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From the Desk of the

Editor-in-Chief

The entrance of Amity Business Review (ABR)in the twentieth year of its presence in academia along with the
conferring of Advanced Science Index Impact Factor: of 1.3 to our coveted journal inspired us to celebrate our
achievement and come up with a Special Issue of the bi-annual journal in 2016.
India is in the midst of a fundamental transformation and signs of that transformation include the radical
restructuring of corporate and public bureaucracies, shifting boundaries between different sectors and
sections of society etc. This has challenged the legitimacy of traditional institutions and has forced leaders to
act and not make rhetoric(s). Global Leadership Research Conference(GLRC) 2016 was organized on the
above theme which evoked diverse narratives and provided opportunity for propulsion to gain strategic
advantage.
This special issue brings together some selected works which were featured at the GLRC 2016. Based on the
recommendations of the GLRC technical and expert committee, the Editorial Board of ABR has shortlisted
twelve research-based studies to be published in this Special Edition of Amity Business Review spread across
functional areas of management and social reality.
Issue is a mix of research papers where one paper “Cultural values” and “Brand values” for luxury Accessory
brands in Indian Market by Ms. Debnath et. al. makes an attempt to understand the link between Indian luxury
consumer's present cultural values and luxury bags brand's values. Dr. Priya Jhamb has undertaken the study
on sports goods cluster of Jalandhar to analyze the pattern of inter firm cooperation and support between the
firms located in her paper Cooperation and Competition in Industrial Clusters: The Implications for Public Policy.
Automobile industry has always been one of the largest growing industries in India and hence has been
recognized as one of the major sectors among the 25 sectors chosen for the 'Make in India' initiative of the Govt.
of India but currently it has been experiencing a slowdown and at times even a negative growth rate. The
paper Work Motivation and its Outcome Correlates in Automobile Industry talks about the repercussions of this
status-quo.In the paper “A Consumer behavior study on Indian Fibre Cement roofing Markets” have conducted a
consumer behavior analysis based on AHP modelto understand Loyalties of Commodity consumers in the
Indian roofing Industry.
A case-study New Paradigms in Indian Healthcare: Pioneering Solutions for the Developing Markets focused on
evaluating select organizations working towards making a noticeable difference by offering affordable
healthcare to people at the base of the pyramid. This case provides valuable insights for entrepreneurs,
businesses and investors to appreciate the size of this 'ignored' opportunity. The paper Role of Semiotics in
Interpreting Brand Elements focused on establishing a framework to explore the use of semiotics in meeting
changing customer needs and attitudes which are the drivers of the changing branding scenario.
The paper titled Investigation into the Antecedents of Trainees' Course Satisfaction: A Study of Civil Service Officers
by Bhat et.al. discusses that all the components of training program predict trainee satisfaction with the
course. The paper on Social Movements as Methods of Social Change: A Study on the Delhi Experiment attempts to
understand the dynamics and role of social movements in the context of bringing out large-scale socialorganizational level change.
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Vol. 17, No. 2 (Special), July - December, 2016

Impact of Social Media Expressions on Engagement and Trust of Customers tried to assess their impact on creation of
trust among the customers with respect to product/service/organization. The Priority Sector Lending:
A Paradigm Shift has attempted to understand the nuances behind the norms stipulated for priority sector
lending and changes.
The paper titled Entrepreneurship and Gender Discrimination is an emerging topic of discussion in academic
world globally and in this the researchers have explored women entrepreneurship in India and how the
gender discrimination discourages the women entrepreneurs. Study also discuss success story of few women
apart from the several obstacles and challenges. The paper Barriers to Measurement of Human Asset: An
Empirical Study of Select IT sector Companies in Delhi and NCR elucidates the important barriers in the field of
measurement of human asset.
I have an ardent hope you will enjoy reading all these articles of this special issue.
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Looking forward for your valued comments
Sanjeev Bansal
India has been home to one of the oldest civilizations in the world. It is a
country of great heritage and cultural values. Cultural values are getting
slowly mixed with the new cultural values from different cross cultures.
Today we can very easily see the effect of cross cultural issues affecting the
Indian lifestyle and culture. With globalization hitting the Indian market,
today there are many International luxury accessories brands mainly hand
bags entering Indian market. Luxury market in India is at a very nascent
stage compared to South east Asian countries like Japan, China, Taiwan.
As a country it's the land where great personalities like Buddha and
Mahatma Gandhi started the non-violence and national movement (to
support the consumption of products made in India only), which is
slightly contradictory as per the present luxury consumption in India. The
Indian consumer is also changing its taste and flavor and becoming more
global in preferences. No doubt, culture today has sufficiently high
ethnocentric value, where the consumer is ready not just to try foreign
goods but also to get into excessive consumerism.

INTRODUCTION
The purpose of the paper is to understand
whether Indian luxury customer's (age 18 to 35
years) have their cultural values linked with luxury
bags brand's values (this paper will focus on three
luxury bags brands, which are present in Indian
market and find its relevance with cultural and
brand values). There can be further investigate to
estimate the link between the cultural values of
consumers and brand value can effect in gaining
loyalty in luxury bag's market segment. The paper is
based on aexploratory research design. Results show
the appropriate qualitative relationship between
luxury bags brand's and Indian luxury customer's
value, which will further help the luxury bags'
brands to work on appropriate communication
strategies and gain more loyal customers in a process
of time.

The Young Indian consumers (between the ages of 18 to 35) are very
experimental by nature. They are ready to explore and try new products
and experiences. It's interesting to note that every luxury brand has its
own set of values and a culture which the brand is trying to follow and
believe along with the concept of new territories and market its entering.
With the changing Indian believe system about luxury consumption and
following the international trends as determine by the best of the luxury
brands in the world map.It's a surprise to focus some facts like the year
2013 was marked by a slowing Indian economy and diminishing consumer
confidence, but it seemed to have little or no impact on the growth of India's
luxury market, with the country's wealthiest continuing to spend
unabated on luxury goods through the year(KPMG,2014). The Indian
luxury market grew at a healthy rate of 30 per cent in 2013 to reach
USD8.5 billion in 2013. It is likely to continue .growing at a healthy pace
to reach USD14 billion by 2016 (KPMG,2014).So, it's important to
understand the link between Indian luxury consumer's present cultural
values and luxury bags brand's values .The results of the study will help
the luxury bags' brands to have anappropriate communication to tap the
minds of its target market . And ultimately will help the luxury bag brand
to gain more loyal customers. The present study's main focus is limited to
three luxury bags brands, which are present in Indian market for better
understanding of behavior.

SCOPE OF THE STUDY
The scope of paper is limited to New Delhi
and Mumbai. The target age group selected is
only between 18to 35 years. There are two
main segments of luxury consumption present
in India, i.e Traditional rich and new rich
consumers, the age bracket signifies the same details
as selected.

Key Words: Brand Values, Positioning, Cultural values, ethnocentric
values, Brand loyalty, Luxury bag brands, communication strategies
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and status. This is also one of the reason that luxury
was always considered for the royal families and
part of the top strata of the Indian society. Indian
consumer today is aspiring for high end luxury
brands. It would be interesting to explore whether
status seeking and conspicuous consumption
behavior also exists in Indian marketon the lines of
West.As supported (Debnath; Khan& Chatterjee)
2014 Indian luxury consumers in the younger age
bracket also shows a conspicuous buying behavior.
An element of consumer theory that was not
available to those who wrote on luxury consumption
prior to the 1950s is symbolic interactionism. When
applied to the consumer behavior context, symbolic
interactionism suggests that products will be
purchased for their symbolic attributes as well as
their functional attributes (Levy, 1959). This is quite
relevant when we talk about luxury products as the
products symbolic attributes and functional
attributes must match together .In other words, the
products that we consume are symbols, and these
symbols send messages about who we are in
society.The bulk of motives associated with the
consumption of luxuries up to the 1950s can all be
classified within the symbolic interactionist
perspective. Status motivation (Keynes, 1936;
Leibenstein, 1950; Rae, 1834; Smith, 1759; 1776;
Veblen, 1899) is reflective of a desire to symbolize
status through consumption. Uniqueness
motivation (Leibenstein, 1950) is reflective of a
desire to symbolize difference through
consumption. Conformist motivation (Duesenberry,
1949; Leibenstein, 1950; Mandeville, 1732; Rae, 1834;
Smith, 1776) is reflective of a desire to symbolize that
one belongs through consumption. Based on the
above mentioned studies will be relevant to explore
the match between cultural values (which are
effected by symbolism) and brand values of luxury
brands. There is a lack of literature study supporting
the same fact for Indian market.

LITERATURE REVIEW
Luxury Consumption:
The term ¯luxury is routinely used in our everyday
life to refer to products, services or a certain lifestyle,
however, often without a clear understanding of the
luxury concept as it takes on many different forms
for different people and is dependent on the mood
and experience of the consumer. Thorstein Veblen
was one of the first who analyzed luxury goods in
the social economic context in his book “The Theory
of the Leisure Class”(1899). The theory of
conspicuous consumption is dynamic by nature as
the levels of the strata keeps on changing
continuously.
A Veblen good has high perceived value beyond
serviceability and offerings (Weber, 2001).
Leibenstein (1950) extends the general category of
“conspicuous consumption” into more specific subclassifications, which depends on the consumer's
intent: the “snob” effect, the “bandwagon” effect,
and, the “Veblen” effect. It's a fact that luxury has
always being defined as rare, exclusive and unique
(Nia &Ziachkowsky, 2000). Prendergast & Wong
(2003) in their study on infant luxury wear in Hong
Kong observed that the mothers are very conscious
and wish to make their infant look the same as them
and make them wear designer wear. Similar
aspiration can be observed in Indian Luxury
market.As per the theories of luxury consumption:
(Leibenstein, 1950) Snob effect is when a consumer
doesn't prefer to buy the product because the
preference for the product has increased in the
market. And Bandwagon effect, where a person
buys a luxury products because others are buying it,
it's purely based on the act of to show off to others.
There are many in depth researches which focus on
the luxury consumption patterns in Asia.Asian
consumers purchase luxury goods to secure social
recognition and to adhere to social norms (Wills,
2006; Mishra, 2010). Doctoroff (2005) argued that
Asian consumers purchase luxury goods for status
display because their culture emphasizes hierarchy

Cultural values:
Previous research into cultural issues has shown that
culture can have a strong influence on the
2
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Values, perceptions and actions exhibited by any
consumer (Trompenaars, 1994; Chow, Deng and Ho
2000; Lam, 2005). When we focus on cultural values
of Indian and luxury brands, it's very fascinating to
observe some facts as- According to
KPMG(2014)'Indianisation' and 'localisation' are
increasingly becoming differentiators of success
with new consumers in new markets. Luxury brands
no longer deal with just the elite and well-traveled
urbane customer. New segments with varied
profiles may now constitute potential targets for
luxury brands in Indian market; examples include
segments such as farmers selling their lands to
developers and entrepreneurs experiencing
windfall gains. Brands are responding by
introducing local, Indian elements to their products lifestyle brands are signing up with Indian
designers, hiring relationship managers who speak
local languages and tweaking offerings for Indian
festivities&weddings.

attitude towards the concept of self (Dawar, Parker
and Price, 1996). As opposed to collectivism where
group goals have priority, individualism occurs
when personal goals have priority (Triandis, 1995).
Masculinity: is a preference for assertiveness,
achievement and material success; contrasted with
femininity, which emphasizes relationships,
modesty and caring for the weak (Hofstede, 1980).
Individuals with high masculinity tend to assert
more control over their own decision-making
Processes.
Power Distance: is the extent to which the members
within a society accept and expect the power in
organizations, and society, to be distributed
unequally (James, 1995).
Uncertainty Avoidance is the extent to which a
culture programs its members to feel
Uncomfortable in unstructured, novel, unknown,
surprising or unusual situations (Hofstede, 1980).

While there has been ample study into the impact of
culture on the marketing mix, few researchers have
examined how cultural dimensions influence a
consumer's general “proneness” to brand loyalty

Brand Loyalty :
Brand loyalty is often considered in conjunction
with creating long-tern relationships with
customers, or the acquisition of regular customers, in
lieu of the traditional goal of short-term sales.
A psychological component was introduced to
the definition of brand loyalty by Jacoby and
Chestnut (1978). Jacoby and Chestnut defined
brand loyalty as “the behavioral response
expressed over time by some decision-making
unit, with respect to one or more alternative
brands out of a set of such brands, and is a function
of psychological processes”. The idea of luxury
arose from product attributes such as rarity,
craftsmanship and exclusivity to the individual
(Cognizant, 2012).As a result brand loyalty is
just not depended on brand but the overall
experience from the brand is more important. Based
on the luxury consumption pattern luxury brands
moved on to different phases of luxury brand
strategies.

Luxury is a main factor that differentiates a brand in
a product category, (Allérès 1991; Kapferer 1997)
and a central driver of consumer preference and
usage (Dubois and Duquesne 1993). Nevertheless,
although the luxury market has been increased
greatly over the last decade and the marketing
literature has recently seen substantial interest in the
study of luxury brands, little is known about how to
best market and monitor luxury brands (Vigneron
and Johnson 1999).
Hofstede's cultural dimensions prove insightful and
are often employed as the basis for cultural
differentiation (Liu, Sudharshan and Hamer, 2000).
As per the cultural dimension following parameters
are included
Individualism. : Individualism is the degree to
which members within a society integrate into
groups. This dimension refers to an individual's
Amity Business Review
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Data Collection Technique:

Snowball Sampling Technique

These are the different methods for data collection.
In the present study data is collected based on Expert
Interviews and Questionnaire.

In the present study because of the nature of niche
sample of study, researcherhas used controlled
snowball sampling procedure to select the right
candidates for administration of the research.

Expert Interview: For the benefit of study, three
expert interviews were taken. These experts were
professional working in luxury industries for more
than 10 years. Based on their expert comment and
analysis factors were taken into consideration for the
construction of questionnaire.

Interviews:
Three (3) Expert interviews were taken to
understand relevance of cultural value with respect
to three(3) luxury brand bags viz. Louis Vuitton
(LV), Christian Dior (CD), and Fendi.

Questionnaire:

Phase in Luxury brand strategies (Cognizant, 2012)
Luxury Brands ( Louis Vuitton , Dior and Fendi )

inspiration to the pretty, elegant clothes he had
remembered his mother wearing to the Deauville
races in the 1900s. Even though several other
designers had experimented with or predicted the
new silhouette, Dior's luxurious version
reawakened the world to the importance of Parisian
couture (Brigid.1981)

Louis Vuitton is one of the most successful brand in
the LVMH group. Founded in 1854, the Louis
Vuitton Company was soon to become one of the
world's most famous makers of luxury goods.
Creator of high quality travel trunks and leather
accessories, the company was above all known for its
designer luggage pattern, a beige monogram, LV, on
a chestnut background. Louis Vuitton started out
with providing luxury products exclusively for the
very wealthy people of society. Even though times
have changed and the market for this kind of
products has increased enormously Louis Vuitton
still targets its products at consumers on the top-end
of the wealth spectrum. Over the years the brand has
continued to evolve from traditional to modern and
again young and old customer base as its target
profile NAGASAWA (2010).

Fendi is an Italian luxury fashion house, which is
into ready to wear, leather goods and
accessories.Since 2001 its part of LVMH group. The
brand follows the Italian trendy fashion style.The
house of Fendi has become synonymous with
provocative design. The brand believes in using
innovative and stylish design with a link of
traditions (Moss, 2015)

RESEARCH DESIGN
The study usesexploratory research design; and it
involves qualitative data collection through
interviews &use of questionnaires. The data
analyzed in the study is more qualitative by nature.
The analysis covers all the factors as per Hofstede's
Cultural values studies and the same factors are
estimated for luxury brand's value

Christin Dior is one of the famous French luxury
brand. Legacy of dress maker the Christin Dior is
also diversified into different categories like
cosmetic, ready to wear, jewelry. The brand is more
dominated for feminine but also available as Dior
Homme division for men and baby dior for children
wear (Darmon ,2013). Dior himself attributed his
4
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The Experts were asked to categories the consumers
of the selected luxury brands and the chosen
Hofstede cultural factors. Below is the summary for
the responses as collected from the Luxury Experts.

The questionnaire was designed for the consumers
of luxury brands in New Delhi and Mumbai in order
to get their insight view on cultural values and match
with brand values of the new rich segment in
between the age group of 20 to 35 years.The study
focus on the target segment of traditional rich and
new rich who were entrepreneurs, business owners
or corporate executives.They were mostly
unmarried and fully independent. The selected
sample for the study have a background of buying
luxury bags at least once in three years. Based on the
expert interviews and literature reviews, factors
were identified and the questionnaire was selfcreated.

Analysis:
In the study comprising 50 respondents, based on
Hofstede's cultural dimensions, three (3)factors
based on Hofstede's dimension was observed as the
details collected through expert interviews.
1. Individualism- Responses collected through
questionnaire

Table 1: Finding of Expert interviews: On consumer's cultural values and luxury bag brand's value.
LV

Dior (CD)

Fendi

Individualistic

The average consumer for the
brand has high individualistic
value. They are more selfobsessed.

The average Consumers of the
brand have lowest self-obsession
compared to other two brands.

The average Consumers of the
brand have medium selfobsession compared to other two
brands.

Power Distance

The average consumer for the
brand has high Power distance
value. They are love to show off
their power compared to other
two brands.

The average consumer for the
brand has low Power distance
value. They do not like to show off
their power compared to other
two brands.

The average consumer for the
brand has medium Power
distance value. Compared to
other two brands.

Masculinity

The average consumer for the
brand has high masculinity value.
They are very extrovert compared
to other two brands.

The average consumer for the
brand has medium masculinity
value. They are in between
extrovert compared to other two
brands.

The average consumer for the
brand has medium masculinity
value. They are in between
extrovert compared to other two
brands.

Amity Business Review
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Table 2: Responses collected through questionnaire on the parameter Individualism
Question in the questionnaire

Responses for LV

Do you buy luxury bags based on Yes
your group reaction / peer
Respondents opting for LV were
pressure?
conscious of the peers and based
on it prefer to show off.
( profile: traditional people, age
between 30-35 years )
25% of respondent
Do you buy luxury bag based on
your own self conceptabout
yourself ?

Respondents were more inclined
towards self-concept
Profile :New Rich
Age :18-25 years
76% of the respondent feels so.

Do you make your own decision
Respondents were very
making process related to buying dominating by nature.
any particular luxury brand’s bag? Profile : New rich
Age : 18-25 years
88% of respondent

Dior

Fendi

No
Respondents were not affected
towards peer’s pressure. They
were least concern for show off of
the brand.
Profile :traditional and new rich
Age :26-30 years
05% of respondent

Neutral
Respondents were neutral
towards peers pressure. Profile :
New Rich
Age : 18-25 years
70% of respondent

Respondents were showing least
concern for self-concept.
Profile :Traditional rich and new
rich both
4% of respondent

Respondent were neutral towards
self-concept.
Profile :Traditional rich and new
rich both
20% of respondent

Respondents showed a behavior
towards traditional rich class and
family values to make own
decision Profile :Traditional rich
and new rich both
22% of the respondent

No response

Question

Respondents for LV

Respondents for Dior

Respondents for Fendi

Buying Luxury bag is a important
possession

Respondents for LV had a strong
attachment with the bag.
Profile : New Rich
Age : 18-25

Respondent for Dior were neutral
for material possession

Respondents do not see the
luxury bag as important
possession.No
Profile :New Rich and Traditional
22% of the respondents
Respondents for Fendi were not
fond of materialist possession
Profile :New Rich and Traditional
24% of the respondents

Respondents for LV were fond of
materialist possession Profile :
New Rich
Age 18 to 25 years
76%

Table 4: Responses collected through questionnaire on the parameter Uncertainty Avoidance
If you don’t get the desired design Yes
in your favorite brand: then will
Profile: New Rich
you shift to something else
Age : 18-25 years
18%

Depends

6

No/ Never
Profile : Traditional Rich
Age :30-35years
82%
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Discussion

From the above table it's very clear that majority
of respondent for LV were individualist by
value, which match with the background of luxury
bag's brand.LV as a French brand has a class and
brand carries a French feel. Mainly the respondent
who are more individualist they are young between
18 to 25 years prefer to follow their own decision
making and have their own priority. This shows
based on the present study LV has more new rich
consumers, who were dominated and had high selfconcept (Dawar, Parker and Price, 1996). On the
other hand Dior had natural more responses and the
respondent were a mix group, they had significant
influence of family values for making their own
decision making .The respondents for LV were more
Snobbish rich. Respondent for Dior and Fendi were
more towards showing Bardwon effect(Leibenstein,
1950).
2.

Table 3: Responses collected through questionnaire on the parameter Masculinity

Buying a luxury bag : Is all about
material success

An Exploratory Study on ‘Cultural Values’ and
‘Brand Values’ for Luxury Accessory Brands in the Indian Market.

It’s very interesting to note the observation about the
chosen three luxury brands. Luxury brands have
evolved over the years. The brand value of the
brands and the cultural values of consumers have
effects related to the brand’s expansion strategy in
the global market.
When we focus on Louis Vuitton as a French brand
with the background of royal families, the brand is
more preferred by the new rich and young status
seeking consumers. This creates a match with the
present brand’s strategy of aggressive expansion
and growth with the aggressive, masculine cultural
values.
On the other hand Chirstrine Dior and Fendi shows a
feminine cultural values by the consumer’s
approach.CD and Fendi are more preferred by the
traditional and female consumers. The brands were
considered by consumers as less aggressive.

Masculinity : Following are the responses
collected for the factor masculinity.

The majority of responses for LV shows that the
consumers are very materialistic by nature and
believe buying luxury bag as important possession
also it's interesting to note that most of the profile for
the respondent for LV are new rich consumers
(Vigneron and Johnson 1999).

It will be interesting to note the relationship between
the brands and consumers with respect to different
product categories.

CONCLUSION
In Country like India, where Luxury is at a very
nascent stage.We can see there is a significant impact
of cultural values of Indian consumers and the
brand’s value Still it has affected Indian cultural
values a lot. The young generation, the new rich
customer segment of luxury market follows a
completely different set values compared to the
traditional rich luxury consumers.

3. Uncertainty Avoidance : Following are the
responses collected
The older and traditionally rich consumers
between(30-35 years) are more luxury brand
loyal compared to 18-25 years. Grapping the
attention of the 18 to 25 years (New rich) customer
is very tough as they are more influenced by
masses and reference group or reference leader.

The study supports the fact that the cultural values
of Indian luxury consumers and the brand value of
the luxury brand have relative differences because of
the profile and the changing lifestyle of consumers
(Trompenaars, 1994; Chow, Deng and Ho 2000; Lam,
2005).

Based on the data analysis: Louis Vuitton (LV)
is more popular in young new rich segment
compared to Dior (CD) which is more popular
in 30-35 years traditional rich segment. There is
a distinct cultural values and buying behavior for
new rich and traditional rich consumers (KPMG,
2014).
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Based on the study, Louis Vuitton comes as a young
vibrant and aggressive brand as the consumers for
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the brands are more individualistic, more
materialistic and are power distance concern.

Accessories as Gifts for Sustainable Relationships. International
Conference on Research and Sustainable Busniess. New Delhi: IIT
Roorkee,Excel India Publiser.

Louis Vuitton no doubt comes as a classy French
brand with a royal background but with the
changing need to grasp new markets the brand has
evolved with its design as more contemporary than
just traditional like another luxury brand. That may
be another reason for LV to be highly accepted by the
new rich consumers of in the country.
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The present economy of international competition and
globalization demands knowledge intensive units. As
knowledge resides in the human brain, it can be utilized
effectively by the process of information sharing,
cooperation, creating linkages with the other firms.
Research shows that a new growing interest in localized
networks and inter firm relations has emerged, The
concept of cooperation can be easily applied to industry
clusters. Many researchers have highlighted the
importance of inter firm cooperation and trust
embeddedness for improving its competitiveness in the
market. A number of Government and non government
organizations have developed various cluster
development programmes for establishing linkages
between the clustered firms. However, in reality the co
operation is not a successful phenomenon in majority of
industrial clusters. The present study has been
undertaken on sports goods cluster of Jalandhar to analyze
the pattern of inter firm cooperation and support between
the firms located in the cluster. The study aims to improve
the collaborative ability of firms with an objective to
enhance the competitiveness. Various measures are
suggested to improve the collaborative ability of the firms
located in the cluster. The study reveals that element of
cooperation is not much active in the cluster. The reason
behind this non sharing of information may be strong
perception of the firms towards completion rather than
cooperation. The study provides an insight for industry
managers and public policy makers about the importance
of strategic knowledge and inters firm cooperation.

INTRODUCTION
The present economy of international competition
and globalization demands knowledge intensive
units. As knowledge resides in the human brain, it
can be utilized effectively by the process of
information sharing, cooperation, creating linkages
with the other firms. Research shows that a new
growing interest in localized networks and inter firm
relations has emerged (Felzensztein and Gimmon,
2009). Now days, the whole world has been
converted into global village and the firms are
required to respond accordingly. Small and medium
enterprises particularly, require special attention
and special measures. In order to minimize
problems, firms are required to follow the concept of
cooperation where each firm share information with
each other and learn from the mistakes of others.
Anderson and Narus (1990) define cooperation as
the complementary actions taken by firms in
interdependent relationships to achieve mutual
outcomes over time. Morgan and Hunt (1994)
suggested that to be an effective competitor in the
global economy requires more cooperation and
networking between the firms, which will lead to
establishing or maintaining marketing competitive
advantage.
The concept of cooperation can be easily applied to
industry clusters. Maskell (2001) suggested that the
social process of learning and innovation in inter
firm cooperation works best when partners involved
are sufficiently physically close to allow frequent
interaction and effective exchange of information.

Keywords: industry clusters, inter firm cooperation.
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The social process that is embedded in regional
communities that share a common knowledge base
and culture may be the best facilitator for inter firm
collaboration (Mckelveyet al, 2002).

of inter firm cooperation and trust embeddedness
for improving its competitiveness in the market. A
number of Government and non government
organizations have developed various cluster
development programmes for establishing linkages
between the clustered firms. However, in reality the
co operation is not a successful phenomenon in
majority of industrial clusters. Often the firms in the
cluster do not have sufficient resources to face the
competitiveness. It becomes necessary for the firms
to form collaborative networks. The formation of
network of the firms help to exchange, access,
retrieve and communicate information to other
actors located in the cluster. The timely availability
of the information helps the firms in the cluster to
improve its competitiveness.

Birley (1985) stated that close proximity at the
regional level facilitates frequent face to face
interaction in both formal and informal settings.
These networks become the basis of a rich
information exchange that enables firms to learn
about new alliance and market opportunities with
reliable partners (Gulati, 1999). Clusters provide a
better environment for the formation of networks in
order to share information with other firms because
of proximity, common objective and mutual trust
(Kalraet al, 2011).
Swann and Prevezer (1996) suggested that clusters
in industries where multiple linkages can be created
among the member firm present significantly
stronger growth patterns than clusters in industries
with much lower linkages between member firms.
Through social interaction the firm learns how to
cooperate and coordinate their reciprocal activities
there by generating more value along the value chain
as compared with a chain in which the firm transacts
arm's length. (Blankenburg et al 1996; pg.1037). In
industrial cluster, one can see the total population
working as a big networked company. The concept
of cluster is found helpful in capabilities building,
skill up gradation, up gradation of technology,
public private partnership and other aspects
necessary for the growth and development of small
and medium enterprises. There is an increasing
agreement that clustering helps small enterprises to
overcome growth constraints and compete in
international markets (Nadvi and Schmitz, 1999). To
achieve these objectives, co operation between
enterprises located in the cluster plays an important
role. Networks become the basis of a rich
information exchange that enables firms to learn
about new alliances and market opportunities with
reliable partners (Gulati, 1999).

The present study has been undertaken on sports
goods cluster of Jalandhar to analyze the pattern of
inter firm cooperation and support between the
firms located in the cluster. The study aims to
improve the collaborative ability of the firms with an
objective to enhance its competitiveness. Various
measures are suggested for improving the
collaborative ability of the firms located in the
cluster.

SPORTS GOODS CLUSTER OF JALANDHAR
The origin of sports goods Industry of India can be
traced back to Sialkot, Pakistan. In 1947, after
partition, the entrepreneur belonging to one
community decided to shift from Sialkot. The
workers belonging to that community also migrated
along with the entrepreneurs. As per the
resettlement plan of Government of India, initially
these migrants settled in Batala but later on shifted
from Batala to Jalandhar. (UNIDO, 2001, p.3). At
Jalandhar, the raw material required was easily
available. Some of the migrants shifted to Meerut
where also the raw material required was available.
Punjab and Meerut have emerged as the leading
centers for sports goods manufacture and the only
industry which appears to offer some prospects is

Many researchers have highlighted the importance
Amity Business Review
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sports goods industry of Punjab. Meerut is yet to
become powerful (Chandra Mohan, 2002). Jalandhar
has grown as the major centre of Indian sports goods
industry. Meerut in Uttar Pradesh is the second and
Gurgaon in Haryana is the third largest cluster of
sports goods manufacturing. (NPC, 2009, p.1).

Cooperation and Competition in Industrial Clusters:
The Implications for Public Policy

the cluster to understand the present status of
cluster. Ten firms were visited, three were
exclusively serving domestic market, three were
exclusively serving foreign market and four firms
were dealing in both domestic market as well as
foreign market. The visit provided a lot of
information on their production process as well as
functioning of the cluster. To have a broader outlook
of the cluster, the office bearers of the local
associations (SGMEA, SGFI, Sports Forum, AISGI)
and support institutions (UNIDO) were also
contacted. This interaction with the firms and
associations provided an insight to frame the
questionnaire.

The sports goods cluster of Jalandhar has
contributed significantly to the exports of India. It is
found that 50 per cent of all India sports goods export
is from Jalandhar alone (Annual reports, Sports
Goods Export Promotion Council). But it is seen that
since last few years, the performance of the cluster
has been uneven, while many of the units in some
segments like footballs have done normally well, a
lot others have not performed to a satisfactory level
in terms of growth, technology up-gradation and
manpower development. The cluster faces a number
of problems which inhibit its growth and may
threaten its existence. The need of the day is to
undertake various cooperative initiatives and
strategies so that performance of the cluster can be
improved.

The questionnaire consisted of various questions to
study the pattern of inter firm cooperation within the
cluster and benefits derived from such cooperation.
The universe of the study was the sports goods units
registered with District Industries Centre, Jalandhar
i.e. 734 (As per figures given by District Industries
Center, Jalandhar). A sample of 150 units (i.e. 20% of
the total population) was taken to represent the
universe. Here convenience sampling was used to
draw the sample and collect the data from sample.
Personal investigation method was applied to collect
the data.

OBJECTIVES OF THE STUDY
The present study aims to find solution to the
following objectives:

2. To explore the benefits obtained by the firms as a
result of inter firm collaboration or cooperation.
3. To analyze the role of inter firm collaboration
and cooperation in improving the performance
of the clustered firms and face competition in the
market.

DATABASE AND METHODOLOGY
At primary level, the data was collected through a
specially designed structured questionnaire. Before
designing the questionnaire, it was proposed to visit

The element of information sharing is also found in
the Jalandhar cluster. Table 1.1 shows the
distribution of firms on the basis of sharing of
information.
Table 1.1: Information Sharing among the Firms

Table 1.2: Level of Information Sharing

Information Sharing

No. of Firms

Percentage

Level of Information Sharing

No. of Firms

Percentage

Yes

88

58.7

Mainly at informal, social level

32

21.3

No

51

34

Mainly at formal, business level

17

11.3

No and not even intention to share

5

3.3

At both formal and informal

39

26

No and never thought about it

6

4

No sharing

62

41.3

Total

150

100

Total

150

100

(Source: Based on Field work)
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A perusal of table 1.2 reveals that 21.3 per cent of the
firms share information at informal level, 11.3 per
cent of the firms share only at formal level and 26 per
cent of the firms share information at both levels.
The Jalandhar cluster is not active in cooperating
with the competitors. Though firms in cluster share
information with the competitors but there is
absence of cooperation among them. Table 1.3 shows
the distribution of the firms by kind of cooperation
with other firms.

Soh (2003) stated that informal contacts play a key
role in collaborative marketing activities, acting as
channels of knowledge flows. Granovetter (1973)
suggested that informal meeting and weak ties are
useful for sharing marketing information. The result
of the study can be related to “duration of exchange”
explained by Covielloet al (2001) as continuous
informal relationship within the industry. The
development of these ties is useful in obtaining
information that would otherwise not available or
costly to determine.
It is found that the information is shared among the
firms at both formal and informal level. At the formal
level, various meetings are organized by the
industry associations where all the members of
association discuss industry related matters. At
informal level, the entrepreneurs of various firms,
who are friends or inmates exchange industry
related information with each other.Gulati (1995)
stated that 'firms create relationships with other
firms with whom they are interdependent with
regard to resources and with similar others with
whom they are connected through direct or indirect
ties.' Table 1.2 shows the distribution of firms by
sharing of information

RESULT AND DISCUSSION

1. To analyze the pattern of inter firm cooperation
and trust between the firms located in sports
goods cluster of Jalandhar.

Table 1.1 depicts that 58.7 per cent of the firms
share information with the competitors located in
cluster while 41.3 per cent of the firms do not
share information.Out of these firms, five firms even
do not have the intention to share information and
six firms had never thought about sharing
information.

Table 1.3: Kind of Cooperation Firms render to the
Competitors located in the Cluster.
No. of Firms

Percentage

Sharing of machines

5

3.33

Collective marketing

0

0

Collective purchase of raw material

16

10.67

Development of a new product

6

4

Training of manpower

2

1.33

Sales promotion through trade
fairs/ exhibitions

3

2

Share latest information

6

4

Up-gradation of technology

3

2

No cooperation

131

87.33

(Source: Based on Field work)

A perusal of Table 1.3 shows that 87.33 per cent of the
firms do not cooperate with the competitors while
10.67 per cent of the firms reported that they
purchase raw material along with the competitors.
Only four per cent of the firms reported sharing of
latest information and development of new product.
From the field survey, it is observed that few firms
located in Jalandhar cluster cooperate with the other
firms only upto limited extent i.e sharing of
machines, training of manpower, collective
purchase of raw material but firms do not cooperate
with regard to marketing related activities. The
information obtained out of personal contacts is not
shared with the competitors. Every firm considers
the information obtained about its client and the
export prices as a top secret.

(Source: Based on Field work)
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Research shows that the formality of discussion is
different if discussion take between firms, rather
than trade associations (Felzensztrein and Gimmon,
2009). In Jalandhar cluster, five industry associations
are located. Table 1.4 shows the membership profile
of the sample firms.

Cooperation and Competition in Industrial Clusters:
The Implications for Public Policy

Table 1.5: Benefits Obtained by the Firms out of Membership

Table 1.4: Membership Profile of Firms

Benefits of Membership

No. of Firms

Percentage

Information about new technology

86

57.3

Information about identity and
location of new customers/ suppliers

5

3.33

Information about trustworthiness
of customers

24

16

Membership

No. of Firms

Percentage

Information about new government
policies and schemes

80

53.33

Member of association

136

90.7

Information about innovation

95

63.3

Not member of association

14

9.3

Information about sales promotion
measures

30

20

Any other benefits

4

2.67

Total

150

100

(Source: Based on Field work)

(Source: Based on Field work)

A perusal of Table 1.4 shows that 90.7 per cent of the
firms are the members of association while 9.3 per
cent of the firms are not member of any association. It
is found that some firms are member of more than
one association.

firms reported that they get information about new
Government policies and schemes. These
associations are actively engaged in arranging buyer
seller meet and encourage participation in various
trade fairs and exhibitions. Two buyer seller meets
were organized by Sports Goods Manufacturers and
Exporters Association (SGMEA) for the
development of cluster.

The associations are actively working in the cluster.
They provide lot of information to the firms with
regard to new technology, innovation etc. These
associations act as a mediator between the
Government and the cluster. It provides information
to the firms regarding new Government policies and
on the other hand, provides information to the
Government about the problems and requirement of
cluster. The literature on cluster also supports this
result. Yamawaki (2001) examined the structure of
industrial clusters in Japan and found that 'the local
trade associations coordinate member firms'
activities, facilitate the communication between
them and disseminate technological and product
information.' Table 1.5 shows the benefits obtained
by the firms out of the membership of the
association.

RECOMMENDATIONS
Network of firms within the cluster helps in
improving the performance and growth of the
cluster. But this element of networking is not found
to be active in the cluster. One can not pressurize
others to work in collaboration with the competitors
but the firms in the cluster can be convinced by
providing information about the benefits which they
can enjoy by becoming a part of the network. Various
seminars, conferences can be organized to provide
information regarding benefits of the networks.
Apart from it, various associations can enhance the
cooperation between the firms. Organizing regular
meetings, participation of the cluster in various trade
fairs and exhibitions can increase the level of
cooperation within the cluster. It is seen that the
firms become members of the associations but they
do not actively participate in the working of the

A perusal of Table 1.5 depicts that 63.3 per cent of the
firms reported that these associations provide
information about innovation; 57.3 per cent accepted
that these associations provide them information
about new technology while 53.33 per cent of the
14
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association. Role of each member of the association
should be clearly defined so that each member
participates in the working of the association.

marketing and expressed their intension to create
long term relationship with the competitiors.
Further, the role of trade associations also influences
level of cooperation between the firms present in the
cluster. The result is supported by the study
conducted by Felzensztein and Gimmon (2007)
which stated that the 'trade associations has the
power to grant incentives and impose social
networking' and then inter-firm cooperation is
fostered in the industry sector.

It is found that there are too many associations in the
cluster. Many firms are member of more than one
association. It is advisable that all the associations
should be merged to formulate a single association
which will cater to the demands of the sports cluster.
It can help in providing a single platform for the
cluster as well as Government to discuss various
issues. Further a regular communication system
should be developed by the associations i.e.
schedule for meeting should be fixed so that regular
interactions between the members can be enhanced.
Further, regular meetings should be organized by
the associations with the Government to discuss
their problems and convince the Government to take
remedial action.

The present study provides an insight for industry
managers and public policy makers about the
importance of strategic knowledge and inter-firm
cooperation. The study provides information to
managers for development of entrepreneurial
networks and enhances their level of information.
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Automobile industry has always been one of the largest
growing industries in India and hence has been recognized
as one of the major sectors among the 25 sectors chosen for
the 'Make in India' initiative of the Govt. of India. But
currently it has been experiencing a slowdown and at
times even a negative growth rate (Sarangi et al., 2014).
Such changes in an industry can be attributable to
numerous factors like policy changes, transitions in global
markets, in turn affecting the motivation, job satisfaction
and commitment of employees. Work motivation is an
enigmatic topic in work and organizational science
(Kanfer, Chen & Pritchard,2008). In today's economy a
motivated work force represents both, a competitive
advantage and a critical strategic asset in any work
environment. In organizational research, work
motivation has been the subject matter of more theories
than any other topic (Baron, 1991); organizational
researchers see employee motivation as a fundamental
building block in the development of effective theories
(Steers, Mowday& Shapiro, 2004). The present
studyhence, has been conducted on 75 male service
managers, all in age group of 35-45 years, in an organized
automobile sector. The scales used in this study are Work
Intrinsic & Extrinsic Motivation Scale (WIEMS), Job
Satisfaction Scale (JSS), Occupational Stress Index and
Organizational Commitment Questionnaire. Descriptive
statistics and inter correlations between various variables
understudy revealed that these lower level managers
although were committed and satisfied with their jobs , but
their motivation (both extrinsic and intrinsic) was being
affected by various occupational stressors.

INTRODUCTION
In the present era of competitive work places,
motivated workforce is a necessity. Such employees
not only prove to be a competitive advantage, but
also a critical strategic asset. Out of the many
important functions of a manager, motivating
employees and sustaining their levels of motivation
is one of the most challenging tasks. To accomplish
this, managers need to understand the concept of
work motivation and its complexities in terms of its
antecedents, process and consequences.
Work motivation has been defined as “a set of
energetic forces that originate both within as well as
beyond an individual's being, to initiate work
related behavior and to determine its form,
direction, intensity and duration (Pinder, 1998).
According to Steers et al.(2004), it is the ability to
measure factors that energize, channelize, and
sustain work behavior over time. Therefore, work
motivation is manifested by attention, effort and
persistence. Although ample research has
undergone in the field of motivation, yet one falls
short of satisfactory answers to many pertinent
research questions. Many theories have also
evolved, but still there is a need to understand more
about this inner force that drives the employees to
perform. According to Maslow, employees have five
levels of needs (Maslow, 1943): physiological, safety,
social, ego, and self- actualizing. Maslow argued that
lower level needs had to be satisfied before the next
higher level need would motivate employees.
Herzberg's work categorized motivation into two

Key Words: Work motivation, Extrinsic & intrinsic
Motivation, Occupational stress, Job Satisfaction,
Occupational Commitment
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factors: motivators and hygiene factors (Herzberg,
Mausner, & Snyderman, 1959). Motivators or
intrinsic factors, such as achievement and
recognition, produce job satisfaction. Hygiene or
extrinsic factors, such as pay and job security,
produce job dissatisfaction.

underlying assumption that 'human beings are
active, growth oriented organisms who are naturally
inclined toward integration of their psychic
elements into a unified sense of self and integration
of themselves into larger social structures” (Deci &
Ryan, 2000). Although, psychological growth and
integration tendencies are natural, they are
susceptible to social and environmental conditions
which can either support or disrupt the propensities
for self-determination (Ryan & Deci, 2002).

Vroom's theory is based on the belief that employee
effort will lead to performance and performance will
lead to rewards (Vroom, 1964). Rewards may be
either positive or negative. The more positive the
reward the more likely the employee will be highly
motivated. Conversely, the more negative the
reward the less likely the employee will be
motivated. Adams' theory states that employees
strive for equity between themselves and other
workers. Equity is achieved when the ratio of
employee outcomes over inputs is equal to other
employee outcomes over their inputs (Adams,
1965).Porter & Lawler (1968) proposed intrinsic &
extrinsic motivation. They advocated structuring of
work environments which lead to intrinsic and
extrinsic rewards in turn bringing in job satisfaction.
Following the distinction between intrinsic and
extrinsic motivation proposed by Porter & Lawler
(1968) and the role of cognitive evaluation after
linking motivation to performance as an outcome,
came the theory of Cognitive Evaluation.

Intrinsic motivation and each type of extrinsic
motivation are reflected in different reasons for
behaving, and these reasons provide a means for
assessing the types of motivation (Ryan &
Connell,1989). External factors include, performing
to get a raise or to please the boss, while introjected
reasons are behaving to avoid guilt or to feel worthy.
Identified and integrated reasons involve behaving
because people personally value the behavior and
have completely accepted the relevance of a
particular behavior for their personally selected
goals and sense of wellbeing. On the other hand,
intrinsic motivators propel behavior because the
activity is deemed interesting, while amotivation
involves having no intention of performing as one
does not know why one is doing it (Ryan &
Connell,1989). These types of motivation can be
aligned along a continuum, that is quasisimplexpattern (Ryan & Connell, 1989) representing
the degree to which goals/ values have been
internalized (Ryan & Deci,2002).

Thus,in the arena of work motivation, the Cognitive
Evaluation Theory (CET) (Deci,1971& Deci & Ryan,
1980) attempted to explain the effect of extrinsic
motivators on intrinsic motivation of employees.
Although CET did receive some initial attention in
organizational literature, but because of its
simplistic dichotomy between intrinsic and extrinsic
motivation, its application in actual work settings
was not very satisfactory. As a result, CET was
replaced by Self Determination Theory (SDT), which
gained widespread attention of researchers in
education, health and sports domain. SDT
distinguished between autonomous and controlled
motivation, thereby, differentiating motivation into
types that differ in their degree of autonomy. SDT
focuses on the “why of behavior”, and has an

According to Gagne & Forest (2008), the selfdetermination continuum is useful for predicting
“optimal functioning”, which includes employee
engagement, job performance, subjective well being
and retention. SDT states that intrinsic motivation
leads to the most positive consequences, followed by
integrated and identified regulations. Introjected
and external regulations lead to negative outcomes.
Amotivation results in most negative consequences
(Vallerand &Ratelle, 2002).
Specific employee attitudes relating to job
satisfaction and organizational commitment are of
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major interest to the field of organizational behavior
and the practice of human resource management.
Attitude has direct impact on job satisfaction.
Organizational commitment on the other hand,
focuses on their attitudes towards the entire
organization. Although a strong relationship
between satisfaction and commitment has been
found, more recent research gives more support to
the idea that commitment causes satisfaction.
However, most studies treat satisfaction and
commitment differently, especially in light of things
like downsizing that are part of modern
organizations.

Hence, the present study is an attempt to further
explore this relationship between extrinsic- intrinsic
dimensions of work motivation with job satisfaction
and organizational commitment, and the perceived
organizational stressors among service managers in
automobile sector. The Indian automobile market is
the third largest in the world; hence the pressure on
automobile industry and their service sector is
tremendous. The importance of this sector, in India,
can further be judged from the fact that it has been
chosen as one of the major sectors in the 'Make in
India' initiative of Indian Government. It is
estimated to become the 3rd largest in the world by
end of 2016(Indian Automobile industry
Analysis,2015). Indian automobile industry
accounts for almost 7% of the country's GDP. It
employs about 19 million people both directly and
indirectly, and anticipates an additional
employment of another 25 million by 2016.

Linking these outcome variables with motivation,
Locke & Latham (2004), and Meyer, Becker and
Vandenberghe (2004) in their models proposed a
theoretical association between work motivation,
job involvement and organizational commitment.
Researchhas indicated that external andintrojected
regulations are linked to emotional exhaustion and
physical and mental health problems (Houkes, et al.,
2003). Also, self- determined types of motivation had
shown positive association with job and life
satisfaction (Locke& Latham, 2004). On the other
hand, negative outcomes have been associated with
low work motivation. For instance, significant
relationships between low intrinsic motivation, job
burnout, and voluntary turnover intentions have
been found in samples of bank employees and
teachers (Houkes, Janssen, De Jonge and Nijhuis,
2001).

To keep pace with this anticipated acceleration of
growth, a motivated workforce will surely prove to
be a strategic asset. But, to build up a workforce
which is motivated, committed and satisfied, is an
uphill task for managers and leaders in the industry.
Also, in the present day competitive markets,
growth comes with an add on price of mounting
stress. Therefore, it is pertinent to understand
motivation in all its complexities, and its relationship
with outcome variables like organizational
commitment, job satisfaction, in light of rising
occupational stress.

Further studies have found a relationship between
managerial autonomy support, in terms of managers
acknowledging subordinates perspective,
information sharing, offering choices, encouraging
initiative, with employees being more satisfied with
their jobs (Deci et al., 1989). This, in turn leads to
having more trust on management and displaying
other positive work related attitudes. Shirom,
Westman and Melamed (1999) found that pay-forperformance plans led to lower well being in blue
collar workers, especially those who felt that their
jobs were monotonous.
Amity Business Review
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1.

To assess the levels of motivation (extrinsic &
intrinsic), organizational commitment, job
satisfaction and occupational stress among
service managers in an organized automobile
sector.

2.

To assess the correlation between motivation,
job satisfaction, organizational commitment and
occupational stress

Work Motivation and its Outcome Correlates in
Automobile Industry
Sample:

In line with the earlier evidence (Tremblay et al.,
2009), these automobile service managers
reported to be quite self determined and
intrinsically
motivated, were very satisfied
with their jobs, and were committed employees
who were not much bothered by occupational
stressors. As suggested by Tremblay et al. (2009),
self determination continuum is useful for
predicting “optimal functioning”. Optimal
functioning in organizations includes employee
engagement, job performance, subjective well being
and retention (Gagne & Forest,2008). Since, selfdetermined type of motivation has also shown to
display positive association with job and life
satisfaction (Locke & Latham, 2004).Therefore,
another main aim of the study was to assess the
relationship of work motivation with job
satisfaction, organizational commitment and
occupational stress.

75 service managers, only males, age range 35 to 45
years, both married and unmarried (60% married
and 40% unmarried), from both urban and rural
background (65% from rural and 35% from urban)
were randomly selected from 3 organized
automobile companies in Chandigarh.

Tools:
1. Work Intrinsic and Extrinsic Motivation Scale
(Tremblay, et al., 2009)
2. Occupational Stress Index (Srivastava & Singh,
1984)
3. Organizational Commitment Questionnaire
(Mowday, et al., 1979)
4. Job Satisfaction Scale (Singh & Sharma, 1986)

RESULTS AND DISCUSSION
The main aim of the present study was to assess the
level of motivation (both, extrinsic and intrinsic) of
automobile service managers and the relationship of
their motivation with their, job satisfaction,
organizational commitment and perceived
occupational stress.

Table 2: Significant Product Moment Correlations of Work Self
Determination Index with other variables understudy

Table1: Group means for the variables under study
Variables

Means

Work Self Determination Index

18.55

Job Satisfaction

70.24

Organizational Commitment

78.25

Total Occupational Stress Score

102.9

Work Motivation and its Outcome Correlates in
Automobile Industry

Results in Table No.1, showing descriptive statistic
of mean scores on various variables understudy,
evince that these managers possessed a selfdetermined motivational profile (Mean=18.55).
Also, they reported to be very satisfied (Mean=
70.24), were quite committed to their organization
(Mean= 78.25), and even perceived low levels of
occupational stress (Mean=102.9).

Organizational Commitment

+0.29*

Total Stress Index Score

+0.79**

Unreasonable Group & Political Pressures

+0.71**

Low Status

+0.68**

Role Ambiguity

+0.68**

Role Overload

+0.64**

Impoverishment

+0.62**

Role Conflict

+0.59**

Unprofitability

+0.49**

Under participation

+0.48**

Powerlessness

+0.48**

Strenuous Working Conditions

+0.46**

Intrinsic Motivation

+0.72**

Identified Regulation

+0.58**

Integrated Regulation

+0.38*

Amotivation

-0.67**

(Note: p<0.01*, p<0.05*)
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Table No. 2 exhibits the relationship between Work
Self Determination Index score (WSDI), an indicator
of extrinsic /intrinsic motivation, with other
variables and their respective dimensions, under
study. On the basis of WSDI score, these managers
were found to be high on self determined
motivation, i.e., intrinsically motivated and
accordingly their WSDI score was found to be
positively correlated with organizational
commitment (r= +0.29**). Akin to propositions of
Locke & Latham (2004), Meyer, Becker, and
Vandenberghe (2004), the results indicated that
managers who were having high self -determined
motivational profile were somewhat committed to
their organizations. But, however, no significant
correlation between job satisfaction and WSDI hint
towards an assumption that a self determined
profile may not assure job satisfaction.

al.,2001) suggesting a negative relationship between
self determined motivation with negative outcomes
like depression, job burnout, voluntary turnover
intentions and workplace deviant behavior.
Item-to-total correlation for individual items of
WEIMS in latter part of Table no. 2 indicate self
determined motivation of these managers was
maximally related to their being internally
motivated (r= +0.72**), their identified regulation
(r=+0.58**) and integrated regulation (r=+0.38*)
and was negatively related to their amotivation (r= 0.67**).Thus, it can be safely interpreted that
these managers were internally motivated,
identified with the value or meaning of their job,
accepting it as their own. Thereby, perhaps their
work has become a part of their individual sense of
self. ( Tremblay et al., 2009). On the other hand,
negative relationship with amotivation reveals that
these managers did not exhibit lack of intention to
act or to have a passive approach towards their job.
Also, no significant correlation with other two
prototypes of non- self determined motivation
dimensions, i.e., external regulation, and introjected
regulation which lead to negative outcomes
(Vallerand & Ratelle,2002), further support the
presence of self-determined motivation amongst
these employees.). Locke & Latham (2004), and
Meyer, Becker and Vandenberghe (2004) in their
models proposed association between work
motivation, job involvement and organizational
commitment.

On the other hand, significant positive correlations
between WSDI score and occupational stress score
(r=+0.79**), and various organizational stressors (r
values ranging from +0.71 to +0.46, p< 0.01) were
found. A positive correlation between motivation
and occupational stress and its related dimensions
evince that managers high on self determined
motivation were stressed out because of
unreasonable group pressures (r= +0.72**),
ambiguous roles (r=+0.69 **); feel they have a low
status in their organization (r=0.68**); suffer from
work overload (r=+ 0.64**) and found their roles
conflicting (r= +0.59**). Although they were
motivated but they felt there was lack of personal
growth avenues in their organization (r=+ 0.62**)
and they perceived not much profit from working in
the organization (r=+ 0.49**). Employees also felt
they were not given enough chance to participate in
different activities of the organization (r= +0.49**)
and so felt powerless (r=+ 0.48**). They reported
poor working conditions ( r=+ 0.46**) and hence felt
stress was pilling upon them. These findings were
somewhat opposite to earlier research evidence
(Quast&Klienbeck, 1990; Blais et al., 1993; Houkes et

Table 3: Significant Product Moment Correlations
between Job Satisfaction and other variables
Organizational Commitment

+0.84**

Total Stress Index Score

+0.31*

Unreasonable Group & Political Pressures

+0.49**

Impoverishment

+0.47**

Role Conflict

+0.45**

Strenuous Working Conditions

+0.43**

Role Ambiguity

+0.34*

Note: p<0.01**,p<0.05*)

Amity Business Review
Vol. 17, No. 2 (Special), July - December, 2016

21

Work Motivation and its Outcome Correlates in
Automobile Industry
Results in Table No. 1 have already shown that these
managers reported to be high on job satisfaction. On
the other hand correlations between job satisfaction
and other variables in Table No. 3 reveal that these
satisfied employees even though were committed
(r=+0.84**) to their organizations ( Locke etal., 2004
and Meyer etal., 2004), yet were also bothered by
certain organizational stressors. Results show that as
employees reported to be high on job satisfaction,
they did face unreasonable political and group
pressures (r=+ 0.49**), they reported lesser personal
growth avenues (r=+ 0.47**),were concerned
aboutambiguous (r=+ 0.34*) and conflicting roles
(r= +0.45**), along with strenuous working
conditions (r= +0.43**), and as a result, stress was
pilling upon them ( r=+ 0.31*). Job satisfaction was
not found to be significantly related to any
dimension of work motivation, thereby, indicating
the finding that perhaps the self-determined
motivational profile of these service managers was
not related to their job satisfaction. This finding
questions the suggested direct positive link between
self-determined motivation and job satisfaction
(Locke et al, 2004), thereby suggesting the role of
some intervening variable like occupational stress
disturbing this direct link with positive outcome like
job satisfaction.

Work Motivation and its Outcome Correlates in
Automobile Industry

political sides (r=+0.72**); conflicting role
expectations (r=+0.71**), which were not clear to
them (r=+0.64**). They also felt that their status in
their organization is low (r= +0.62**). In spite of
being committed, managers were bothered by poor
working conditions ( r=+ 0.49**), felt powerless (r=+
0.44**), impoverished ( r= +0.72**), under
participated (r= +0.42**).
From the results mentioned so far, work stressors
have emerged as significant correlates of work
motivation, organizational commitment, and job
satisfaction, thereby demanding a separate analysis.
Table No.5 exhibits the correlation between work
stress score and organizational commitment,
dimensions of work motivation, job satisfaction and
various organizational stressors.

Table 4: Significant Product Moment Correlations
between Organizational Commitment & other variables

On the other hand, Table no. 4 reveals that managers
in automobile service sector who were high on
organizational commitment were also
quite
satisfied with their jobs (r= +0.84**). These workers
high on organizational commitment identified with
their work (r=+ 0.47**). They indulged in such
behavior as it was consistent with their other goals
and values (r= +0.34*) and so that they don't suffer
from a sense of guilt or obligation (r= +0.37**). They
were intrinsically motivated (r=+ 0.30*) and had a
self- determined motivational profile (r=+0.28*).
But, committed managers also suffered from
occupational stress (r=+ 0.81**), attributable to work
overload (r= +0.74**), pressures from group and

Job satisfaction

+0.84**

Total Stress Index

+0.81**

Role overload

+0.74**

Unreasonable Group & Political Pressure

+0.72**

Impoverishment

+0.72**

Role Conflict

+0.71**

Role Ambiguity

+0.64**

Low Status

+0.62**

Strenuous Working Conditions

+0.49**

Unprofitability

+0.44**

Powerlessness

+0.44**

Under Participation

+0.42**

Identified Regulation

+0.47**

Work Self determined motivation

+0.44**

Introjected Regulation

+0.37**

Integrated regulation

+0.34*

Intrinsic Motivation

+0.30*

Work self determined Index

+0.28*

Note: p<0.01**, p<0.05*
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Table 5: Significant Product Moment Correlations
between Total Occupational Stress and other variables
Organizational Commitment

+0.81**

Identified Regulation

+0.35*

Work self determination Index

+0..31*

Amotivation

-0.31*

Work self determined Motivation

+0.30*

Intrinsic Motivation

+0.28*

Job Satisfaction

+0.79**

Role Overload

+0.81**

Role Ambiguity

+0.82**

Role Conflict

+0.81**

Unreasonable Group & Political Pressure

+0.84**

Under participation

+0.55**

Powerlessness

+0.64**

Poor Peer relations

+0.82**

Impoverishment

+0.76**

Low status

+0.72**

Strenuous Working Conditions

+0.48*

CONCLUSION
These service managers working in automobile
industry were equipped with a self- determined
motivational profile. They reported to be committed
to their organizations, were satisfied with their jobs
and were not much bothered about the various work
stressors. The findings hint towards “optimal
functioning” (Baard, Deci & Ryan,2004; Meyer &
Gagne,2008) which is essential to keep abreast with
the pace of growth of Indian automobile industry as
expected. The self-determined motivation of these
managers was positively related to other prototypes
of self determination like identified regulation,
integration and intrinsic motivation. The results are
only partially consistent with the SDT's (Deci and
Ryan, 1980) assertion that as self- determination
rises, consequences become increasingly positive
(e.g., organizational commitment, and job
satisfaction). A self- determined profile here was
found to be positively related to outcome variable of
organizational commitment only, and not with
another desirable long term, outcome variable of job
satisfaction.Moreover, SDT (Deci & Ryan, 1980)also
asserts that lower levels of self-determination result
in more negative experiences (e.g., work strain,
turnover intentions). But in the present results
various work stressors were positively related not
only to increased self determination of these
managers, but also to their job satisfaction and
organizational commitment.Therefore, the results
emphasize the pertinent need to address and control
the play of these negative experiences by these
employees. These findings may lead to an
assumption that this might go a long way in
enhancing and assuring job satisfaction of these
managers, as suggested by Porter and Lawler (1968).
Another important and positive finding of the
present study was that in spite of all the stressors
related to their motivational and other outcome
variables, these managers were not 'amotivated', i.e.,
they did not get into a passive mode of not acting or
even losing an intention to act in their work settings.
Hence, it seems that they do have the zeal to achieve,

Note: p<0.01**, p<0.05*

Results show that managers who were more
committed to their organizations were feeling more
stressed out (r=+ 0.81**). As they were intrinsically
motivated (r=+ 0.28*), identified with their job (r=+
0.35*) and self determined (r=+0.31*), being high on
stress did not translate into intention to act passively
or not acting at all (r=-0.31*).Managers although
were satisfied, but also experienced occupational
stress (r=+ 0.79**). Major stressors related to their
overall stress score were confusing roles (r= +0.82**),
which were conflicting (r=+ 0.81**), work overload
(r=+ 0.81**), interpersonal problems (r=+ 0.82**),
unreasonable politics ( r= +0.84**) and taxing
working conditions (r=+0.48**). Perceived sense of
powerlessness (r=+0.64**), impoverishment (r=+
0.76**), under participation in the organization (r=+
0.55*), make them feel that their status is low in the
organization (r=+ 0.72**). In a way, both the content
and contextual factors (Herzberg, et al., 1959) were
causing work stress for these managers.
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but the need of the hour is to maintain and rather
keep it up.
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A consumer behavior analysis based on AHP model has
been proposed to understand Loyalties of Commodity
consumers in the Indian roofing Industry. These loyalties
are interpreted in the form of Loyalty scores of each brand
of the referred industry. We find the construct and
indicators of brand loyalty. The score of the construct
indicating the value proposition of roofing consumer shall
be found using SEM. This loyalty score analysis will help
the company in manipulating various elements and adjust
strategies for increase the loyalty and thus the market
share of the company.
The Company's should
continuously review these constructs and the resulting
loyalties consequently to manage its marketing policies
consistent with changing market dynamics.

INTRODUCTION
The study has been done to understand the
consumer behavior of the customer for asbestos
sheet sold as a commodity product. The companies
are resorting to branding to overcome competition in
a haphazard manner .We have accordingly tried to
calculate the loyalty scores of each of the companies
in the asbestos sheeting industry. This will enrich the
companies on relative importance of many known
factors responsible in purchase decisions and
accordingly allow the marketers to frame optimum
strategies.

Keywords Consumer behavior, SEM, AHP, Loyalty
score, constructs and indicators, Market share, strategy.

Indian roofing industry
The Asbestos sheet industry in India has been
fragmented with most markets served by local and a
few PAN India companies. The market for Asbestos
sheet is spread across rural and semi urban markets.
Themarket demand of Asbestos sheeting in the
country is generally driven by the growth in overall
GDP and Agricultural GDP in particular.
The Asbestos sheet plant is a not a capital intensive
project and consequently there are no entry barriers
in this industry. Currently there are about 18
companies in India with over 50 plants in the country
with an installed capacity of about six million tons
per annum and having a gross estimated annual
turnover of over US$ 1.4 billion. In the present
situation there is a competitive pressure on price
realizations on account of fragmentation present in
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industry. Through this study the marketers will
become more knowledgeable about brand
preference pattern followed by customers and the
constructs influencing customers brand loyalty in
Asbestos sheeting markets. Accordingly this loyalty
score analysis if adopted by the company will help
them in managing various product and brand
elements and adjust strategies to increase their
customer loyalty and thus the market share and
EBITDA of the companies.

loyalty and generate a satisfied loyal consumer.
Today's building industry in India of which roofing
industry is a small part has shown trends of
significant branding phenomena. The major
challenge faced by corporate here is to integrate the
commodity market with their brand to have an
identity for themselves. Commodity branding is not
a new concept but is giving a breath of life in this
market.
Initial orthodox views in commodity branding were
to create awareness however now the commodity
branding has been seen as a tool to create
competitive advantage.

The Govt. of India is striving to provide adequate
shelter to the rural poor and has come forward in
terms of its policy and introduced programs like
Indira Niwas Yojna, Golden Jublee Rural Housing
Finance Scheme, Pradhan Mantri Adarsh Gram
Yojna etc. Prosperity of rural BOPs and available
liquidity has currently given strength to the roofing
market. There are estimated 30.49 crore houses in
India. Of these, 61% are pucca roofs and rest are
made of thatch (kuccha roofing) and clay tiles. In
rural area security concern coupled with increased
income level the desire to shift from kuccha house to
pucca house is increasing.

Brand competitiveness enhances market share,
increase profits, enable organizations to charge
higher price, create customer loyalty or even
override occasional failures in the eye of consumers
Literature review enumerates that brand
competitiveness is a feature of perceived quality
(Aeker, 2000; Berry 2000), perceived uniqueness/
differentiation (Berry.2000;Young and Rubicam
2001),imagery(Biel 1997) and deep consumer
relationship(Berry.2000).

Building product industry is showing favorable
growth mainly on account of sustained rural
demand on the back of adequate disposable incomes
and government sponsored schemes. The total
market of roofing has been illustrated as per
pictorials-1,2 & 3 at the end.

Brand Loyalty
Brand Loyalty signifies repeated buying behavior of
a consumer over a specific time interval. This is
based on the past behavior and the brand loyal
consumer is likely to purchase the products of a
specific brand currently and in the future(Lin,Wu
and Wang 2000).Attitudinal loyalty is the another
dimension of the brand loyalty(Werner and Kumar).
Resources consumed in acquiring new consumers or
channel members are more vis-à-vis retaining
consumers by focusing on increasing the brand
loyalty(Reichheld and Warner).Brand loyalty must
not be regarded as merely repurchase behavior(
Dick and Bose).Accordingly a spectrum of variables
can be studied as a result of analysis of constructs in
brand loyalty assessment studies. Consequently

Asbestos sheeting as a Commodity. Indian roofing
industry produce is a best example of commodity
product which are offering of mass consumption
used by the rural poor through B2C model or
industrial consumer through both B2B and B2C
model. It is very difficult for a consumer to
differentiate between produce of different brandon
the basis of similar features offerings of one and all.
High competitiveness and marginal ever decreasing
pricing trends has threatened the market share and
the EBITDA of the various players of the industry.
Hence the marketers tend to induce consumer
Amity Business Review
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consumer loyalty has been studied by simultaneous
inclusion of the behavior and attitudinal studies.
Behavior and purchase loyalty consists of repeated
purchase of brand whereas attitudinal brand loyalty
includes degree of dispositional commitment in
terms of some unique value proposition associated
with the brand. Commitment is a significant
component of brand loyalty. Loyalty of a customer is
a deeply held commitment to repurchase a preferred
product in face of influences and marketing effort
having potential to cause switching behavior. A
preference behavior model based on two dimension
i.e. behavior and attitudinal measures for measuring
brand loyalty.

VA R I A B L E S ' O R C O N S T R U C T
MEASUREMENT OF BRAND LOYALTY OF
ASBESTOS ROOFING SHEET INDUSTRY
AND HYPOTHESIS FORMULATION
Involvement

Defining Variables of brand Loyalty
Brand Loyalty can be viewed as a multi dimensional
construct each affected by multivariate
measurement items. Nine variables or the constructs
that have been identified in literature that are the
measures of brand loyalty are Involvement,
Functional Value, Price Worthiness, Social Value,
Brand Trust, Customer Satisfaction, Commitment
and Repeat Purchase Behavior. In this study with
relevance to Indian Roofing industry in general and
Asbestos sheet in particular it has been identified
that the nine variables and their measurement items
or the indicators which are most critical and
proposed a method for computing the Brand Loyalty
Scores which could be sourced from the data
obtained from the feedback of the respondents taken
through a questionnaire.

help the companies in manipulating various
elements and adjust strategies that can increase
the loyalty scores and hence the market share of
the firm.

H5 Higher level of Social Value gives higher level of
Brand loyalty.

Methodology incorporated is SEM (structural
Equation Modeling) using AMOS software for data
collection as an input to the AHP for finding
loyalties. The logical steps followed are

Brand Trust
This is a variable for a longterm lasting positive
relationship.So our Hypotheses is
H6Higher level of Brand Trust Value gives higher
level of Brand loyalty.

•

Using the established framework to assess the
loyalty.

Consumer Satisfaction

•

Evaluation of V j values using SEM (Structural
Equation Modeling) i.e. importance of
constructs against each other.

•

Designing the instrument and validity.

H1 Higher level of Involvement gives higher level of
Brand loyalty

H7Higher level of Consumer satisfaction Value
gives higher level of Brand loyalty.

•

Hypothesis formulation.

•

Evaluation of B ij values using pair-wise
comparison matrix.

•

Finding the loyalty score Li.

The Functional Value is defined as the service benefit
derived by virtue of product quality and expected
benefits of the product to the consumer influencing
his choice.So our Hypotheses is
H2 Higher Level of Functional Value gives higher
level of Brand Loyalty.

Emotional Value
Motor response generated because of good feelings
is defined as emotion. So our Hypotheses is
H3 Higher level of Emotion Value gives higher level
of Brand loyalty.

This value leads to repeated purchase on account of
consumer's satisfaction.So our Hypotheses is

Commitment
Commitment of consumer has a major psychological
effect on the companies. So our Hypotheses is

Repeat Purchase Behavior
It is defined in quantitative terms the extent to which
consumer repurchase same brand on equal periodic
interval. So our Hypotheses is
H9Higher level of Repeat Purchase Value higher
will be the level of Brand loyalty.

RESEARCH METHODOLOGY
Objectives of the study

The price worthiness indicates benefits perceived by
the consumer on account of reduced costs i.e. value
for money or in absolute terms. So our Hypotheses
isH4 higher level of Price Worthinessvalue gives
higher level of Brand loyalty.

•

To study the variable or constructs influencing
brand loyalty and there importance with respect
to each other and develop a pair wise
comparison of each brand against these
constructs.

Social Value

•

To measure the brand loyalty by using these
constructs in an established model

•

To analyze loyalty score and study how it can

Amity Business Review
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Accordingly a survey was done in two stages.
Initially the first Questionnaire was circulated on the
basis of convenience sampling to the stockiestand,
consumers to assess the score of the construct
indicating the value proposition of roofing
consumer . The sample size was taken of 120
respondents in Punjab, Haryana, NCR and UP-West.
The respondents were asked to provide data as per
Questionnaire 1.The content validity test of the
questionnaire was carried out to test the validity of
the questionnaire.

H8Higher level of Commitment Value higher will be
the level of Brand loyalty.

Price Worthiness

The benefits derived from products ability to
28

increase the self respect of a consumer.So our
Hypotheses is

Product involvement is a prerequisite for brand
loyalty Studies inform that there is a positive
correlation between attitude and involvement.
Involvement is correlated to consumers thought
process, feelings and behavior response to Roofing
Sheet Category.

Functional Value

The score of the variables or the construct indicating
the value proposition of roofing consumer. The
loyalty score analysis will help the company in the
Roofing Sheet Industry in manipulating various
elements and adjust strategies for increase the
loyalty and thus the market share of the company.
Research gaps with respect to evaluation of loyalty
scores and subsequent branding of Roofing sheet
industry has been addressed through the attempted
study.
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Methodology incorporated is SEM (structural
Equation Modeling) using AMOS software for data
collection as an input to the AHP for finding
loyalties. Accordingly the Vj values i.e. value
proposition of each construct was calculated using
SEM.Similarly second sets of questionnaire was
administered on the multi brand dealers and
contractors in sample size of 10 parties in order to
generate pair-wise comparison matrix the priority
vectors with respect to the six brands ( B ij values)
were estimated using AHP.
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AHP based Model for assessing Loyalty
Score of Roofing Sheets

i= Company brand index’s 1,2,3,4,5,6 (Six
Companies of the industry)

RESULTS

The analytic hierarchy process (AHP) was
developed as a structured technique for organizing
and analyzing complex decisions by Thomas L Satty.
It considers both the qualitative and quantitative
aspect of the problem.

j= index’s of variables 1,2,3,4,5,6,7,8,9. (9 variables
for evaluating the loyalty)

(Sums of all columns for the companies should be ideally equal to 100% or 1but due to round off of the digit
they are nearly 100%.Infact for example the the value for Involvement construct for charminar of 24.3%
signifies in value terms 0.243.)

v1,v2,v3,v4,v5,v6,v7,v8,v9 relative importance of
variables obtained from SEM
Bij is the representing ith brand against jth variable
obtained from pair wise comparison.

The AHP helps stakeholder to find one that best suits
their goal and their understanding of the problem. It
provides a comprehensive and rational framework
for structuring a decision problem, for representing
and quantifying its elements, for relating those
elements to overall goals, and for evaluating
alternative solutions in a hierarchal form.

L1,L2,L3,L4,L5,L6 are the loyalty scores desired
from the study.

Calculating Vj Values using Structure
Equation Modeling
Structure Equation Modeling technique used to
establish relationship between variables .It is a
confirmatory technique which test models which are
conceptually derived and test if theory fits the
data.SEM accounts for measurement errors during
data analysis.

The variable or the constructs which are factored in
for loyalty are weighted against each other to assess
their value proposition in relation to each other to the
consumer. This will be obtained by confirmatory
factor analysis in structural equation modeling.
The AHP hierarchy follows following sequence as
referred in Pictorial 4.

In the present study 29 measurement items or
indicators have been identified after doing the
content validity test involving people from the
industry. A higher and lower order models are
incorporated in SEM. The data obtained from
questionnaire 1 is fed as input data of measurement
items in AMOS software which has an inbuilt
evaluation of testing of the significance and
goodness of fit of the data.

At level 1 The Loyalty score are computed among
alternatives with respect to each variable.
At level 2 The variables among weighed against each
other as per customers choice and value proposition
of the variable.
At level 3 The Company brand are compared against
each variable or the construct to know the impact of
value proposition.

Table 1: Summary of results for calculation of Bij Values using AHP
Companies

Involvement

Functional

Price_ Worthiness

Emotion

Social

Brand Trust

Satisfaction Commitment

Repeat_ Purchase

Charminar

24.3

21.7

19.3

25.5

25.8

23.5

23.3

24.7

23.6

Everest

18.3

20.0

18.3

17.0

17.5

18.5

18.1

17.9

16.9

Vishaka

14.7

15.2

15.1

15.2

14.6

14.8

14.8

14.6

14.8

Ankur

15.2

15.3

16.0

15.0

15.0

16.3

15.4

15.3

16.1

Jaikirti

14.2

14.8

16.6

14.2

14.1

13.7

15.6

13.9

14.0

Upal

13.4

13.2

14.7

13.0

13.0

13.2

12.8

13.6

14.6

Table 2: Summary of results for calculation of Vj Values using AMOS Moderate fit model
Vj values

Involvement

Functional

Price_ Worthiness

Emotion

Social

Brand Trust

Satisfaction Commitment

Repeat_ Purchase

1

3.70

1.33

3.69

4.37

4.77

5.45

2.49

5.74

Table 3 Summary of results of Loyalty score of 6 company brands
S. NO.

Companies

Loyalty Scores (Max 100 %)

1

Charminar

23.87

2

Everest

18.06

3

Vishaka

14.84

4

Ankur

15.48

5

Jaikirti

14.45

6

Upal

11.54

Findings
Moderate model fit using AMOS

Consequently we shall compare each company
against the other in the roofing industry against each
construct as reflected in 90 comparison matrices i.e. 9
indicators against 10 respondents and 6 companies.

TABLE4: The model for confirmatory factor analysis using SEM has following results

Thereafter, the loyalty score are obtained by
blending the two sets of parameter mentioned
aboveas per below said formula:.
Mathematically ,it can be represented as
L=
Vj Bij
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Parameter

Actual

Permissible as per literature

CMIN/DF

1.896

<3

NFI

0.718

0.9(approx)

TLI

0.823

<0.9(approx)

CFI

0.84

<0.9(approx)

RMSEA

0.087

<0.08
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We can therefore conclude the model is a moderate fit.

TABLE 7: Parsimony-Adjusted Measures
Model

PRATIO

PNFI

PCFI

Default model

.899

.646

.756

Saturated model

.000

.000

.000

Independence model

1.000

.000

.000

TABLE 8: NCP
Model

NCP

LO 90

HI 90

326.999

256.613

405.191

.000

.000

.000

2049.277

1896.821

2209.168

Default model
Saturated model
Independence model

TABLE 9: FMIN
Model

FMIN

F0

LO 90

Default model

5.815

2.748

2.156

Saturated model

.000

.000

.000

20.633

17.221

15.940

Independence model

TABLE 10: RMSEA
Model

Model Fit Summary

RMSEA

LO 90

HI 90

PCLOSE

Default model

.087

.077

.097

.000

Independence model

.206

.198

.214

.000

BIC

CAIC

TABLE 5: CMIN
Model

NPAR

CMIN

DF

P

CMIN/DF

Default model

99

691.999

365

.000

1.896

Saturated model

464

.000

0

Independence model

58

2455.277

406

TABLE 11: AIC
Model

.000

6.047

AIC

BCC

Default model

889.999

956.741

Saturated model

928.000

1240.809

Independence model

2571.277

2610.379

TABLE 6: Baseline Comparisons
Model

NFI
Delta1

RFI
rho1

IFI
Delta2

TLI
rho2

CFI

Default model

.718

.686

.844

.823

.840

Model

ECVI

LO 90

HI 90

MECVI

Saturated model

1.000

1.000

Default model

7.479

6.888

8.136

8.040

Independence model

.000

.000

Saturated model

7.798

7.798

7.798

10.427

Independence model

21.607

20.326

22.951

21.936

1.000
.000

32

.000

.000

TABLE 12: ECVI
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TABLE 13 : HOELTER
Model

HOELTER .05

HOELTER .01

Default model

71

75

Independence model

23

24

TABLE 14: Execution time summary
Minimization:

0.047

Miscellaneous:

1.187

Bootstrap:

0.000

Total:

1.234

CONCLUSIONS AND INTERPRETATION
The above study shows that Charminar brand is
undisputed leader in North India with loyalty score
of 23.87% followed by Everest at 18.06% and Ankur
with 15.48% and Vishaka at 14.84 %and Jaikirti at
14.45% and lastly by Upal at 11.54%.

Ankur is lower to Vishaka in case of emotion value
which are 15.0 and 15.2 respectively that means that
bondage between the company in case of Ankur has
to be increased with the channel.
Although price worthiness is not having a greater
impact on the loyalty scores still Jaikirti is scoring
16.6 higher than Vishaka or Ankur both these
companies are cautioned to look into this factor as
well. Jaikirti is scoring low on the repeated purchase
front vis-à-vis all the companies including the
laggard Upal and need to improve on this variable.

SIGNIFICANCE OF THE STUDY
A wider all India sample with random sampling
could give an insight of PAN India behavior pattern
of the market.

Functional value can be enhanced by concentrating
on the quality and durability features of the product
and educate the customer giving more technical
information on the various features. Emotional
value can increased by elevating the bondage
between the company and the channel by organizing
Dealer Development Programmes.Brand trust
signifies that Everest has to keep its promises to the
channel. Company actions should reflect honesty in
all dealings. Commitment and Repeat purchase can

Brand Trust

superior features and advantages of AC sheets vis-àvis substitutes such as Metal sheets (eg AC sheets are
suitable for insulation against heat, makes no sound
during rain etc) in various DDM’s and technical
forums. The reliability and long life can be shown by
giving list of existing structures which use this
product since many decades. Photographs
supporting the good condition of AC sheets vis-à-vis
metal sheets which are prone to corrosion can be
shown. This will educate the customer to carefully
choose the product.

Honest delivery of promises keeps dealer motivated.
Brand trust can be built by keeping channel
motivated by virtue of announcing of various
schemes and incentives. Consumer schemes should
also be affected. However foremost is keeping the
promises made and being known for honesty and
sincerity.

Satisfaction
The customers service deptt. Of the companies has a
pivotal role to play in meeting and justification of
expectations of the customer. They get the feedback
from the customer and help management to change
the strategies on time.

Functional Value

be increased by improving the service levels with
quality material.

This study also interprets that Charminar is leader
by scoring highest in all the 9 variables .Similarly
Everest is second by scoring second highest in all the
9 variables. However Everest has to take note it is
being closely followed by Ankur in all the
parameters and in case of construct on repeat
purchase it faces a threat from Ankur that they may
over take them for this construct in near future.
Everest brand can improve on their loyalty score by
focusing on the factors like functional value,
emotional value, social value, brand trust,
Satisfaction and commitment.

A Consumer Behavior Study on
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RECOMMENDATIONS
Identified 9 variables in the study play a significant
role in calculating the loyalty score and help in
developing proactive strategies for enhancing these
scores.

Involvement

The industry can focus on giving consistent and
good quality material without longitudinal and side
cracks. Consistent stringent in-house quality audit
monitoring at the plants and depots can be carried
out. The external grievances can be handled by
conducting timely inspections by the quality audit
teams.

Commitment
Committed customer is important to the company
than a new one. Training programmes of the channel
member help in developing commitment of the
customer. They are responsible for generation of
brand value and creation of brand equity. Quality
and timely service are major paradigm for
generation of brand preference.

Price worthiness
The price worthiness variable can be elevated by
improving quality perception, value of money vis-àvis the substitutes signifying overall economical
feature of the AC sheet resulting into lowering of
total project cost. This image has to be built up by
holding seminar and programmes for the customers,
influencers and the architects.

Repeat Purchase
The company should effect strategies for generation
of loyal customers who recommend their brand to
friends and relatives .Strategies could be loyalty
programs, technical seminars, gifts and samples,
accumulation of points on consistent purchase for
getting gift items eg current Unati program by
Charminar, etc.

Emotional Value
Durability, safety and quality are all resulting in
generation of confidence to the customer and
building an emotional bondage with the company.
These features are to be effectively informed to the
customer through various channels.

CONCLUSION
Highly competitive Asbestos sheeting industry
which is witnessing turmoil in form of ever
decreasing margins due to declining sales and prices
that has threatened the market share and the
EBITDA of the various players of the industry.
Hence the marketers tend to induce consumer
loyalty and generate a satisfied loyal consumer .The

Social Value
Bondage between the company and the customer
helps in building social construct. Customer should
feel elated in being associated with the company.
The company should proactively work for it.

The asbestos cement companies should highlight
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Holbrook.M.B, C. .. (2001). The chain of effects from brandtrust
and brand effect to brand performance:The rule of brand loyalty.
Journal of Marketing, 65 (2), 81-93.

already established model in the available literature
for cement commodity usedfor multidimensional
construct has been applied for finding brand loyalty
score of Asbestos sheeting industry.AHP
andStructural equation modeling using AMOS
software has been applied to find the loyalty scores
.These score have been used for suggesting various
appropriate strategies in the recommendation
section.
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Pittsburgh: RWS Publication.
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Theory with Analytical Hierarchy Process. pittsburgh: RWS
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LIMITATION

L, S. T. (1980). The Analytical Hierarchy Process. New York:
McGraw Hill International Book Co.

AC sheet industry is factory centric i.e. the region of
influence of the particular brand on the consumer is
greatly affected by the nearness to the sources of
supply. This study was preliminary focused on the
consumers in NCR and Punjab and Haryana
.However loyalty score will vary from region to
region depending on local regional influence of the
local source of supply. Further, study is relevant to
the period of study as respondent opinion is a
dynamic affair influenced by ever changing
environment. Significantly the AMOS Model has
taken 120 respondent behaviors resulting into
moderate fit. Larger sample size could have
definitely given a close fit to the model and
improved the results further.
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Annexure 2

Pictorial 3
PUCCA ROOFS 1 - CONSTITUTE 61% MARKET SHARE OF ROOFING INDUSTRY

Questionnaire 1 to assess the perception on strength of various measurement items on a likert Scale

Strongly
Agree

Pictorial 4 AHP Model
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1

Irecommend / use my
brand from AC Sheets
markets carefully.

2

I have known perceived
differences among
different AC sheet brands.

3

I have compared the
characterstics among
different various AC Sheet
Brands.

4

I prefer

5

My recommended/used
brand is highly reliable &
credible.

6

This brand gives consistent
quality.

7

The company gives
technical information
through brochure,
carpenter meet / dealer
meet presentation which
are very informative and
useful.

8

This brand offers the
required strength and
durability .

9

T h e
d i f f e r e n t
Advertisements coming
from this brand are very
informative.
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Agree

Neutral

Disagree

EVEREST VISHAKA RAMCO ANKUR
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Strongly
DisAgree

JAIKIRTI

UPAL
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Strongly
Agree

Agree

Neutral
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Disagree

Strongly
DisAgree

10 This brand offers me value
for money.

Strongly
Agree

Agree

Neutral

more
than
5 years

more
than
3 years

more
than
1 years

Disagree

Strongly
DisAgree

22 To change my preferences
for this brand would
require major thinking.

This brand is reasonably
priced.

23 Even if close friends
recommend another brand,
I would not change
preference to this brand.

11 This brand is economical
for the construction .
12 The usage of the preferred
brand makes me feel good
and safe.

24 I have been buying/using
this brand since .

13 T h i s b r a n d g i v e s m e
confidence as it durable
and longlasting.

25 I have been buying/using
this brand since long time.

14 I consider my brand as a
status symbol.

26 I consider myself as a loyal
customer for this brand.

15 I feel proud to be consumer
/associated with this
brand.

27 I will recommend this
brand to my friends and
relatives.

16 I can say my brand has been
honest and sincere to its
commitments/promises.

28 If I don't get get this brand
due to shortage ,I will wait
till I get new stock.

17 I depend on my brand and
it never disappoints me.

29 I intend to keep purchasing
this brand.

18 I believe my brand always
meets my expectations.

30 I will continue to be loyal
customer to this brand.

19 Overall in buying this
brand, I believe I would be
pleased with it.
20 I have a strong preference
for this brand.
21 My preferences for this
brand will not change.
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more
than
6 months

more
than
3 months

A Consumer Behavior Study on
Indian Fibre Cement Roofing Markets

A Consumer Behavior Study on
Indian Fibre Cement Roofing Markets

Questionnaire 2 to assess the perception on strength of Companies against a construct or variable on
Sattys Scale for AHP analysis.

2. Functional Value.
With respect to reliability, durability, credibility, consistent quality, and technical information how
important is

1. Involvement:
With respect to characteristics, perceived differences and preferences how important is
Equally
Important

Moderately
Important

Strongly
Important

Very Strongly
Important

Equally
Important

Extremely
Important

Moderately
Important

1. Charminar Vs Everest
1. Charminar Vs Everest
2. Charminar Vs Vishaka
2. Charminar Vs Vishaka
3. Charminar Vs Ankur
3. Charminar Vs Ankur
4. Charminar Vs Jaikirti
4. Charminar Vs Jaikirti
5. Charminar Vs Upal
5. Charminar Vs Upal
6. Everest Vs Vishaka
6. Everest Vs Vishaka
7. Everest Vs Ankur
7. Everest Vs Ankur
8. Everest Vs Jaikirti
8. Everest Vs Jaikirti
9. Everest Vs Upal
9. Everest Vs Upal
10. Vishaka Vs Ankur
10. Vishaka Vs Ankur
11. Vishaka Vs Jaikirti

11. Vishaka Vs Jaikirti

12. Vishaka Vs Upal

12. Vishaka Vs Upal

13. Ankur Vs Jaikirti

13. Ankur Vs Jaikirti

14. Ankur Vs Upal

14. Ankur Vs Upal

15. Jaikirti Vs Upal

15. Jaikirti Vs Upal
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Strongly
Important

Very Strongly
Important

Extremely
Important
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3. Price Worthiness.

4. Emotional Value.

With respect to reasonable pricing, value for money and economical construction how important is

With respect to feel good factor such as safety and durability how important is

Equally
Important

Moderately
Important

Strongly
Important

Very Strongly
Important

Extremely
Important

Equally
Important

1. Charminar Vs Everest

1. Charminar Vs Everest

2. Charminar Vs Vishaka

2. Charminar Vs Vishaka

3. Charminar Vs Ankur

3. Charminar Vs Ankur

4. Charminar Vs Jaikirti

4. Charminar Vs Jaikirti

5. Charminar Vs Upal

5. Charminar Vs Upal

6. Everest Vs Vishaka

6. Everest Vs Vishaka

7. Everest Vs Ankur

7. Everest Vs Ankur

8. Everest Vs Jaikirti

8. Everest Vs Jaikirti

9. Everest Vs Upal

9. Everest Vs Upal

10. Vishaka Vs Ankur

10. Vishaka Vs Ankur

11. Vishaka Vs Jaikirti

11. ishaka Vs Jaikirti

12. Vishaka Vs Upal

12. Vishaka Vs Upal

13. Ankur Vs Jaikirti

13. Ankur Vs Jaikirti

14. Ankur Vs Upal

14. Ankur Vs Upal

15. Jaikirti Vs Upal

15. Jaikirti Vs Upal
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Important
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Strongly
Important

Very Strongly
Important

Extremely
Important
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5. Social Value.

6. Brand Trust.

With respect to status symbol and proud feeling how important is

With respect to features like Honesty, Sincerity and non disappointment how important is

Equally
Important

Moderately
Important

Strongly
Important

Very Strongly
Important

Extremely
Important

Equally
Important

1. Charminar Vs Everest

1. Charminar Vs Everest

2. Charminar Vs Vishaka

2. Charminar Vs Vishaka

3. Charminar Vs Ankur

3. Charminar Vs Ankur

4. Charminar Vs Jaikirti

4. Charminar Vs Jaikirti

5. Charminar Vs Upal

5. Charminar Vs Upal

6. Everest Vs Vishaka

6. Everest Vs Vishaka

7. Everest Vs Ankur

7. Everest Vs Ankur

8. Everest Vs Jaikirti

8. Everest Vs Jaikirti

9. Everest Vs Upal

9. Everest Vs Upal

10. Vishaka Vs Ankur

10. Vishaka Vs Ankur

11. Vishaka Vs Jaikirti

11. Vishaka Vs Jaikirti

12. Vishaka Vs Upal

12. Vishaka Vs Upal

13. Ankur Vs Jaikirti

13. Ankur Vs Jaikirti

14. Ankur Vs Upal

14. Ankur Vs Upal

15. Jaikirti Vs Upal

15. Jaikirti Vs Upal
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Strongly
Important

Very Strongly
Important

Extremely
Important
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7. Satisfaction.

8. Commitment.

With respect to meeting my expectations how important is

With respect to my commitment how important is

Equally
Important

Moderately
Important

Strongly
Important

Very Strongly
Important

Extremely
Important

Equally
Important

1. Charminar Vs Everest

1. Charminar Vs Everest

2. Charminar Vs Vishaka

2. Charminar Vs Vishaka

3. Charminar Vs Ankur

3. Charminar Vs Ankur

4. Charminar Vs Jaikirti

4. Charminar Vs Jaikirti

5. Charminar Vs Upal

5. Charminar Vs Upal

6. Everest Vs Vishaka

6. Everest Vs Vishaka

7. Everest Vs Ankur

7. Everest Vs Ankur

8. Everest Vs Jaikirti

8. Everest Vs Jaikirti

9. Everest Vs Upal

9. Everest Vs Upal

10. Vishaka Vs Ankur

10. Vishaka Vs Ankur

11. Vishaka Vs Jaikirti

11. Vishaka Vs Jaikirti

12. Vishaka Vs Upal

12. Vishaka Vs Upal

13. Ankur Vs Jaikirti

13. Ankur Vs Jaikirti

14. Ankur Vs Upal

14. Ankur Vs Upal

15. Jaikirti Vs Upal

15. Jaikirti Vs Upal
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Strongly
Important

Very Strongly
Important

Extremely
Important
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9. Repeat Purchase.
With respect to repeated purchase and loyalty how important is

Equally
Important

Moderately
Important

Strongly
Important

Very Strongly
Important

Extremely
Important

1. Charminar Vs Everest
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In capital starved developing countries, the governments
alone cannot meet the health needs of their usually
enormous population owing to challenges like inadequate
infrastructure, low per capita income, diseases in epidemic
proportions and illiteracy. Alternate health care models,
which are sustainable, can supplement the efforts of the
government and also be profitable. India is home to 1.2
billion people (World Bank, 2012), with almost 42 percent
of the population living below the poverty line (i.e.
population living below US $1.25 PPP per day). The
businesses that endeavour to target this 'big' group –
essentially because of the sheer size (in numbers) of this
segment – face a challenging but doubly rewarding
prospect of bringing about social change through
economically sustainable solutions. These business
ventures contribute towards improving the quality of life
of the people at large. This case focuses on evaluating select
organizations working towards making a noticeable
difference by offering affordable healthcare to people at the
base of the pyramid. Their business models and how they
work towards offering value to this market segment is
analyzed. The solutions offered by these organisations are
alternative to the traditional healthcare delivery services,
government expenditures, aid as well as philanthropy.
This case provides valuable insights for entrepreneurs,
businesses and investors to appreciate the size of this
'ignored' opportunity.

INTRODUCTION
The growth of nations is usually measured by
analyzing their economic activities. But, apart from
economic growth, there are other dimensions like
education, healthcare, employment opportunities,
etc. that represent the level of development and in
turn growth of a nation. Among these, health of a
nation is critical because only healthy individuals
can contribute towards creating a healthy economy.
It is thus important to understand what health
means. Health represents a state of complete
physical, mental and social well-being and not
merely the absence of disease (World Health
Organization).
India represents 17.5 percent of world's population,
at a little more than 1.2 billion. It is second only
to China which hosts 19.4% of the people on
this earth. Out of the total Indian population,
51.4 percent are male and approximately 1/3rd
live in urban areas as per the Census of India 2011.
The key health indicators are presented in
Exhibit 1.
After a lot of government efforts, India witnessed a
decline in the population growth rate (Census of
India, 2011). The gender ratio has also improved
from 933 females per 1000 males in 2001 to 940
females per 1000 males in 2011, and at present the
average life expectancy at birth is 65 years. However,
we haven't been able to reduce the infant mortality

Key Words: Healthcare Industry, India, Bottom of the
Pyramid, LifeSpring, Vaatsalya, Aravind Eye Care
System and Narayana Hrudayalaya
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rate (IMR) and India has high IMR as compared to
countries with the same level of development. Also,
apart from the above mentioned health indicators,
finer variables representing social wellbeing of the
people should also be analyzed. The health of
individuals is influenced by a nation's socioeconomic, cultural, political, and technological
forces and the outcome i.e. health of a nation is a
function of:
•

social determinants (like food availability,
nutritional status, availability of safe drinking
water, housing, transport, education,
employment, etc.); and

•

available technologies for diagnosis, cure and
management of diseases.

New Paradigms in Indian Healthcare:
Pioneering Solutions for the Developing Markets
Exhibit 3: Public and Private Expenditure on Health (As a percentage of GDP)

health is an important determinant of human
development, healthcare expenditure is necessary
social expenditure for any country. Thus, one of the
tasks that governments' face is to provide equal
access to health care to their citizens for improving
their health status. This is particularly important in
case of developing countries like India which have a
large proportion of population living below the
poverty line. What also makes government
spending in healthcare crucial is that healthcare is
prone to 'informational asymmetry' i.e. one party
has more information than the other about the
transaction. In healthcare, the doctor knows more about the patient's medical condition and the cure
for the disease, than the patient himself. This
informational mismatch puts one side at a greater
advantage than the other. To overcome or mitigate
such anomalies, significant and effective
participation from the Government in healthcare
services is imperative. However, most studies
indicate that, government spending on health care in
most low-income and middle-income countries is
very low. A close comparison of BRIC (Brazil,
Russia, India and China) nations on healthcare
spending suggests that among BRIC nations, which
have similar socio, political and economic
characteristics, India spends lowest on healthcare.
Exhibit 3 provides comparative details of
proportional public and private expenditure on
healthcare in countries. The Indian government is
among the lowest spenders on healthcare with
public expenditure less than 2% of GDP.
Comparatively, the average public expenditure of
OECD countries is 6.9% of GDP. This reflects the gap
that the Indian government needs to address.

These contribute to well being of people of a
nation. A snapshot of the social and technological
factors influencing India's health is presented in
Exhibit 2.
Though India witnessed impressive economic
growth since 1991 and later after 2004, social
development especially health of its citizens
did not progress equally. The Indian government,
through directive principles, five year plans, several
schemes and initiatives has focused on social
development specifically in providing education,
healthcare and safe drinking water to its
people. However, progress in providing primary,
secondary and tertiary healthcare and communitybased services has been rather slow. The figures
presented in Exhibit 2 related to social and
technological factors influencing healthcare are
rather grim

INDIA'S EXPENDITURE ON HEALTHCARE

As discussed already, the governments across the
world have a significant role in providing and
regulating health services. Let's closely analyze the
'duty' of the Indian government. The Indian
Constitution was drafted on the pattern of a socialist
state. The Fundamental Rights and Directive
Principles are an important part of the Constitution

Nobel Laureate Amartya Sen (1999) rightly points
out that, “empowerment of people comes from the
freedom they enjoy, and this includes, among others,
freedom from poverty, hunger, and malnutrition,
and freedom to work and lead a healthy life”. As
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defining the rights of the citizens and the role of state.
The civil and political rights of the citizens of India
are mentioned as Fundamental Rights and social
and economic rights like health, livelihoods etc. are
provided for as Directive Principles for the State. The
Constitution provides for health care services as a
responsibility of State governments but not a right of
Indian citizens. For fulfilling the healthcare related
responsibilities, the Central government provides
health policy and planning to the States and also
supports it by funds. For example - programmes for
controlling/ eradicating leprosy, tuberculosis,
blindness, malaria, smallpox, polio, diarrhoea, etc.
which are uniformly implemented across India.
Thus in case of India, the Central and State

New Paradigms in Indian Healthcare:
Pioneering Solutions for the Developing Markets

governments together assume the responsibility of
healthcare. The total allocation of funds under the
11th Five Year Plan was Rs. 30,477 Crores (Refer
Exhibit 4(a)).. The investment in health sector
increased from 3.97% to 6.49 % of total Plan
Investment in 10th Plan (Refer Exhibit 4(b))
indicating a positive trend in governments' focus on
this sector.

Exhibit 5 (b) examines the state-wise proportion of
public and private expenditure on healthcare. Only
states like Arunachal Pradesh, J & K, Mizoram,
Nagaland and Sikkim and Union Territories like
Lakshwadeep have higher public per capita
expenditure on healthcare. For the rest of the states,
per capita private expenditure is three to four times
more than the per capita public expenditure on
healthcare.

When the total health expenditure is analyzed by the
source of this expenditure, it is observed that private
funds/ finance contribute at more than 2/3rd of the
health expenditure and the government spending
only about a quarter of the total health expenditure
(Refer Exhibit 5(a)).

Healthcare Industry in India

Exhibit 4 (a): Indian Government's Expenditure on Healthcare

sector in future include – increasing demand for
quality and specialized healthcare, government
support and opportunities available for investors.
Exhibit 6 highlights the reasons for expected growth
in this sector.
The healthcare market in India can be split into five
broad segments including – hospitals,
pharmaceutical, diagnostics, medical equipment
and supplies and medical insurance (Refer Exhibit
7). At present the network for healthcare services,
comprising the segments mentioned above, is highly
fragmented, unorganized, and unbranded. Also the
industry does not practice accreditation norms and
quality regulations. Service standards are not
defined except in the corporate-run hospitals.

The Indian healthcare industry is expected to reach
US$ 79 billion in 2012 and US$ 280 billion by 2020
(India Brand Equity Foundation/ IBEF, 2012). Some
of the factors that suggest strong growth of this

Exhibit 5 (a): Type of Health Expenditure

Exhibit 5 (b): Public and Private Health Expenditure - Statewise
Exhibit 4 (b): Indian Government's Expenditure on Healthcare as per Five Year Plans
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Exhibit 6: Reasons for Growth in Healthcare Industry
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high out-of-pocket expenditures, with more than
three-quarters of the increasing financial burden of
health care being met by households (Balarajan,
Selvaraj and Subramaninan, 2011). India also
witnesses a severe shortage in workforce and the
workforce in concentrated in urban areas. In rural
areas people are at the mercy of unqualified
providers. The number of colleges to train medical
professionals, are also inadequate. In India
infectious diseases and vaccine-preventable
childhood diseases continue to contribute 30% of the
disease burden having huge economic impact India
(Prinja, Kanavos and Kumar, 2012). Also among
developing countries and BRIC nations, India has
high proportion of maternal, newborn and
childhood deaths, undernourished children, etc.

THE 'HEALTH' OF HEALTHCARE
INDUSTRY IN INDIA-MAJOR CHALLENGES
The healthcare system includes “all the activities
whose primary purpose is to promote, restore, or
maintain health” (World Health Organisation).
Healthcare includes both medical care as well as
proactive preventive care and it involves
expenditure done by government and the citizens
(private expenditure) to find a solution for health
related problems faced by them. The facets of
healthcare system for analyzing India's present
healthcare system and challenges include – access to
healthcare, financial costs of consuming the services,
availability of quality care and competent
professionals and attention given to vulnerable
groups (like children, women, disabled and the
aged).

Source: India Brand Equity Foundation/ IBEF, 2012

Exhibit 7: Healthcare Industry in India

The challenges facing healthcare industry are
magnanimous as is the magnitude of the problems
and their complexity. Though the role of
governments, national and state, as the entities with
primary responsibility cannot be ignored, private
sector and entrepreneurs can lead by providing
innovative and effective solutions. The rest of the
case deals with some such ideas implemented by
individuals and the performance and challenges
facing these businesses.

The research indicates that there exist healthcare
inequities in India (Prinja, Kanavos and Kumar, 2012
and Balarajan, Selvaraj and Subramaninan, 2011)
and despite improvements in access to health care,
inequalities are related to socioeconomic status,
geography, and gender, and are compounded by

LifeSpring Hospitals Private Limited (LHPL)

Source: India Brand Equity Foundation/ IBEF, 2012

The hospitals comprise 71 percent of the total
revenues generated by the healthcare sector and can
be sub-classified as follows:
•

•

service delivery. Apollo Hospitals, Fortis
Hospitals, Max Healtcare, Workhardt Hospitals
and Manipal are a few among the corporate run
establishments.

Government hospitals - These are wellestablished hospitals, located mainly in metros,
mini-metros and cities, are usually superspecialty, offer services at low fee, but service
standards are not defined. Noteworthy
references include All India Institute of Medical
Sciences (AIIMS), Post graduate Institute of
Medical Education and Research (PGIMER) at
Lucknow, Chandigarh, etc.
Corporate-run hospital - A number of corporate
have established network or chain of hospitals
offering specialized facilities, world-class and
up-to date equipment, with a strong focus on
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•

Doctor-run hospitals – The specialists in many
cities engage in establishing their own hospitals.
These are managed by the promoter doctor who
specializes in treatment of specific disease. The
doctor banks on his reputation and service
delivery is not standardized.

•

Clinics and Nursing homes – In smaller towns
and cities which are a majority in India, there are
clinics and nursing homes operated usually by
general physicians to offer day to day healthcare
to the people in the locality. They provide
treatment at low cost and usually employ
untrained manpower.
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LHPL was registered in 2008 in Kerala as a 50:50 JV
between HLL Lifecare Ltd. and Acumen Fund. HLL
Lifecare Limited is an enterprise of the Government
of India. It is a multi-product, multi-unit
organization, best known for the production of
contraceptives and has market share of over 65% in
the rural and semi-urban markets. Acumen Fund,
headquartered in New York, is a nonprofit global
venture philanthropy fund that invests in social
businesses in the fields of healthcare, housing, water,
and energy. They make investments in enterprises
offering sustainable financial return and having
strong social impact.

about the vaccination schedule as well as guided
about taking care of their newborn. LifeSpring also
focuses on community outreach programs to
educate the surrounding localities about women's
health and maternity issues.
Life Spring has process-driven model and each
hospital is standardized across its 180+ processes.
This makes the hospitals easily replicable and allows
ease in scaling up. The facilities offered include
private consultation rooms, labor rooms, an
operating theater, three types of customer wards
(general, semi-private, and private wards),
diagnostic services, and a pharmacy. There are
attendant beds in semi-private and private rooms.
The doctors and nurses are trained professionals
from key medical institutions. There are stringent
safety and quality protocols. There are 90+ processes
related to clinical and operational protocols for
ensuring infection control, emergency
preparedness, fumigation, sterilization of surgical
instruments, management of medical gases, and
baby identification tags. Fumigation of operation
theatre and swab testing is done regularly.
LifeSpring has also engaged in a partnership with
the Institute for Healthcare Improvement and
LifeSpring's flagship hospital in Moula Ali is ISO
9001:2000 certified by TUV NORD. The Quality
Statement states that, “LifeSpring Hospitals exist to
provide women and children with high quality
health care at an affordable price. We commit to
meet our customers' needs and exceeding their
expectations by making continual improvements in
all we do”.

The mission of LHPL is …'to be the leading health
care provider delivering high-quality, affordable
core maternal health care to low-income mothers
across India'. In India, we have the government
hospitals at one end of the hospital segment offering
services at low price but are resource-constrained
and on the other end we have corporate-run
hospitals which offer standardized care but are
prohibitively expensive. LifeSpring offers plausible
solution by offering quality care at low cost.
At present LifeSpring has 12 hospitals in Hyderabad,
Andhra Pradesh (a state in the South of India). The
hospitals are small sized with 20 beds and are
usually in the proximity of urban slums to cater to
low-income people. These services offered include
prenatal, delivery and postnatal care to the
expecting mothers. At the pre-natal stage, the
consultations with gynecologists and diagnostic
services are available to patients with each
consultation priced at Rs 80 (~$1.60 USD). Pharmacy
is also available to patients. The main inpatient
service (i.e. when patient is admitted in the hospital)
offered is normal and caesarean deliveries. A normal
delivery costs Rs. 4000.00 ( ~ $ 90) and a caesarean
delivery costs Rs. 9000.00 (~ $ 205) in the general
ward. The delivery package includes hospital stay,
medicines, doctors' charges and any government
supplied free vaccination. The organisation has
delivered more than 16,000 babies across its 12
hospitals. At the post natal stage, the organization
provides free vaccinations to babies, through its
partnership with the government of Andhra
Pradesh. The visits to paediatricians cost as low as
Rs. 100 (~$2 USD). The 'new parents' are advised

LifeSpring wants to expand its network of hospitals
to other cities across India and is keen to open and
operate 200 hospitals by 2015. The focus is on
reducing costs and increasing volumes. This leads to
hospitals becoming profitable in two years.
LifeSpring hospitals operate at much higher volume
by providing for 100-120 deliveries per month as
compared to 30-40 in similarly sized hospitals. Also
the cost is controlled by providing services that are
required by most of the customers while refraining
from making investments in infrastructure required
by very. These hospitals operate in leased premises
to keep project costs low. Further, the hospitals are
clustered in a city so as to share the expensive
resources.
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Vaatsalya

Vaatsalya was founded as a private limited company
by Dr. Ashwin Naik and Dr. Veerendra Hiremath in
2004. Through personal experiences they realized
that healthcare delivery in semi-urban and rural
India had inherent shortcomings and the needs of
the consumers were unmet. The first hospital was
opened in Hubli, a small town in Karnataka. The
initial capital invested was US $ 150,000.
Subsequently, Vaatsalya has been able to attract
investments from - Aavishkaar India Micro Venture
Capital Fund, Seedfund, Bamboo Finance (Oasis
Fund) and Aquarius Investments Ltd.

wanted to implement the most obvious and common
'hub and spoke model' - with a full service hospital
(relatively large, with specialized facilities) acting as
a hub and with smaller hospitals nearby offering
primary care. After experience and deliberations, the
organization now operates at-least 50 bed hospital,
which is neither very large nor small. Each Vaatsalya
hospital has 50-70 beds, with facilities like neonatal
intensive care unit, operation theatre, maternity
room, intensive care facilities, a mix of general rooms
(which are dormitory style), and private/ semiprivate rooms. There is a basic laboratory and
diagnostics facility. A 24 hours pharmacy is also
made available. The following specialties are catered
through Vaatsalya hospitals - Obstetrics &
Gynaecology, Paediatrics, General Medicine,
General Surgery, Nephrology, Diabetology. As
discussed earlier, the primary focus is however on
Obstetrics & Gynaecology, Paediatrics, General
Medicine and General Surgery.

The organization operates for-profit chain of
hospitals and clinics aiming to provide quality and
affordable healthcare to people in semi-urban and
rural areas. The focus is on providing primary
healthcare, rather than secondary or tertiary services
which are generally expensive. Vaatsalya has 17
Multi specialty Hospitals across tier-2 and tier-3
towns in Karnataka (11 in Hubli, Bijapur, Mysore,
Gulbarga, Shimoga and others) and Andhra Pradesh
(6 in Ongole, Anantapur). The hospitals are located
in cities with 2 Lakh to 3 Lakh people. The first
hospital opened in Hubli in 2005 had 20 beds. The
organization now offers 1200+ bed strength, 100
bedded MICU, 120 NICU beds, and 90 SICU beds.
There are more than 1500 employees including 700
doctors. To top it all, these low cost, high value
hospitals serve 130,000 patients per month in the
OPD (Out Patients Department) and 5,000 patients
per month on IPD basis (i.e. In Patient Department).

For expansion, the team either acquires hospitals
with an annual turnover of Rs 1.5-2 crore or
establishes new entities. As hospitals are located in
tier-2 or tier-3 towns, where real estate costs are low,
a hospital with good infrastructure can be
established at a cost of Rs. 3.5 crores. The service
offered is no-frills. Vaatsalya charges Rs 6,500-7,000
for a normal childbirth procedure which is 1/3rd the
cost of the same service in a Metro or a mini-metro.
However the charges are 20-30% higher than local
nursing homes, which however do not provide
standardized quality of service. The operating
margins are 12-15% and Vaatsalya's hospitals
achieve cash breakeven in 18-24 months. By end
FY13, the network will touch 20 hospitals with
revenues of Rs 70-75 crore.

The team explored several different models before
finalizing the present format. Initially hospital at
Gadag had 20 beds, Karwar was a clinic (no
admission facility) and Hubli offered day-care
catering to minor surgeries. The organization
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Aravind Eye Care System

“Intelligence and capability are not enough. There must also be the joy of doing something beautiful. Being of service to
God and humanity means going well beyond the sophistication of the best technology, to the humble demonstration of
courtesy and compassion to each patient”.
Dr. G. Venkataswamy
Padmashree Dr. Govindappa Venkataswamy set up
Aravind Eye Hospital after his retirement in 1976, in
Madurai, with a mission of serving the poor blind
people and eradicating 'needless blindness'.
Aravind Eye Care System is now the largest provider
of eye care services and largest trainer of eye care
personnel in the world. The hospital was started
with 11 beds - five beds were for patients who would
pay to get treatment and six were reserved for
offering free treatment. What was started as an
organization with a clear goal to eradicate needless
blindness has assumed the proportions of Aravind

Eye Care System. The Aravind Eye Care System is
not merely a chain of hospitals, but system
consisting of a centre for manufacturing synthetic
lenses, sutures, and pharmaceuticals, an institute for
training, an institute for research, an international
eyebank, a women and child care centre, a post
graduate institute of ophthalmology and a centre for
community outreach programs. Aravind Eye
Hospitals and Post Graduate Institute Of
Ophthalmology are located at – Madurai, Theni,
Tirunelveli, Coimbatore, Pondicherry, Dindigul and
Tirupur.

Exhibit ___: (a) Growth of Aravind Eye Care

(b) Locations of Hospitals

India has about 12 million blind people and
according to research 80% of this blindness is
preventable or curable. The purpose of the Aravind
Eye Care System is clear i.e. to cure needless
blindness, mostly caused by cataract and in most
cases this can be rectified by a minor 15 min surgery.
The purpose is not merely discussed by the
management but realized by the employees.
Aravind Eye Care Hospital has a network of eye
hospitals in several locations and has served nearly
32 million patients since inception.

with the staff consisting of one doctor, five
paramedics (2 senior ophthalmic assistants and 3
junior), and one paramedically trained receptionist
are present. Services offered include - Lab services
(urine, blood sugar), optical shop, medical shop and
treatment follow-up.
The eye surgeries are done largely at very low costs
or for free. The hospitals provide high quality and
affordable services and are financially selfsupporting. Aravind's surgeons conduct 2600
operations a year, on an average as compared to an
average 400 by other eye surgeons in India and only
125 in USA. Quality comparison suggests that the
failure rate of surgeries at Aravind is less than half
that of UK. The scale at Aravind is built by
consciously driving the sense of vision and
compassion, coupled with a high level of operational
efficiency.

The hospitals have well equipped specialty clinics
and in the year 2011 - 2012, more than 2.8 million
outpatients were treated and over 340,000 surgeries
were performed. For widening reach to the rural
areas a network of primary eye care facilities i.e.
vision centres have been established. Aravind has
established more than 40 IT enabled Vision Centres
in various districts of Tamil Nadu. It is proposed that
each vision centre will cover a population of about
45,000 - 50,000. These centres are equipped with
basic ophthalmic equipment like Slit Lamp, Streak
Retinoscope, Direct Ophthalmoscope, Trial sets,
SchiotzTonometer, Basic sterilizers, BP apparatus
and 90D Lens and a computer with a digital camera
(in the place of webcam) and internet connectivity.
The centres are run by well trained ophthalmic
technician who performs slit lamp examination,
refraction, treating minor ailments like foreign body
removal, counselling etc. The vision centre is linked
with nearby Aravind base hospital for consultation
and also to access secondary or tertiary level eye
care.

Aravind Eye Care System added another feather in
its cap in the early 1990s, by establishing Aurolab for
manufacturing ophthalmic consumables. When
world debated about introduction of Intra Ocular
Lens (IOL) in developing countries because of costs
involved, Aurolab's IOL division was set for
manufacturing three piece PMMA intraocular lenses
with technology transfer from USA. High quality,
affordable IOL's are made available to the rural
patients at a cost of Rs.270/- per lens. Aurolab now
manufactures a wide range of ophthalmic
consumables like intraocular lenses, pharmaceutical
products like eye drops, surgical adjuncts like
sutures and blades and also ophthalmic instruments
and specialty products. The products are exported to
120 countries around the world and account for a
total of 7.8% of global share of intraocular lenses.

The organization has also established 'Community
eye clinics' offering a permanent access point for
comprehensive primary (nonsurgical) eye care, in an
underserviced suburban or semi-urban area. These
clinics are intended to replace regional eye camps for
managing primary eye care so as to enable the base
hospital to focus on secondary and tertiary care. The
community eye centers are bigger in size (about 1000
square feet) and a full-time ophthalmologist along

Aravind Eye Care System has also established
educational and training institutes, research
foundation and an eye bank. The growth of this
organization is not just remarkable but inspiring. It is
a strong case of how organizations with a vision can
even achieve seemingly impossible task and leave a
mark on the social fabric of the society.

Source: http://www.aravind.org/aboutus/milestones.aspx
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Narayana Hrudayalaya

The organization has also collaborated with
Karnataka government to offer micro-insurance
plan called Yeshasvini. The surgeries of the insured
patients are done at rates as low as US$1200. There is
an initiative to reach people in rural areas through
rural clinics and telemedicine.

To best understand the nature of business of Narayana Hrudayalaya, it is worthwhile to read the message of
the chairman Dr. Devi Shetty:
“Some call it a temple. Some choose to call it the abode of saints who heal. To some, it's a last chance of survival. But to no
one, is this just a hospital. In its genre, Narayana Hrudayalaya may well be one of the biggest hospitals in the world, but
the fact that it's one of the biggest hospitals, with a heart, is becoming legendary. The rich come here for the world's best
heart care. The poor come here for the world's kindest care, for no one here is turned away for lack of funds. We believe that
no child should be deprived of the best healthcare solely because the parents cannot afford it. Caring with Compassion, this
world's largest heart hospital for children, is set to be transformed into the world's biggest health city, with all superspecialities that the medical world offers. ”
Dr. Devi Prasad Shetty
Narayana Hrudayalaya
He further remarks, “We are eccentric people. We
are in the business because we want to help the
underprivileged and the cost of healthcare to come
down”.

soon be able to afford because health insurance may
be provided by government. Narayana
Hrudayalaya currently runs 5,500 beds across 14
hospitals in 11 cities, all under one brand and in
towns with a population of 5-10 lakh. According to
Shetty, healthcare industry needs improvements
that lower the cost of medical attention and make it
more widely available. He has consecutively
reduced costs by modifying processes and by
bargaining and negotiating with suppliers. The first
hospital focused on cardiac medicine but the
organization wants to extend the model to other
specialties as well as locations. The organization
wants to be able to do a heart operation for US$800
from point of admission to point of discharge. At
present the cardiac surgeries cost approximately less
than US$3,000, irrespective of the complexity of the
procedure and/ or the extent of hospitalization. This
cost is far less than that charged by other specialty
hospitals in India i.e. US$5,000-US$7,000 or
exorbitant US$50,000 in USA. Further 45 percent
patients are offered surgeries at concessional rate
and discounts are also given on case to case basis.

In 2001, Dr. Devi Shetty, laid foundation of his
mission to build 5,000-bed 'health cities' across India,
by opening Narayana Hrudayalaya hospital in
Bangalore. The focus was to make quality health care
accessible and affordable using economies of scale,
or the cost advantages businesses obtain due to
expansion. “Process innovation” has allowed
Narayana Hrudayalaya to offer cardiac care at a cost
lower than any other hospital in the country and at a
fraction of what it would cost elsewhere in the
developed world.
The clear mission of the organization is to make
quality healthcare accessible to the masses
worldwide. According to Dr. Shetty, offering low
cost for sophisticated procedures is achievable if
hospitals increase the number of procedures by 1,000
times. The volume will be generated by the poor who
cannot afford the current treatment costs, but may
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bed hospital in the Cayman Islands, and in Miami
through a joint venture with local firms. Narayana
Hrudayalaya group aims to have 30,000 beds in the
next 5 years in India, Asia and Africa with focus on
becoming the one of the largest healthcare player in
India.

Apart from no-frills basic facilities, the hospital also
offers semi-private and private rooms and charges
from admission till discharge in such cases will be
around US$4000 to US$5000. These comprise onefifth of the total volume of patients catered to by the
hospital. The hospital assesses profit and loss on
daily basis to decide how much concessions can be
offered without affecting the profitability. Apart
from investments by promoters, JP Morgan and
PineBridge Investments (formerly known as AIG
Investments) each hold a 12.5% stake in the company
along with 2.5% share of Kiran Mazumdar-Shaw.
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Some specific initiatives that have helped the
organization contain the costs include - fixed
reimbursements for the doctors, low construction
costs coupled with efficient project management,
encouraging huge inflow of OPD patients, surgical
gloves imports from Malaysia, use of digital X-ray
technology, heavy use of CT scanners, MRI
(magnetic resonance imaging) and other machines
(minimum 14 hrs a day), installation of free capital
equipment by vendors and encouraging them to
earn profits by selling consumables, negotiated costs
of capital and basic equipments by hard bargains
because of high patient volume.

Kesar Singh Bhangoois Professor of Economics at the
Centre for Research in Economic Change, Department of
Economics, Punjabi University, patiala, Punjab, India. He
specializes in labour economics, especially industrial
relations, trade unions and other labour issues and also in
agrarian distress studies. His book Dynamics of Industrial
Relations in India (1995) discusses industrial disputes, trade
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Textile industry. His recent book Agrarian Distress and
Farmer Suicides in North, Routledge (2016) focuses on
agrarian distress, indebtedness and agrarian suicides by
farmers and agricultural labourers. He is publishing in
national and international journals of repute.

Dr. Shetty plans to replicate his low-cost model
globally and has already started by setting up a 150-
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As any marketing activity revolves around the customer,
this paper also looks at semiotics in relation to the
customer. This makes it imperative to understand the
customer. A brand also needs to continuously evolve
along with its patrons and prospects. This evolution could
be to meet changing customer needs or to address
changing customer perception and attitude. The changing
brand demands a renewed and more effective and
culturally relevant communication to the customer. As we
are living in an age of the visible, therefore to a great extent
the other senses are subordinate to vision for the tasks of
communicating to the world. Semiotics, explains how we
understand meaning from communication, and this can
be any form of communication, from written language to
body language to aesthetic language such as fine art and
music. For this reason semiotics becomes the most
important ingredient of the marketing toolkit and this
paper explores its power as has been used by marketers
historically. The purpose of the study is to establish a
framework to explore the use of semiotics in meeting
changing customer needs and attitudes which are the
drivers of the changing branding scenario.

INTRODUCTION
Communication is one of the basic functions of
management in any organization and its importance
can hardly be overemphasized. Communication as
an academic discipline relates to all the ways we
communicate, so it embraces a large body of study
and knowledge. The communication discipline
includes both verbal and nonverbal messages.
“The field of communication focuses on how people
use messages to generate meanings within and
across various contexts, cultures, channels, and
media. The field promotes the effective and ethical
practice of human communication.”

Importance of Communication
Some of the factors responsible for increasing
importance of communication are:

Keywords: Semiotics, Brand Element, Brand
management, logos

•

Large size of organizations

•

Growth of trade unions

•

The Human Relations aspect

•

The Public Relations aspect

•

Technological advancement

•

Advances in Behavioural Sciences

Communication of Brands, Products and
Services
Communication of Brands, Products and Services is
the art/science of making the right impression on
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prospects. Brand Communication is the active
process of discovering, developing and bringing the
right image or identity of a company to the
marketplace.

language of the various communication tools when
used by brands, products and services?” The body
language comes down to semiotics. Semiotics is the
study of signs & symbols and their social meaning.
And once understood, semiotics can quickly come to
be a powerful tool in one's marketing toolbox.

Essentially, Brand Communication is the art of
bridging the gap between target audiences and the
brand (or product or service). It is the ethereal
connection between the entity, and the audiences
that are best suited to its purchase or promotion. It
can therefore be argued that a brand only exists
when this link has been made i.e. a brand is only a
brand when it is communicated effectively. A brand
that remains hidden is only an experiential brand that is to say it is only existing customers who know
the brand; the brand is only doing half the job. The
problem here is that experiential brands are brands
that rely entirely upon the experience they have had
in the past with that brand, good or bad. Good brand
management demands proactive brand
communication.

The brand message must pass through the culture of
our target before it reaches them. And how the target
interprets what marketers meant by their marketing
efforts will depend on what the communication
codes they used mean to them personally.
And coupled with this marketing overload is life
overload. People of today have less and less
attention available to give to marketing. The brand
target, the company is targeting is 'The Distracted
Person'.
And one final reason to engage in semiotics is
the faster and more cost-efficiently one can
associate positive meaning with one's brand the
better.

Effective Brand Communication is a complete
process of researching the market and developing an
image for one's corporate identity, and then
engineering its presentation at optimal times and
places.

The purpose of this research is to understand the
usage of semiotics by various brands to meet
changing customer expectations. This research is
expected to provide other brands the pragmatic and
useful experience of successful brands in
communicating their evolved brands to their
changed customers.

Semiotics as a tool of Brand Communication

RESEARCH METHODOLOGY
Brands were selected with a perspective to delve into
greater depth and provide extensive research and
findings on the chosen few brands Also an attempt is
made to provide a clear picture of how the brand
evolved with the customer.

Out of 100 respondents, many responded to this
image as 'peace' or 'victory'. But almost as many gave
other answers, such as many variations on the
number 2, what Asian people do when
photographed, no hard feelings, John Lennon,
bunny ears behind someone's head etc.

The methodology used in this paper is of Descriptive
research with the use of tools such as case studies,
personal interviews and archival research. The
paper provides a conceptual framework linking the
customer to the brand with the use of semiotics.
Further on, various case studies are analyzed in this

The important question is “What is the body
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framework to demonstrate the critical use of signs,
symbols, logos, taglines etc.

MAJOR RESULTS
As any marketing activity revolves around the
customer, this paper looks at semiotics in relation to
the customer. This makes it imperative to
understand the customer first and thereby
realization of the following two important facts:

The study was conducted in four work-packages
(WP)
•

WP 1 involved background research and
reading about various trends. This information
was gathered and then incorporated in to the
research.

•

WP 2 involved collection of data from the
respective companies.

•

WP 3 involved reconciliation of data collected in
Phase 1 and Phase 2.

•

WP 4 involved analysis of data to arrive at major
results.

The main tool used for data collection was Personal
Interviews:
•

Face to face

•

Telephonic

•

Email

Brand

1.

Shoppers Stop

2.

LG

3.

MTV

4.

Mc Donalds

The customer cannot be equated to a human
being, because although he (say, Mr. X) is still
called Mr. X as he was ten years ago, but the
customer within him has drastically changed.

•

With brands increasing their geographical
reach, it is important for them to understand that
the customer in America is different from one in
South Africa and from another in India.

Once the above facts are established, it is a direct
inference that a brand also needs to continuously
evolve along with its patrons and prospects. This
evolution could be to meet changing customer needs
or to address changing customer perception and
attitude. The changing brand demands a renewed
and more effective and culturally relevant
communication to the customer. As we are living in
an age of the visible, therefore to a great extent the
other senses are subordinate to vision for the tasks of
communicating to the world. For this reason
semiotics becomes the most important ingredient of
the marketing toolkit and this paper explores its
power as has been used by marketers historically.

Following are the brands discussed in the paper.
S.No.

•

The above relationship is summarized in the following figure:

Role of Semiotics in Interpreting
Brand Elements
Following semiotic elements have been discussed
during the primary research:
• Brand Name
• Brand Logo
• Brand Symbol
• Brand Words
• Brand Phrases
• Brand Jingles
• Brand Taglines
• Brand Ambassadors
• Brand Colour
• Brand Packaging
• Employee Dress Code
• Brand Advertising
• Change in communication due to geographical
constraints

'Season Of Changes' which is leading the marketers
take a decision of re – positioning their brands to be
in the top of the mind recallability list of the
consumers. Commenting on the change, B.S.
Nagesh, Customer Care Associate and Managing
Director, Shopper's Stop, said, "Change is essential.
Our consumers are changing, their preferences are
constantly evolving. They are getting younger and
so, we have to change along with them. The change
in identity is just the beginning of a wave of strategic
movements being made in people, practices,
introduction of new ways of shopping, technology
investment in customer relationship management,
and analytics."
Similar decision was taken at Shoppers Stop of
repositioning the brand with the help of changes in
various brand elements.

Shoppers Stop

Evolving Semiotics

Changing Customer

Evolution - Brand Name Spelling

With respect to the retail sector a great change in the
buying behaviour of the consumers is observed.
There is an increased propensity to purchase.
Contrary to the traditional shops, the customers in
such retail formats are allowed to touch and feel the
products without the active intervention of sales
attendants. Also the changing market environment
necessitates brands to reach a larger audience.
Shoppers Stop has changed the spelling of its name
from Shoppers' Stop to Shoppers Stop, that is, the
apostrophe is now removed.

Evolving Brand
While trying to enhance the customer experience
and make a substantial difference to the way in
which people shopped, Shoppers Stop, found that
people readily accepted the self-service format.
According to analysts, Shoppers Stop started losing
its brand value in the mid 2000s as it failed to keep
pace with changing consumer preferences. Ravi
Deshpande, Chief Creative Officer, Contract India,
states "The retailer needed its brand idea to change to
connect to younger people. The purpose was also to
cut the age of the brand as fresh ideas do help in
people looking differently at the brand."

The company has made an effort to change the entire
meaning of its name by removing just an apostrophe.
As conveyed by Ms. Ritu Arora, CCA & Marketing
Head, Delhi – NCR, Shoppers Stop during the
interview, the previous meaning was more
personalized, as it meant that the shop belongs to the
shoppers (Shoppers' Stop), and the new meaning is
an attempt to reach maximum people as it means
many shoppers at one stop shop.
•

New Meaning : Many Shoppers one stop shop;
Emphasis on Coverage.

•

Previous Meaning: Shoppers' stop; Emphasis on
Personalization.

Evolving Communication
The increasing consumer awareness and ever
increasing competition in the industry has brought a
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Evolution - Brand Symbol

different themes and launched the first in the series
based on the theme 'Fashion through Ages'. The
colour combination of shopping bags has been kept
black and white to be in synchronization with the
brand's theme.

Evolution - Brand Ambassador
During the primary research, Ms. Ritu Arora, CCA &
Marketing Head, Delhi – NCR opined that the
company officially does not have a brand
ambassador but all its mega events like reveling the
new logo is done by Shah Rukh Khan. The reason
behind this is that they both dominate their
respective industries. He reflects the perfect image of
Shoppers Stop.

The symbol adopted by Shoppers Stop is displayed
inside the store, on the packaging, etc. to make the
consumers realize that they have adopted a new
symbol for Shoppers Stop. The symbol, which is
created out of the initials 'SS' gives one a cue of
infinity & delivers the message of the infinite
possibilities that the brand promises.

Evolution – Logo

Evolution - Employee Dress Code

Evolution - Packaging

Evolution - Punchlines

The previous logo was in the shape of a ring which
was designed by the agency Contract India. The
reason why the company decided to go for the black
and white colour combination was that the agency
had sent a coloured logo but since the company had a
black and white fax machine, hence they received it
in black and white and thought it to be selected by
the agency. The design and colours both were liked
and approved and hence they had a black and white
Logo.

The punch line is changed from 'The Ultimate
Shopping Experience' in 1991 to

Old Packaging

'Shopping and Beyond' in 2005 and finally 'Start
Something New' in 2008
The old punch line was 'The Ultimate Shopping
Experience' which was introduced when the
company found through research that what matters
most to the customers is the shopping
experience.The revised punch line, 'Shopping and
Beyond' which meant the shoppers would get to
experience a lot more than just shopping at Shoppers
Stop. This was introduced in accordance with the
nature of demanding customers who wanted more
than just shopping at the stores. The new punch line
is 'Start Something New' which encourages
customers to upgrade themselves to the next level in
life. It encourages customers to step out of the box
and do things that they've always wanted to but
never had the time for.

The shape of the new logo has been kept
rectangular to give it an international look and a
timeless appeal. The colour combination has not
been changed because as per the CEO, Mr.
GovindShrikhande, it is more classical, rich, and
authoritative - something Shopper's customers
connect with. Black and white gives a strong brand
recall value to Shoppers Stop.
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New Packaging

The Shoppers Stop attire for the frontline staff was
grey trousers, white shirt with dark-blue stripes and
tie with the chain's logo. Now with the changes
taking place at Shoppers Stop, the employee dress
code has also changed to Black and White. This is
mainly designed in synchronization with the colour
theme of Shoppers stop.

The previous packets of Shoppers Stop had the
previous logo while the new packets which are being
widely distributed have the brand symbol
displayedon it.
The company has also brought out collectible
shopping bags for selective distribution with
Amity Business Review
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Evolution – New Initiatives
(Shoppers Stop Radio)

design available globally. Again in the durable
space, there is a ladder of different price points. The
challenge is to cater to consumers at all different
levels of this ladder and maintain the leadership
position.

Role of Semiotics in Interpreting
Brand Elements
Evolving Semiotics
Evolution Logo

Evolving Brand
LG began its life as two companies: Lucky (or
Lak Hui) Chemical Industrial (est. 1947), which
made cosmetics and GoldStar (est. 1958), a radio
manufacturing plant. Lucky Chemical became
famous in Korea for creating the Lucky Cream,
with a container bearing the image of the
Hollywood starlet Deanna Durbin. GoldStar
evolved from manufacturing only radios to
making all sorts of electronics and household
appliances.
In 1995, Lucky Goldstar changed its name to LG
Electronics (yes, a backronym apparently not).
Actually, LG is a chaebol (a South Korean
conglomerate), so there's a whole range of LG
companies that also changed their names, such as
LG Chemicals, LG Telecom, and even a baseball
team called the LG Twins. These companies
all adopted the "Life is Good" tagline you often
see alongside its logo. In 1997 this LG Electronics
entered in to the Indian market through a
wholly owned subsidiary LG Electronics India
Limited.

The company has introduced Shoppers Stop Radio,
the first of its kind retail radio format in the country.
The Shoppers Stop Radio has two dedicated RJs
(Radio Jockeys) who entertain customers while they
shop. The radio plays all genres of music and also
provides important information to customers
related to shopping.

LG
Changing Customer
Working households and busy consumers
are increasingly seeking moments of life. The market
has witnessed a shift in the consumer behaviour
too. They are becoming more individualistic
and demanding more exclusivity. The disposition
to become consumption-oriented has overcome
the saving-oriented nature of Indian consumers.
Taking cue from this insight, consumer
durable manufacturers are leveraging on this
quickly.

Evolving Communication
Dermot Boden, Chief Marketing Officer of LG
Electronics states “LG, once just an electronics
manufacturer, is evolving into a lifestyle brand
based on a harmony of style and technological
excellence. To achieve the ultimate goal of enhancing
their brand power by emotionally engaging
consumers, LG is taking fresh approaches to
marketing communication.

Secondly, consumers are becoming more global in
outlook, and they're demanding products and

The new logo is composed of two elements-

b) LG Logotype (letters form in Grey)

"Life's Good" represents LG's determination to
provide delightfully smart products that will make
your life good. The curving of life's Good slogan
reinforce the LG's Personality & Uniqueness.

Design

Grey Color

a) LG Symbol (Face symbol in pink)

The circle symbolizes the globe. The stylized image
of a smiling face in the symbol conveys friendliness
and approachability. Overall, LG's symbol
represents the world, future, youth, humanity, and
technology.

WHITE COLOUR
(White color making human face represents purity in LG)

One eye
Goal-oriented, focused, confident.
Upper- right hand space

•

Grey Color, represents –

•

Reliability

•

Intelligence

•

Dignity

•

Professionalism

Intentionally left blank and asymmetric, which
represents LG's creativity and adaptability to
changes.
LG stands for LUCKY GOLDSTAR abbreviation

LG SIGNATURE= LG SYMBOL+LOGOTYPE+ SLOGAN
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•

Reddish Pink, the main
color, represents –

•

LG’s friendliness, and

•

Also gives a strong
impression of commitment
to deliver the best.

Role of Semiotics in Interpreting
Brand Elements

MTV

Role of Semiotics in Interpreting
Brand Elements

McDonalds

veejays), to have more Hindi spoken on the channel,
to including programming formats beyond music.
They are communicating that the channel has
evolved as a youth destination and is intruding into
the general entertainment space.

Evolving Semiotics

Changing Customer

Evolving Brand

Multinational corporations often take the one-sizefits-all approach to new markets and refuse to
understand the local nuances and differences that
make markets like India somewhat unique. In the
case of MTV, too, they initially followed the content
and template that was used all over the world. They
realized that it did not work and came back to
reinvent and get a local product. This was the critical
learning.

Instead of diluting the local content from MTV, in
December 2004, MTV decided to serve the purpose
by launching another channel, Vh1. In MTV's case,
when they flicked the switch from 100 per cent
international to almost entirely local content, they
crafted a product totally based on consumer research
and insights. The philosophy now is to embrace the
widest possible base of a youth audience in the
country. MTV started with deconstructing the
product and feel of the channel, rebuilding it based
on blocks of knowledge that they had on the market,
what the customers wanted and what they could
lead them towards. So, research was the key
determinant for the evolved brand.

Most players in the TV channel industry who went
local from Star Plus, which started by going
completely local, through to Sony, Discovery and
MTV realized that it was necessary to embrace a
wider audience. At the same time, for MTV there
was a growing audience that wanted the original
template (western music).

Evolving Communication
MTV has evolved from changing the music to
changing the whole environment (including the
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Mr. Abhijit Bhattacharya, Marketing Manager,
Viacom 18, Mumbai conveyed during the interview
that the two semiotic elements adapted by MTV to
address the Indian socio-cultural environment were
language and imagery. The language used amongst
the youth of India is entirely different from the U.S.
Also many of the imagery that are shown in the U.S.
cannot be shown in India, though the core of the
channel still lies in music they have a good amount of
shows in the Indian market which are according to
the preference of the consumer. For example
culturally MTV couldn't have shown the show 'Short
at Love' in India because the show was based on
lesbians and gays which are supposed to be a taboo
in India. So it altered the show and made it
Splitsvillawhere there are boys and girls and the
controversial content from the show is removed
according to the socio cultural aesthetics.

Changing Customer
During the interview with Ms. JyotiRakheja, Head
Marketing and Corporate Communication,
McDonalds India, it was found that McDonald's
India is a reflection of the Indian Consumer: Global
Outlook with Indian Values.

Evolving Brand
McDonald's entered India in 1996 in the wake of
much publicized problems faced by KFC – PR
problems, market problems and palate problems.
There was a barrier towards the McDonald's menu &
value perception. These barriers resulted in low
footfalls within the restaurants and even these
footfalls did not translate into high tickets.
McDonald's was perceived to be a western place
meant for the youth, the rich, elite, westernized
people. It had an up-market English speaking crew
and was not really affordable. Gradually, they
achieved this by launching an EDLP (Every Day Low
Price) product to boost footfalls (Cone launched at
Rs.7/-.) They also came up with bounce back coupon
with every cone (Rs.15 off with every Economeal).
They provided attractive menu price points to
induce core product trials (Economeals launched at
Rs.29, 39 & 49).

Mr Bhattacharya on the steps taken for making MTV
Indianised stated that they consciously made an
effort to make everything in the channel from the
logos to the VJ's very local. The audience will never
find anything that they are not able to understand.
There is nothing outlandish. The personalities used
to communicate to the audiences (VJ's) are also
chosen from within the youth of India. The veejays
are very you. For example Ranvijay hosting Roadies
has come from within the youth and is the face of the
youth today. Almost all MTV VJs are coming out of
the reality shows like Ayushman and Baani , they all
are reality show participants and that's how they
have come out as vjs. And in the near future they
have Sambhavi and Anmol hosting a show, they
have Shradha and Vishal of Splittsvilla hosting the
show. All this makes the channel Indianized.
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Parameter Basis

India

U.S.A

U.K

•

•

Commencement

It started in year 1996.
Franchisee’s

Started in year 1954.
Parent company

Started in 1974.
Franchisee’s

A Visit To McDonald's Makes Your Day (198892)

•

There's nothing quite like a McDonald's (1993)

Localizing McDonald's

No Beef, No Pork

Pork, (Bacon, Ham), Chicken,
Beef etc.

Sausages, Wraps, Pork, (Bacon,
Ham), Chicken, Beef etc.

•

Enjoy more (1997)

Kids
Teenagers
Parents
Old People

Kids
Office Goers
Young Adults

Kids
Office Goers
Parents

•

I'm lovin' it (2003-present)

To integrate McDonald's with India, to become a
part of everyday life. Advertising was done by using
McDonald's icons in very Indian settings, and, by
using every opportunity to relate to the consumer on
their special occasions like Diwali, Dussehra, Holi
etc.

Culture

Targeting

Positioning

Advertisement

Economic Menu

Kids: Enjoy The Happy Meal With Kids: Enjoy The Happy Meal With
Toys And Ronald.
Toys And Ronald.
Teenagers: Value For money,
Hang out place.
Parents Relationship Building.

Kids: Enjoy The Happy Meal With
Toys And Ronald.
Parents: Children with parents
ensuring good Quality.

Focused on Kids, Teenagers and
Parents Along With Teenagers.

Focused on Kids, Latest
Campaign Focuses on parents.

Focused On Kids
Latest campaign focusing on
young adults

Super saver Pack\ Combo Meals\ One DOLLAR Menu.
20 Rs. Menu.

Evolving Communication

Pound SAVER Menu.

McDonalds has tried to make The Global Market
Local Through Customization

The communication is reflective of the consumer
values and brand essence . The tag line ' I m loving it '
is at core of everything that the brand delivers and
evokes in its customers. She also stated that
McDonald's globally follows a common framework
in terms of Logo , Color , Placement, usage etc. The
local insights get woven into the framework to churn
out a locally relevant communication.

Punchlines in U.S.A

Evolving Semiotics
Punchlines in India

The findings established by the paper have the
following direct implications:
•

When global brands enter the Indian market,
they should custom their communication to the
Indian customer and be sensitive to the
appropriate use of semiotics for this
communication.

•

With increasing exposure and awareness, the
Indian customer is fast evolving. Brands and
their communication need to evolve at the same
pace and semiotics would prove to be the most
effective tool in communicating to this ever
changing species called customers.

•

Cultural fluency gained through targeted
semiotics means a brand can be ahead of culture,
and even play a role in crafting it, rather than
trail behind it, in a constant game of catch up.
This is an appealing prospect, especially in India
where the cultural context is continuously on the
move.

What you want is what you get (1992)

•

Do you believe in magic? (1993)

•

•

Have you had your break today? (1994)

Strike an emotional chord with the family focus
on children.

•

My McDonald's (1996)

•

•

Did somebody say McDonald's? (1997)

To reinforce the existing users & build on nonusers.

•

McDonald's - It can happen (1999)

•

We love to see/make you smile (2000)

Stage – 1 - Establish McDonald's as a place that
makes you feel special and makes you smile…'

•

Smile (2002)

•

•

I'm lovin' it (2003-present)

•

Yakeen hi nahinhota (2000-2001)

•

Tohaaj McDonald's ho jaye (2002-2003)

•

What your bahana is? (2004-2005)

Punchlines in U.K

•

ab sirf bees rupey mein. Paisa vasool (2006-2007

•

You'll enjoy the difference (1977)

•

aapkezamanemeinbaapkezamaneke dam (20062007)

•

There's a difference at McDonalds's You'll Enjoy
(1970s/80s)

I'm lovin' it (Presently)

•

At McDonald's we've got time for you (1980s)
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Implications

Evolving Communication - Semiotics
Relationship

•

Mcdonalds Mein Hain Kuch Baat( 1996-2000)
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I'm lovin' it is an international branding campaign
by McDonald's. It was the company's first global
advertising campaign. "I'm lovin' it," which is
expressed in commercials with a sung by the pop
idol Justin Timberlake. The goal of the campaign,
was to rekindle the flagging desire of consumers —
particularly children, teenagers and younger adults
— to visit Mc Donalds and order mainstay menu
items.I'mlovin' it" is intended as an upbeat
expression that a meal at Mc Donalds “is one of the
simplest pleasures of daily life”. It reflects the core of
everything that brand delivers to its customers and
employees

Stage – 1 - Establish McDonald's as a place that
makes you feel special and makes you smile…'

•

•

"I'm lovin' it,"

This was done by depicting the strong bond that
McDonald's enjoyed with children

TAGLINE- Mc Donalds mein hain kuch baat

•

Strike an emotional chord with the family focus
on children.
To reinforce the existing users & build on nonusers.
TAGLINE- Mc Donalds mein hain kuch baat

Stage – 3- Strengthen McDonald's role as an
integral part of the family.
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Evans Malcolm, SEMIOTICS, CULTURE AND
COMMUNICATIONS—THE COMMON SENSE OF THE 21st
CENTURY, Proceedings of the Australian Market Research
Society Conference, September 1999

By focusing on the meanings of brand imagery,
product symbolism, advertising messages, sales
appeals, shopping experience and other
phenomena directly connected to the elements
of marketing mix, semiotics may help to guide
formulation of marketing strategy - especially in
the areas of product planning and the
management of promotional communications.

Combe Ian, Crowther David & Greenland Steve, “The Semiology
of Brand image”, Journal of Research in Marketing and
Entrepreneurship, Volume 5, Issue 1, Spring 2003
Chandler Daniel, “Semiotics for Beginners”, Online Publication
Oswald R. Laura, 'Semiotics and Strategic Brand Management',
2007

Interpretive semiological studies of mass
communication, entertainment and art uncover
social meanings shape customer behaviour in
ways suggesting potential implications for
marketing practice.

Kuruvilla Alex, How MTV made it big in India, Rediff News, May
17, 2005
Premium products & younger consumers to drive up brand LG ,
The Economic Times, December 26, 2007
LG to Showcase Eco-Chic Living at Maison& Objet, Press
Releases, About LG, September 05, 2008

The requisite knowledge and skill level pertaining to
Semiotics in India is elementary. Mastering the
usage of semiotics is not an easy task and due
importance to the same needs to be given. This
importance needs to originate at the academic level
and upon development of the requisite research,
knowledge and skills the same should be shared
with industry. On the other hand case studies need
to be developed to demonstrate the experience of
brands in using semiotics. This paper is an attempt in
this direction.

Mobile Industry Strategy Update from Vodafone, 3g.co.uk, 30th
May , 2006
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Course Satisfaction: A Study of Civil Service Officers
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The purpose of this study is to investigate into the
antecedents of trainees' course satisfaction. Three
training components were identified to affect trainee
satisfaction. Responses were collected from 171 civil
service officers who had completed their probation
training. The questions asked to the civil servants
contained information regarding their training in the
probation and their satisfaction with the training course.
The results provide support to the proposed hypotheses,
thereby indicating that all the components of training
program predict trainee satisfaction with the course. The
results further revealed that although all the components
predict trainee satisfaction, perceived usefulness of
training has the robust impact. The study is limited in
testing training components only, not taking into
consideration training incentives and supervisory
support which may be important. Further, this study
suggests that training agencies should emphasize on the
components of training for an effective satisfaction on the
part of civil servants with their training course.

INTRODUCTION
The quality of civil administration is an important
driver of a country's competitiveness. New
challenges arise for civil administration and civil
servants as they have to deal with rapid and
accelerating economic change, increasing
complexity of regulatory issues, new technologies
and services, and calls for openness, transparency
and citizen participation. The development of a
professional and efficient civil service depends on a
number of conditions, including a basic legal
framework, broad political backing and a
comprehensive human resources management
system. In this changed scenario and situation,
officers working at various echelons of
administration are expected to perform and fulfill
the obligations of their job very aptly and
appropriately. More so, those who are new entrants
into this arena through the process of their selection
in the administrative services are required to possess
the potential of taking up their roles in a most
befitting manner. Thus, there is a strong need of
sufficiently exposing fresh recruits to all the
technical, human and conceptual skills through a
well-designed training program.

Keywords Training efficiency, Trainer performance,
Training usefulness, Trainee satisfaction, Civil service
officers

Training programmes and skills development
courses, often a target of financial constraints, may
help policy makers to achieve their establishedgoals
and objectives. Due to this critical role of training in
the dynamic environment, organizations rely on and
invest a significant amount of resources on training
(Kraiger et al., 2004). The learning efforts put in by
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participants of a programme and the subsequent
application of the learned in the back-home
situations are significant dimensions calling for
equal attention from the training managers,
participants themselves, and the organizational
policy makers. Theoretically, it is believed that
training matching with work related need
deficiency, delivery of training input and evaluating
the same would eventually yield benefits to the
organization. In other words, it is strongly believed
that imparting training nicely is much significant
than evaluating the same for its positive impact on
the organization. Many a reasons account for the
irrational decision of not assessing the relative
impact like inadequate know-how of techniques,
lack of determination on the part of management,
etc. As a result of this, impact assessment is rarely
done. The focuses of training programs need to be on
evaluating its impact. Among various methods of
evaluating the training effectiveness, a principal
method is to assess trainee satisfaction with the
course given the cost and difficulties of measuring
behavioural change.This evaluation mainly
depends on measuring the attitudes of the trainees’
after the training program (Bhat, 2015).Specifically,
this assessment includes an affective’
response/liking component as well as trainee
perceptions of therelevance and usefulness; their
perceived value and the perceived benefits of
training.Trainee feedback regarding their
satisfaction with the trainingis useful criteria for
examining the training impact with regard to the
learning and the subsequent outcome of the
participants, more importantly the satisfaction of
trainees’ with the training program (Morgan and
Casper, 2000). However, till date the research
examining the antecedents of trainee course
satisfaction is scant. Thus the purpose of the present
study is to examine the antecedents of trainees’
satisfaction with training course. Giangreco et al
(2009) focused on three key factors that
mostresearchers consider to be central to the
understanding of overall trainee satisfaction
withtraining. These include trainees’ perceptions of
the efficiency and usefulness of the training,as well
Amity Business Review
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as their perceptions of trainer performance.
Perceived Efficiency of Training: This factor includes
elements of comfort and practicality like training
venue feasibility, spacious classroom, adequate
lighting, comfortable furniture and teaching aids
(Lee and Pershing, 2002; Giangreco et al., 2009).The
primary situational determinants of trainees’
satisfaction are the training characteristics,
including administration of the training program
(Noe and Colquitt, 2002) and the didactical support
used (Moore and Kearsley, 1996). Researchers have
frequently attempted to increase the effectiveness of
training through a focus on techniques (Steiner,
Dobbins, and Trahan, 1991). Special attention has
also been paid to the arrangement of training
environments (Wexley, 1984). Moreover, when
training is applied with relevant tools and supplies,
then there exists a relationship between trainee
satisfaction and their behavioural change following
course completion (Faerman and Ban, 1993).
Perceived Trainer Performance: This factor includes
perceived trainer mastery of topics (Giangreco et al.,
2009). If the trainer-trainee interaction has been
effective, then the greatest learning and skill
acquisition is expected to result (Steiner, Dobbins,
and Trahan, 1991). Good instructor and overall
positive reactions to the course may enhance the
degree to which participants attempt to transfer
classroom learning to actual workplace (Faerman
and Ban, 1993). Also, instructor characteristics can
have an impact on training effectiveness (Bahn, 1973;
Kaman, 1985). More clearly, the instructor has an
impact on the learning of trainees while instructor
style and preparation can influencetrainee
motivation and learning. Likewise, the competence
of the trainer has a positive influence on training
outcomes (Finn et al., 2009).
Perceived Usefulness of Training: This aspect
primarily relates to the perception of the trainees
regarding the immediate and long-term usefulness
of the training course.Trainees’ likely perceive their
participation in training programmes as a means to
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fill gaps in their competencies (Giangreco et al. 2010).
Also results approve that the extent to which
trainees perceive their training as helpful for the
current work and functional for their future
development is the most critical and important
aspect (Giangreco et al. 2010). The extent to which
trainees’ react positively about their experience and
report its relevance with the workplace
environment, they are more likely to transfer their
learning to the work environment, thus enhancing
both individual and organizational outcome
(Faerman and Ban, 1993).Giangreco et al. (2009)
confirm that the more trainees find the
topicsrelevant for their present work responsibilities
(Brown and Reed, 2002), think that the content is
adequate to their present individual learning needs
(Webster and Martocchio 1995), believe that the
subjects will help their future development (Noe
1986), consider the training coherent with the
objectives and evaluate the balance between
theoretical and practical aspects positively (Morgan
and Casper 2000), the more they find the training
satisfying.

examination. The responses were sought from the
participants by presenting them a self-report
questionnaire, administered to them immediately at
the end of the training program in order to measure
their satisfaction with their training. The number of
male officers was 63.7 percent followed by the
number of female respondents who were 36.3 per
cent. Most of the participants’ fall in the age group of
21-30 (56.7%); the rest were in the age group of 31-40
(43.3%). Further, 61.4 per cent participants are
having post-graduation as their qualification,
followed by graduates (35.1 per cent). Rest were
having a doctorate.

Measures
All the variables of the study were measured by preestablished scales except for demographics. The
participants were asked to mark their responses on a
five-point scale (1 = strongly disagree; 5 = strongly
agree) for all the key variables of this study.
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Varimax Rotation and Eigen value equal to or more
than 1 (
Kinnear and Taylor,
1987)
.
Four factors were
extracted with loadings equal to or above 0.
50,
with
80.
37%variance explained,
thereby,
indicating that a
large amount of variance has been extracted by the
Factor Solution.The items loaded significantly on
their respective factors identifying them.
The factor
analysis is presented in the table in the Table‑
I

DATA ANALYSIS
All data were entered into the SPSS database (
version
20.
0)and examined for statistically significant
relationships (
Aiken and West 1991)
.
This section is
presented in two parts:correlational analysis for
testing H1,
and regression analysis for testing H2.

RESULTS

Sample Adequacy

Exploratory factor analysis

The adequacy of the sample size was confirmed
using both the Kaiser-Meyer Olkin (KMO) Sampling
Adequacy Test and Bartlett's Test of Sphericity
(Table-II). In fact, KMO for relationship scores
exceeded satisfactory value and revealed a ChiSquare at 2642.219, (P≤ 0.000) which verified that
correlation matrix was not an identity matrix, thus
validating the suitability of factor analysis. The
KMO measure of sample adequacy was performed
which showed KMO=0.905 is higher than the
suggested value of 0.6 (Tabachnik and Fidell, 2011).

The data collected from civil service officers was
analyzed and purified through factor analysis to
identify the factors that explain the pattern of
correlation within a set of observed variables and to
simplify and reduce the data to identify a small
number of factors that explained most of the
variances observed in the much larger number of
manifested variables (
Foster and Thomas,
2001)
.
The
study used Principal Component Analysis with a

Training Components
Training components were measured by three
variables identified by Giangreco et al. (2009).
Giangreco et al. (2009) measured training in terms of
their perceived efficiency of training (PET), their
perception of trainer (PTP), and their perceived
usefulness of training (PUT). Perceived efficiency of
training was measured using three items (á = 0.86).
A sample questions for PET is ‘Adequate audiovisual aids were available in training.’ Perceived
trainer performance was measured using five items
(á = 0.93). A sample item for PTP is ‘The trainer was
capable of delivering topics well.’Perceived
usefulness of training was measured using five items
(á = 0.91). A sample item for PUT is ‘I found the
topics relevant in relation to my individual learning
needs.’

This discussion, so far, leads us to the following two
hypotheses:
H1. Perceived efficiency of training, perceived
trainer performance and perceived usefulness of
training is positively related to trainees’ course
satisfaction.
H2. Perceived efficiency of training, perceived
trainer performance and perceived usefulness of
training influence trainees’ course satisfaction.

METHODS
Participants
The participants of this study consist of responses
collected from 171 civil serviceofficers working in
the state administration of Jammu & Kashmir, as
very fewstudies have been conducted on civil
servants.These civil service officers are appointed by
the premier recruiting agency of the state after
clearing all the stages of the civil service

Trainees course satisfaction
Trainees course sastisfaction was measured using
four items adapted from Cammann et al. (1983)(
α=
0.
94)
.
A sample item is All in all,
I am satisfied with
this training.
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Table-I: Exploratory Factor Analysis
Component
PTP2

1

2

3

4

.853

.255

.111

.170

PTP3

.842

.047

.193

.176

PTP4

.811

.098

.248

.241

PTP5

.800

.166

.221

.294

PTP1

.773

.371

.201

.159

PUT3

.198

.867

.216

.148

PUT2

.131

.828

.215

.078

PUT1

.087

.806

.278

.128

PUT4

.298

.769

.325

.189

PUT5

.321

.529

.341

.430

TCS1

.253

.256

.831

.075

TCS2

.247

.312

.826

.266

TCS3

.197

.327

.824

.233

TCS4

.218

.302

.780

.257

PET2

.266

.103

.244

.844

PET3

.233

.095

.136

.834

PET1

.238

.291

.199

.740
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Table-II: KMO and Bartlett's Test

Table – IV: Regression Analysis

Kaiser-Meyer-Olkin Measure of Sampling Adequacy.

.905

Bartlett's Test of Sphericity

Approx. Chi-Square

2642.219

Df

136

Sig.

.000

Correlational analysis

Trainee Course Satisfaction
Model Term

aspects. The training was not of so much relevance
and practicality when it comes to job assignments.

Means, standard deviations and correlations for the
key independent and dependent variables of this
study are depicted in Table III

This Table further reveals the correlation coefficients
between the independent and the dependent
variable. All the components of training significantly
correlate with trainee satisfaction. All the
correlations were significant with perceived
usefulness of training (PUT) and trainee course
satisfaction (TCS) depicting the highest correlation
(.678**); and perceived efficiency of training (PET)
and perceived usefulness of training (PUT)
depicting the lowest correlation (.503*). Trainee
course satisfaction (TCS) was positively and
significantly correlated with all the components of
training. Results suggested astrong and positive
relation among all variables, providing
empiricalsupport to accept H1.

As is clear from the descriptive statistics,civil
servants, on average, perceive moderate satisfaction
with the training (Mean = 3.275, SD = .887). Also, the
civil servants reveal a moderately higher perception
of trainer performance (Mean = 3.631, SD = .835),
followed by their perception of training efficiency
(Mean = 3.526, SD = .866). In contrast, the average
score on perceived usefulness of training (PUT) was
significantly lower than the other two components
(Mean = 3.019, SD = .887), indicating an overall
tendency of the civil service officers to rate the
usefulness of training negatively. This is because the
civil service officers perceived that the training they
received was not balanced. In other words, there was
no balance maintained between theory and practice.
Most respondents of the study revealed that the
training they receive in their probation was not of so
much help in carrying out day to day tasks
efficiently, because training emphasized on the
theoretical aspects of the job rather than the practical

Regression analysis
The results of the regression analysis are depicted
Table-III below. The paths demonstrate the beta
values. All the beta values are significant,
supporting the proposed hypothesis:

Table-III: Descriptive Analysis and Correlation Matrix
Variables

M

SD

PET

PTP

Perceived Efficiency of Training (PET)

3.526

.866

Perceived Trainer Performance (PTP)

3.631

.835

.559**

Perceived Usefulness of Training (PUT)

3.019

.798

.503**

.537**

Trainee Course Satisfaction (TCS)

3.275

.887

.529**

.544**

PUT

TCS

.678**

Note: **p < .01
PET, Perceived Efficiency of Training; PTP, Perceived Trainer Performance; PUT, Perceived Usefulness of Training; TCS, Trainee Course Satisfaction.
N = 171.
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95 % Confidence Interval
B

SE

t

Sig.

Lower

Upper

Importance

Intercept

0.175

0.249

0.701

.484

-0.317

0.667

-

PUT

0.532

0.074

7.213

.000

0.387

0.678

0.781

PTP

0.230

0.083

2.783

.006

0.067

0.393

0.116

PET

0.184

0.071

2.611

.010

0.045

0.324

0.102

R2

0.526***

Adjusted R2

0.518***

Note: ***P <0.00; **p<.01.
PUT, Perceived Usefulness of Training; PTP, Perceived Trainer Performance; PET, Perceived Efficiency of Training. N = 171.

The explanatory power of training components in
the assessment of trainee satisfaction of civil service
officers is explained by the coefficient of
determination (R2) which reflects the level or share
of the independent variables’ explained variance
and, therefore, measures the regression function’s
‘goodness of fit’ against the empirically obtained
manifest items (Backhaus et al., 2003). The results of
the regression analysis are depicted in Table III. The
estimates from the statistics of this model
revealedmodel’s R2value of0.526. The results
provide enough support to accept our proposed
hypothesis H2. As hypothesized, all the three
components of training predicted trainee course
satisfaction (R2 = 0.526, p < .00; Adjusted R2 = 0.518,
p < .00). Moreover, perceived usefulness of training
(ß = 0.532, p < .00), perceived trainer performance (ß
= 0.230, p < .00) and perceived efficiency of training
(ß = 0.184, p < .00) were all significant predictors of
trainee course satisfaction. Also, Perceived
usefulness of training strongly predicted course
satisfaction (ß = 0.532, p < .00) than perceived trainer
performance and perceived training efficiency and
also exhibits a considerable importance in the
prediction. Overall, this model confirmed the
explanatory power of training components towards
the satisfaction of civil servants which accounts for
more than half of the variance in their performance
(adjusted R square = 0.518, p < .00).
Amity Business Review
Vol. 17, No. 2 (Special), July - December, 2016

DISCUSSION
Prior research on trainee satisfaction has been rather
fragmented and has focused on either trainer
competence in the determination of trainee
satisfaction or the training aspects. Our study
bridged this gap by studying both the trainer
competence and other training aspects which may
affect trainees’ overall satisfaction with training.Our
study upon the examination of past literature
hypothesized that perceived usefulness of training,
perceived trainer performance and the perceived
efficiency of training predict course satisfaction of
civil service officers. The results of the correlation
matrix revealed a significant correlation between
each component of training and trainees’ satisfaction
with the course. Furthermore, regression analysis
reveals strong effects of training components on the
trainee satisfaction.
Our study contributed to the literature on trainee
satisfaction by identifying training components as
the antecedents leading tosatisfaction with the
training course. The training components identified
by Giangreco et al. (2009, 2010) positively predicted
trainee satisfaction. We focused on components of
training, operationalized as perceived efficiency of
training, perceived trainer performance, and
perceived training usefulness; and sought to
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examine the relation as well as the predictive power
of the former on course satisfaction.

Moreover, the capacity and capability of trainer in
the delivery of topics affect participants’ satisfaction
with training.The present study hence extended the
literature in this regards and calls for careful
attention towards investigating the mechanism by
which the training components are associated with
trainee satisfaction.

The descriptive analysis revealed a low mean score
(M = 3.019, SD .798) for perceived usefulness of
training. This low mean score posits that civil service
officers do not find training material useful and
relevant in carrying out their day to day
assignments. The civil service officers are supposed
to come up to the expectations of the general public
for which they require relevant training. The civil
service officers, however, scored very low to this
important component of training compared to the
efficiency and the performance of trainer. This
speaks of the non-seriousness on the part of training
agencies in imparting training to the civil service
officers.

IMPLICATIONS OF THE STUDY
The findings of our study imply some
interestingtheoretical implications for HR managers
in the public setting. First, training components
increase trainees’ overall course satisfaction. In other
words, participants’ perceived training efficiency,
their perception of trainer performance and their
perception regarding the usefulness of training – all
contribute to their satisfaction with the training
programme. Second, the perception of participants’
regarding the usefulness of training in terms of the
relevance of the training materials towards job
assignments, career development, learning needs is
a stronger predictor of satisfaction of trainees with
the course. Third, the perception of utility of training
program among the participants’ increases their
satisfaction with the training course, thereby,
increasing the chances of training transfer.

The results of our study also provide enough proof
that training components are significant predictors
of trainees’ course satisfaction. Our results are in line
with previous well established research (Warr et al.,
1999; Giangreco et al., 2009, 2010); who maintain that
these components of training are related with
positive training outcome.As expected, we found
perceived usefulness of training displaying
significant relationships with trainee course
satisfaction. This implies relevance and practicality
of training is of utmost importance when it comes to
trainee course satisfaction. Further, we found
perceived usefulness of training displaying
significantly high relationship with the dependent
variable. Once again, civil servants attach much
importance to the relevance of training materials,
usefulness of training materials to learning needs
and consistency of training materials with declared
objectives. Giangreco et al. (2009) report that the
more the trainees feel that the teaching material is
valid (Kidder and Rouiller, 1997); think the course is
administered properly, in that the location, premises
and didactical supports are adequate (Lee and
Pershing, 2002); and find the course planning wellbalanced and compatible with the work style of the
trainees (Morgan and Casper, 2000), the more the
participants engage in positive workplace behavior.

The findings of this study have several practical
policy implications. The agencies imparting training
to the civil service officers need to focus on the
training components in order for their satisfaction
with the training course. More specifically, to ensure
satisfaction of the civil servants with their training
program, components of the training program need
to be taken care of. In other words, training
efficiency, the trainer competence, the didactical
support, training materials, training premises need
to be rightly focused before imparting any training
to the civil servants. The training materials provided
to the civil servants, the usefulness and relevance of
the training course in relation to current and future
job needs, and the relevance of the course in the
learning and development of civil servants – need to
be structured in a manner which is suitable for both
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the civil servants and the policy makers. Lastly, the
satisfaction of the civil service officers with the
training program can result in their transfer of
training which ultimately can lead to efficient
performance on their jobs.
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LIMITATIONS AND FUTURE RESEARCH
This study is certainly not without limitations. First,
this study measures the satisfaction of the civil
servants immediately after the completion of
training program. Second, this study has been
established in the context of civil servants of Jammu
and Kashmir, which could cause problems if the
findings were extended to other geographical
settings. Third, the data were based on participants’
self-report which may create social desirability bias
as researchers have uncovered that self-report
information is not free from bias (Chiaburu et al.,
2010). Future research should take other factors
affecting participants’ satisfaction with training,
including motivation, incentives etc. Longitudinal
study designs and cross-sectional studies need to be
carried in the future studies.
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This study investigated training components as the
antecedents of trainees’ course satisfactionin the
context of civil servants. The results of this study
indicated thatall the components of training
contributed to their satisfaction with the training
program. Perceived usefulness of training was
found to be the stronger predictor of trainee
satisfaction. Thus, to increase civil servants
satisfaction with the training course, policy makers
should ensure that all the training components in
general, and usefulness of training in particular,
should be aligned to achieve the desired objectives.
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The paper attempts to understand the dynamics and role of
social movements in the context of bringing out largescale social-organizational level change. This paper is
based on the set of events that had unfolded in and around
Delhi (3-4 years back) and were related to fight against
corrupt practices prevalent in Delhi, which in general.
The paper is based on the works of Marshall Ganz
(Leading Change: Leadership, Organization and Social
Movements) on social change and keeps the rise and fall of
Anna Hazare, Arvind Kejriwal and other significant
others as a template and a preliminary milestone to
understand the famous 'Delhi Experiment' as an
embodiment of Social Change in the Indian SocioPolitical-Cultural Context. The paper further emphasizes
the political leanings of the upcoming middle classes and
their role and influence to bring about change.

INTRODUCTION
Social change is reality and is a construct that no one
can shy away from. It happens inadvertently and
human beings recognize and admit its presence as
they experience it. Social change goes through a
natural process of a forced entry, denial, resistance
and ultimately acceptance. Social change occurs as a
consequence and a response to institutions in the
form of religious faiths, family as an organization,
corporates and governing bodies and so on. It is
commonly accepted that individuals have the
freedom to choose and take a direction that appeals
to them, however it is pertinent to remember that
human beings cannot ignore the influence of the
organizations outside their locus of control that
restrict and make demands on them. These
organizations exist in the form of the larger society or
the social organizations to which an individual
belongs. The question that needs to be answered
here is that how these social organizations impact
belief systems and the resulting actions of people.
The emphasis of Social Movements can be structural
or cultural. The structural approach aims at the
distribution of resources available to an
organization, the cultural approach lays emphasis
on the perception towards the distribution of such
resources.
Having said that, it is difficult to differentiate
between the two approaches. A relevant example is
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that resources such as gender or ethnicity could be
defined structurally, however the sociological
essence is difficult to assess merely by their
existence and requires real time experience and
action. Additionally, a group may have an identity
of its own, but would have to face inequities
with regard to social conditions. Therefore, it is
essential to understand the distribution of resources
needed to defend the interests and power structures
of the group in order to understand the process of
change.

in order to safeguard their survival. The people, who
are deprived, lack the time and the skills to carry
forward such movements and money is also a
constraint. All the above stated factors affect the
capability and capacity of the disadvantaged
population to drive movements of social change and
this is taken undue advantage of by the people on the
other side of the fence. This ultimately takes the form
of denial, where the socially superior population
influences the ability of the deprived to make
progress towards change.

It is well known an understood that societies
experience inequities at multiple levels. At the
same time the benefits or risks accrued to the
society on account of various situations cannot
be defined equally. This makes the participation
of a certain sect of people in social movements
more likely. The more wronged an individual or
group feels, chances are that such people or groups
are more likely to put up resistance against the
as-is situation. Studies have shown that people
who faced inequities to a large extent tend to protest
more as compared to the less disadvantaged
lot. Despite the evidence, it has been found that,
some highly disadvantaged people or groups also
do not participate in protests. This contradiction
poses a challenge and impetus to study and
understand the barriers to people’s inaction and also
the time and place that accelerates action or protest,
when it does.

On the one hand, these power equations come to
limelight, on the other there are researchers who take
the opposite stand point and try to emphasize those
capabilities that enable the deprived population to
step forward and mobilize themselves for action.
The form of resistance used depended upon targets
and becomes sophisticated over time. The deprived
population gradually assumes the role of
challengers who seek to make use of the resources at
their disposal to fuel their movement forward. As a
part of the process, attempts need to be made to
capitalize on the organizational capabilities to
achieve the targets.
Inequalities in the form of social aspects and
material requirements are the root causes for the
emergence of social movements. The movements
based on labor, race or gender were the results of
certain prevalent inequities in the West. This means
that not only are there people who strive for better
times and situations, but also there exists an inherent
inequity in the first place that needs to be rectified. A
study of the structural approach of social
movements highlights the injustices that have taken
the form of deep rooted, institutionalized inequities
and it is over these very injustices that social
movements are fought. This could be explained with
the example of obstacles to success in the form of
social barriers, or policies that are unequal in their
approach towards certain groups, or rules made by
the bureaucracy that are favorable to one set of
individuals and so on.

An important contribution to the above stated
reasoning is given by the fact that deprived
individuals are a feature of the larger social context
to which they belong, which cannot be ignored. In
addition they do not hold positions to argue or even
put their views forward in extremely high profile
political situations. Their economic inequity puts
them at a lower pedestral and disadvantaged
position from where it would serve to be risky to
speak let alone put up a protest. As a result, the
people who are deprived may either choose to be
invisible or may indulge in safer modes of resistance
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first step towards mobilizing them. Devising a
strategy is concerned with tapping the resources,
which are not yet at the disposal of the challengers,
but rather with the defenders. It provides the
direction, the way forward to attain the goals of
social change. It provided the route to challenge the
more powerful opponents. “Strategic Capacity”
according to Ganz is the melting point of the “salient
knowledge”, “learning processes” and the
“motivation” of the challengers.

FRAMEWORK OF SOCIAL MOVEMENTS
AS METHODS OF SOCIAL CHANGE
To understand any social movement, it is necessary
to understand who brings about change, that is, the
people responsible; be it individuals or groups. Next
it is essential to have a clear understanding with
regard to the origin behind this change, for instances
conflict and most importantly, one needs to
delineate what causes this change in the form of
social movements. This change is caused by a deepseated desire for change and the capacity to make
change. There exists an inherent need for structure to
enable the flourishing of creativity, positive action
and constant growth. It is essential to have
committed leaders at the helm of affairs to carry the
movement forward.

The most determinant leadership practice in social
change is “catalyzing action.” Since social
movements are preoccupied with realizing the
change and not merely thinking about it, well
thought out and practical actions need to be taken to
give meaning to the movement. It involves effective
deployment of resources available to the
challengers. It is the culmination of “relational”,
“motivational” and “strategic work”.

Having said that, Marshall Ganz identified four
leadership practices in the context of Social Change;
namely; Relationship, Story, Strategy and Action.
Relationships are crucial because leaders have the
daunting task of building networks and
organizations to fulfill the objectives of the social
movements. Relationships serve the purpose of a
“mutual exchange of interests and resources
between the affected parties”. It is these mutual
exchanges that transform into a “ shared future” by
the commitment of the participants.

Social movements work on the principle of
“contingency”, where anything that can go wrong
eventually does go wrong. It becomes the
responsibility of the leaders to take charge of the
situation and anchor it wherever their control is
possible.

Impact of Conflict on State-Society
Relationship
Having spoken on the emergence and the causes and
barriers to social movements, it is difficult to miss the
role instability plays in social movements from its
very inception. Even though instability is inherent in
social movements, it does not spell the end of
democracy. It arises as a result of the absence of
formal channels of expression of grievance for the
disadvantaged population. Therefore the effected
population finds alternatives to voice their concerns.
Naturally these alternatives may cause disturbance
and discomfort to the “advantaged” population as
they are woken up from their slumber. Context plays
a major role in such a scenario. For instance, if the
state is of a repressive nature, the affected

Every movement has a context of its own, a story to
be told. “Public Narrative” is the craft of telling the
story which resonates in the minds and hearts of the
population. The practice of story telling takes shape
through the convergence of the “story of the self “,
which every individual has; the “story of us”, which
is common to a group of individuals and the “story
of now” that impacts people in this very moment of
truth.
The next essential leadership practice of social
change is to devise a strategy. Story telling serves the
purpose of bringing together people with a common
past to look forward to a “shared future”. It is the
Amity Business Review
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population may choose to withdraw from the public
domain altogether and assume self-censorship.
Conversely, when the state is keen on
communicating with the population who is affected,
there may be other barriers such as a lack of
representatives qualified and capable to pursue a
dialogue with the affected population. Additionally
there may be a situation wherein; the territory under
consideration is not under the control of the state,
hence resulting in the emergence of actors who do
not belong to the state. In such a setup, it becomes
challenging to carry pout negotiations without
having to worry about the consequences.

the Arab Spring, riots related to austerity in Europe,
the Occupy Movement that took place in the US and
the Anna Hazare Movement in India that sought to
fight and put an end to corruption. Having said that,
the success of such movements varies with regard to
what they intend to achieve as results. It needs to be
explored as to why such a difference exists in the first
place.
Individuals owe allegiance to one community or the
other in keeping with their respective thought
processes, which results in the formation of
structures of power relationships. A person or a
community assumes a powerful position with
respect to others who follow them. Sometimes, these
structures cause unrest in the society. When such
power structures are one sided and the people who
are on the receiving end find their voices being
muffled, they attempt to find alternatives to voice
their concerns and search for mechanisms outside
their respective power structures to fulfill their
targets. This could take the form of demonstrations,
protests, boycotts, revolutions and the like.

In states where stringent control is exercised on the
part of the state, individuals may shirk from
collective action simply because they do not want to
jeopardize their welfare which stems from the state.
Therefore in such situations, individuals and groups
may avoid involvement in oppositional activities.
This being the case, it cannot be considered the only
absolute truth because citizens do choose to exercise
their discretion in myriad situations by overcoming
the above-mentioned fears for the larger interests of
their groups.

The means sought to carry out social movements
evolve with time. Assuming a more formal shape
sophisticates the actions. Social movements provide
a vehicle to the population dissatisfied with their
situations to bring out a desirable change through
effectively directed actions. Social movements
thereby provide the platform to voice grievances.
They also serve as instrument of change outside the
confines of the traditional systems to which they
belong but somehow do not relate to any longer.

Furthermore, conflict and instability arising out of it
may have a bearing on the individual or group’s
ability to pursue collective action. However caution
needs to be exercised as aspirations for change and
action may be influenced negatively by conflict. The
relationships and networks that shape social
movements may be affected negatively by conflict
and this could lead to an everlasting feeling of
anxiety and cageyness. The flip side is that
suppression and violence could also lead to
movements of human rights.

The Indian Perspective
Organizations in India are an amalgamation of
western and non-western thought processes. A
Detachment orientation seems to coexist along with
a Materialistic Orientation. Similarly, Collectivism
exists along with Individualism and Humanism
exists alongside Power Orientation. To substantiate
this perspective, studies demonstrate that
multinational organizations operate out of universal
values. Primarily there are two kinds of values at

Success of Social Movements
As stated earlier on many occasions, social
movements are inevitable. Going back into history
one finds that the human race a long-standing
relationship and has evolved with social movements
over time. The year 2011 alone saw the emergence of
various social movements such as those related to
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work in the context of Indian organizations, that is,
work related values and social values. It is pertinent
to differentiate between these values in order to
discern their impact on organization and in turn the
change it affects in the organization. These values are
also linked to the colonial experience faced by India.
In keeping with the above mentioned school of
thoughts India is looked at from the perspective of
inherent contradictions.

were the most talked about Commonwealth Games,
2G Scam, IPL and so on. An unprecedented increase
in these cases led to the talking point of the creation
of an independent body to question, investigate and
take action against the illegal and corrupts practices
of senior officials. This led to idea of the concept of an
Ombudsman in the Indian schema who had the
authority to check and control corruption. The
Indian version of an Ombudsman was named the
Lokpal.

India is a country with a diverse texture in terms of
language, religion, culture and politics. India has
treaded a long journey of economic development. It
has fought and is still fighting evils of poverty,
illiteracy, unemployment and the like. With the
advent of India’s independence, the population of
India had expectations that are yet to be fulfilled and
democracy, which came as a savior in the lives of
Indians has also experienced a dent over time. The
Indian Politics is faced with issues like education,
corruption, women safety and education, caste
system, state of the economy and so on. Just as India
as a country is diverse, so is the political mechanism
of the country, with each political group having its
own ideologies, belief systems, values and leanings
that govern their thought processes and actions.

It was these circumstances that led to the famous
Anna Hazare Movement that sought to put an end to
corruption. The Anna Hazare Movement and
subsequently the Aam Admi Party made an entry
into this dismal scenario where the Indian
population was at the end of their tether with the
onslaught of corruption and politics based on
religion. As explained above, there were people who
had suffered enough at the hands of corruption, but
did not have the power or the capability to put up a
resistance against it. There was a dire need of a
strong mechanism, a countrywide revolution to take
a stand against the atrocities. The Anna Hazare
Movement promised such a revolution.
The movement spearheaded by Anna Hazare
managed to make an impact. At least the status quo
began to change. The Gandhian instrument of nonviolence was made use of to put forward the voice of
the rising middle class. The strong point of the
movement was the presence and participation of
legally sound contributors. It also woke the
population of India, the youth of India out of its
slumber to become an active and ambitious player in
the scheme of Indian Politics. The underlying
message was to awaken the population of India to
take the reins in their hands and to encourage and
motivate them to be the agents of change. The
though process at work was that the political
mechanism alone is not all powerful, it is the people,
the citizens of India who have the right and the
power to redefine the country and its socio-political
and cultural landscape to help it attain new heights.

Corruption is a deep-seated evil in the Indian
scheme of things. It is well established through
surveys and studies that bribery is the commonly
used means to get work done in India. While
corruption in its absolute sense is bad and
unwanted, it has repercussions that are best
avoided. For one, it impedes the growth and
progress of the country as it takes away the resources
from the purpose for which they are allocated. It
serves as a barrier to the ease of doing business in
India from the standpoint of foreign investors. The
Right to Information Act (2005) also did not serve the
purpose to fight corruption, as many issues were not
resolved.
There were a host of scams that came under scanner
that fuelled the fight against corruption. To name a
few high profile cases that made it to the headlines
Amity Business Review
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CONCLUSION

The fight against corruption brought about a lot of
change in the way things were handled so far. The
hitherto suppressed classes of people started making
their presence felt and their voices heard. The poor
found greater representation. The motif used was
that of the “Aam Admi” who could be a daughter of
India fighting against rape, the citizens of Mumbai
fighting against terror and so on. It was a fight of the
people of India from their respective standpoints yet
it unified the essence of the people of India. The
thread of injustice ran through the population of
India. There was no clearly defined allegiance to any
political outfit; the larger outfit in this case was the
people of India as a collective whole under the
umbrella of the “Aam Admi”. The people of India
through the public domain sent out the message
with help from social media. The essence of the
agitation was not to reflect a particular ideology but
a sense of morality, which holds true irrespective of
caste, creed or race for humanity at large. A pertinent
question at this point is with regard to the deviations
that exist in the society, whose sense of morality is
under scanner every now and then; the sex workers,
the homosexuals or the independent women who
handle things singlehandedly.

India boasts of a rich culture and heritage of valuing
truth and integrity in the public and private domain.
The Vedas bear testimony to the preoccupation of
the Indian mind with Truth and the importance
accorded to actions of integrity. But the irony is that
India has also been testified among the corrupt
nations of the world. The stepping-stone to tackle
this issue was to keep a check on the corrupt
activities of the administrative and civil officials of
the government and public agencies. The
mechanism devised to confront it in the eye is to
appoint an Ombudsman or a Lokpal, the nittygritties of which are yet to be worked out. The
movement made deft use the media and technology
to support its cause. It is as if the media and
technology were not merely a means to an end but
participants in the larger scheme of things.
The actions taken so far are merely initial steps
towards a task that requires long-standing
commitment and sustained efforts.
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Social Media has assumed a significant value oriented
proposition among the organizations, which were earlier
reliant on traditional media for promotion, awareness,
customer engagement, creating trust etc. Consequent to
generally “one way” propagation of traditional media
deemed as rather ineffective way of engaging customers
and creating trust, organizations are now paying strong
emphasis in integrating social media strategy with overall
promotion strategy or using social media strategy as the
only promotion strategy for reaching out to the
prospective as well as existing customers. Social Media is
offering numerous opportunities to customers for
engaging with and creating trust for product / service /
organization as a result. This research has studied the
aspects through which organizations are engaging
customers on various agendas and has tried to assess their
impact on creation of trust among the customers with
respect to product / service / organization. This research
has also found that there is a significant correlation
between customer engagement and customer trust thus
providing sufficient motivation for organizations to
engage customers seamlessly.

INTRODUCTION
Social media has provided an additional avenue to
the organizations for engaging a niche audience
proficient in social media usage. Social media is
allowing the organizations to harness the
tremendous potential ingrained in engaging
customers.
Organizations are benefiting from utilizing social
media in engaging customers and consequently
building trust as the customers have access to direct
channels to express their experiences as well as
expectations.
Importantly, organizations are positioned better to
understand the expectations of the customers better
and in a more effective manner as customers through
their engagement are expressing candidly and in
unbiased manner.
Another benefit associated with engaging customers
on social media platforms is trust that customers
tend to impose when their expressions start
mattering to the organizations and organizations
actually start acting by delivering as per the
expectations of the customers.

Keywords: Social Media, Social Media Expressions,
Customer Relationship Management, Customer
Engagement, Trust

The researchers have surveyed number of social
media platforms where organizations have
established their digital presence or identities for
interface with the customers. The researchers have
found that these digital identities are abuzz with
numerous activities taking place.
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The customers are freely using these platforms to
interact with the organizations expressing their
pleasures as well as displeasures, making
suggestions for possible improvements, and even
recommending product/service/organization on
the basis of their trust.

in the buying process. Interestingly, organizations
have yet to have a comprehensive social media
focused strategies as only 9 percent of sales people
acknowledged having a strategy dedicated to social
media integration with sales strategies
(Featherstonebaugh, 2010).

These observations motivated the researchers to
conduct a research study to assess the impact of
social media expressions on engagement and trust of
customers.

Senior managers have failed to attach the due
importance to integration of social media with sales
strategies as they visualize social media as just
another avenue to market their respective
products/services (Kryder, 2011).

REVIEW OF RESEARCH LITERATURE

A number of organizations, still to realize the
potential of social media, are yet to integrate social
media with sales functions. This phenomenon can be
due to lack of knowledge of top management as well
as absence of proven models to enhance the desire
(Gupta, Armstrong, & Clayton, 2010).

Social media has introduced a new dimension in the
buying framework of buyers by bringing about
integration of social interactions with favorable or
unfavorable decision to buy (Stephen & Toubia,
2010).

Organizations should integrate their sales channels
with social media for utilizing a cost effective
medium to strengthen the brand, engage seamlessly
with wider audience including customers,
employees, peers etc and seek immediate feedback
regarding their expectations from offered
products/services. This instant or immediate
feedback can prove to be crucial resource in the wake
of suggested improvement in products/services
(Dutta, 2010).

Organizations are operating at possible intersections
of social networks with buyers to drive the value up
and to create sales opportunities for products and
services. This proximity with buyers has helped the
organizations in maintaining robust relationships
with customers for early identification of their
needs, subsequent fulfillment and realization of
revenue (Plouffe & Donald, 2007; Tuli, Kohli, &
Bharadwaj, 2007).
Social media is discharging the role of an important
facilitator in establishing strong relationships with
the customers making social media a sound
beneficial case for organizations to adopt and
implement (Tedeschi, 2006).

SOCIAL MEDIA AND ENGAGEMENT
Customer engagement is largely influenced by
interactive customer experiences which result due
service relationships or experiences. It is imperative
to realize that positive feedback would strengthen
and negative feedback would weaken buyer–seller
relationships (Brodie, Hollebeek, Juric, & Ilic, 2011).

Social media serves as a comprehensive
communication channel with buyers for realizing
three highly sought after objectives namely
customer interaction, customer engagement and
trust (Behravan & Rahman, 2012).

This calls for a comprehensive customer
engagement framework influencing buying
behavior positively, ensuring strong loyalty and
consequently increasing the levels of engagement as
well as trust (Bowden, 2009).

The buyers worldwide are increasingly using social
media for buying decisions as substantiated by a
global survey, in which almost 50 percent of the
buyers admitted about increased role of social media
Amity Business Review
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As social media offers numerous opportunities of
comprehensive interaction, tools handling these
interactions supporting broad ideas about products
and services can be deployed to interact effectively
with a larger audience (Kryder, 2011).

that a product/service/organization enjoys or the
reputation it has, they tend to engage with other
buyers on social media (Golbeck & Hendler, 2004).
There are ongoing conversations related to a
product/service/organization on social media
among existing and prospective customers, which
require intricate monitoring. As these conversations
have the potential of breaking or making trust, due
efforts should be made to address them
comprehensively through quick feedback and ready
services (Bertrand, 2013).

Social media provides opportunities to salespeople
to interact and engage with customers while
deriving values for both organizations as well as for
customers resulting in a mutually beneficial
relationship (Jones, Busch, & Dacin 2003).
Organizations can look forward to increased
customer engagement by allowing customers to
seek, give, and pass opinions about products and
services on social media. This can not only serve as
comprehensive knowledge base for existing and
prospective buyers but can also help in increasing
buyer involvement and trust (Chu & Yoojung, 2011).

Some customers also access the social media to
gather non-purchase information. A strategic social
media can accumulate all such data, queries,
contacts etc to help organizations in understanding
expectations from and perceptions of organizations
(Keller, 2011).

A social media plan focused on customers can
provide an effective connect with the buyers. Due
care should be taken to provide truthful information
to the buyers without misleading them. Also, the
expressions by the buyers should be paid due
emphasis to. It is important to understand the value
of expressions by the buyers on social media as they
may prove to be important resources for driving
value to the customers as per their expectations
(Zeisser, 2010).

If the expressions on social media are handled with
professionalism and patience while exercising due
caution against hurting the sentiments or
expectations of the customers, they tend to increase
the level of trust (Ahearne, Hughes, & Schillewaert,
2007).
As the increased level of trust reflects in
recommending or advocating behaviors of
customers, it results in new or repeat sales. On the
contrary, negative level of trust due to failure to
respond or inaction on the part of the organization
can damage the prospects (Mundinger & Jean-Yves,
2005).

Though social media gives numerous opportunities
to engage customers, however due caution has to
be exercised in identifying the types of
communications to engage the customers and to
ultimately form long lasting relationships with them
(Hennig-Thurau et al. 2010).

Successful relationships between buyer and seller
duly supported with greater levels of trust result in
potential benefits to the organizations (Moorman,
Zaltman, & Deshpandé 1992; Morgan & Hunt 1994).
Such trust building activities employed by sales
people result in long lasting and recurring benefits to
the organizations (Othman, Johnston, & Merunka,
2009).

SOCIAL MEDIA AND TRUST
The prospective customers tend to research on social
media about product/service/organization they are
interested in and usually take decisions after
screening the comments, feedbacks and experiences
of others. Also, in order to gauge the level of trust

Sales technology has the potential to help
salespeople in developing customer trust by
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allowing them to demonstrate trust driving
behaviors (Othman, Johnston, & Merunka, 2009).

RESEARCH METHODOLOGY
The research uses a structured questionnaire
to assess the impact of social media expressions
on engagement and trust of existing and prospective
customers. The respondents were first explained
the concept of social media expressions through a
small introductory note and were then asked to
rate the impact of social media expressions on
their individual engagement and trust regarding
product / service / organization. The respondents
were also requested to not to answer the survey,
if they didn’t use social media for the above
objectives.

Any trust building activity on social media shouldn’t
just be a superficial activity; rather it should aim at
comprehensive resolution to earn the trust of the
customers (Ingram et al. 2007).
The trust of customers is not dependent on only
fulfilling expectations of the customers with respect
to product or service. Rather, it should be duly
reflected in commitment of the top management and
realized throughout the organization in whichever
forms possible (Beinhocker, Davis, & Mendonca,
2010).

A majority of respondents were in the age group of
18 to 25. Mainly, National Capital Region (NCR) of
India was targeted for data collection purposes.

OBJECTIVES AND HYPOTHESES
Based on the review of literature in social media, the
research was undertaken to assess the impact of
social media expressions on engagement and trust of
existing and prospective customers.

Primary data was collected through purposive
sampling method as only the respondents who were
equipped with access to Internet and were using
social media for engaging with and building trust
regarding product/service/organization were
asked to give responses.

More specifically, the present research aims to
achieve the following objectives:
1. To assess the impact of social media expressions
on engagement of existing and prospective
customers.

Out of 378 questionnaires issued, 274 filled in
responses were received and 261 duly filled in
responses were included in data analysis.

2. To assess the impact of social media expressions
on trust of existing and prospective customers.
The following hypotheses were framed in the light of
the above mentioned objectives:

However, 31 responses were collected through
eSurv.org, out of which 7 responses were from NCR
and remaining 24 responses were from rest of India.

H1: Expressions on social media significantly
influence the engagement of existing and
prospective customers.

In totality, 292 responses were analyzed through
Reliability Test, Chi Square Test and Regression
Analysis.

H10:
Expressions on social media do not
significantly influence the engagement of existing
and prospective customers.

Structured questionnaire used five-point Likert
scale ranging from Very High (5) to Very Low (1) to
obtain the responses from respondents.

H2: Expressions on social media significantly
influence the trust of existing and prospective
customers.

Reliability of the data was checked through
Cronbach Alpha Score and Spearman-Brown
Prophecy Score. After testing the reliability,
significance of data was checked through Chi Square
Test and finally Regression Analysis was performed

H20:
Expressions on social media do not
significantly influence the trust of existing and
prospective customers.
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to check the dependence of trust on engagement of
customers with product/service/organization
through social media.
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Table 2 (b): Trust

coefficient in non linear option was found to be
lower than the regression coefficient in linear
regression analysis. Therefore, it is safe to predict
that linear regression is the best fit to demonstrate
relationship between engagement and trust.

Responses

Observed N

Expected N

Residual

Very High

101

58.4

42.6

ANALYSIS

High

82

58.4

23.6

Moderate

44

58.4

-14.4

Suitable variation is indicated in the demographic
profile of 292 respondents, with most of the
respondents being male (61.7%).

Low

37

58.4

-21.4

Regression equation thus obtained is:

Very Low

28

58.4

-30.4

y = -9.181 + 1.157 x

Total

292

Out of 292 respondents, 32.7% respondents were
married. Among the respondents, 41.77%
respondents were with annual income of Rs 2-5 Lacs,
34.76% respondents were with annual income of Rs
5-10 Lacs and 23.47% respondents were with annual
income of Rs 10-15 Lacs. Out of 292 respondents,
8.21% respondents represented rest of India.

Chi-Square
df
Asymp. Sig.

Both items were rated on five point Likert scale (1-5)
with responses ranging from “Very High” to “Very
Low” by the respondents. Demographic question
(fixed alternative) pertaining to the respondent’s
age, location, occupation, etc. were asked in the first
section. Besides the demographic questions, 2 items
(impact factors) were asked in the second section.

Spearman-Brown Prophecy Score

0.979

0.987

Expected N

Residual

Very High

94

58.4

35.6

High

74

58.4

15.6

Moderate

56

58.4

-2.4

Low

41

58.4

-17.4

Very Low

27

58.4

-31.4

Total

292

4

4

<.0001

<.0001

Model

R

R Square

Adjusted R Square

Std. Error of the Estimate

1

.974a

.948

.931

8.260

a. Predictors: (Constant), Engagement

Table 3 (b): Coefficientsa
Model

1

Unstandardized Coefficients

Standardized
Coefficients

B

Std. Error

Beta

(Constant)

-9.181

9.828

Value Perceptions

1.157

.156

.974

t Stat

P-value

-.934

.419

7.420

.005

a. Dependent Variable: Trust

We have defined engagement as an independent
variable (henceforth known as x) and trust as a
dependent variable (henceforth known as y).
We have tried to ascertain whether trust of existing
and prospective customers is dependent on their
engagement with product/service/organization on
social media through regression analysis. We have
obtained regression coefficient as .974, which is
satisfactory and, therefore, it can be inferred that
trust of existing and prospective customers depends
on their engagement with product / service /
organization on social media.

Table 2 (a): Engagement
Observed N

67.83

The value of ?2 test for trust is 67.83 at four degrees of
freedom. Since, the value of p is less than 0.05 i.e.
(<.0001), we can infer that expressions on social
media significantly influence trust of existing and
prospective customers.

Reliability of these factors and consistency of the
scale were tested through reliability tools
Cronbach’s Alpha and Spearman-Brown Prophecy.
High values (>0.5) for all measures indicate good
reliability.

Responses

48.03

The value of ?2 test for engagement is 48.03 at four
degrees of freedom. Since, the value of p is less than
0.05 i.e. (<.0001), we can infer that expressions on
social media significantly influence engagement of
existing and prospective customers.

Table 1: Reliability Test
Cronbach's Alpha Score

Trust

This research established the significant impact of
social media expressions on engagement of existing
and prospective customers with product / service /
organization and trust generated as a result. The
research can safely conclude that social media offers
engagement to existing and prospective customers

Table 3 (a): Model Summary

Table 2(c): Chi Square Test Result
Engagement

CONCLUSION

We have also explored the non linear options to
identify the best fit equation. The regression
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Figure 3: Plot of TE values for the Period 1986-87 to 2013-14
Graph of the equation (y = -9.181 + 1.157 x) plotted also indicates that trust is positively related to engagement
of prospective and existing customers.
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while providing them opportunities for expressions
thus resulting in greater trust among them with
respect to product/service/organization.

Behravan, N., & Rahman, M.S. (2012). Customer relationship
management constructs under social networks towards
customers’ retention, Australian Journal of Basic and Applied
Sciences, 6(7), 271-282.

The results of the present research work can help
organizations in putting systems in place to carefully
plan and monitor the engagement of existing and
prospective customers on social media and ensure
that their trust stays in positive domain.

Beinhocker, E., Davis, I. & Mendonca, L., (2010). The 10 trends you
have to watch, Retrieved from http://hbr.org/hgrmain/resources/pdfs/comm/fmglobal/the-ten-trends-youhave-to-watch.pdf
Bertrand, G. (2013). Social media research: developing a trust
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LIMITATIONS

Bowden, J. L. (2009). The Process of Customer Engagement: A
Conceptual Framework, Journal of Marketing Theory and
Practice, 17 (1), 63–74.

This research had limitations such as small sample
size, greater localization (NCR), and bias. Therefore,
generalizing the results for a larger domain remains
questionable for the time being. Future researches
with larger and diverse samples may certainly help
in deriving concrete conclusions.

Brodie, R. J., Hollebeek, L. D., Juric, B. & Ilic, A. (2011). Customer
Engagement: Conceptual Domain, Fundamental Propositions,
and Implications for Research, Journal of Service Research, 14(3),
252–271.
Chu, S., & Yoojung, K. (2011). Determinants of Consumer
Engagement in Electronic Word-of-Mouth (eWOM) in Social
Networking Sites, International Journal of Advertising, 30(1),
47–75.

Finally, the findings of present research work need
to be benchmarked against any future framework
pertaining to social media expressions and their
respective contributions to increased engagement of
existing and prospective customers and
subsequently resulting in enhanced trust with
respect to product/service/organization.

Dutta, S. (2010). What’s your personal social media strategy?
Harvard Business Review, November, 1-6.
Featherstonebaugh, B. (2010). The Future of Selling: It’s Social,
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5-8, 116–131.

RECOMMENDATIONS
The researchers after the data analysis in this
research paper can conclude that social media
expressions significantly impact the engagement of
existing and prospective customers.
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Engagement and Trust of Customers
simple semantic solution! American Medical Writers Association
Journal, 26(3): 139.
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Targets /Sub-targets for Priority sector

NABARD and other Funds with NABARD / NHB /
SIDBI / MUDRA Ltd. The interest rates on banks'
contribution to RIDF or any other Funds, tenure of
deposits, etc. shall be fixed by RBI from time to time
and this deficit will be taken into account while
granting regulatory clearances/approvals for
various purposes.

Targets and sub-targets have been specified under
these categories which have in turn been linked to
Adjusted Net Bank Credit (ANBC) or Credit
Equivalent of Off Balance sheet exposure (OBE) of
the banks, whichever is higher.
As per the latest master circular issued by RBI,

In India, banking sector reforms have been made keeping
in mind the upliftment of the underprivileged and
backward segments of society. Whether it was the
nationalization of banks, formation of NABARD, regional
rural banks, lead bank schemes, cooperative credit
societies or formulation of priority sector norms, all these
were done to financially support those sections which had
been neglected and had not received adequate financial
support from formal lending institutions. In the present
day scenario, Jan-Dhan Yojana and other financial
inclusion initiatives are also aimed at serving our rural
and economically weaker population.

INTRODUCTION
Priority sector lending through commercial banks
was initiated by the government so as to bring the
neglected sectors of society at par with the other
developed areas. At a meeting of the National Credit
Council in 1968, it was emphasized that these banks
should increase their involvement in the financing of
priority sector- agriculture and small scale
industries. In 1972, Reserve Bank formalized the
description of Priority sector on the basis of a report
submitted to it and issued certain guidelines
indicating scope of items to be included under the
various categories of these sectors. In November
1974, the banks were advised to raise their share of
lending to priority sector to the extent of one third of
the advances outstanding as on March 1979.This
target was subsequently enhanced to 40% by March
1985. Sub-targets were also specified for agriculture
and weaker segments within priority sector. Foreign
banks operating in India were also brought under
the purview of lending to priority sector, though
there targets were lower than that of domestic
commercial banks.

Under priority sector advances, adequate and timely
financial assistance is most relevant for the less served
people for us to achieve an all-inclusive growth. In this
direction, priority sector norms though amended on a
regular basis, still need further relook. This paper is an
attempt to understand the nuances behind the norms
stipulated for priority sector lending and changes, if any,
required in them. For the purpose of this study, data has
been collected from 255 Probationary Officers of Public
sector banks. All the categories – agriculture, MSME,
export, education, housing, weaker sections under
priority sector have been analyzed. The study infers that
despite relaxing the targets and sub targets for these
categories, there is further scope of liberalization to achieve
inclusive and sustained growth.

Currently, categories under priority sector include

Key words: Priority sector lending, Commercial Banks,
Agriculture Loans, MSME

(i)

Agriculture

(ii)

Micro, Small and Medium Enterprises

(v)

Housing

(vi) Social Infrastructure
(vii) Renewable Energy

Categories

Domestic scheduled commercial banks and Foreign banks with
20 branches and above

Foreign banks with less
than 20 branches

Total Priority Sector

40% of ANBC or Credit Equivalent Amount of OBE, whichever is higher.

40% of ANBC or Credit
Equivalent Amount of
OBE, whichever is higher;
to be achieved in a
phased manner by 2020.

Foreign banks with 20 branches and above have to achieve the Total Priority
Sector Target within a maximum period of five years starting from April 1, 2013
and ending on March 31, 2018 as per the action plans submitted by them and
approved by RBI.
Agriculture

18% percent of ANBC or Credit Equivalent Amount of OBE, whichever is higher.
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Not applicable

Within 18%, a target of 8% of ANBC or Credit Equivalent Amount OBE, whichever
is higher is prescribed for Small and Marginal Farmers, to be achieved in a
phased manner i.e., 7 % by March 2016 and 8% by March 2017.
Foreign banks with 20 branches and above have to achieve the Agriculture Target
within a maximum period of five years starting from April 1, 2013 and ending on
March 31, 2018 as per the action plans submitted by them and approved by RBI.
The sub-target for Small and Marginal farmers would be made applicable post
2018 after a review in 2017.
Micro Enterprises

7.5% of ANBC or Credit Equivalent Amount of OBE, whichever is higher to be
achieved in a phased manner i.e. 7 per cent by March 2016 and 7.5 per cent by
March 2017.

Not applicable

The sub-target for Micro Enterprises for foreign banks with 20 branches and
above would be made applicable post 2018 after a review in 2017.
Advances to
Weaker Sections

10% of ANBC or Credit Equivalent Amount of OBE, whichever is higher.
Foreign banks with 20 branches and above have to achieve the Weaker Sections
Target within a maximum period of five years starting from April 1, 2013 and
ending on March 31, 2018 as per the action plans submitted by them and
approved by RBI.

Source: Master Circular on lending to Priority Sector dated July1, 2015. Published by RBI, Mumbai.

(viii) Others
104

Joshi (1972) was of the view that RBI should clearly
define the different components of priority sector as
banks were unable to comprehend the exact scope of
agriculture lending.

TABLE 1: TARGETS UNDER PRIORITY SECTOR LENDING

(iii) Export Credit
(iv) Education

REVIEW OF LITERATURE

Further sub-targets within the eight eligible
categories of priority sector have also been defined.
Commercial Banks which fail to achieve priority
sector targets, will be allocated amounts by RBI for
contribution to the Rural Infrastructure
Development Fund (RIDF) established with
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Patel (1996) analyzed the progress of commercial
banks regarding various components of the priority
sector lending i.e. agriculture, small scale industries
and other priority sector advances comprised of
rural artisans, transport operators, education etc.
The study found that tendency declined from 100
percent for small holding group households to 70.15
percent for medium holding household.

period 1997-1998 to 2008-2009 and concluded that
private and public and sector banks have achieved
their 40% target but foreign banks achieved their
targets for small scale industries, export credit and
overall target too.
Sharma (2012) analyzed the similarity in practices of
priority sector lending for private as well as public
sector banks and also which one is more committed.
The result indicated that total lending amount by the
two sectors differ from each other but the proportion
of amount was comparable.

Mohan (2006) studied the role of agricultural loans in
supporting agricultural production. He appraised
the performance of agricultural loans during the
period 1950-51 to 2003-04 and found that increasing
number of rural branches resulted in rising level of
rural credit. He also commented on sectoral
disparity in disbursement of agricultural loans, high
NPA levels, low level of deposit mobilization,
scarcity of medium and long-term lending and
inadequate lending levels to small and marginal
farmers.

Rani& Garg (2015) observed that public sector and
private sector banks could not achieve the target
fixed by RBI whereas foreign banks achieved them
for the study period 2011-12 to 2012-13. They also
highlighted the issues faced by banks and strategies
to overcome them.

Priority Sector Lending : A Paradigm Shift

respondents were of the view that there should not
be such a distinction. Of these, 81% respondents
were of the view that both the domestic commercial
banks and the foreign banks should lend @ 40% of
their ANBC or Credit Equivalent Amount of OBE,
whichever is higher.

OUTCOME AND RESULTS
Commercial Banks are the major source of
institutional finance for the priority sector as defined
by RBI. The classification and guidelines for the
same have been reviewed by the apex bank on a
regular basis. However, the bottom line remains that
priority sector lending has been envisioned for the
upliftment of the sectors which have not developed
in tandem with the development of the rest of the
economy.

The categories included in priority sector have been
agriculture, micro, small and medium enterprises
(MSME), export credit, education, housing and
others including weaker sections. In 2015, two more
sectors have been included in this list, that of social
infrastructure and renewable energy. Amongst
these categories, 87% of the respondents were of the
view that Agriculture finance is the most critical
component since ours is an agrarian society and
most of our population depends on agriculture for
its sustenance.

The Domestic Commercial Banks (DCBs) have to
achieve a priority sector lending target of 40% of
their ANBC or Credit Equivalent Amount of OBE,
whichever is higher. As against this, foreign banks
(FBs) have a target of 32%. However, 48.6% of the

CHART 1: Distinction in Priority Sector Lending Targets of DCB and FBs

OBJECTIVES

Uppal (2009) evaluated the performance of public,
private and foreign banks in India and analysed the
target achievement by them during 2006-07. He also
studied various issues related to priority sector like,
low profitability, high NPAs and transaction cost,
Government intervention, etc. and suggested
strategies to address these issues.

The main objectives for undertaking this research
are:
1. To evaluate the priority sector norms stipulated
by RBI.
2. To analyse the perception about these priority
sector norms.

Ahmed (2010) observed various factors that can
affect the scheme of bank financing to priority
sectors and submitted that proper recovery
mechanisms should be used else banks will face
liquidity problems

3. To recommend changes in the existing norms on
the basis of the study.

RESEARCH METHODOLOGY

CHART 2: Sectoral Relevance Ranking under Priority Sector Lending

For the purpose of the study primary and secondary
data has been collected. Exploratory and Conclusive
Research Design have been used. The data has been
collected using probability sampling techniques
through a structured questionnaire from 255
probationary officers of public sector banks. Suitable
statistical tools have been used for the study.

Kaur & Silony (2011) evaluated the role of public and
private sector banks in priority sector lending for the
period from 1990-91 to 2007-08 and observed that
priority sector and agricultural advances of both
types of banks had improved drastically over the
period. However, performance of private sector was
better than public sector banks yet both had not met
their agricultural loans targets.

Secondary data – publications of various researchers
and RBI have been scrutinized to study the Priority
sector norms prescribed by the apex Bank from time
to time.

Kaur (2012) studied the priority sector advances by
the private, public sector and foreign banks for the
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Of the 40% benchmarked for priority sector lending,
18% is towards agricultural lending and this
proportion has been maintained by RBI during
various revisions. However, 57% of the respondents
were of the view that since agriculture is the major
source of livelihood for the masses of India and
ranked the highest in sectoral ranking amongst all
the categories, the target for this component should
move northwards.

Education loans to the extent of Rs 10 lacs for
studies in India and Rs 20 lacs for studies abroad
are considered as part of priority sector lending.
67% of the respondents disagreed with the current
sub-targets under education loans. Of these, over
60% felt that the cap for studies in India should be
enhanced to Rs 15 lacs while cap for studies abroad
should be linked to the cost of the studies being
undertaken.

Accordingly, 51% of the above respondents were in
favour of enhancing the limit to 25% as against the
existing 18%.

Housing loans to the extent of Rs 25 lacs in
metros and upto Rs 15 lacs in other centres are
considered under Priority sector lending.
However, in the current scenario where real estate
prices have moved northwards, 63% of the
respondents were of the opinion that loan amount
classified under priority sector lending should
also be enhanced. As far as metros were
considered, 28% opined loan limit should be
enhanced upto Rs 30 lacs, 30% wanted it to be
increased to Rs 35 lacs, 19% to Rs 40 lacs and
remaining 23% to Rs 50 lacs. For other locations, 42%
of the respondents were in favour of enhancing the
limit upto Rs 20 lacs, 12% for upto Rs 22 lacs and
37% were in favour of upward revision upto Rs 25
lacs.

As regards export credit, 80% of the respondents
were of the view that this category should not be
classified under agriculture or MSE to avoid misuse
by the larger players.
TABLE 2: Is 18% Lending to Agri Sector Sufficient?
Strongly Agree

32

12.5%

Agree

71

27.8%

Neutral

8

3.1%

Disagree

125

49.0%

Strongly Disagree

19

7.5%

Total

255

100.0%
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CHART 4: Recommended Education Loans Targets for studies in India & Abroad

CHART 5: Existing Housing Loans Targets under Priority Sector Lending

CHART 3: Current & Proposed Percentage allocation for agriculture sector
Loans for weaker sections are also pegged at 10%.
Only 32% of the respondents felt that this should be
revised upwards.

ii. Share of Agriculture sector within the overall
40% of priority sector lending target needs to be
enhanced. Our economy is mainly agrarian in
nature and till now we have not been unable to
achieve self sufficieny in this area. Our mission
of financial inclusion will also be furthered if we
increase the contribution towards agriculture to
the tune of 25%.

SUGGESTIONS
The study reveals that there are certain issues which
need to be addressed by the policy makers on a
priority basis. These include:
i.
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iii. Separate category for export credit should be
created under priority sector norms as larger
players can misuse the current classification
under agriculture or MSME domain.

Priority sector lending targets for foreign banks
should be at par with domestic commercial
banks. Development of priority sectors is a
national agenda and foreign banks operating in
India through branch model should also pitch in
to achieve these objectives.
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iv. Education loans for studying in India should be
enhanced from Rs 10 lacs to Rs 15 lacs and for
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The cap for purchase or construction of houses
in metros should be enhanced from Rs 25 lacs to
Rs. 35-40 lacs and in other locations from 15 lacs
to Rs 20 lacs atleast.

vi. Banks should be given an incentive for
achieving their priority sector targets.
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Entrepreneurship is an emerging topic of discussion in the
academic world at the global level. Every country is
looking out for something different from the development
point of view. Since women are equal partners in
development, we cannot ignore their role as an
entrepreneur. This study explores the role of women
entrepreneurs in India and how gender discrimination
discourages the women entrepreneurs. This study also
discusses the success story of few women apart from the
several obstacles and challenges.

INTRODUCTION
Entrepreneurship is a multilevel and complex
phenomenon that gained importance in the
global economy as a result of changes in the
employee qualifications, work contents and
psychological contracts in the employment
field. Entrepreneurship contributes to economic
growth in being a conveyor of new or existing
knowledge spillover and creative ideas that might
otherwise not be utilized and realized for the
benefit of all (Dejardin, 2002; Audretsch, Keilbach
and Lehmann, 2006); Heertje, 2006; Langowitz and
Minniti, 2007).
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This process, the creative destruction (Schumpeter,
1934, 1942), is essential for entrepreneurial activity.
However, new ideas do not always lead to an
advantage: an idea has to be kept alive and designed
by a creative and innovative individual (Maddox,
1995).
Entrepreneurship plays an important role in
exploring the knowledge and utilizing it to
provide goods and services. Acs and Armington
(2006) define entrepreneurship as “the process
by which agents transform knowledge into
wealth through new firm formation and growth,
and then reconstitute wealth into opportunity
for all through philanthropy”. The existing
knowledge is apportioned among individuals,
hence only a few know about an opportunity.
Acs (2002) opines that this knowledge is
obtained through an individual's own experience
gained from his occupation and social life
experiences.
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country where women are more active in
entrepreneurship than men. Kelly, Brush, Greene,
and Litovsky (2011), indicate that the proportion of
women entrepreneurs varies significantly across
countries, ranging from 16% in ROC to 55% in Ghana
where there are six female entrepreneurs in Ghana
for one male entrepreneur.

PURPOSE OF THE STUDY
Entrepreneurship cannot be sustained unless gender
discrimination is there. The women are the equal
partner in sustainable growth of livelihood. They
cannot be empowered if they are not involved in
decision making, risk taking and innovation process.
At family level they have already proven their skills
in the growth of family and nurturing their kids. This
study explored the role of women in
entrepreneurship in India and obstacle face by
women in startup of any new venture.

Table: 1.0 Factors influencing women to enter to
entrepreneurial activity

LITERATURE REVIEW
Numerous studies focus on differences between
female and male entrepreneurship. Muktar (2002)
points out that the differences between genders are
in terms of management style, organizational
structure of the enterprises, and the degree of
empowerment in them. Verhaul and Thurik, (2001)
use a panel of 2000 individuals, including 500
women, who started new firms in the Netherlands
and found that women used low start–up capital,
although there was no difference between the types
of capital.

S.No.

Factors

1

Personal growth

39

2

Economic reasons

30

3

Desire for achievement

15

4

Recommendations from friends or family

11

5

High self-esteem

9

6

Creativity

4

7

Did not answer

5

Source: Tzemach (2000)

WOMEN ENTREPRENEURSHIP IN INDIA
Women entrepreneurs make a significant
contribution to the Indian economy. There are nearly
three million micro, small, and medium enterprises
with full or partial female ownership. Collectively,
these women-owned enterprises contribute 3.09
percent of industrial output and employ over 8
million people. Approximately, 78 percent of
women enterprises belong to the services sector.
Women entrepreneurship is largely skewed towards
smaller sized firms, as almost 98 percent of womenowned businesses are micro-enterprises.

Cowling and Taylor,(2001) find that the women
entrepreneurs have better education than men, and
that in the 1990s men entered entrepreneurship in
considerably greater numbers than women.
In a study based on 4,200 entrepreneurs, including
405 women, Du Rietz and Henrekson, (2000) point
out that the only area where women underperform,
compared to men, is in growth in terms of sales.

In the population census 2011, it was exposed that
the population ratio in India is 943 females per 1000
of male.

Despite this trend, the “gender gap” in this activity
remains wide. Women are still less likely to enter to
such activity than men. Reynolds, Bygrave, Autio,
Cox, and Hay (2002) indicate that female
entrepreneurship varies significantly among 37
GEM 2002 (Global Entrepreneurship Monitor)
countries, ranging from 0.6% in Japan to the highest
level of 18.5% in Thailand. Although in China, South
Africa and Thailand the gap is narrower than in
other countries, they conclude that there is no

Table: 1.2 Workers participation
S.No.

Total Workers

Female Male

1

Labour force participation

35

85

2

Literacy rate

51

75

3

Legislators, senior officials and manager

3

97

Source: Global gender gap, 2011
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out of school in India. In many countries, girls still
have lower educational attainment, especially
secondary and tertiary level, limiting their options.
Some of the studies indicate that providing one
additional year of education to girls increases their
future potential income by 10% to 20%.

OBSTACLES IN THE STARTUP
External Financing
Generally, it is difficult to state that women have
more difficulties than men in obtaining capital.
However, women have lower financial assets
than men and hence they depend more on
external finance. Banks and other financial
institutions try to optimize the loans based on
clients who are able to start a new business, survive
and grow. It is difficult to claim that discrimination
is based on gender but it is rather logical
that women lacking knowledge and skills have
more difficulties to achieve external finance.

Economic Empowerment
Gender inequalities persist in women's access
to economic opportunities, employment decent
work, and access to productive resource such as
land, credit and financial services. Women
limited access to and ownership of land property,
and other productive resources restrict
opportunities to improve productivity and expand
economic activity. Only 10 countries have
more than 10% of women in national parliament,
women's representation at the sub-national
level and in community organizations and
groups are relatively better. But existing data
indicate that women remain a minority among
decision makers.

In developing countries, women confront problems
in obtaining financial capital due to their inferior
social position. Although some obstacles still exist in
developed economies, they are diminishing since
the financial institutions are becoming increasingly
aware of the abilities of women to enter
entrepreneurial activities.
Coleman and Carsky, (1996) argue that female
entrepreneurs use less bank loans

Table: 1.3 Gender disparities in funding

than men and they tend to finance their business
activities by personal savings, profit, credit cards
and family assistance. Haynes and Helms, (2000)
find that, in addition to bank loans, female
entrepreneurs surveyed in their research noted other
resources in the start–up phase: personal savings,
credit cards, friends, venture capital, and the sale of
property.

Funding source

All
MSMEs

Women
owned
MSMEs

1.

Formal financial source

21.5

3.1

2.

Semi formal financial source

3.3

4.8

3.

Self, family, friends or informal
sources

75

92.1

Source: www.ifc.org

Table: 1.4 Economic empowerment

Industry expert estimate that for every 100 ventures
that are funded only five are led by women. If two
entrepreneurs in the same space are competing for
funding, the chances of the male entrepreneur being
funded are high. (Joshi, ET2014)

S. No. Firm with female participation in ownership
(% of firm)

Human Capital Endowment
Gender parity in primary enrollment is within reach
in Asia and the pacific. More girls than boys remain
Amity Business Review
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S.No

1

Women access to land ownership

0.5

2

Women access to bank loan

0.5

3

Women access to finance program

2

4

Ability of women to rise position of enterprise
leadership

4.45

Source: Global gender gap2011
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Family Plan

convenient time. She has developed different
training program for the students on the basis of
their interest and skills of various age group. Her
training not only helps them to make puppets and
soft toys but also helps them to develop
concentration, precise inspection, judgment and
consistency with pleasure and care. She has helped
women students to become self reliant by providing
them appropriate training of making soft toys.

If you are women, people will get into your family
background even if you do not like it. They want to
know if you are married, or in the family way, or
how many kids you have etc. It's also response to the
traditional Indian social construct, where a woman's
personal and professional options tend to be framed
in her husband's choice.

SUCCESSFUL WOMEN ENTREPRENEUR

Every year she sends soft toys and puppets as free
gifts to tribal schools, orphanage centers and to
children of red light areas as a part of her social
responsibility.

KINNARI PARIKH
The company Phoenix Soft Toy Creation is
developed with a small hobby and a dream of
women empowerment. It manufactures soft toys
and puppets. She started making toys for children in
his husband's clinic. Initially the company was
started with 12-13 variety of soft toys and puppets
and now they manufactures 100 variety of soft toys
and 90 varieties of puppets which are used by
schools, research centers and therapy centers also as
an instrument of teaching. It is a one person
company and she handles all aspects of business. She
takes care of her business from her home only. The
demand of its product is very high in the global
market.

PRIYA PAUL
A second generation women entrepreneur Ms. Priya
Paul joined business in 1990. Appejay Surrendra
Park hotels are a concept of contemporary luxury
boutique hospitality in India. From the first hotel in
Kolkata's prime Park Street in 1967 to 10th hotel in
Pune 2011,their signatures style innovative design
and passionate services continues to make The Park
hotels a destination of first choice for foreign and
national corporate and high comfort preferred
tourist. The Park Hotels are located in the hearts of
India's every lively metros.

Zydus Vacci care company has done collaboration
with them to manufacture customized toys for
launching their anti rabi vaccine.

Ms. Priya is a bachelor of Economics, Wellesley
College, USA. Management skills are inherited and
hence she has proved herself by introducing new
concept. She infuses distil global trends with local
inspirations to create new definitions in boutique
luxury. Every hospitality service differentiates itself
as new innovative technology is imbibed whether it
is entertainment, rejuvenating spas with traditional
treatment etc.

Ms. Parikh believes in self learning and makes
learning. She implemented concept Elvin Toffler's
concept of “Flexi Time” and also cooperative model
of AMUL. Keeping in view that for a housewife
happy family is most important in society. All
housewives have commitment towards their family
and she has taken these things in to consideration
while employing them on work.

The company has extended its corporate social
responsibilities in its work force. They coined a term
“Individual Social Responsibility”. The program is
focused on building capacity in their own
employees, helping them realize that indeed, each
one of them could be the change they want to see.
With their personal goals, commitments and work

For manufacturing activities, she has employed such
women from nearby her home that would come in
the afternoon to learn soft toys and puppet making
and carry work to home and finished it at their own
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pressures helped them to involve themselves in
social activities. As result, many employees took
individual social responsibility in many ways at new
level and made company proud.

tapped into the desires (and some would argue, the
real, unrevealed lives) of women consumers in India.
Detractors continue to argue that her serials are
regressive, and there might be some truth to that. But
she has taught several aspiring TV serial and film
makers how to raise social issues like women's
liberation, marital infidelity and the homemaker's
identity within more traditional settings. As a result,
current serials like Balika Vadhu have been able to
raise deeper social issues by capitalizing on the space
created by Ms. Kapoor's serials, and her social as
well as business contributions to the world of
television and cinema will continue to impact the
portrayal of women in our entertainment culture.

KALPNA SAROJ
Kalpana Saroj was bullied and discriminated against
in school for being an "untouchable" Dalit. At the age
of 12 she was forced into a violent marriage with a
man 10 years older than her. However, this resilient
entrepreneur didn't let either India's archaic caste
system or the illegal practice of child marriage get in
her way. She escaped her marriage and learnt
tailoring to support herself, moving to Mumbai at
the age of 16. Working nearly 18 hours a day, she
expanded her business as a seamstress, building a
reputation as a smart business woman. This
eventually led to her being asked to take over
Kamani Tubes, a metal engineering company that
was in deep debt.

CONCLUSION
Many women entrepreneurs have shown their
outstanding performance in modern economy. A
growing number of women participating in
entrepreneurial activities, reflects the
transformation in economic and social fields.
Women are increasingly crossing the economic and
social barriers. They have greater confidence in their
skills and abilities to build their enterprises equally,
if not more successfully, than men. In India many
women entrepreneur have proven their success in
entrepreneurship. Individual motivation, family
structure, education, demography, unemployment,
and social and economic environments are the main
factors influencing women entrepreneurship. These
factors are the main determinants of the differences
between women and men regarding risk
perceptions in the entrepreneurial process.

Saroj turned the company around into a giant profit
making business, worth more than $100 million.
Today, her company employs people from all castes
and background. Her courage of conviction and
battle against deeply-ingrained social evils gives
hope to aspiring entrepreneurs within India's many
under-represented minorities, that in the business
world, all that matters is determination. Her spirit of
relentless enterprise makes Kalpana Saroj one of
India's most successful entrepreneurs.

EKTA KAPOOR
You may disagree with the ideology embodied by
her demure television heroines or with the boldness
of her movie protagonists, but Ekta Kapoor has
redefined the Indian TV world, and in small parts,
led the charge towards more women-centric features
in Hindi cinema as well. In a purely male-dominated
world, The Dirty Picture redefined the debate about
strong women and their sexuality and sparked
worthwhile debate about women's liberation. As the
creative head of Balaji Telefilms Ltd., she produced
serials like "Kyunki Saas Bhi Kabhi Bahu Thi" which
Amity Business Review
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Production planning using fuzzy meta-goal
programming model in a manufacturing plant is the focus
of this paper. This technique is used for determining the
number of units to be produced and hence sold within the
given restrictions. The decision-maker is given flexibility
by means of meta-goals in expressing their preferences.
Three types of meta-goals are considered which are
assumed to have fuzzy bounds to manipulate the degree of
attainment for the prioritised goals. The LINDO 11.0
optimizer solver is used to draw results of the problem.

INTRODUCTION
Goal programming (GP), also known as multiplecriteria decision making (MCDM) technique,
is an extension of linear programming problem
involving multiple objectives. Each of these
objectives is given a goal or target value to
be achieved. GP model seeks to minimize the
deviation between the desired goals and the actual
results to be obtained according to the assigned
priorities, that is, certain function of the unwanted
deviation variables is minimized (Ignizio, 1983;
Romero, 1991).

Keywords: Production Planning, Goal Programming,
Meta-Goal Programming, Fuzzy Meta-Goal
Programming.

Often, in certain cases the aspiration levels and/or
priority factors of the decision-makers and
sometimes even the weights to be assigned to the
goals are imprecise in nature. In such situations the
concepts of fuzzy set theory (Zadeh, 1965)are useful
to achieve desired results.
The use of fuzzy set theory in goal programming has
already been studied by Narasimhan (1980, 1981,
and 1982), Hannan(1981, 1982), Ignizio(1982).
Rubinand Narsimhan(1984) and Tiwari et al.
(1985,1986).These researchers investigated various
aspects of decision problem using Fuzzy Goal
Programming. Yaghoobi at el. (2008) applied the
conventional MINMAX approach in goal
programming to solve fuzzy goal programming
problem. An extensive review of these papers is
116

Amity Business Review
Vol. 17, No. 2 (Special), July - December, 2016

Amity Business Review
Vol. 17, No. 2 (Special), July - December, 2016

117

Production Planning Using Fuzzy
Meta-Goal Programming Model
given by Tiwari et al.(1985). While Goal
Programming(GP) requires the definite aspiration
values set by decision maker for each objective that
he/she wishes to achieve, in the Fuzzy Goal
Programming (FGP) model all these aspiration
levels are specified in an imprecise manner.
Hannan(1981) assigns aspiration values for the
membership functions of the fuzzy goals (which
restricts the membership function from full
achievement, i.e., unity) and uses the additive
property to aggregate the deviational variables
of the membership functions to minimize them.
These functions are defined in the interval [0,1].
For example, if i-th goal is attained, then the
membership function has the value of 1 and the
decision maker is fully satisfied, otherwise the
membership function assumes the value between
0 and 1. Throughout this paper a fuzzy goal
is considered as a goal with imprecise aspiration
level.

Production Planning Using Fuzzy
Meta-Goal Programming Model
Type 2: The maximum percentage deviation
variables cannot be more than a certain bound Q2,
imposing the following set of constraints:

ANALYTIC FRAMEWORK
Considering the following general setting:

(1)
where fi(x) are concave and gi(x) are convex functions
with l goals and m constraints. Further, it is assumed
that the unwanted deviation variables are the
negative ones. These unwanted deviation variables
can be minimized following a lexicographic,
weighted or Minmax option. The achievement
function of the weighted goal programming model
is represented as:

The purpose of this paper is to develop different
possible satisficing solutions using several variants
using fuzzy meta-goal programming model. It has
been shown how this approach can be more flexible
than the usual GP models allowing the decisionmakers to establish target values not only for the
goals but also for another criterion functions
assuming fuzziness. For this three types of fuzzy
meta-goals are considered:

Type 3: Fuzzy meta-goal relating to the percentage of
unachieved goals

Subject to the constraints:

Type 3: The percentage of achieved goals cannot be
more than a certain bound Q3, imposing the
following set of constraints:

(6)

wherewi represents a preferential weight, and the
deviation variables have been normalized, by
dividing them among their corresponding target
values. If the minimax variant is chosen, then the
achievement function becomes

representing the number of goals that have not been
fully achieved. Further, let us suppose that a type 1
meta-goal is imposed on the set

Further, it is assumed that the decision-maker may
want to give aspiration levels for the final values of
these achievement functions of the original goals.
Three types of meta-goals can be defined as:

Type 2: Fuzzy meta-goal relating to the maximum
percentage deviation, and

where D represents the maximum percentage
weighted deviation.

(2)

This represents the minimax percentage weighted
deviation from the target values that can be
achieved.

Type 1: Fuzzy meta-goal relating to percentage sum
of unwanted deviations,

(5)

whereyi are binary variables and Mi represent
arbitrarily large values that the corresponding
attributes cannot achieved with

(3)

The meta-goal programming model has already
been suggested by Rodriguez-Uria et al. (2002)with
r1 type 1 meta-goals, r2 type 2 meta-goals, r3 type 3
meta-goals. In this paper, we proposed the following
meta-GP or [GP]2 model :

(10)

Then, the goal takes the form

Assuming that all the three meta-goals defined
above have fuzzy bounds. Then, we define only
right-sided (positive deviations penalized) linear
function as:

(7)
Similarly, for a type 2 meta-goal on the set
type 3 meta-goal on the set

and

, we have
(8)

and

Type 1: The percentage sum of unwanted deviation
variables cannot be more than a certain bound Q1,
imposing the following constraint:

The fuzzy meta-goal programming approach can be
very helpful for a decision-maker to clarify his/her
knowledge of the problem situation and of his/her
own preferences.

(9)
(4)
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Subject to the Constraints

For FMG2, the membership function is defined as:

6250x1 + 5000 x2 ³
75000; (Profit-break-even point)
The normalizing factor will be the respective target
value for each goal. The unwanted deviation
variables for this example are :n1, p2, p3, p4, p5, n6+p6
and n7. Thus, weighted goal programming problem
is defined as:

where m
[fi(x)] represents the fuzzy membership
function with respect to the i-th goal. Further, let Q
goals consisting of right-sided membership
functions provide the following algebraic
formulation suggested by Yaghoobi et al. (2008):

FMG3:
Minimize: n1/200000 + p2/36000 + p3/4000 + p4/2000
+ p5/2000 + (n6+p6)/1000 + n7/15
Subject to:
6250x1 + 5000 x2+ n1 – p1= 200000;

Subject to the constraints:

1375 x1 + 1025 x2+ n2 – p2= 36000;

Again for FMG3, the membership function is
defined as:

(12)

120 x1 + 180 x2+ n3 – p3= 4000;
400 x1+ n4 – p4= 2000;

AN ILLUSTRATIVE EXAMPLE

450 x5+ n5 – p5= 2000;

To illustrate the fuzzy meta-goal programming
approach, let us consider the following set of goals
and constraints for a production planning problem,
where variables x1 and x2 represents the number of
unit of product A and B to be manufactured,
respectively.

(11)
where smax represents the positive deviation level
beyond the goal at which total dissatisfaction
occurs.µirepresents the fuzzy membership function
achieved level for the i-th goal. Thus, following three
fuzzy meta-goals are defined as follows:

Thus, FMGP with r1 type 1 meta-goals, r2 type 2 meta
goals and r3 type 3 meta goals is formulated as:

FMG1:

FMG2:
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x1+x2+ n7 – p7= 15;
6250x1 + 5000 x2³
75000;
xi,nj, pj ≥ 0 (i = 1, 2, 3, 4, 5; j = 1, 2, . . ., 11)

Goals:
1.

Profit level: 6250x1 + 5000 x2+ n1 – p1= 200000

2.

Working capital available: 1375 x1 + 1025 x2+ n2 –
p2= 36000

The membership function for FMG1 is defined as:
Subject to:

35 x1+35 x2+ n6 – p6 = 1000;

3.

Annual labour hours available: 120 x1 + 180 x2+ n3
– p3= 4000

4.

Annual labour hours available to manufacture
product A: 400 x1+ n4 – p4= 2000

5.

Annual labour hours available to manufacture
product B: 450 x2+ n5 – p5= 2000

6.

Machine hours available: 35 x1+35 x2+ n6 – p6 =
1000

7.

Minimum number of units of A and B together
to be manufacture: x1+x2+ n7 – p7= 15

Amity Business Review
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Using the goal programming methodology, the
solution is:
x1 = 8.44, x2 = 4.44;
n1 = 125000, p1 = 0,
n2 = 19833.3,p2 = 0,
n3 = 2186.67,p3 = 0,
n4 = 0, p4 = 1377.78,
n5 = 0,p5 = 0,
n6= 548.89,p6 = 0,
n7 = 2.1, p7 = 0.
Objective function (Total deviation) value: 2.003
If a decision-maker does not consider acceptable the
above solution, then above weighted goal
121
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p5 – 20000 y5 ≤ 0

programme is extended to a meta-goal programme
with the following three meta-goals:

MG3 : Number of goals unsatisfied should lie
within the range of 3 to 5.

µ2 + â2/0.67 = 1

n7 – 150y7 £
0

Thus, the membership functions becomes:

µ3 + â3/2 = 1

n1/200000 + p2/36000 + p3/4000 + p4/2000 +
p5/2000 + (n6+p6)/1000 + n7/15+a
1 – â1 =
2.10

Minimize: (â1)/0.3 + (â2)/0.67 + (â3)/3

µ1 £
1 - ((n1/200000 + p2/36000 + p3/4000 +
p4/2000 + p5/ 2000 + (n6 + p6)/1000 + n7/15)
- 1.8)/0.3

(n6+p6) – 10000 y6 £
0

MG1 : The percentage maximum deviation from
all goals should be less than or equal to 2.10.
MG2 : The maximum percentage deviation from
any goal should be less than or equal to
0.60.
MG3 : Number of goals unsatisfied should be less
than or equal to 4.
Meta-GP formulation is as follows:
Minimize : (b
1) + (b
2) + (b
3)

Subject to:

D+a
2– â2 = 0.60

6250x1+5000 x2+ n1 – p1= 200000;

µ2 £
1 - ((D - 0.
58)/0.
67)

(y1 + y2 + y3 + y4 + y5 + y6 + y7)/7+a
3 – â3 = 4/7

1375 x1 + 1025 x2+ n2 – p2= 36000;

xi,nj, pj ≥ 0 (i = 1, 2, 3, 4, 5; j = 1, 2, . . ., 11)

120 x1 + 180 x2+ n3 – p3= 4000;

µ3 £
1 - (((y1 + y2 + y3 + y4 + y5 + y6 + y7)/73/7)/2)

yi Î
{0,1}

400 x1+ n4– p4= 2000;

where, yi =

1, if goal i is not satisfied
0,

otherwise

Subject to:

, i = 1, 2, ..., 11.

The solution for the above meta-goal programming
problem is the following:

6250x1+5000 x2+ n1 – p1= 200000;

(y1 + y2 + y3 + y4 + y5 + y6 + y7)/7 – â3£
3/7

1375 x1 + 1025 x2+ n2 – p2= 36000;

x1 = 8.44, x2 = 4.44;

120 x1 + 180 x2+ n3 – p3= 4000;

n1 = 125000, p1 = 0,

400 x1+ n4– p4= 2000;

n2 = 19833.3, p2 = 0,

450 x2+ n5– p5= 2000;

n3 = 2186.67, p3 = 0,

35 x1+35 x2+ n6– p6 = 1000;

xi ,
nj,
pj ³
0 (i = 1, 2, 3, 4, 5; j = 1, 2, ...,11)
yi Î
{0,1}

450 x2+ n5– p5= 2000;

where, yi =

35 x1+35 x2+ n6– p6 = 1000;
x1+x2+ n7 – p7= 15;

1, if goal i is not satisfied
0,

otherwise

, i = 1, 2, ..., 11.

The solution for the above fuzzy meta-goal
programming problem is the following:

6250x1 + 5000 x2³
75000;
n1 – 200000D £
0

x1 = 8.44, x2 = 4.44;

p2 – 36000 D £
0

n1 = 125000, p1 = 0,

p3 – 4000D £
0

n2 = 19833.3, p2 = 0,

n4 = 0, p4 = 1377.78,

p4 – 2000 D £
0

n3 = 2186.67, p3 = 0,

x1+x2+ n7 – p7= 15;

n5 = 0, p5 = 0,

p5 – 2000 D £
0

n4 = 0, p4 = 1377.78,

6250x1 + 5000 x2³
75000;

n6= 548.89, p6 = 0,

(n6+p6) – 1000 D £
0

n5 = 0, p5 = 0,

n1 – 200000D £
0

n7 = 3.56, p7 = 1.447;

n7– 15D £
0

n6= 548.89, p6 = 0,

p2 – 36000 D £
0

y1 = 1, y2 = 0, y3= 0,y4 = 1, y5 = 0, y6= 1,y7= 1; D=

n1 – 2000000 y1 £
0

n7 = 2.11, p7 = 0;

p2 – 360000 y2 £
0

y1 = 1, y2 = 0, y3= 0,y4 = 1, y5 = 0, y6= 1,y7= 1; D=
0.689;

0.689;

p3 – 4000D £
0

a
1 = 0, a
2 =0, a
3= 0;

p4 – 2000 D £
0

â1 =0, â2 =0.088, â3= 0.

p5 – 2000 D £
0

If target values of the meta-goals are assumed to be
fuzzy in nature ,then defining the three meta-goals
as follows:

(n6+p6) – 1000 D £
0
n7– 15D £
0
n1 – 2000000 y1 £
0

MG1 : The percentage maximum deviation from
all goals should lie within the range of 1.80
to 2.10.

p2 – 360000 y2 £
0
p3 – 40000 y3 £
0

MG2 : The maximum percentage deviation from
any goal should lie within the range of 0.58
to 1.25

p4 – 20000 y4 £
0
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p3 – 40000 y3 £
0

â1 =0.2035, â2 = 0.1089, â3 = 0.143;

p4 – 20000 y4 £
0

µ1 = 0.32, µ2 = 0.84, µ3= 0.93.

p5 – 20000 y5 ≤ 0
(n6+p6) – 10000 y6 £
0

CONCLUSION

n7 – 150y7 £
0

The above solution is close to weighted goal
programming and meta-goal programming
problem. The solution indicates that only three goals
namely goals 2, 3, 5 are fully satisfied. The FMG 2
and 3 are achieved with the maximum percentage
deviation from any goal to be 0.689 lying within the

n1/200000 + p2/36000 + p3/4000 + p4/2000 +
p5/2000 + (n6+p6)/1000 + n7/15 – â1£
1.80
µ1 + â1/0.3 = 1
D– â2≤ 0.58
Amity Business Review
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Production Planning Using Fuzzy
Meta-Goal Programming Model
Tiwari, R.N., Dharmar, S., Rao, J.R.(1986). Priority structure in
fuzzy goal programming. Fuzzy Sets and Systems, 19, 251–259.

range 0.58 to 1.25 and FMG 4 are unsatisfied goals
lying within the range 3 to 5.

Tiwari, R.N., Rao, J.R., &Dharmar, S.(1985). Some aspects of fuzzy
goal programming. International Symposium on Mathematical
Modelling of Ecological Environmental and Biological Systems,
Kanpur, India.

The results of this paper may help a decision-maker
to establish target values not only for the goals but
also for relevant achievement functions which are
assumed fuzzy in nature. Thus, proposed fuzzy
meta-goal programming model can be seen as
providing a new dimension to literature and for
decision-makers to establish requirements on
different achievement functions, rather than limiting
his/her opinion to the requirements of a single
variant. We may claim that the proposed approach is
the third stage of meta-goal programming
.Moreover, approachis more flexible than usual GP
model formulation and can be applied to more
realistic problems with non-linear goals and/or noncontinuous variables.

Yaghoobi, M.A., Jones, D.F., &Tamiz, M. (2008). Weighted
additive models for solving fuzzy goal programming problems,
Asia Pacific Journal of Operational Research, 25(5), 715-733.
Zadeh, L.A. (1965). Fuzzy Sets. Information and Control, 8,
338–353.
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Despite the fact that service sector organizations are fast
growing in the 21st century universally where
intellectual capital is the most important asset, the system
of measurement of human asset has few evidences of its
application. The study aims to find out the important
barriers in the field of measurement of human asset. The
purpose is to find out the key barriers to measurement of
human asset in the organization and to find any
significant difference between employees having different
background viz., age and experience. The research
Methodology was based on 150 responses from IT sector
were obtained to a standard structured questionnaire that
was analyzed through mean, standard deviation,
ANOVA. The major findings was that 53.2% of
respondents agreed or strongly agreed that there are
barriers to the measurement of Human Asset and believe
that there are lack of understanding of the measures by
others in the organization, uncertainty as to what
information should be reported and that current human
resource measures lack precision. The Implication of the
study indicated that since measurement of human asset
deals with quantifying human aspect, organizations
should have a systematic integrated way of measuring
people with a measure of the value they are able to
contribute using Human Capital Information System
(HCIS).

INTRODUCTION
One of the key contributory factors for an
organisation the human asset of an organisation.
Human asset plays an important role of
coordinating all organisations' activities, towards
the achievement of the corporate goals and
objectives. With machines, materials and money
little or nothing could be achieved without human
contributions (Olaniyan and Lucas, 2008). This
confirms the extent of importance of human asset in
organisations. The importance of human asset for
the organisations is confirmed in Singh & Gupta
(2013). They stated that 61.9% of respondents stated
that measuring human asset was important or very
important in their organization. The employees of
age group of 45 years and more and employees
having experience of 5 years give more importance
to measure human asset. Oke (2010), highlighting
the importance of human asset, stated that
successful and effective organizations understood
that their success is directly related to the quality of
their human capital.
Although, literatures confirmed human beings as
important asset to reckon with in organizations,
However, there is a problem of not providing this
asset adequate recognition in the financial statement
of organizations unlike other assets that are
disclosed in companies' balance sheets. Thus this
may result in distorted presentation of

Key words: Human Asset, Human Capital Information
System, Human Asset Value, Resource allocation

Amity Business Review
Vol. 17, No. 2 (Special), July - December, 2016

125

Barriers to Measurement of Human Asset:
An Empirical Study of Select IT sector Companies in Delhi and NCR
organizations' financial statements and the
assessment of true orgnisations' performance could
be misleading.

Null Hypothesis H0 2: There is no significant
difference between employees having different
years of experience in relation to the Barriers for
measurement of human asset.

Till date, organizations took very little efforts to give
monetary value to human resource in its accounting
practice. Behavioural scientists initiated efforts to
develop appropriate methodology for finding out
the value of human resource to the organization.
They were against the conventional accounting
practice for its failure to value the human resource of
an organization along with physical resources. The
traditional concept suggested that expenditure on
human resource is treated as a charge against
revenue as it does not create any physical asset. At
present there is a change in this concept and the
expenses incurred on any asset (as human resources)
should be treated as capital expenditure as it yields
benefits which can be derived for a long period of
time and could be measured in monetary terms.

Alternative Hypothesis HA 2: There is a significant
difference between employees having different
years of experience in relation to the barriers for
measurement of human asset.

Research Methodology
For the purpose of the study, both primary and
secondary data sources of information have been
used. Published books, journals and periodicals, etc.,
along with manuals and reports of different
companies in India constituted the secondary
sources of data. Primary data is obtained using a
structured questionnaire. Data for the present study
has been collected from 150 employees working in IT
sector in Delhi and NCR.
Questionnaire developed by Verma & Dewe (2006),
has been adopted to explore the key barriers to
measurement of human asset in the organization.

OBJECTIVES OF THE STUDY
The objectives of the study are:
1.

To find out the key barriers to measurement of
human asset in the organization.

2.

To find whether there is any significant
difference between employees from different
background viz., age and experience in relation
to the barriers for measurement of Human
Asset.

Reliability of the Questionnaire
Reliability concerns the consistency of a measure.
That is, the tendency to obtain the same results if the
measure was to be repeated by using the same
subjects under the same conditions.
In order to obtain a good estimate of the reliability of
a questionnaire, Cronbach's alpha is computed.
Cronbach's alpha of 0.876 show high reliability.

HYPOTHESES OF THE STUDY
To achieve the above objectives, following Null (H0)
and Alternative (Ha) Hypotheses have been
formulated:

ANALYSIS OF THE DATA
In order to identify the main barriers to the
measurement of human asset, respondents were
given a list of reasons as to why companies do not
measure human asset. Participants were asked to
consider each reason and to indicate their choice on a
5-point scale ranging from “strongly disagree to
strongly agree”. Table 1 given below shows the
Percentage of employees who agreed or strongly
agreed for reasons as to why companies do not
measure human asset.

Null Hypothesis H0 1: There is no significant
difference between employees of different age
groups in relation to the Barriers for measurement of
human asset.
Alternative Hypothesis HA 1: There is a significant
difference between employees of different age
groups in relation to the Barriers for measurement of
human asset.
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TABLE 1: TARGETS UNDER PRIORITY SECTOR LENDING
S. No.

Barriers to the measurement of Human Asset

% of agreed or
strongly agreed

1

Lack of understanding of the measures by others in the organization

70.7

2

Uncertainty as to what information should be reported

68.7

3

Current human resource measures lack precision

66

4

Current human resource measures are not widely accepted

51.3

5

Current human resource measures lack reliability

58

6

Concerns as to quantifying people

52.3

7

Current human resource measures lack validity

49.7

8

There are not enough financial resources available to measure human resources

47.3

9

There is not enough time to develop appropriate human resource measures

44

10

Current human resource measures are confusing

44

11

Existing personnel and company policy do not facilitate the use of human resource measures

52

12

Uncertainty as to who should be involved in the development of appropriate measures

57

13

Current human resource measures are too complex

51.4

14

Uncertainty as to the appropriateness of using hard financial measures or softer non financial measures

48

15

Current human resource measures are too difficult

37.3

16

Human resource people do not have the necessary expertise to measure

53.3

Mean

53.2

Three reasons had the support of more than 65% of
the respondents and these, ranked in order of
importance were lack of understanding of the
measures by others in the organization, uncertainty
as to what information should be reported, and that
current human resource measures lack precision.
These three could be considered to represent the
main barriers to the measuring of human resources
and each needs to be addressed in order to make
progress in practice.

use hard or soft measures and the lack of expertise in
measurement by human resource professionals are
also indicated as problems. Indeed, the spread of
answers indicates that there are no overall factors
that can be identified as key inhibitors of valuing
human resources.
On an average, 53.2% of respondents agreed or
strongly agreed that there are barriers to the
measurement of Human Asset.
To test the null hypothesis H0 1 that there is no
significant difference between employees of
different age groups in relation to the Barriers for
measurement of Human Asset, descriptive statistics,
and ANOVA have been performed as given in
Tables 2 and 3.

However, in addition, there is some support for most
with between 55% and 60% of respondents agreeing
or strongly agreeing with other reasons. Current
human resource measures lack reliability and
uncertainty as to who should be involved in the
development of appropriate measures come
through as important barriers. Time and resources
too are identified as important deterrents to progress
in the area of valuation of human asset. Whether to
Amity Business Review
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Table 2 presents the descriptive statistics, mean, and
standard deviation for different age groups.
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As shown in the Table 2, employees of age 45 years
and more perceives more barriers to human asset
(M= 3.776, SD= 0.406) followed by employees of age
35-45 years (M= 3.438 , SD= 0.571).

Thus, we accept the null hypothesis H0 1 that there is
no significant difference between employees of
different age groups in relation to the barriers for
measurement of human asset.

The next step is to conduct test of significant
differences to evaluate the null hypotheses. The one
way analysis of variance, commonly known as
ANOVA analyses the data statistically to find out
whether the difference between the means of the
groups are likely to be due to the sampling error or
reflect a real difference in the population. It is
generally used for inferential bivariate analysis. If
the F statistics computed in the analysis of variance
proves significant (usually at 0.05 level of
significance), the null hypothesis of no difference
between the groups' means is rejected. The
differences in that case are not due to the sampling
variation, rather they are real differences among
groups.

Null Hypothesis H0 2: There is no significant
difference between employees having different
years of experience in relation to the Barriers for
Measurement of Human Asset.
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Table 4: Comparisons of Mean Scores of Employees having different
Years of Work Experience to the Barriers for Measurement of Human Asset
Experience

Alternative Hypothesis HA 2: There is a significant
difference between employees having different
years of experience in relation to the Barriers for
Measurement of Human Asset.
To test the null hypothesis H0 2 that there is a
significant difference between employees having
different experience in relation to the barriers for
measurement of human asset, descriptive statistics,
and ANOVA have been performed as given in
Tables 4 and 5.
Table 4 presents the descriptive statistics, mean, and
standard deviation for employees having different
Work Experience.

Table 3 presents the F-statistics (ANOVA).
It shows that there is no significant difference among
the employees under different groups of age (F=
1.148, p> 0.05).

Mean

Standard deviation

Less than 2 years

3.401

0.672

2-5 years

3.434

0.709

5-10 years

3.497

0.509

10 years and more

3.557

0.492

Table 5: Summary of Significant F-test of Employees having different
Years of Work Experience to the Barriers for Measurement of Human Asset
Sum of Squares

Mean Squares

F

Sig.

Between Groups

0.500

0.167

0.468

0.705

Within Groups

52.034

0.356

Total

52.534

Table 4 shows that employees having higher
experience i.e., 10 years and more perceive more
barriers (M= 3.557, SD= 0.492) to value the human
asset.

of Human Asset and no statutory requirement for
disclosure of Human Asset Value in companies'
Balance Sheet.
Based on the objectives and hypotheses considered,
and on analysis and interpretation of the results
obtained, the conclusions and recommendations of
the study are as follows:

Table 4 presents the F-statistics.
Table 5 shows whether there is any significant
difference between the employees having
different years of experience. As shown in the
Table 5, there is no significant differences (F=
0.468, P>0.05) among employees having different
years of experience.

Table 2: Comparisons of Mean Scores of Different Age Groups
in relation to the Barriers for Measurement of Human Asset
Age

Mean

Standard deviation

Less than 25 years

3.418

0.696

25-35 years

3.471

0.588

35-45 years

3.438

0.571

45 years and more

3.776

0.406

Thus, we accept the null hypothesis H0 2 there is no
significant difference between employees having
years of different experience in relation to the
barriers for measurement of human asset.

Table 3: Summary of Significant F-test for Different Age Groups in
Relation to the Barriers for Measurement of Human Asset
Sum of Squares

Mean Squares

F

Sig.

Between Groups

1.211

0.404

1.148

0.332

Within Groups

51.323

0.352

Total

52.534
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Research Objective 1: To find out the key
barriers to measurement of human asset in the
organization.
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CONCLUSIONS, DISCUSSIONS, &
RECOMMENDATIONS
Although Human asset measurement was already
seen in bibliographies at the beginning of the 1960s,
it represents an evolving discipline. The reason for
this may be assigned to difficulties in measurement
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1.

53.2% of respondents agreed or strongly agreed
that there are barriers to the measurement of
Human Asset.

2.

65% of the respondents support that there
are lack of understanding of the measures by
others in the organization, uncertainty as to
what information should be reported and
that current human resource measures lack
precision. Current human resource measures
lack reliability and uncertainty as to
who should be involved in the development of
appropriate measures also considered as
important barriers.

Barriers to Measurement of Human Asset:
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Recommendations
1.

2.

3.

4.

valuation of human asset show that employees
having higher experience i.e., 10 years and more
perceive more barriers (M= 3.557, SD= 0.492) to
value of human asset. Further, it was found that
there is no significant difference between employees
having different experience in relation to the barriers
for measurement of human asset (F= 0.468, P>0.05).

Companies should allocate resources (time as
well as finance) towards measurement of human
asset so that barriers in the process of
implementation of measurement of human asset
can be removed.
Training and development programmes should
be conducted so that employees understand the
basis of measures thereby increasing the
acceptance level.

Implication
Since there is no significant difference in the
opinion among the employees having different
years of experience, the findings of the research
with respect to the barriers for measurement of
human asset can be generalized for different
industries in service sector.

Since, measurement of human asset deals with
quantifying human aspect, organizations
should have a systematic integrated way of
measuring people with a measure of the value
they are able to contribute using Human Capital
Information System (HCIS) by Singh, 2000.
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Recommendation
Since most of the employees have perceived
barriers in the process of human asset
measurement, there is a need to involve the
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human asset.
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