to reach customers more directly 

and at much lower costs than using other media. For 

example, large input supply companies have taken advantage 

of the Internet by building online market places where 

farmers can freely gather information on products such as 

seed, fertilizers, and equipment. The main  advantage for 

these companies is lower transaction costs and increased 

product awareness and visibility.  

 Internet is very powerful Electronic communication 

media. Internet access not only allows farmers to manage 

input supplies more easily, it also provides them with a direct 

marketing alternative. Internet direct marketing activities as 

defined in this study include all online and offline activities, 

conventional direct marketing methods of farm products. 

Indeed, it allows one to broadcast one’s message to a 

potentially large audience without costly advertising 

expenses, and to keep in touch with the customers through e-

mail newsletters. 

 In addition to individual online marketing efforts, a few 

attempts have been made to create centralized online 

marketplaces where consumers can contact and buy directly 

from a larger number of farmers. 

RELEVANCE OF THE STUDY: 

• Academic: Agriculture is the largest livelihood provider in 

rural India. In spite of this, the small farmer’s gains are 

not enough compared to the efforts put in and 

agriculture cost inputs; this can affect the agricultural 

productivity and food security of the nation. In the 

agriculture sector, constant application of latest ideas 

and better technologies is essential to enhance the 

economic well being of the farmer. The bane of Indian 

agriculture is not lack of technology, R&D efforts; it is 

inadequacy and inefficiencies in the dissemination of 

relevant information to the farming sector. So, 

Information and Communication Technology along with 

marketing management in agriculture can act as a driving 

force in the development process. 
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• Policy: The Vision 2020 document of the Department of 

Agriculture and Co-operation envisages that "the tools of 

information and Communication technology will provide 

networking of Agriculture Sector not only in the country 

but also outside. The Center and State Government 

Departments will have reservoir of databases. And it will 

also "bring farmers, researchers, scientists and 

administrators together by establishing "Agriculture 

Online" through exchange of ideas and information. 

There are several Ministries/Departments in Government 

dealing with Agricultural Marketing. 

• Research: There is a need for Integrated Website for all 

agencies, of both State and Central Government, 

involved in Agricultural marketing services using ICT like 

APEDA, APMCs, CWC, SWCs, CACP, CCI, DMI, FCI, JCI, 

KVKs, MPEDA, NAFED, TRIFED, NCDC, NDDB,NHB, SAMBs 

etc. 

 Establishment of AGMARKNET Nodes at KVKs and 

Panchayats and computerization of all mandies/APMCs. 

Wholesale markets should have WiMAX based Internet 

Hubs. ICTs cannot succeed on a stand-alone basis and 

need to be supplemented by other programmes.            

E.g. Academic and Research data in Agriculture marketing 

needs to be digitalized and it is also necessary to make 

available the digitalized literature in local languages. 

Support is also needed to facilitate Cross-flow of 

information. 

STATEMENT OF RESEARCH PROBLEM: 

 In this study, an attempt is made to analyze the                  

E-marketing of agricultural produce. The present study is 

important because Indian Economy is agricultural Economy 

and at present this sector contributes nearly 22% to India’s 

GDP. This study focuses on marketing of agriculture produce, 

which is perishable and needs immediate marketing. The 

Govt. of Maharashtra established Agriculture Produce Market 

Committees for regulating marketing of Agriculture produce. 

The present study has come out with listing of present 

marketing system, difficulties in marketing of agriculture 

product and E-marketing of agriculture product. The present 

study has proved that there is need of E- marketing system 

for agricultural produce. 

RESEARCH OBJECTIVES OF THE STUDY: 

Sr. 

No. 

Objectives Justification 

1. To study and evaluate the present 

agriculture marketing procedure/ 

system. 

• The present study came out with listing of present marketing system, 

difficulties in marketing of agriculture produce and E- marketing of 

agriculture product 

2. To find the difficulties faced by the 

farmers and traders in present 

marketing system. 

 

• When farmers sell their agricultural produce directly to consumers the 

farmer may have to stay at the market place for long time.  

• When selling to traders in towns 

 Through middlemen there may be chances of cheating them.  

• Sells of agricultural produce take place in absence of farmers. 

• The visiting trader sometimes finds that promised quantities not 

available 

3. To assess the possibilities and potentials 

of direct marketing of agricultural 

produce through E-media. 

 

• Farmer has faced serious difficulties in selling their produce. But 

farmers, along with development agencies and governments, treat the 

traders who market their produce with suspicion and mistrust. Here      

E-marketing worked very well. 

4. To recommend the changes for 

improving the efficiency of E-marketing 

of Agricultural produce 

• Strategic review of existing online activities and development of 

farmer’s future online strategy. 

• Understanding international best practices, effective tools and 

strategies in the area of e-Marketing. 

• Embedding e-marketing practices and skills in farmers and traders by 

developing the capabilities of them. 

6. Hypothesis of the study: 

Sr. 

No. 

Hypothesis Justification 

1. The E marketing system shall change 

the nature and constitution of the 

Conventional marketing system.   

 

For testing hypothesis one, questions were asked to farmers, traders and 

consumers is about their experience and observation in conventional 

market; as consumers  are in contact with urban distribution channel 

member as well as rural consumers. In this connection; variables are 

considered for collecting market information.  



JOMAT Vol. 5 No.1 July – December 2016 ISSN No. 2278-9316 
 

(69) 

Sr. 

No. 

Hypothesis Justification 

2.  Farmers, Traders and other 

stakeholders are marginally awarded 

about E- marketing.  

Major farmers, traders and stakeholders have idea and agreed to accept 

the e-marketing concept.  

3. The E marketing system shall improve 

market efficiency and quality of delivery 

System and profitability from the point 

of view of farmers, traders and other 

Stakeholders. 

In testing this hypothesis, farmers delivered the product to traders as well 

as to their direct consumer. In this connection; variables are considered for 

collecting information about e-marketing.   

4. The E marketing system cannot become 

successful without removing 

Psychological, structural and knowledge 

barriers to the concept. 

 

We focus on developing these areas 

• Marketing – message to your target audience 

• Technology – using the correct tools 

• People – ensuring  team is educated 

• Metrics – measuring everything 

• Strategy – digital and business strategy is aligned 

 All factors make success to remove all mentioned barriers to the                      

e-marketing concept  

7.  Review of Literature: 

 Review of important and relevant literature on the study: 

Reference books on Rural and Agricultural marketing are 

reviewed for analyzing the present marketing system of the 

Agro-products. The importance and the objectives of 

Agricultural marketing in India are reviewed in the light of the 

inadequacies of   the present marketing system.  Research 

papers published in Journals, especially the ones highlighting 

the emerging trends in Agro markets are referred wherever 

necessary. Websites concerning the topic are explored to 

review the success rate of direct internet marketing of Agro 

products in the U.S. Researcher has reviewed the following 

books and articles. 

Sr. No Name of the books and articles  Name of the Auther 

1. Indian Economy Datt and Sundharam 

2. Marketing management 4
th

 edition  Ramaswami and S. Namakumari 

3. Marketing research – tools & techniques     Nigel Bradley 

4. Online Marketing: A customer- led approach Richard Gay, Alan Charles worth and Rita Esen 

5. E-marketing 5
th

 Edition  Judy Strauss and Raymod Frost 

6. Rural and agricultural marketing  Ramkishen Y 

7. Agricultural economics  S.Subbo Reddy 

8. Internet Marketing  Dave Chaffey, Fiona Ellis-Chadwick 

9. ICT and Rural Development in India  Sukhvinder Kumar Multani 

10. ICT for Rural Community Development  Eknath Khatiwada 

11. Information and Communication Technology and 

sustainable development  

Amrita Singh 

12. The Role of e-Panchayats By B. P. Gupta 

13. Developing IT networks in Rural India  By P. Vijaya Kumar  

14. Communication and Information Technology for rural 

development  

B. S. VasudeveRao 

 

15. Effect of mobile telephony on empowering rural 

communities in developing countries  

Chaitali Sinha 
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RESEARCH METHODLOGY 

A Sources of data collation: 

 The researcher has collected data from two sources     i.e.  

 (i)  Primary Sources: The data is collected through 

observation and questionnaire method. 

 (ii) Secondary Sources: The researcher used reference 

books, articles, news papers, and websites relating 

to direct marketing for the collection of secondary 

data. 

(A) Primary Data:  

 In order to get first hand and authentic data the 

researcher has used the following methods. 

 1.  Observation Method: In order to study the 

effectiveness of present agricultural marketing system the 

researcher has observed various markets .This methods 

helped to collect unbiased information. 

 2. Questionnaire Method: The researcher has 

systematically framed the questionnaire to collect the data. 

Basically three questionnaires were framed one for farmers 

and other two are traders and consumers respectively. 

Objective type the questions were framed with multiple 

choices. 

(B)  Secondary Data: 

 Secondary data was collected through various published 

sources i.e. reference books, journals, newspapers, reports, 

records available with this market. 

 1.  Reference books: the researcher has gone through 

various reference books related to Indian 

Agricultural and Agricultural Markets. He has 

referred more than 25 reference books of relating 

subject. 

 2.  Articles: The researcher has referred various articles 

published in reputed journals more than 15 articles 

have been referred relating E-marketing, Use of ICT 

in rural area, Online Marketing etc. 

 3.  Websites Related to Direct Marketing: The 

researcher has gone through various websites 

relating to direct marketing through internet to 

know the current development in marketing field. 

 

B: - Sample size of the study: 

Sr. No. Name Number included in the 

Sample frame 

Number to whom 

questionnaire sent 

Number of responses 

received 

Methods 

Used 

1. Farmers 300 300 

 

263 Random sample 

method 

2. Traders 70 70 56 

 

Random sample 

method 

3. Consumers 500 500 450 

 

Random sample 

method  

Criteria of sample selection: 

 For the purpose of the present study the researcher has 

considered the following classes of respondents 

   Farmers: The population of farmers in the area under 

study is very large. As such the researcher select 

representative sample which is 300.This will cover farmers 

from different locations with different income group and 

cropping pattern. 

• Traders: A representative sample is 70 traders who 

facilitate the farmers and the marketing process through 

internet also be covered in the study. 

• Consumer: The marketing process has influenced the 

traders, farmers and consumers; the researcher has 

studied large number of consumers who preferred to buy 

agro produce through internet.  

Justification: 

 The above sample size is justified on the following 

grounds: 

• Farmers: The sample of 300 farmers is representative in 

nature. It is large enough to cover the different facts of 

farmers who avail internet facilities for the marketing of 

agro-produce.  

• Traders: A good number of traders now adapt e-trading 

system. This sample of 70 respondents shall help to know 

their views and opinions as to the merits and limitations 

of e-trading. 

• Consumers: The most important part of the study is the 

consumer. In this study the researcher has identified the 

ideas, views and opinions of consumers towards e-

marketing with their economic implication. 

C: - Method of analysis and Statistical Tools Used: 

 All completed questionnaires were scrutinized carefully; 

the list of required tables and output was prepared. After 

thorough discussion with computer experts, programme for 

computerization was prepared and finally all data were 
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computerized with great precaution to avoid errors in 

computerization. After getting data computerized they were 

presented in different tables with the help of SPSS software. 

Mean, Mediation, variance, mode and distribution are 

calculated. The statistical tools like tabulation, average, 

percentage, std. deviation, mean, are used for analyzing the 

data. 

RESEARCH FINDINGS  

9.1.1 Increase the effectiveness through E-marketing 

 

Completely 

agree 

Agree Completely 

disagree 

Disagree Neutral 

 F T C F T C F T C F T C F T C 

Easy Transaction 124 6 -- 105 34 -- 9 0 -- 5 4 -- 20 12 -- 

Legal Transaction 95 8 148 124 22 240 11 4 2 11 6 20 22 16 40 

Legal Evidence 88 8 126 123 26 206 28 2 14 4 4 32 20 16 72 

Less crowd in market place 72 8 130 133 36 216 32 2 6 4 2 28 22 8 70 

Minimize unnecessary burden 

on administration 
96 6 146 121 22 222 32 6 14 9 2 14 5 20 54 

Transparency in transaction 124 8 152 98 20 218 9 6 20 11 2 18 21 20 42 

  

 As shown in table, more than 87% of the farmers, 71% of 

the traders are agreed to find out the easy transaction. More 

than 83% the farmers, 53% of the traders and 86% the 

consumers are agreed for the legal transaction.  More than 

80% of the farmers, 60% of the traders and 73% of the 

consumers found good response to legal evidence process.  

More than 77% of the farmers, 78% of the traders and 76% of 

the consumers found fewer crowds in the market due to                    

e-marketing. Around 82% of the farmers, 50% of the traders 

and 82% of the consumers come to know that                            

e-marketing minimise burden of administration. At around 

89% of the farmers, 50% of the traders and 81% of the 

consumers found there was a transparency in transaction.   

9.1.2 Increase profit through e-marketing  

 As per the observation from framers and traders 88% of 

the farmers 5% of them save the commission, 87% of the 

farmers save in selling expenses, more than 81% of the 

farmers find control on illegal practices in the market, more 

than 64% of the farmers find easy way to get seed 

information while 58% of the farmers get the pesticides 

information through e-marketing activities. In case of the  

traders  75% of them understand current trends of market, 

more than 65% of the traders make their planning about 

agricultural  product ,50% of the traders  supply these 

products according to the  demand, about 42% of the traders 

directly sell out these products to their customers, more than 

64% of the traders are able to minimize their daily routine 

management, more than 60% of the traders observe that 

their sales expenditure is decreased and around 39% of the 

traders observed that the unwanted expenditure is also 

decreased.(Tables 5.1.6&5.2.24.1) 

9.1.3  Barriers in uses of e-marketing.  

 As per the observation noted by the researcher, it comes 

out that, around 94% of the farmers, 86% of the consumers 

and 82% of the traders observed that there are less facilities 

related to information technology available in the rural area., 

91% of the farmers, 84% of the  consumers and more than 

82% of the traders stated that there were less financial 

assistance from the financial institution specially in the rural 

areas, 90% farmers, 86% of the  consumers and 78%of the  

traders observed that they are not up to the mark for 

utilization of e-marketing facilities.89% of the farmers, 86% of 

the consumers and 82% of the traders did not have sufficient 

knowledge about the internet as well as around 84% of the 

farmers and 75% of the traders are not aware about major 

equipment utilization of the e-marketing process, while 85%  

of the farmers, 87% of the consumers as well as 78% of the  

traders face electricity problem  in the major rural areas. 

(Tables 5.1.8 & 5.26.1)  

SUGGESTION FOR MAXIMUM USE OF E-MARKETING  

 The researcher has assigned some variable so that he can 

be properly observed that the reading of farmers, traders and 

consumers.  As per that, for improvement in information 

technology facilities require to increase of e-marketing, 91% 

of the farmers, 86% of the consumers and all the traders 

require faculties to be provided in the rural areas. (Tables 

5.1.9 & 5.2.27)  

1. To have more efficient and effective of e-marketing, 92% 

of the farmers, 86% of the consumers and all traders 

suggested that Government must implement various 

policies for E-marketing practices in rural area. 

2. To understand and learn properly e-marketing concept, 

92% of the farmers, 86% of the consumers and all traders 

forced to establish the e-learning institution in the rural 

area.   

3. To have a good sell of their agriculture produce, 86% of 

the farmers, 82% of the consumers and all the traders 

suggested that e-cooperative societies should be 

established.  
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4. To promote their good produce to the consumers or to 

purchase good seed, pesticides, or require to hire or 

purchase of material,  85% of the farmers, 83% of the 

consumers and all the traders expect to promote private 

organizations to develop agricultural based websites.  

DISCUSSION AND RECOMMENDATIONS 

 The survey reveals that the most of the farmers involved 

in Internet direct marketing activities to see the Internet as 

an online selling tool. However, most of them see the 

Internet as a way to expand their local customer base or 

increase sales from existing customers rather than acquire 

new customers outside their local areas, the farmers’ 

surveyed invested increasing amount of money. Although it 

was not apparent in the econometric analysis, farmers' 

rankings of success factors suggests that the amount of time 

invested and available is much more important than the 

amount of money invested to achieve noticeable results. 

Given that farmers report an average increase of total 

revenue of 27% as a result of their Internet marketing 

activities during the year 2000, time spent on Internet 

marketing may be time well spent for farmers already 

involved in conventional direct marketing activities. Note that 

the sales made through traditional channels as a result of 

farmers' Internet marketing activities increased over the 

years, from less than 1% in 1998, to 5% in 1999, and more 

than 6% of total sales in 2000.  Hence  

1. Farmers consider using the Internet as a direct marketing 

tool should be aware that the Internet can reinforce sales 

through traditional channels but that this spillover effect 

can take some time before it becomes significant. 

Farmers surveyed said that the type of product offered 

for sale is the most important factor in achieving Internet 

direct marketing success. However, the importance of 

this factor is not confirmed in our statistical analysis. 

Hence, 

2.  While types of product offered is certainly important, 

success does not depend on whether a farmer markets 

products in one of the relatively broad product 

categories defined in the survey. In other words, a 

farmer may be equally successful or unsuccessful at 

selling a given type of products that fits in any one of 

categories. Our results also suggest that the variety of 

products offered by each farmer may not be an 

important success factor.  

The Internet marketing literature often suggests that 

products which are not standardized and which requires 

touch, taste or smell to be evaluated will be hard to sell 

over the Internet. Most farm products have these 

characteristics, which may explain why many farmers 

expect to use the Internet to expand sales to local 

customers rather than to target more distant customers.  

3. This may also be explained that they feel offering 

shipping and delivery services are important in achieving 

Internet direct marketing success, only one fourth of the 

respondents actually offer such services.  

 Location near the major urban centre is not an important 

factor for e-marketing success. It is confirmed that the 

farmers directly in their ranking of the most important 

success factors, but also by the statistical analysis. The 

implication is that farmers located near smaller markets 

may also benefit from developing an Internet direct 

marketing strategy.  

4.  Farmers Internet direct marketing strategy needs to 

include the development of company web site featuring 

the products for sale. The company web site does not 

necessarily need to feature credit card payment options, 

but need to be updated regularly.  

5.  Membership or listing in a specialized marketplace such 

as e-cooperative society appears sufficient to achieve 

Internet marketing success.  

6.  In addition to the private company web site, it appears 

that sending regular emails to customers would be an 

important component of the Internet strategy.  

 From the point of view of the traders, because of              

e-marketing, they can save their valuable time, money and 

try to give the proper services to farmers as well as to the 

consumers.  

 The larger farms appear to have a higher probability of 

increasing total revenue through Internet marketing, even if 

farmers expect Internet marketing success is not related to 

farm size. Older Internet direct marketers are not significantly 

less or more successful than younger ones, but the average 

age of our sample indicates that farmers involved in direct 

marketing activities are relatively younger farmers when 

compared to the average farmer population 

CONCLUDING REMARKS  

 The objective of this study is to examine some of the 

factors that affect the success of e-marketing. The majority of 

the farmers surveyed already describe their online activities 

as successful. While most use the Internet as a selling tool, 

many farmers use it as an information and advertising tool to 

increase sales in their local area and build consumer loyalty 

via email newsletters. Only one fourth of the farmers 

provided long-distance shipping services early, effectively 

limiting the potential of e-marketing for their businesses.  

 Perhaps the most important result of this study is the 

qualitative and quantitative evidence gathered on the spill 

over effect of e-marketing activities on conventional direct 

marketing activities. It confirms the unverified hypothesis 

made in our preliminary study that e-marketing and 

conventional direct marketing activities may be 

complementary.  

 Farmers felt that time and expertise was among the most 

important factors to succeed. Indeed, time is needed to keep 

the web site updated, and expertise is necessary to offer a 

better online experience to customers and to reduce time 

spent on online marketing efforts. The importance and 

benefits of Internet and computer expertise is confirmed by 

our finding in the cross-tabulation analysis that a significant 

number of successful farmer-direct marketers also managed 
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to save time on promotion and advertising by using the 

Internet. Many appear not to be fully aware of the numerous 

free tools and services (e.g., free registration on major web 

portals such as Yahoo) available to them on the Internet. 

More facilities have to improve in the rural areas so that 

major farmers can make use of e-marketing and can gain 

maximum profit, save time, money and effort so selling their 

product in the market.  

 The sample of farmers surveyed appears to be composed 

mostly of relatively small farmers with varying degree of 

involvement in e-marketing. Further research is needed on 

the marketing and management practices of the most 

successful and committed farmer-direct marketers identified 

during the survey. Customer surveys may also be necessary 

to determine what type of farm products are most likely to be 

successful on the Internet, as this was identified as one of the 

key success factor. 

 Innovations in the agricultural e-marketing system and 

their subsequent adoption result into higher rewards. Yet, the 

adoption of modern agricultural technologies such as new 

crop varieties has to develop and thus. Study even in depth to 

find out which factors influence farmer adoption of 

agricultural e-marketing? More interestingly, the advent of 

technology has received mixed reactions from both 

developed and developing world. Provide the electricity 

continuously for the rural areas, start the e-learning centre 

for the farmers in numbers so that, major farmers class will 

motivate and easily he will adopt the information technology 

properly.  

 Consumer perceived benefits and choice of name are 

equally important factors for the success of a brand in the 

market. It does not matter how good a product’s brand name 

is, it will not compensate for inadequacies in that product. 

Similarly, an unimaginative or inappropriate brand name can 

adversely affect the prospects of a good product. From the 

agriculture e-marketing, consumers will get the entire agro 

product at his door step as well as he will read time to time 

proper information about this agro-product. The benefit 

automatically increases the sell of agro products and direct 

benefit gets to farmers.  

 Both product-related and consumer-related 

characteristics can be used to segment the e-market. 

Consumer demographics, preferences, and behaviors have 

often been used in segmenting markets. Markets can also be 

segmented based on product characteristics such as: size, 

color, and price. 

TESTING OF HYPOTHESIS: 

Hypothesis # 1 

 Null hypothesis (H0): The E marketing system shall not 

change the nature and constitutions of the conventional 

marketing system. 

 Alternative hypothesis (H1) The E marketing system shall 

change the nature and constitutions of the conventional 

marketing system. 

 For testing hypothesis one, questions were asked to the 

farmers about their experiences and observations on 

effectiveness of e-marketing; as farmers are in contact with 

urban distributors, channel members, as well as rural 

consumers. The variables are considered for collecting 

market information. The result shows that 9.50% to 37.26% 

of the farmers, 12% to 24% of the traders said that there is no 

change on nature and constitutions of conventional 

marketing system. Hence there is strong evidence to reject 

null hypothesis. Hence, it is concluded that there is a change 

in the nature and constitutions of the conventional marketing 

system. (Ref. Table No. 6.1&6.2) 

Hypothesis # 2 

 Null Hypothesis (H0): The E marketing system shall not 

improve market efficiency and quality of delivery system and 

profitability from the point of views of the farmers, the 

traders and the other stakeholders 

 Alternative Hypothesis (H1): The E marketing system 

shall improve market efficiency and quality of delivery system 

and profitability from the point of views of the farmers, the 

traders and the other stakeholders. 

 For testing hypothesis two, questions were asked to the 

farmers and the traders about their experience and 

observations on effectiveness and profit through                      

e-marketing. The variables are considered for collecting 

markets information. The result shows that 11.40% to 42.20 

of the farmers told that there is no improvement in the 

market efficiency and quality of delivery system and 

profitability, 21.42 to 60.71% of the traders said that there is 

no improvement in the market efficiency and quality of 

delivery system and profitability from the point of views of 

traders. Hence there is a strong evidence to reject null 

hypothesis. Thus it is concluded that there is an improvement 

in market efficiency and quality of delivery system and 

profitability from the point of view of farmers and traders. . 

(Ref. Table No. 6.3 &6.4) 

 

Hypothesis #3 

 Null Hypothesis (H0): The E marketing system can 

become successful without removing psychological and 

structural knowledge barriers to the concept. 

 Alternative Hypothesis (H1): The E marketing system 

cannot become successful without removing psychological, 

structural and knowledge barriers to the concept. 

 For testing hypothesis three, questions were asked to the 

farmers and the traders about their experiences and 

observations about the E-marketing system. IT cannot 

become successful without removing psychological, structural 

and knowledge barriers to the concept...The variables are 

considered for collecting markets information. The result 

shows that 5.32% to 15.96 of the farmers are familiar with E 

marketing system that cannot become successful without 

removing psychological, structural and knowledge barriers to 

the concept. 

 For the traders, around 25% of the respondents 

commented that the E marketing system cannot become 

successful without removing psychological, structural and 

knowledge barriers to the concept. For the consumers, 

around 6.67% of the respondents commented that the E 

marketing system cannot become successful without 
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removing psychological, structural and knowledge barriers to 

the concept. 

 Hence there is strong evidence to reject null hypothesis. 

Hence it is concluded that E-marketing system cannot 

become successful without removing psychological, structural 

and knowledge barriers to the concept. (Ref. Table No. 6.5, 

6.6 & 6.7) 

Hypothesis #4 

 Null Hypothesis (H0): The Farmers, Traders and other 

stakeholders are not marginally awarded about E-marketing. 

 Alternative Hypothesis (H1): The Farmers, Traders and 

other stakeholders are marginally awarded about E-

marketing. 

 As shown in table, almost more than 50% of  the farmers 

indicated that they are known about the e-marketing 

activities in most of the mentioned activities while in some 

case not up to the mark.   Even around 50% of the traders 

have also shown keen interest to have the e-marketing 

activities while around 27% of the consumers have shown 

their interest. (Ref. Table No. 6.8) 

FUTURE SCOPE OF THE STUDY 

 IT industry by nature is of multidimensional and 

multifaceted industry. It is always probable that every 

industry can have their own area of specialization and 

operating in the niche market for the products. 

 Though Industry has different modes of operations and 

areas of operation with specified market segment, it is well 

accepted and proven fact that IT is always a knowledge driven 

industry. Being assimilation of knowledge is a continuous 

process in IT, people doesn’t recognize that there is a need of 

special efforts and approach for solutions for sustainable 

growth of Agriculture Industry. Agriculture industry has a 

specific distinguished characteristic other than manufacturing 

industry. Customer focus is a driving force for the business 

rather than a market focus.  

1.  Though growth of Agriculture sector is exponential in 

India, and new areas of operations are opening out, there 

is a need to create the awareness about the importance 

of e-marketing of agro products. Efforts should be made 

to understand the difference between accumulation and 

assimilation of knowledge. 

2.  Attrition in IT industry, at times can have major setback 

for ongoing projects and deliverables to customers. This 

can create severe impact on Brand Image of the 

company. There is a need to study the systematic 

approach developed by different IT industries towards        

e-marketing application to absorb the untimely attrition 

shocks. 

1. Broadly agriculture  sector can be segmented for                    

e-marketing  in five categories 

a.  Product Driven such as web technologies. 

b.  Customer centric such as ERP and solution 

providers.  

c.  Agriculture Industry specific such as design 

solutions.  

d.  Sub contract such as BPO and KPO for marketing 

agro products.  

e.  Web sites development. 

 E-marketing requirements can have a different 

perception depending upon the nature and type of business. 

Further study will help to find out the common link in these 

industries for successful development of e-marketing 

spanning from product development to market penetration. 

 Further research can be conducted on a single product 

while taking into consideration some more variables. At the 

same time study can be conducted by considering other 

agriculture products. 

 This study is conducted only in Pune district farmers, 

traders and some randomly selected consumers. For 

comprehensive and detailed understanding of e-marketing 

for agro products, studies should be conducted at national 

level by taking larger sample size. 

 The success of a brand in the Indian market is an 

unpredictable as rain. Many industries should have been 

successful, have failed miserably. Therefore, marketers need 

to understand the social dynamics and attitude variations 

within each village though nationally it follows a consistent 

pattern. 

 As far as organisation is connected, the key change to 

support business models serving has to do with structural 

modification. Marketing organisations sketch parallels from 

the way networks changed the power of IT by facilitating 

decoupling (storage, processing, and display) and 

reconfiguring (by quickly mobilizing). 

 The enterprise architecture, through its core of specified 

and scalable knowledge in areas such as customer 

segmentation, distribution logistics etc must support the 

front-end customer services teams that are highly contextual 

and manage relationships. Another important organisational 

intervention lies in how e-marketing is managed. People and 

the database must be networked to address customer needs 

effectively. 

 Corporate communication should be studied to 

developed means and media for simple communication and 

had a regional flavour. The strategy to tap the market has to 

be more customaries, simple and based on one-to-one 

communication.  

 The success of brand in Indian market is unpredictable.  

Therefore, marketers need to understand the social dynamics 

and attitude variations within each organisation though 

nationally it follows a consistent pattern. 

��� 
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