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A STUDY ON ELECTRICITY USAGES WITH SPECIAL REFERENCE TO
THURAIYUR TOWN

R. Vinola' Dr. R. Swaminathan?

ABSTRACT

Electricity is a mysterious Incomprehensible entity, which is INVISIBLE and VISIBLE both at the same time. It looks like blue-
white fire, and yet cannot be seen. It moves forward at the speed of light. A power can be produced some natural resources
like animal wastage, Disposal of Toxic wastes, Sludge power etc., This method could be help to protect our environmental
pollution. Today is some private companies can also willing to produce power?

Electricity will be consumed by all category of the peoples like banking sector, educational sector, institutional sector and
Industrial and very well used for household purposes. Here the usages of power can be classified into many types regards
with study area the data collected was analyzed with the help of statistical tools like Chi-square.

INTRODUCTION

Electricity is a concurrent subject in the Indian constitution, where by decision-making and implementation involve both the
central and state Governments. Until 1990, the power sector in India has evolved as a public monopoly. (Kirit S. Parikh, 1997).

Lighting is one of the most prominent effects of electricity. The word Electricity comes from Latin ‘electricus’ it means “amber-
like”. It is a general term that encompasses a variety of phenomena resulting from the presence and flow of electric charge. It
identified in different terms (www.wikepedia.com)

e  Electric Charge: A property of some subatomic particles, which determines their electromagnetic interactions.

e  Electric Current: A movement or flow of electrically charged particles, typically measured in amperes.

e  Electric Potential: The capacity of an electric field to do work, typically measured in volts.

e  Electromagnetism: A fundamental interaction between the electric field and the presence and motion of electric charge.

Definition
The everyday definition: “Electricity” means the electromagnetic field energy sent out by batteries and generators.
Examples: Kilowatt-Hours of Electricity

“Electricity” means only one thing: it refers to the amount of imbalance between quantities of electrons and protons. If
“electricity” is power, then a bright light bulb exhibits a higher level of electricity than a dim one. “‘WATTS OF ELECTRICITY .

India’s Power Sector Scenario

India’s First Five-year plan was executed 1952-1956 with a capacity of less than 10 Mw of electrical power for an evaluation of
450 Million. The total electricity generation set up from 1712 Mw in 1950 to 54194 Mw in 1987-88 an average annual rate growth
of 8% in the period 1970-71 to 1988.

According to the 1981 census, electricity available to only 14.69% of the rural households as compared to 62.51% of the urban
households.

However, the “slippage” in installation of power generation capacity has resulted in producing the output against targeted scarcity
as indicated under the table.
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Table-1: Slippage in Installation of Power Generation Capacity

Plan Years Target | Achieved Slippage Slippage as
(Mw) (Mw) Percent of target
First 1952-96 1300 1100 200 15.4%
Second 1957-61 3500 2250 1250 35.7%
Third 1962-66 7040 4520 2520 35.8%
Annual 1697-69 5430 4120 1310 24.1%
Fourth 1970-74 9264 4579 4685 50.6%
Fifth 1975-79 12499 10202 2297 18.4%
Annual 1980 2813 1799 1014 36.0%
Sixth 1981-85 19666 14226 5440 27.7%
Seventh 1986-90 22245 11344 - -

Sources: Energy Digest, 1990

STATEMENT OF PROBLEM

The electricity plays an important role in our country. The successful functioning of energy depends on its efficient performance.
However, today it faces many problems. They are: the basic weakness of the power sector is the free supply for agriculture to the
domestic consumers, the rural area face extensive power cuts much more than urban areas (9-10 am and 4-5 pm), due to poor
liquidity positions of the State Electricity Board.

Now electricity is being used for all purposes namely cooking, heating, lighting and so on. What is the type of elasticity of
demand for electricity? Is it comfort, necessary and luxuries?

SCOPE OF STUDY

Any country development is based on its infrastructure namely Road, Water and Power. Electricity is very important for any
sector. This study about the usage of electricity in Thuraiyur town will focus the attention on the demand for electricity and the
nature of demand for electricity. Now-a-days electricity is being used for all purposes namely heating, cooking, lighting and so on.
The domestic demand for power is increasing every time. This study will bring the importance of electricity for the domestic
users.

OBJECTIVES OF STUDY

The overall objective of the study is to know the usage of electricity in Thuraiyur town. The following are the most specific
objectives. They are:

e To study the overall performance of Electricity board;
e To know what are the basic electrical appliances used by the respondents; and
e  To measure the comparison between people income and usage of power bi-monthly.

HYPOTHESIS OF STUDY

e  There is a significant difference between income and the number of family members.
e  There is a significant difference between income and the usage of power bi-monthly.

METHODOLOGY OF STUDY

Thuraiyur town has 24 wards with 172 streets. The total population of the Thuraiyur city is about 31005. The researcher had
different types of discussions with the Municipal corporation authorities and gathered the above information. The researcher used
convenience-sampling technique for collecting the primary data. The researcher selected 75 respondents for data collection. A

questionnaire was prepared and data were collected from the respondents. The collected data were tabulated and frequency tables
were analyzed. The researcher has also collected secondary data from books, journals, magazines and websites.

Tools Used

The data collected was analysed with the help of statistical tools like Chi-square.
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General Analysis
Table-2
Sources Number of Respondents Percentage
Age 35 46.7 (above 41)
Income 27 36 (above Rs. 4000)
Religious 74 98.7 (Hindu)
Education 22 29.3 (10™ Std.)
Occupation 31 41.3 (Others)

Sources: Primary Data

Among the 75 respondents, Maximum of 46.7 percentage of the respondents are in the age group of above 41. People incomes are
segregate into different level. Among the 75 respondents, maximum 36 percent of the respondents having above Rs.4000 income.
Among the 75 respondents, maximum 36 percent of the respondents having above Rs.4000 income. The Maximum of 29.3
percent of respondents are studied 10™ std. Maximum of 41.3 percent of the respondents are working under others category [i.e.
Gem cutting, tailor, Bakery Shop etc.

Research Analysis
Table-3: Electrical Appliances Owned

Electrical Items Number of Respondents Percentage
Tube Lights 75 100
Bulbs 71 94.7
Fan 72 96.0
Mixy 58 773
Wet-Grinder 60 80.0
Refrigerator 15 20.0
Water Heater 19 25.3
Radio 39 52.0
Television 65 86.7
Iron Box 33 44.0
Motor Pump Set 37 49.3
Other Specify 14 18.7

Sources: Primary Data

Among the 75 respondents, 100 percent of the respondents are having Tube lights facility in their home, 96 percent of the
respondents having Fan facilities, 94.7 percent of the respondents are having Bulbs facility in their houses, 86.7 percent of
Television facility in their houses, 80 percent of the people having wet-grinder, 77.3 percent of the people having Mixy in their
home, 52 percent of the respondents having Radio, 49.3 percent of the respondents are having Motor pump set in their house
itself,

44 percent of the people are having Iron Box, 25.3 percent of the respondents having water heater, 20 percent of the people are
having Refrigerator and finally 18.7 percent of the respondent are come under a group of other specify [it include washing

machine, micro wave, Air conditioner].

Table-4: Usage of Power Bi-Monthly

Bi-Monthly Usages Number of Respondents Percentage
(Units)
1-50 34 453
51-100 29 38.7
101-200 12 16.0
201-600 - -
Above 601 - -
Total 75 100.0

Sources: Primary Data
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Among the 75 respondents, Maximum 45.3 percent of the respondents are belonging to one to 50 units, 38.7 percent of the
respondents are belonging to 51-100 units, and 16 percent of the respondents are belonging to 101-200 units. Majority of the
respondents are using power within 50 units, followed by 51 to 100 and 101 to 200.

Table-5: Comparison between People Income and Usage of Power Bi-Monthly

Income (Rs.) 1-50 51-100 101-200 210-600 Above 601 Total
Power Usage
(in units)
Less than Rs. 1000 5 2 - - - 7
(6.7%) (2.7%) (9.3%)
Rs. 1000-Rs. 2000 9 1 2 - - 2
(12.0%) (1.3%) (2.7%) (16.0%)
Rs. 2001 - Rs. 3000 15 5 - - - 20
(20.0%) | (6.67%) (26.7%)
Rs. 3001 Rs. 4000 5 2 2 - - 9
(6.7%) (2.7%) (2.7%) (12.0%)
Above Rs. 4001 - 19 8 - - 27
(25.3%) (10.7%) (36.0%)
Total 34 29 12 - - 75/75
(45.3%) | (38.7%) (16.0%)

Sources: Primary Data

A comparative study is made between incomes of the respondents with their domestic power consumption. Power usage from one
unit to 50 units are compare with income group of the respondents. There are 34 people in their category. Among the 34, 5 people
income is less than Rs. 1000; 9 people in the income group between Rs. 1001-2000; 15 people from the income group between
Rs. 2001-3000; 5 people are from the income group between Rs. 3001 to 4000.

Secondly, 51-100 units are compare with same income level. There are 29 people in this category. Among 29, two people income
is less than Rs. 1000, one people income are between Rs. 1001-2000, five people income are belonging to Rs. 2001-3000; 2
people income in the group between Rs. 3001-4000 and 19 people income are above Rs. 4000 income group level.

Thirdly, there are 12 respondents are compared to 101-200 units of power usages. Among 12 respondents, 2 people are belonging
to Rs. 1001-2000 income level, again 2 people are belonging to Rs. 3001-4000 income level, and finally 8 people income are
above Rs. 4000 income group level.

Testing of Hypothesis
Table-6: Association between Income and Number of Persons in the Family
Income Number of Persons in the Family Statistical Inference
1-2 3-4 5-6 More than 6
Less than Rs. 1000 7, 100.0% 0 0 0 -
Rs. 1001-2000 0 12,28.9% 0 0 X ;1f4i '203
Rs. 2001-3000 0 20,47.6% 0 0 P .<.O 05
Rs. 3001-4000 0 9,21.4% 0 0 Signiﬁ.cant
Above 4001 0 1,2.4% 10, 100.0% 16, 100.0%

Sources: Authors Compilation
The above table indicates the association between income and number of persons in the family.
Hypothesis—I: There is a significant association between income and number of persons in the family.
Null Hypothesis—I: There is no significant association between income and number of persons in the family.
Findings: The Chi-square test reveals that there is a significant association between the respondents from income with regard to

the number of persons. There is no significant association between income and number of family members. Hence, the null
hypothesis is accepted.
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Table-7: Association between Income and Usage of Power Bi-monthly

Income Usage of Power Bi-monthly Statistical Inference
1-50 51-100 101-200
Less than Rs. 1000 7,20.6% 0 0
Rs. 10012000 | 12,353% 0 0 X
Rs. 2001-3000 15,44.1% 5,17.2% 0 P'<'0.05
Rs. 3001-4000 0 9,31.0% 0 Significant
Above 4001 0 15,51.7% 12, 100%

Sources: Authors Compilation
The above table indicates the association between income and Usage of power bi-monthly.
Hypothesis—II: There is significant association between income and usage of power bi-monthly.
Null Hypothesis-II: There is no significant association between income and usage of power bi-monthly.

Findings: The Chi-square test reveals that there is a significant association between the respondents from income with regard to
Usage of power bi-monthly. There is no significant association between income and Usage of power bi-monthly. Hence, the null
hypothesis is accepted.

SUGGESTIONS

e Today’s Electricity plays an important role in our country. Without electricity, it will definitely affect the all sectors like
industrial, agriculture, domestic and commercial sector.

e  Wind power, Solar Power, Wave power methods should be encouraged. The state and central Government should give
financial relief to such projects.

o Institutions like hospitals, hotels, schools, colleges are encouraged to have their own power production.

e Small and remote towns can also be given top priority for self-reliance by their own way of meeting their power
demand.

CONCLUSION

Wind power, Solar Power, Wave power methods should be encouraged. The state and central Government should give financial
relief to such projects. The self-help group can be formed in the towns for generation of power. At the same time, saving
electricity is equal to producing electricity.

The group can conduct a campaign among the users for saving electricity. Free electricity to one light and agriculture is gaining
more appreciation from the users. The Government can extend this program to middle schools for promoting 100 percent literacy.
At present unannounced and announced ‘Power cut’, is a major drawback in our country? Nearly 84 percent of the people are
dissatisfied regarding power cut system in the study area.

People in Thuraiyur town are more used electrical appliances like tube lights, bulbs, Mixy, Radio, television etc. Therefore, the
demand for power will be more when people use electrical appliances. Therefore, the both state and central Government should
take effective steps for improving the performance of generating power and providing available power supply to the end-users.
Power become the necessary for all human being. Therefore, effort should be made to go for better alternative in future. Let there
be a light!
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AWARENESS TOWARDS PLASTIC MONEY OVER PAPER MONEY:
A STUDY ON NORTHERN AREA OF TIRUCHIRAPPALLI DISTRICT

D. Vaishnavi?

ABSTRACT

Due to technological innovation in competitive world, the payment also underwent a tremendous change. This is mainly due to
privatization and globalization the consumers have started making their payment through plastic money. It has moved from
being a physical paper based exchange of value to a virtual electronic one. Most of the consumers have showed their
preference of paying the payment through plastic money. The current study presents about the awareness of using plastic
money over paper money. The study also highlights the role of plastic cards.

KEYWORDS

Plastic Money, Plastic Cards, Information Technology etc.

INTRODUCTION

In modern and competitive world, country has many systems to take care of its growth and development .The financial system of
any country plays a very important role in the economic development. Money is one of the most important factors for living life.
In early periods, barter system were used for exchange of goods, then came an era, where gold and silver coins came into being,
then modernized by using paper notes & coins for trading goods and services. Due to innovative modern and number of reasons
started using technology to transfer money for goods &services. Technology has taken over the globe and it dominates as it is
used in almost all types of business, companies, companies and Industry.

Plastic Money

Plastic money is a term that is used predominantly in reference to the hard plastic cards we use every day in place of actual bank
notes. They can come in many different forms such as cash cards, credit cards, debit cards, pre-paid cash cards and store cards.

HISTORY OF PLASTIC MONEY
History of Credit Card

The word Credit comes from a Latin word meaning trust. In the 21%* Century, using credit cards seems to be a way of life that is
generally taken for granted. Whatever needs or wants cannot be met with cash, can easily be obtained via credit, credit cards per
se, however, have quite an interesting history. Credit was first used in Assyria, Babylon and Egypt 3000 years ago. The bill of
exchange-the forerunner of banknotes was established in 14th century. One-third cash and two-thirds bill of exchange settled
debts. Paper money followed only in the 17th century. Christopher Thornton, who offered furniture that could be paid off weekly,
placed the first advertisement for credit in 1730. He introduced the idea of ‘have now and pay later’.

History of Debit Card

ATM and debit card transactions take place within a complex infrastructure. To the consumer and merchant, they appear to be
seamless and nearly instantaneous. However, in fact, a highly complex telecommunications infrastructure links consumers,
merchants, ATM owners and banks. The common attribute of all ATM and debit card transactions is that the transaction is
directly linked to the consumer’s bank account — that is, the amount of a transaction is deducted (debited) against the fund in that
account. A Debit card transaction involves the purchase of goods or services. In this case, the consumer present a debit card
(which again was issued by the bank holding the checking account) to a merchant, and the consumer either enters a PIN (online
debit) or signs a receipt (offline debit) to verify the consumer’s identity.

History of Smart Cards

The proliferation of plastic cards started in the USA in the early 1950s. The Diners Club issued the first all-plastic payment card
for general use in 1950. Acceptance of these cards was initially restricted to more select restaurants and hotels, which led to this
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type of card being referred to as a ‘travel and entertainment card’. The entry of VISA and MasterCard into the field led to a very
rapid proliferation of plastic money, at first in the USA, with Europe and the rest of the world following a few years later. At first,
the cards’ functions were quite simple.

Development of Plastic Money

Plastic money is gradually strengthening its position with the potential of further growth in the future. It is worthwhile to observe
how plastic money will evolve in the future in a competitive environment in terms of safety, efficiency and convenience. The use
of plastic money has been expanding quite rapidly and its development is a prominent trend in the area of retail payment. There
are many evident advantage of an electronic mode of transfer as compared to conventional clearinghouse because banks are
increasingly turning to technology for managing their payments.

REVIEW OF LITERATURE

Amin (2008), “Factors affecting the intentions of customers in Malaysia to use mobile phone credit cards” shows that mobile
phones have provided an opportunity for banking institutions to introduce new services to the public. The latest service, which is
now available in Malaysian banking institutions, is the mobile phone credit card. The purpose of this paper is to provide a
preliminary investigation of the factors that determine whether Malaysia’s bank customers will use the new mobile phone credit
card technology. Paper extends the applicability of the technology acceptance model (TAM) to mobile phone credit cards and
includes “Perceived credibility (PC)”, the “amount of information about mobile phone credit cards (AIMCs)” and “perceived
expressiveness (PE)”, in addition to “Perceived usefulness (PU)” and “Perceived ease of use (PEOU)”. The result indicate that
PU, PEOU, PC and the amount of information contained on mobile phone credit cards are important determinants to predicting
the intentions of Malaysian customers to use mobile phone credit cards. However, PE is not an important determinant in
predicting the intentions of Malaysian customers to use mobile phone credit cards.

Gan (2008) “Singapore credit cardholders: ownership, usage patterns and perceptions.” The purpose of this study is to analyze
Singapore’s diverse cardholders in search of variations among demographic groups, credit card profiles, and their perceptions with
regard to credit card ownership and use. It then aims to discuss possible reasons governing Singaporeans’ credit card ownership
and use. In this study, decision trees were constructed using chi-square technique to examine the association between number of
credit cards and the demographic characteristics, perceptions and other credit card-related variables. The number of credit cards
was found to be significantly influenced by income and gender as well as perceptions that include “credit cards leads to over
spending”, “Saving as payment source”, “unreasonable interest rates”, “credit card as status symbol.” The number of credit cards
was also affected by credit-card-related variables such as missing payments sometimes, frequency of use, entertainment
expenditures, and patrol purchase. This research provides an in-depth understanding of Singaporean multiple cardholders, thus it
is useful in designing marketing strategies for card-issuers as well as anti-debit strategies for policy-makers in Singapore.

Al-Laham (2009) in his research “Development of Electronic Money and its Impact on the Central Bank Role and Monetary
policy” asserts that, in recent years there has been considerable interest in the development of electronic money schemes.
Electronic money has the potential to take over from cash as the primary means of making small-value payments and could make
such transactions easier and cheaper for both consumers and merchants. Electronic money is a record of the funds or “value”
available to a consumer stored on an electronic device in her possession, either on a prepaid card or on a personal computer for
use over a computer network such as the internet. This paper argues that electronic money, as network goods, could become an
important form of currency in the future. Such a development would influence the effectiveness and implementation of monetary
policy. Author feels that, if an increased use of e-money substantially limits demand for central bank reserves, it would require
changes in the operational target of the central bank and a closer coordination of monetary and fiscal policies.

SCOPE OF STUDY

The scope of the research study is only limited to North Part of Tiruchirappalli District. The present study is undertaken to know
how far this service reaches the customers, their responses towards the using Plastic money over paper money. Their attitude
towards the usage of the Cards and the various problem faced by them in using the Card.

OBJECTIVES OF STUDY

e  To study and create the awareness and use of plastic money among the consumers.
e  To analysis the factors responsible for preferring plastic money to hard cash.

e  To identify the extent of using plastic money.

e  To find out the attitude of cardholders towards plastic money.

e  To offer suggestion for further improvements.
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RESEARCH METHODOLOGY
This study is based on both primary and secondary data. For this research, mainly questionnaire method is used to collect data
from the respondents. The sample of 150 respondents from different consumers which was selected on the basis the local markets

and shopping malls in Trichy city. Secondary data were collected from various books, Journals, Magazines and websites.

Sample Size and Technique: The sample of 150 respondents was selected by using stratified proportionate random sampling
technique.

Tools for Analysis: Both Qualitative and quantitative data was analyzed in the light of framed objectives.

Quantitative data was tabulated and statistically analyzed. Qualitative data was interpreted based on the information collected
from the field. The researcher adopted the chi-square test of goodness of fit to test the hypothesis formulated.

Findings from the Data Analysis

Table-1: Consumers Prefer to Hold

Types of Cards Number of Respondents Percentage (%)
Credit Card 43 29%
Debit Card 36 24%

Visa Card 49 32%
Specific Outlet card 22 15%
Total 150 100

Sources: Primary Data

From the above table it can be seen that 32% of respondents prefer to have Visa card, 29% of respondents prefer to have credit
cards. There is a significant association between sex of the respondents and their convenient to pay.

Chi-Square Analysis

In this section, chi-square test is employed to identify whether there is an any significant association between the personal role of
the respondents and study factors. The quality x2 describes the magnitude of the discrepancy between theory and observation. It is
defined as:

(0,-E,)’

i =¥, =

Where O refers to observed frequency and E refers to the expected frequencies. The calculated value of ¥2 compared with the
table value for given degrees of freedom at a certain specified level of significant.

If the calculated value is more than the table value, the difference between theory and observation is considered to be significant,
on the other hand, the difference between theory and observation is not considered as significant.

Table-2
Convenient to Pay / Gender | Male | Female Total
Cash 20 23 43
Card 36 35 71
Cheque 15 4 19
ECS 12 5 17
Total 83 67 150

Sources: Primary Data

Ho: There is no association between Gender and Convenient to pay.
Ha: There is association between gender and Convenient to pay.
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Result

Calculated value: 7.68,
Table value: 12.8,
Degrees of freedom 2 at 5% level of significance.

Inference: Since the calculated value of 2 is less than the table value, the null hypothesis is accepted. Hence it can be concluded
that there is no significant association between Gender and convenient to pay.

Table-3
Age / Prefer Not for plastic Money 18-25 Years 26-35 Years 36-50 Years | Above 50 Years Total
Instable Income 8 10 19 08 45
Lack of Trust 5 11 13 07 36
Lack of Knowledge 4 8 10 11 37
Malpractices by Bankers 8 6 13 5 32
Total 25 35 59 35 150

Sources: Primary Data

Ho: There is no association between age and not prefer to have plastic money.
Ha: There is association between age and not prefer to have plastic money.

Result
Calculated Value: 46.02,
Table Value: 23.6,

Degrees of freedom 9 at 5% level of significance.

Inference: Since the calculated value of y2 is greater than the table value, the null hypothesis is rejected. Hence, it can be
conclude that there is association between not preferring plastic money and age group.

FINDINGS, SUGGESTION AND CONCLUSION

Findings

e 55% of respondents are male while 45 % of respondents are female.

e 35% of respondents are doing their business.

e 32% of respondents were preferred to have visa cards.

e 37% of respondents were making their payments through Plastic money.

e 32% of respondents not willing prefer paper money is only due to not able to get proper receipt.
Suggestion

Government at both center and state should create many awareness programme for using plastic money. At the same time, people
should also be educated for using plastic money. It is advisable to accept and adapt according to it for survival. Modern financial
system has gone through many changes in terms of payment processing system from traditional banking system to ATM/ Debit
card, Credit card online payment, wire transfer, NEFT, RTGS etc. The banks / financial institutions providing plastic money by
arranging seminars should train traders.

Conclusion
The study has clearly highlighted the advantage of instant transaction as one of the major factors favoring the use of plastic money
over real money by the population today. The saving of time and the fact that the plastic money seems to be more portable also

seems to further the cause of a possible change in the scenario of money usage in the economy. By educating the people about
using cards helps to increase the usage.
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A STUDY ON FUNDAMENTAL & TECHNICAL ANALYSIS OF
HINDUSTAN UNILIVER LIMITED

1. Rosanth*

ABSTRACT

Fundamental analysis is the cornerstone of investing. In fact, some would say that you are not really investing if you are not
performing fundamental analysis. Because the subject is so broad, however, it is tough to know where to start. There are an
endless number of investment strategies that are very different from each other, yet almost all use the fundamentals.

The goal of this tutorial is to provide a foundation for understanding fundamental analysis. It is geared primarily at new
investors who do not know a balance sheet and profit & loss statement. While you may not be a "stock-picker extraordinaire"
by the end of this tutorial, you will have a much more solid grasp of the language and concepts behind security analysis and
be able to use this to further your knowledge in other areas without feeling totally lost.

The biggest part of fundamental analysis involves delving into the financial statements. Also known as quantitative analysis,
this involves looking at revenue, expenses, assets, liabilities and all the other financial aspects of a company. Fundamental
analysts look at this information to gain insight on a company's future performance. A good part of this tutorial will be spent
learning about the balance sheet, income statement, cash flow statement and how they all fit together.

The methods used to analyze securities and make investment decisions fall into two very broad categories: fundamental
analysis and technical analysis. Fundamental analysis involves analyzing the characteristics of a company in order to
estimate its value. Technical analysis takes a completely different approach, it does not care one bit about the "value" of a
company or a commodity. Technicians (sometimes called chartists) are only interested in the price movements in the market.

KEYWORDS

Balance Sheet, P&L Statement Fundamental Analysis and Technical Analysis etc.

INTRODUCTION

The Indian capital market has changed dramatically over the last few years, especially since 1990. Changes have also been taking
place in government regulations and technology. The expectations of the investors are also changing. The only inherent feature of
the capital market, which has not changed is the 'risk' involved in investing in corporate securities. Managing the risk is emerging
as an important function of both large scale and small-scale investors.

Financial statement analysis is the process of reviewing and analyzing a company's financial statements to make better economic
decisions. These statements include the Income statement, Balance sheet, Statement of cash flows, and a Statement of retained
earnings. Financial statement analysis is a method or process involving specific techniques for evaluating risks, performance,
financial health, and future prospects of an organization.

Common methods of financial statement analysis include fundamental analysis, DuPont analysis, horizontal and vertical analysis
and the use of financial ratios. Historical stock performance information combined with a series of assumptions and adjustments
to the financial information may be used to stock future performance. Which help to draw The Chart for investor to make a
financial decision in stock market is available for professional financial analysts.

The Graham a Dodd approach is referred to as Fundamental analysis and includes:
e  Economic Analysis,
e  Industry Analysis,
e  Company Analysis.

The latter is the primary realm of financial statement analysis. Based on these three analyses the intrinsic value of the security is
determined.

4Assistant Professor, Srimad Andavan Arts and Science College (Autonomous), Tamil Nadu, India, rosanth@gmail.com
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Technicians (sometimes called chartists) are only interested in the price movements in the market.

OBJECTIVE OF STUDY

e  To study Fundamental and Technical analysis of HUL.

e  To analyze the accounting ratio, candlestick and common-size balance sheet.
e  To analyze the HUL share performance with market risk (BSC).

e  To find offer suggestion to improve investor return HUL.

PERIOD OF STUDY

The period taken for the study 2012-2016 to make analysis of share and financial performance.

RESEARCH METHODOLOGY

Research Design

This is a systematic way to solve the research problem and its important component for the study without which researches may
not be able to obtain the format. A research design is the arrangement of condition for collection and analysis of data relevance to
the research purpose with economy in procedure.

Methods of Data Collection

Secondary Data

The secondary data are those which have already been collection by some other agency and which have already been processed.
The sources of secondary data are annual reports, browsing internet, through magazines.

Statistical & Financial Design

Common size Statement,
Ratio Analysis:
e  Operating Profit Ratio
e Net Profit Ratio
e  Expenses Ratio
Correlation (SPSS 20),
AMOS (Structural Equational Model).

INDUSTRY PROFILE

Fast Moving Consumer Good Industry Profile

The FMCG sector has grown at an annual average of about 11 per cent over the last decade. The overall FMCG market is
expected to increase at (CAGR) of 14.7 per cent to touch US$ 110.4 billion during 2012-2020, with the rural FMCG market
anticipated to increase at a CAGR of 17.7 per cent to reach US$ 100 billion during 2012-2025.

Food products is the leading segment, accounting for 43 per cent of the overall market. Personal care (22 per cent) and fabric care
(12 per cent) come next in terms of market share.

Hindustan Unilever is placed at first position in the list of top 10 FMCG companies of India. Company was started in 1932 and
has head office in Mumbai. Unilever owns it because Unilever has 67% share of HUL.

Company has huge distribution network and cover 2 million retail outlets in PAN India. More than 16,000 employees are

associated with the company and working with a mission to produce quality Foods, beverages, cleaning agents and personal care
products at economical cost.
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Table-1: Common Size Statement of HUL for the Year 2011-2016

(%)Mar '16 | (%)Mar'l15 | (%)Mar'14 | (%) Mar'13 | (%) Mar '12
Net Sales 100 100 100 100 100
Total Operating Income 100 100 100 100 100
Power & Fuel Cost 0.62 0.62 0.74 1.00 1.05
Employee Cost 35.34 37.58 42.78 41.88 42.93
Other Manufacturing Expenses 2.22 35.44 20.13 26.90 25.94
Total Operating Expenses 38.17 73.64 63.66 69.78 69.92
Operating Profit 61.83 26.36 36.34 30.22 30.08
Other Income 5.29 0.97 1.17 -1.59 0.00
Total Income (Include Administration) 67.12 27.33 37.51 28.63 30.08
Miscellaneous Expenses 45.55 9.52 14.49 10.59 14.21
Interest 0.25 0.04 0.53 1.82 1.95
Depreciation 2.60 247 2.62 2.62 2.87
Tax 3.35 3.52 4.78 2.74 2.26
Total Administrative Expenses 51.76 15.55 22.42 17.76 21.29
Reported Net Profit 15.36 11.77 15.09 10.87 8.79

Sources: Authors Compilation

Interpretation: HUL Company has high profit in the year 2016 compare with all other year. The total administrative expenses
was maximum and operating expenses was minimum in the same year.

Table-2
Years Gross Profit Sales Ratio
Mar '16 14,751.89 31,987.17 | 46.12
Mar '15 13,173.55 30,805.62 | 42.76
Mar '14 11,806.81 28,019.13 | 42.14
Mar '13 10,569.30 25,810.21 40.95
Mar '12 8,893.70 22,116.37 | 40.21
Sources: Authors Compilation
Interpretation: The maximum Gross profit ratio was 46.12% in the year 2016.
Table-3
Years Net Profit Sales Ratio
Mar '16 4,082.37 31,987.17 12.76
Mar '15 4,315.26 30,805.62 14.01
Mar '14 3,867.49 28,019.13 13.80
Mar '13 3,796.67 25,810.21 14.71
Mar '12 2,691.40 22,116.37 12.17
Sources: Authors Compilation
Interpretation: The maximum Net profit ratio was 14.71% in the year 2013.
Table-4
Years Operating Expenses Sales Ratio
Mar '16 17,148.17 31,987.17 | 53.61
Mar '15 17,573.79 30,805.62 | 57.05
Mar '14 16,378.70 28,019.13 | 58.46
Mar '13 15,272.04 25,810.21 59.17
Mar '12 13,093.94 22,116.37 | 59.20

Sources: Authors Compilation
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Interpretation: The maximum operating expenses ratio was 59.17% in the year 2013.

Table-5
Years Administrative Expenses Sales Ratio
Mar '16 11,131.12 31,987.17 | 34.80
Mar '15 10,140.98 30,805.62 | 32.92
Mar '14 8,789.03 28,019.13 | 31.37
Mar '13 7,987.93 25,810.21 30.95
Mar '12 6,599.48 22,116.37 | 29.84

Sources: Authors Compilation
Interpretation: The maximum operating expenses ratio was 34.80% in the year 2016.
Candle Stick Analysis of Share Value of HUL

Chart-1(a): Monthly Analysis for 2011-12
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Chart-1(b): Monthly Analysis for 2012-13
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Chart-1(c): Monthly Analysis for 2013-14
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Chart-1(d): Monthly Analysis for 2014-15
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Chart-1(e): Monthly Analysis for 2015-16
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Interpretation: The maximum fluctuation of share value was in the year 2014-15.

Table-6: Correlation between Sensex & HUL

Value | Asymp. Std. Error(a) | Approx. T(b) | Approx. Sig.
Pearson's R .890 .020 15.084 .000(c)
Spearman Correlation .866 .026 13.432 .000(c)
N of Valid Cases 62

Sources: Authors Compilation

Note: a. Not assuming the null hypothesis.
b. Using the asymptotic standard error assuming the null hypothesis.
c. Based on normal approximation.

Result: The correlation between SENSEX and HUL was highly positively correlated.

Table-7: Standardized Regression Weights for HUL Statement

Regression Variable Estimate Standard Error Critical Ratio P -Value
Sales <--- OE 791 .047 16.914 HAK
Sales <--- AE 1.469 .047 31.162 HHk

Net Profit <--- OE 1.567 612 2.561 .010
Net Profit <-—- AE 1.986 1.131 1.757 .079
Net Profit <--- Sales -1.426 .768 -1.857 .063

Sources: Output Generated using AMOS-18
Interpretation: Form the Standardized Regression Weights for HUL Statement it was found that, for 1 unit of increase in

Operating & Administrative expenses will increase Sales by 0.731 & 1.469 unit respectively. For 1 unit of increase in Operating,
Administrative expenses & Sales will increase Net profit by 1.567 & 1.986 and decrease Net profit by 1.426 unit respectively.
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Figure-1: Structural Equation Model for HUL Statement
HUL OE
a6
98
66
HUL AE
Sources: Output generated using AMOS 18
Table-8: Standardized Regression Weights Share Value
Regression Variable Estimate Standard Error | Critical Ratio | P -Value

el <--> e2 1444.710 444.618 3.249 .001

el <--> e3 -13240.861 2995.474 -4.420 ok

el <--> ed 117.687 85.348 1.379 168

el <--> e5 4816.594 1417.561 3.398 ok

el <--> €6 12653.894 2827.188 4.476 ok

e2 <--> e3 -4484.789 1229.585 -3.647 ok

e2 <--> e4 159.117 42.225 3.768 ok

e2 <--> e5 1602.327 598.229 2.678 .007

e2 <--> e6 -139.325 1020.213 - 137 .891

e3 <--> e4 -725.408 244.259 -2.970 .003

e3 <--> e5 -11298.903 3724.841 -3.033 .002

e3 <--> eb -19825.139 6727.801 -2.947 .003

ed <--> e5 159.619 118.536 1.347 178

ed <--> e6 -229.689 213.976 -1.073 283

e5 <--> e6 7494.674 3360.181 2.230 .026

Sources: Authors Compilation

Interpretation: HUL, LUPIN & SUN are Regression with M&M was not significant and ITC are Regression with SUN was not
significant. Other companies are significant (related).

Figure-2: Structural Equation Model for Share Value

Sources: Output generated using AMOS 18
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FINDINGS

e In HUL, the total administration expenses was minimum which is help to increase the profit.

e  HUL operating profit ratio was maximum in the year 2016 the ratio was 46.12 and the Net profit ratio maximum in the
year 2015 the ratio was 14.01. The Manufacturing expenses ratio was minimum in the year 2016 the ratio was 53.61 and
the Administrative expenses ratio in the year of 2012, the ratio was 29.84.

e  The correlation between the BSE with HUL are highly positive correlated.

o Form the Standardized Regression Weights for HUL Statement it was found that, Sales<---OE, Sales<---AE & Net
Profit <---OE was significant (Related) and Net Profit<---AE & Net Profit<---Sales was not significant (Not Related).

o Form the Standardized Regression Weights standard deviation for Share price movement it was found that, BSE Index
will Roots HUL, ITC, M&M, LUPIN and SUN by 0.987, 0.907, 0.872, 0.978 and 0.756 unit of High related standard
deviation respectively and Tata by 0.261 High related standard deviation.

SUGGESTIONS

e  Whenever a company increases the raw material, cost leads to increase the profit and they need to reduce administrative
expenses. So, that the investor should be assess the way in depth analysis on the relationship of the expenses, profit and
sales.

e  The HUL are working independently as per the selected companies top listed among three industries.

e  The Market risks are measured through comparing with all six companies, from that the TATA motors is independent in
nature, except TATA motors, other companies are dependent towards market i.e. BSE value.

e  HUL is highly regression with predict and to identify the movements of share based analysis. So that the investors good
to avoid to holding up such a share to avoid risks (TATA Motors) of investor and get maximum return (HUL).

CONCLUSION

Technical analysis is a method of evaluating securities by analyzing the statistics generated by market activity. It is based on three
assumptions: the market discounts everything, price moves in trends and history tends to repeat itself. Financial reports are
required by law and are published both quarterly and annually. The profit of the HUL was high when the cost of labour cost as per

the year 2016 and the company earn profit when the share price was high fluctuating. The company profit and loss statement
influences the share price movement extremely.
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STUDY ON CUSTOMER’S PERCEPTION TOWARDS SBI MUTUAL FUNDS
AT SRIRANGAM - TRICHY TOWN

R. Idhayajothi®

ABSTRACT

A mutual fund is a pool of money from numerous investors who wish to save or make money just like you. Investing in a
mutual fund can be a lot easier than buying and selling individual stocks and bonds on your own. Investors can sell their
shares when they want. Investment is a commitment of funds in real assets or financial assets. Investment involves risk and
gain. In the present dynamic global environment, exploring investment avenues are of great relevance. Investment skills
developed over a period are considerably influenced by experience and spadework carried out to arrive at conclusions. The
success of an investment activity depends on the knowledge and ability of investors to invest, the right amount, in the right
type of investment, at the right time.

KEYWORDS

Investment, Mutual Funds, Bonds, Investment Portfolio etc.

CONCEPT OF MUTUAL FUND

Definition of mutual funds: The Securities and Exchange Board of India (Mutual funds) Regulations, 1993 define mutual fund as”
a fund established in the form of a trust by a sponsor to raise monies by the trustees through the sale of units to the public, under
one or more schemes for investing in securities in accordance with these regulations’”’.

A Mutual Fund is a trust that pools the savings of a number of investors who share a common financial goal. The money thus
collected is then invested in capital market instruments such as shares, debentures and other securities. The income earned through
these investments and the capital appreciation realized is shared by its unit holders in proportion to the number of units owned by
them. Thus, a Mutual Fund is the most suitable investment for the common person as it offers an opportunity to invest in a
diversified, professionally managed basket of securities at a relatively low cost.

SIGNIFICANCE OF STUDY

It is observed that investors are more reliable and attached with a particular type of investment avenues. So it becomes significant
to study the motivational factors that compel them for selecting the investment avenues. A study on customer’s perception
towards SBI mutual funds in Srirangam, Tiruchirappalli Town, assumes a greater significance in the formulation of policies for
the development and regulation of security markets in general and protection and promotion of small and household investors in
particular, which ultimately leads to the economic development of a nation.

SCOPE OF STUDY

The present study covered Customer’s perception of SBI mutual fund based on investment pattern, motivated factors in your SBI
investment, factors influencing your SBI mutual fund decisions, SBI mutual fund investment portfolio, problems faced by the SBI
mutual fund investors and risk factors towards SBI mutual fund.

DEFINITION OF PROBLEM

The various SBI investment avenues for people to invest their money are growth, growth and income funds, balanced funds,
money market mutual fund, open-end fund and closed-end fund and so on. An investor can choose from a variety of funds to suit
his risk tolerance, various SBI mutual fund investment avenues and objectives. Against this background, the researcher has taken
up this topic.

The investors are finding various problems in selecting their various SBI mutual fund investments. It is identified that there is a
need for research work in the field of customer’s perception of SBI mutual funds in Srirangam Tiruchirappalli Town.

SAssistant Professor, Srimad Andavan Arts and Science College (Autonomous), Tamil Nadu, India, ridhayajothi@yahoo.com

International Journal of Trade & Global Business Perspectives© Pezzottaite Journals 3323Page



Volume 6, Number 2, April — June’ 2017

| g : s[ : ] ISSN (Print): 2319-9059, (Online): 2319-9067
PEZZOTTAITE JOURNALS sAF (2015): 6.533, s/AF (2016): 7.194
UGC Journal No: 48547 H5-Index: 1, H5-Median: 1, H-Citations: 1

The present study covered level of Customer’s perception of SBI mutual funds based on investment pattern, motivational factors
in investment, factors influencing investment decisions, investment patterns, investment portfolio, savings avenues, investment
preference, level of satisfaction, various mutual fund savings, problems faced by the investors and risk factors.

OBJECTIVES OF STUDY

The objective of the study is to understand the study on Customer’s perception of SBI mutual funds in Srirangam Tiruchirappalli
Town. For this, the specific objectives of the research work are as under:

e  To study the profile and performance of SBI mutual funds in Tiruchirappalli Town.

e  To analyze the factors are influencing the investors’ opinion regarding different SBI mutual funds in Srirangam.
e  To measure the investors’ level of satisfaction towards different SBI mutual funds in Srirangam.

e  To identify the problems faced by the investors towards SBI mutual funds in Srirangam Tiruchirappalli Town.
e  To offer suitable suggestions to measure the SBI mutual funds in Srirangam.

HYPOTHESES
Based on the above objectives, the following hypotheses framed and formulated for the study.

Hol: There is no significant difference between investors’ opinion and levels of satisfaction towards SBI mutual fund based on
demographic profile.

Ho2: There is no significant different between the problems faced by the SBI mutual fund investors and demographic profile.
Ho3: There is no significant different between the risk factors toward SBI mutual fund investors and demographic profile.

RESEARCH METHODOLOGY

The present study is based on field survey method. The study is purely empirical and analytical which is supported by only
primary data. Designing a suitable methodology and selecting the analytical tools are important for a meaningful analysis of any
research problem. It includes sample design, period of study, and collection of data tools for analysis.

Primary Data: The primary data were collected directly from the sample investors through a well-devised questionnaire.

Secondary Data: The secondary data relating to the study were collected from books, journals, research articles, magazines,
reports, newspapers and websites.

Sampling Procedure: The convenience sampling method was adopted for the study. The study is confined to Srirangam,
Tiruchirappalli Town only. Since the size of universe is infinite, the researcher decided to select a sample size of 360 respondents
SBI mutual fund investors.

Statistical Tools Used for the Analysis: The following statistical techniques had been applied depending on the nature of data
collected from the respondents, Percentage analysis, Descriptive analysis; Independent samples T-test, Oneway ANOVA,
Correlation analysis, Regression analysis and factor analysis. The reliability and validity analysis of the data in this study was
analyzed using Statistical Package for Social Sciences

Period of the Study: The present study covered both primary and secondary data. The primary data has been collected in a period
of six months from July 2015 to December 2015 for the purpose of analysis and evaluation. This period was considered normal
for a study like this.

LIMITATIONS OF STUDY
The limitations of the study has been identified as follows in this study.

e The study is based on the reported responses evoked through the questionnaire technique rather than on direct
observation of what investors actually do. Sometimes respondents were unwilling to answer and it was difficult to
convince them to get answers for all the questions.

e  The research work was carried out only in Srirangam- Tiruchirappalli Town.

e  SBI mutual funds investors namely government and private employees are taken for the study.
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CONCLUSION

The sample schemes studied, SBI Magnum Multiplier plus Scheme topped the list in all the three portfolio performance models.
All the sample schemes (except LIC MF Equity Scheme) ensured positive returns due to stock selection skills of fund managers.
The variance explained by the market was high in the case of SBI Magnum Multiplier Plus scheme. The market performance had
a significant positive influence on scheme performance in case of all the schemes covered under the study. The present NAV is
positively significantly correlated with that of its past NAV but the impact was reduced as the time lag increased.
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A STUDY ON BRAND LOYALTY TOWARDS FASTRACK WATCHES AT TRICHY

S. Vaishnavi®

ABSTRACT

Brand loyalty has become a truism in trademark discourse. Building brand loyalty in a competitive market can play an
efficient role in the modern marketing environment. It is now widely acknowledged by companies and business enterprises
that strong brand loyalty will make a competitive advantage in the marketplace that will increase their overall knowledge with
experiences and trustworthiness. This paper helps to identify the various attributes for buying FastTrack watches and the
extent of satisfaction towards the FastTrack watches.

KEYWORDS

Brand loyalty, FastTrack etc.

INTRODUCTION
“A Brand is not just a Logo, a Website, or you’re Business Cards... It’s an Experience”

Brands are different from products in a way that brands are “what the consumers buy”, while products are “what concern /
companies make”. Brand is an accumulation of emotional and functional associations. Brand is a promise that the product will
perform as per customer’s expectations. It shapes customer’s expectations about the product. Brands usually have a trademark,
which protects them from use by others.

A brand gives particular information about the organization, good or service, differentiating it from others in marketplace. Brand
carries an assurance about the characteristics that make the product or service unique. A strong brand is a means of making people
aware of what the company represents and what its offerings are.

To a consumer, brand means and signifies:

Source of product,

Delegating responsibility to the manufacturer of product,
Lower risk,

Less search cost,

Quality symbol,

e Deal or pact with the product manufacturer,

e  Symbolic device.

OBJECTIVES OF STUDY

e  To identify the purpose for buying FastTrack watches.

e  To assess the brand loyalty of consumers with respect to various levels of price increase.
e  To know the brand switching behavior of respondents.

e  To evaluate the extent of satisfaction among FastTrack watches.

SIGNIFICANCE OF STUDY

It is well known that for a company is more than important to have loyal consumers, since they provide steady income over a
significant period. If they are treated with respect and there is an interest in their problems, consumers will not change the brand,
will recommend it further to some other potential consumers, thus becoming long-term “advocators” of the brand. Their word and
credibility they have in front of acquaintance is more importance than the company is marketing actions to promote a brand. This
study will highlight the consumer perception towards brand loyalty (brand knowledge, consumer attitude, satisfaction, consumers
risk and brand trust); factors influence the purchase of FastTrack watches in Tiruchirappalli district.

®Lecturer, Seethalakshmi Ramaswami College, Tamil Nadu, India, vaishnavi0943 @gmail.com
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STATEMENT OF PROBLEM

The topic deals with the study of brand loyalty towards FastTrack watches. In order to know the brand loyalty, it is important to
know the consumer satisfaction to a certain extent as it determines the brand loyalty. The aim of the study is to know whether the
FastTrack watches satisfied the consumers and paves way to build a brand loyalty. Hence, an attempt is made to study about brand
loyalty towards fast track watches.

RESEARCH METHODOLOGY

Research methodology is the systematic way to solve the research problem. It gives an idea about various steps adopted by the
research in a systematic manner with an objective to determine various manners.

Research Design: A research design is considered as the framework or plan for a study that guides as well as helps the data
collection and analysis of data. The descriptive research design is adopted for his project.

Sample Size: The sample size selected for the study is 100 respondents. The respondents are selected by simple random sampling
method.

Sampling Area: The study is conducted among customer of FastTrack watches.

Sampling Design: Sampling design is definite obtaining a sample for a given population. It refers to the technique or procedure,
researcher would adopt in selection of item for sample. The Sampling technique adopted for the purposes of the study was simple
random sampling.

Data Collection: Data is regarded measure of phenomena while deciding about the method of data collection; the researcher
should keep in the mind about two types of data.

e  Primary Data: Primary data is the first hand of information, which the researcher gets from the population. The tool for
collecting primary data is “questionnaire”.
e Secondary Data: Secondary data has been collected from the journal, books, internet etc.

Analysis of Data: The data are collected through questionnaire. The data collected by the researcher are tabulated and analyzed in
such a way to make interpretations.

LIMITATIONS OF STUDY

e  The number of respondents was limited to 100 only.
e  The research was carried out in a short span of time.
e  The outcome of the study was restricted only to FastTrack customers.

REVIEW OF LITERATURE

Nasr Azad; Ozhan Karimi; Maryam Safaei (2012) had presented an empirical study to investigate the effects of different
marketing efforts on brand equity in mobile industry. The results show that there is a positive and meaningful relationship
between marketing mix efforts and brand equity. In other words, more advertisements could help better market exposure, which
means customers will have more awareness on market characteristics. Among all mixed efforts, guarantee influences more on
brand equity, which means consumers care more on product services than other features. Finally, among different characteristics
of brand equity, product exclusiveness plays an important role. In other words, people are interested in having exclusive product,
which is different from others.

FastTrack

FastTrack is a wristwatch brand under Titan Industries, which is the fifth largest watch manufacturer in the world. Titan is a joint
venture between Tata Group and Tamil Nadu industrial Development Corporation. FastTrack was launched in 1998 and its wrist
watches were mainly youth oriented. After launching FastTrack sunglasses, it became the largest sunglasses seller in India. The
company has various ranges of bags, wallets and belts etc. It has opened its separate stores, which mostly attracts the young
generation.
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FastTrack was launched in 1998 as a sub-brand of Titan. It was spun off as an independent Accessory brand targeting the urban
youth in 2005. With a vision to become a complete fashion brand for the youth, FastTrack quickly extended its footprint to
sunglasses in 2005 & then Bags, Belts & Wallets in 2009.

ANALYSIS AND INTERPRETATION

Table-1: Socio-Demographic Profile (n=100)

S. No. | Particulars | Percentage of Respondents
Gender
1 Male 40
2 Female 60
Age
1 Below 20 Years 18
2 21-30 years 61
3 31-40 years 10
4 41-50 years 5
5 Above 50 years 6
Educational Qualification
1 SSLC 5
2 HSC 12
3 Graduate 62
4 Post-Graduate 11
Marital Status
1 Married 32
2 Unmarried 68
Occupation
1 Housewife 14
2 Employed 62
3 Unemployed -
4 Students 22
5 Others 2
Monthly Income
1 Below Rs. 10000 50
2 Rs. 10001 - Rs. 20000 33
3 Rs. 20001 - Rs. 30000 6
4 Rs. 30001 — Rs. 40000 6
5 Above Rs. 40000 5

Sources: Primary Data
Inference: From the above table it can be inferred that 60% of the respondents are female, 61% of the respondents lies in the age
group of 21-30 years, 62% of the respondents are Under Graduates, 68% of the respondents are unmarried, 62% of the

respondents are employed persons, and 50% of the respondents receive below Rs.10000 as a monthly income.

Table-2: How Did You Come to Know About the Fastrack Watches?

S.No. | Know About The Fastrack Percentage of Respondents
1 Advertisement 56
2 Friends 30
3 Relations 10
4 Shop-keeper -
5 Free Gift / Offer 4
Total 100

Sources: Primary Data

Inference: From the above table it can be inferred that 56% of the respondents come to know about the FastTrack watches
through the Advertisement.
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Table-3: Who Makes the Purchase Decision?
S. No. Purchase Decision Percentage of Respondents
1 Husband 14
2 Wife 20
3 Father 52
4 Mother 24
5 Children Adult Son / Daughter -
Total 100

Sources: Primary Data
Inference: From the above table it can be inferred that 52% of the respondents said that the purchase decision made by the Father.

Table-4: Who Actually Buys?

S. No. Actually Buys Percentage of Respondents
1 Husband 14
2 Wife 10
3 Father 46
4 Mother 22
5 Children Adult Son / Daughter 8
Total 100

Sources: Primary Data
Inference: From the above table it can be inferred that 46% of the respondents said that Father would make purchase.

Table-5: How Many Fastrack Watches Have Been Purchased Until Now?

S.No. | Number of Watches Have Been Purchased | Percentage of Respondents
1 One Watch 32
2 Two Watches 40
3 Three Watches 18
4 Four Watches 6
5 Five Watches 4
Total 100

Sources: Primary Data

Inference: From the above table it can be inferred that 40% of the respondents said that they have been purchased 2 watches till

now.
Table-6: Purpose for Purchasing Fastrack Watches

S. No. Purpose Percentage of Respondents
1 Quality 36
2 Reliability 4
3 Price 2
4 Brand Name 18
5 Trendy Models 40
Total 100

Sources: Primary Data
Inference: It is clear from the table that 40% of the Respondents purchase FastTrack Watches for Trendy Models.

Table-7: Switch Over to Other Brand

S.No. | Price Decline In Other Brand | Percentage of Respondents
1 Yes 16
2 No 84
Total 100

Sources: Primary Data

International Journal of Trade & Global Business Perspectives© Pezzottaite Journals 3331 Page



f Volume 6, Number 2, April — June’ 2017
:Eg[ ) ISSN (Print): 2319-9059, (Online): 2319-9067

PEZZOTTAITE JOURNALS s/IF (2015); 6.533, s)IF (2016): 7.194
UGC Journal No: 48547 H5-Index: 1, H5-Median: 1, H-Citations: 1

Inference: It is clear from the table that 84% of the Respondents said that they would not switch over to other brand if there were
decline in price in other brands.

Table-8
S.No. | Price Rise (Fastrack) Percentage of Respondents
1 Yes 22
No 78
Total 100

Sources: Primary Data
Inference: It is clear from the table that 78% of the Respondents buy the same brand if there is a price rise in the existing brand.

Table-9: Satisfaction Level

S.No. | Level of Satisfaction | Percentage of Respondents
1 Very Much Satisfied 38
2 Much Satisfied 36
3 Satisfied 15
4 Not Satisfied 11
Total 100

Sources: Primary Data
Inference: It is clear from the above table that 89% of the Respondents are satisfied with FastTrack Brand.
CONCLUSION
Brand loyalty exists when the consumer feels that the brand consists of right product characteristics and quality at right price.
Even if the other brands are available at cheaper price or superior quality, the brand loyal consumer will stick to his brand. After
analyzing the various factors relating with brand loyalty with FastTrack users, it is observed that there are people who believe in
branded items. Factors like Quality, Price, brand plays a vital role in brand loyalty.
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A STUDY ON CUSTOMER PERCEIVED VALUE
OF SMART PHONE USERS AT TRICHY

M. Aishwarya’ Dr. V. P. T. Dhevika®

ABSTRACT

Overall perceived value is the reason for purchase and consumption of a product to meet or maximize a certain value.
However, this research will focus mainly on customer perceived value and its impact on student deviant behaviour and
academic performance. However, it seems no study has endeavored in examining the impact of perceived values of smart
phone and its impact on student’s deviant behaviour in higher educational setting. In spite of the importance of understanding
the perceived value associated with smart phone and students’ deviant behaviour , most studies have been confined to
perceive value of smart phone and customer satisfaction and repeat purchase. The research work is an empirical study, which
consists a sample size of 100 respondents using convenient sampling method based on the convenience of the respondents.
The main objectives of the study are to find out the factors influencing perceived value of smart phone users. Result shows that
there is no significant difference between personal profile and perceived value of smart phone.

KEYWORDS

Smart Phone, Perceived Value etc.

INTRODUCTION

As smart phone consumptions increased over the recent years, most of the mobile phone manufacturers started spending billions
on developing more user friendly, interactive smartphone to the market. Similarly, various consumption or perceived value
theories were introduced such as Seth et al (1999). Some defines perceived value as factors that influence a customer to purchase a
certain product (Seth et al, 1999). Alternatively, it is defined as what is received (benefit) and what has to be sacrificed (Monroe,
2003).

STATEMENT OF PROBLEM

Nowadays, customer are continuously Facing the dilemma; Which Phone to buy after the Smart Phones have been released, the
choice seemed to be even harder, since the opportunities and offers that producers are providing are endless as number of
manufacturers have entered the smart phones market the competition in the smart phone market becomes more and more fierce,
India has now become the third — largest smartphone market after China. An important variable for forecasting actual purchase
behaviour is purchase intention, it measure the length of time on purchase of goods. For instant, buy now meaning strong purchase
of goods for instant buy it half means weaker purchase intention (Boyd & Mason, 1999). How much time to gather needed
product information and consideration much priority goes first, continue till last one (Dodds, 1991) In recent years, mobile phone
has evolved from essentially an interpersonal communication device to a multimedia machine known as smartphone.

OBJECTIVES

e To find out the factors influencing perceived value of smart phone.
e  To know whether there exists a significant difference between personal profile and perceived value of smart phone.

HYPOTHESES

There is no significant difference between personal profile and perceived value of smart phone.

METHODOLOGY

Data are collected through primary data and secondary data. Primary data is collected through questionnaire method. Secondary
data are collected from journals, books and internet. The five scales as measure the questionnaire constructed: strongly agree,

agree, neutral, strongly disagree and disagree. Convenient sampling method is used based on the convenient of the respondents.
Sampling size consists 100 samples collected from smart phone users. Percentage analysis, ANOVA and t-test are used.

"Research Scholar, Srimad Andavan Arts and Science College (Autonomous), Tamil Nadu, India, aishwaryamphil@gmail.com
8Research Advisor, Shrimati Indira Gandhi College, Tamil Nadu, India, vptdhevika2005@gmail.com
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RESULTS AND DISCUSSION

Table-1: Perceived Value of Smart Phone Users

Perceived Value Strongly | Agree | Neutral | Dis-Agree Strongly
Agree Dis-Agree

Compared to alternative smart phone, my smart phone 39 61 - - -
offers attractive product / services costs.
Compared to alternative smart phone, the company 25 46 8 11 10
charges me fairly for similar products / services.
Compared to alternative smart phone, the smart phones 26 51 - 23 -
provides more free services.
Comparing what I pay to what I might get from other 49 38 13 - -
competitive smart phones.
I think the smart Phone provided me with good value. 32 56 2 1 9
Comparing what I pay to what I might get from other 35 45 15 5 -
competitive smart phone, I think my smart phone
provides me with good value.

Sources: Primary Data

Table 1 shows that 61% of the respondents agree the statement - “Compared to alternative smart phone, my smart phone offers
attractive product/services cost”, and only 1% of the respondents disagree the statement- “I think the smart Phone provided me
with good value”.

Table-2: Customer Loyalty of Smart Phone Users

Opinion N Mean Std. Std. Error
Deviation Mean
Positive things about my smart phone. 80 1.74 443 .050
Recommend to who seek my advice about such matters. 80 2.04 .892 .100
Encourage friends and relatives. 80 1.54 .885 .099
Some Internet message board. 80 1.95 761 .085
Continue to do business with the present smart phone. 80 2.30 1.118 125
Do more business with the smart phone. 80 241 1.299 .145

Sources: Compiled from Primary Data

Table 2 shows that the most important factor influencing customer loyalty of smart phone is the opinion “Do more business with
the smart phone (mean=2.41)” and the least important factor influencing customer loyalty of smart phone is the opinion

“Encourage friends and relatives” (mean=1.54)

Table-3: Switching Cost of Smart Phone Users

Perceived Value Strongly | Agree | Neutral | Dis-Agree Strongly
Agree Dis-Agree
It takes me a great deal of time and effort to get used to a 15 38 7 28 12
new smart phone.
It costs me too much to switchover to another smart 20 22 8 22 28
phone.

Sources: Primary Data

Table-3 shows that 38% of the respondents agree the statement- “It takes me a great deal of time and effort to get used to a new
smart phone”, and only 7% of the respondents neutral the statement- “It costs me too much to switchover to another smart phone”.

International Journal of Trade & Global Business Perspectives© Pezzottaite Journals

3336Page




Volume 6, Number 2, April — June’ 2017

] W ISSN (Print): 2319-9059, (Online): 2319-9067
PEZZOTT siF (2015): 6.533, s)IF (2016): 7.194
UGC Journal No: 48547 H5-Index: 1, H5-Median: 1, H-Citations: 1

Table -4: ANOVA
Showing the Personal Profile and Customer Value of Smart Phone

Personal Profile Sum of Squares d.f. | Mean Square F Sig.
Gender Between Groups 5.990 3 1.997 10.989 .000
Within Groups 13.810 76 182
Total 19.800 79
Marital Status Between Groups 2.777 3 926 4.284 .008
Within Groups 16.423 76 216
Total 19.200 79
Education Status Between Groups 15.174 3 5.058 3.633 .017
Within Groups 105.813 76 1.392
Total 120.988 79
Occupation Status | Between Groups 40.109 3 13.370 15.953 .000
Within Groups 63.691 76 .838
Total 103.800 79
Monthly Income Between Groups 15.569 3 5.190 6.400 .001
Within Groups 61.631 76 811
Total 77.200 79

Sources: Compiled from Primary Data

Table-4 shows that there is a significant difference between Gender (p=.000). Marital Status (p=.008), Education Status (p=.017),
Occupation Status (p=.000), Monthly Income (p=.001), and customer value of smart phone.

FINDINGS OF STUDY

e  52.5 percent of the respondents are having smart phone.

61.2 percent of the respondents agreed that attractive products or services while offer.

e 46 percent of the respondents agreed that company charged fairly price for similar product.

e  51.2 percent of the respondents agreed that provide more free services to the customers.

e 49 percent of the respondents strongly agreed that getting fair price from other competitive smart phone.
e 56 percent of the respondents agreed that smartphone is provided with good value.

e 45 percent of the respondents agreed that comparing other company smartphone is provided with good value.
e 74 percent of the respondents strongly agreed that smart phone creates things that are more positive.

e 62 percent of the respondents strongly agreed that encourage friends and relatives to buy a smart phone.
e 58 percent of the respondents agreed that give positive messages through some internet message board.
e 33 percent of the respondents continue to do the business with the present smart phone.

e 36 percent of the respondents agreed that do more business with smart phone.

e  37.5 percent of the respondents agreed that a great deal of time and effort into get used to a new smart phone.

25 percent of the respondents disagreed and strongly disagreed that too much cost to switchover to another smartphone.

SUGGESTIONS

e Most of the respondents are graduates but it will be used by business men and professionals the usage of smart phone is
increased.
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e Most of the respondents are earned below Rs. 5000. Therefore, they could not spend more money to buy a smart phone.
Therefore, the companies are maintained the moderate price level, and give more offers to them they are getting a
chance to buy a better smart phone.

e Most of the respondents agreed that the company provide more free services to the customers. Therefore, the company
continues a facility it will help to maintain the smart phone very easily.

e Most of the respondents agreed that smart phone gives positive things to the customers. So that they post more number
of messages through smartphone internet usage.

e  Many businessmen has agreed that do more business with smart phone because it will help more ideas to improve the
business.

CONCLUSION

This study concludes that customer satisfaction is significantly related with perceived service quality and perceived value. As the
gap between perception and expectation is negative we can concluded that customer has more expectation than they actual
received. If management wants to enhance customer’s satisfaction evaluations, it would be more beneficial to influencing
customer’s perceptions of the service performance than altering their expectations.
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A STUDY TO ASSESS CURRENT BEHAVIOURAL TREND
AMONGST STUDENTS TOWARDS ONLINE SHOPPING

V. Ambika® Dr. M. Pitchaimani!’

ABSTRACT

Online shopping offers the customer a wide range of products, services wherein he/she is able to compare the price quoted by
different suppliers, and choose the best deal from it. Internet marketing is conceptually different from other marketing
channels and internet promotes a one-to-one communication between the seller and the end user with round the clock
customer service. The consumer, in case of online shopping can buy the selected product rapidly by doing some clicks from
home or work saving time and energy in spite of the larger distance arising from the endless and unlimited market offered by
the internet.

In addition, the internet can also facilitate the shopping of consumers with reduced mobility. Despite these motivational
factors, there are various transaction and non- transaction issues involved such as internet users being uncomfortable while
giving their credit card number, personal information, etc.. Which act as discouraging factor?

Online shopping is new, it is an upcoming stage, and there are no fixed rules to live by .Consumers are slow in showing
interest in online shopping. However, the future for internet shopping looks bright and promising.

KEYWORDS

Online Shopping, Consumer Attitude, Consumer Behaviour, Promotion Strategies etc.

INTRODUCTION

The world of internet practically can be considered as an endless market, where a consumer living in any country of the world can
get into a contractual relation with a trader operating in any other country of the world. From the aspect a cross-border purchase is
when the consumer buys goods from any web trader settled anywhere in the world outside his / her country of residence. Due to
the differences in language and legislation environment, furthermore sometimes in commercial traditions it is particularly essential
to consider whether to buy the selected product from a web store operated by a foreign trader.

The consumer, in case of online shopping can buy the selected product rapidly by doing some clicks from home or work saving
time and energy in spite of the larger distance arising from the endless and unlimited market offered by the internet. In addition,
the internet can also facilitate the shopping of consumers with reduced mobility. Since the consumer does not have to go to the
premises of the trader, and is not limited by the opening hours, he/she can place an order at all times. Such items can also be
purchased that are not available in the surroundings of the consumer, thus the choice of goods is significantly broader, and
furthermore the delivery can be requested not only to the place of residence but to the workplace, as well. The offers on the
internet can be easily compared, therefore the consumer can buy the product with the most favourable conditions (price, quality,
other discounts) tailored to the individual’s needs.

Besides the advantages however, it is good to know that there may also be risks connecting to online shopping, since the
conclusion of the contract is done without personal interaction, and the consumer sitting in front of a computer/screen tends not to
think over or consider his/her intention of buying. The consumer being as a layman not a professional player of the deal is in a
defenseless situation. This is manifested in a twofold information deficit concerning on the one hand the product to be bought and
on the other hand concerning the identity of the trader.

The consumer only has a limited amount of information concerning the product, which is provided by the trader on the website,
moreover he / she cannot physically check or try the product, whether the actual characteristics are matching the stated ones
referred to on the website or not, and its quality is the same as expected.
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STATEMENT OF PROBLEM

e  Online purchasing of goods are cheap, convenient (speedy transactions, saving time, attractive sales promotional offers)
etc.

e  Transactional and non- transactional issues involved such as internet users being uncomfortable while giving their credit
card number, personal information, etc.

e  Consumers are not aware of online shopping and shows less interest towards it.

e  However, the future for internet shopping looks bright and promising. Therefore, this study aims to examine the attitude
of online shopper.

OBJECTIVES OF STUDY
The specific objectives of the study are:

e  To identify the key factors influencing online shopping behaviour of students.
e  To analyze the satisfaction level of students.
e  To study the influence of education on students attitude towards online shopping.

REVIEW OF LITERATURE

Amin P. D., and Amin, B., (2010) made an attempt to summarize the key findings from various research studies relating to gender
based differences in case of online shopping activities. The stronger influence of perceived case of purchasing on both attitudes
and online shopping intentions for female compared to males indicates that online shopping intentions and attitudes are sensitive
to female perception, given a higher demand for the physical environment or a strong desire for the sensory pleasures associated
with touching a product. Finally, the gendered nature of conventional buying emerged clearly-women prefer emotional and
psychological involvement in the online and offline shopping process; whereas men focus on efficiency and convenience in
obtaining shopping outcomes from actual product.

Banerjee, Dutta, and Dasgupta. (2010) conducted a study on “customer's attitude towards online shopping”. The study revealed
that among the 202 respondents who shopped online, 89.1%were satisfied and 96.1% satisfied customers also intended to indulge
in online shopping in the future. It could be concluded that the availability of extensive and current information was the most
important factor, which influenced Indian customers to shop online. The researcher also revealed that there was a significant
association between online shopping and monthly family income, frequency of internet usage, and time spent per session on
Internet usage.

Broekhuizen and Huizingh (2009) conduct a study on” Online purchase determinants: Is their effect moderated by direct
experience.” The purpose of this paper is to examine the moderating influence of direct online shopping experience in an e-
commerce context. Compared to the purchasers, the inquirers were more concerned with the perceived enjoyment, risk and price
attractiveness offered by the website, while caring less about time / effort savings. Inquirers were negatively influenced by the
price attractiveness of their chosen insurance, which indicates that they were less likely to use the website for future transactions if
they were satisfied with their current price.

Guidelines for managers of websites for financial services about how to convert inquirers into buyers and improve the loyalty of
online buyers. Draws upon insights from marketing, e-commerce and information systems to provide substantial support for the
hypotheses regarding the moderating influence of direct online shopping experience.

Torben Hansen, Jan Meller Jensen, (2009) conduct a study on “Shopping orientation and online clothing purchases: the role of
gender and purchase situation”. This paper seeks to investigate shopping orientation and online clothing purchases across four
different gender-related purchasing contexts. A conceptual model for understanding the impact of shopping orientation on
consumer online clothing purchase is proposed and tested both in a general setting and across purchasing contexts. The results
support the expected differences in men's and women's shopping orientations and willingness to purchase clothing online. On
average, consumers indicate that reduced difficulty in selecting items is sorely needed when purchasing clothing online. However,
when evaluated across different purchasing situations, perceived difficulty in selecting items is an important action barrier only for
women. Less fun significantly affected online clothing purchases for men purchasing clothing for themselves, but not for women
doing the same.

Miao Zhao, Ruby Roy, Dholakia (2009), the purpose of this paper is to address the following questions in the context of a

transactional web site. How do web site attributes influence customer satisfaction? Will an increase in the performance of a
specific attribute lead to increased satisfaction? The paper identifies several relationships between interactive web site attributes
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and customer satisfaction. At this stage of web development, no attribute emerges as a “must-be” attribute; one-dimensional or
linear attributes are common but not the only category of interactive attributes. In addition, mixed and attractive attributes were
also found. Moreover, the paper confirms that Kano categories shift over time and with usage experience. Different web site
design strategies should be used depending on users' online experience and the various relationships between interactive web site
attributes and customer satisfaction. No previous research has yet examined interactivity at the attribute level. Web site designers
and managers have to make decisions regarding each attribute. Adopting the Kano methodology, widely used in other areas of
research, this paper examines the relationships between attribute-level interactivity and customer satisfaction with a retail web

site.
RESEARCH METHODOLOGY

Research Methodology is a way to systematically solve research problem, various steps are adopted in study the problem along
with the logic behind them.

Sampling Procedure

The data for the study was gathered through a self-structured questionnaire. Researchers like Vrechopoulos et al. (2001) explored
that the youth are the main buyers who use the internet to buy product through online. Therefore, as the universe of this study,
researcher considered younger generation students who used internet for different purposes and were above the age of 18 years. A
self-administered questionnaire was prepared and distributed to 100 students of the selected institute. The information collected
have been edited for reliability and consistency and then presented in a master table for analysis.

Data Source

The study is both descriptive and analytical in nature, and hence, both primary and secondary data were used for the study.
Data Processing and Framework of Analysis

The primary data was processed and analyzed using percentage analysis and descriptive statistics.

DATA ANALYSIS RESULTS AND DISCUSSION

The demographic profile of the respondents is presented. The section presents the results of data analysis and conclude with
expectation and perception of the respondents Online Shopping.

Table-1: Demographic Characteristics of Respondents

Variables Categories N=100 %

Age 18-30 Years 100 100%

31-50 Years 0 0%

Gender Male 55 55%
Female 45 45%

Educational Qualification (Pursuing) Graduation 44 44%
Post-Graduation 36 36%

Professional 20 20%

Area of Residence Urban 40 40%
Rural 24 24%

Semi-Rural 36 36%

Source of Income No Income Pocket Money Only 76 76%
Less Than Rs. 5000 (Part Time Job) 16 16%

Rs. 5000 — Rs. 10000 (Part Time Job) 8 8%

Marital Status Married 0 0%
Unmarried 100 100%

Sources: Authors Compilation

The table-1 exhibit demographics traits associated that majority of the respondents were males (55%) and were aged between 18-
30 years (100%). As expected, 100% of the respondents were single and 76% of the respondents have no income, but received
pocket money. Majority of the respondents (44%) were pursuing graduation degree and only 20% were pursuing professional
degree. A maximum of 76% of the respondents from urban and semi-urban area and 24% from rural area.

International Journal of Trade & Global Business Perspectives© Pezzottaite Journals 3342 Page



Volume 6, Number 2, April — June’ 2017
] W ISSN (Print): 2319-9059, (Online): 2319-9067
PEZZOTT siF (2015): 6.533, s)IF (2016): 7.194

UGC Journal No: 48547 H5-Index: 1, H5-Median: 1, H-Citations: 1

Table-2: Buying Behaviour of Online Shoppers

Variables Categories N=100 %
Online Shopping Frequency Once in A Month 32 32%
Once in 2 Month 24 24%
Once in 6 Month 32 32%
Once in A Year 12 12%
Number of Years Since Shopping through Online Less Than a Year 24 24%
1-2 Year 60 60%
2-3 Year 16 16%
Sources of Idea about Online Shopping Referred By | Friends / Colleague / Family Member 56 56%
Online Advertisement 28 28%
Product Rating 16 16%
Sources of Idea about Online Shopping Websites Friends 60 60%
Search Engine 36 36%
Advertisement 4 4%
Motivating Factor of Online Shopping Wide Variety of Products 64 64%
Shop At Any Time of the Day 20 20%
No Need to Travel to the Shop 16 16%
Mode of Payment Cash on Delivery 76 76%
Credit / Debit Cards 20 20%
Bank Transfer 4 4%

Sources: Authors Compilation

Respondents’ Online Buying Behaviour: The Online Shopping process consists of steps similar to those associated with
traditional shopping behaviour. Online shopping Behaviour depends up on consumers’ psychological state in terms of making or
not making purchase on the net.

Shopping Frequency: With regards to online shopping frequency, the table-2 shows that majority of the respondents shop
products frequently, 32% purchase product once in a month, 24% shop product once in two months and 32% shop once in six
months, while only 16% shop product once in a year. (60%) of shopper prefer shopping the products and services through online
for 1-2 years. Only 32% percentage of online shoppers had been shopping product over internet for 2-3 years. The trend of online
shopping present in India for many years, but it is only in the recent years that this trend of online shopping has been catching up.

Information seeking and Purchase Decision: Majority of the respondents find information about online shopping from their
friends, colleagues and family members and 28% get the idea through online advertisements and only 16% get the information
from other sources. Majority of the respondents get the idea about shopping websites from their friends and through search
engines. Only 2% of the respondents reach various shopping sites through the advertisements in press and media.

Motivating Factor: Majority of the respondents opines that availability of wide variety of products is one of the main motivating
factors in online shopping. Other motivating factors are shopping can be done at any time of the day and no need to travel to shop.

Mode of Payment: 76% of the respondents availed the facility of free home delivery and they made the payment at the time of
delivery of the product. 40% of the respondents made payment through credit card and debit card.

Table-3: Respondents Attitude towards Online

Shopping Respondents Attitude towards Online Shopping Mean S.d.
Online Shopping Saves Time 1.96 0.39

Shopping can be Done at Any Time 1.71 0.51

Wide Variety of Products 1.81 0.58

Accurate Description about Product 2.10 0.90

Online Shopping is as Secure as Traditional Shopping 3.15 1.65
Online Shopping is Risky 3.76 1.56

Long Time is Required for the Delivery of Product 2.24 1.64

Sources: Authors Compilation
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Items are measured on 5 point scale where strongly agree =1 and strongly disagree =5, Mean =Average score, and SD = Standard
Deviation.

The average mean attitude score for the statements 1-3 was less than two, indicating respondent’s positive response towards these
statements. Through these statements, respondents agree that online shopping is save time of the consumers, it offers wide variety
of products and accurate description about product. Also, agree that consumers can shop product at any time of the day. As per
statement, 5 respondents opined that, online shopping is not as secure as traditional shopping. Respondents strongly disagree with
the statements 6. They opined that, online shopping is not risky, it is not complex when compared to traditional shopping and
necessity of having bank A/c not create any kind of difficulty. In statement 7, respondents agree that long time is required for
delivering the product.

The result of the analysis imply that Perceived risk, internet trait, attitudinal traits and convenience are the four dominant factors,
which influenced the decision of young generation students. Youngsters are technologically brilliant, efficient in surfing the net
and enjoy internet browsing for fun and information. While online, they use their computer capabilities for number of activities
such as conducting research, obtaining news, job searches communicating via e-mail, etc. The element of risk in terms of delivery
of products, safety in payment through credit card, doubt in quality of product delivered, fear of misusing personal information
and non-returnable policy of goods etc. influenced young decision to purchase product online. Further the findings of this study
implies that convenience have a positive impact on attitude towards online shopping. Online consumers are motivated by price
consciousness and convenience. Therefore, online retailers are made as simple and as inexpensive as possible for customer to shop
online.

Relationship between Factors Influencing Online Shopping and Educational Qualification of the Respondents.

Hypothesis: There is no significant relationship between educational qualification of the respondents and factors influencing
online shopping.

Table-4: Educational Qualification of the Respondents and Factors influencing Online Shopping

Factors Educational Qualification Total
Graduation Post Graduation Professionals

Easy Payment 4 2 2 8

No Need To Travel 5 6 2 13
Shopping At Any Time 11 10 6 27
Global Brand 6 6 6 18

New Variety Of Product 18 12 4 34
Total 44 36 20 100

Sources: Authors Compilation

Table-5: Test Statistics

Chi- Square D F Significant Value Significant / Not Significant
5.0521 12 | 751 Not Significant
Sources: Authors Compilation

Table-4 and 5 depict the relationship between Educational Qualification of the respondents and factors influencing Online
Shopping. For a majority of the graduates and post graduates,” wide variety of products “was the major factor for influencing
online shopping. Majority of professionals, Shop at any time and access to global brand are the major factors influencing online
shopping. Table-5 states that at the 5% level of significance, the chi-square value (.751997) is not significant. Therefore,
educational qualification of the respondents and factors influencing online shopping are independent.

SUGGESTIONS

e  The government should compel the online shopping sites to detail their privacy for conflict resolution.

e Online security is found to be major issue influencing the future diffusion of online shopping. The fear of purchasing
online by using a credit would be reduced if the companies and different banks collaborate, and the banks maintain
online accounts directly.

e As the complexities and security issues surrounding e- payments increase, online retailers can outsource the payment
processing work to companies providing secure e- payment solutions.
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e  To boost the confidence of the existing and new online shoppers, government should provide adequate legal framework
to ensure stringent measures are taken against people who indulge in online fraud.

e  Government should provide affordable and high-speed internet access to the people across the country.

e  Online marketers should use innovative and reachable sales promotion strategies to attract customers towards online
shopping.

e  Online marketers should take conscious efforts to reduce the complexities of online shopping.

e  Online sellers should use techniques such as money back guarantee, better after sales service, replacement of damaged
products, 24*7 customer complaint receiving cell etc. to boost confidence in the mind of consumers.

CONCLUSION

Online shopping is becoming increasingly popular for a variety of reasons:

Online shoppers are young, highly educated, active, intensive, and are expert users of the internet.

They have a strong positive perception towards online shopping and generally spend a very low amount on online shopping.

e Through the findings of this research, online retailers could better realize online consumers’ expectations and the
determinants of consumers’ behaviour.

e By understanding the key drivers that could affect online consumers’ attitude towards online shopping, online retailers
would be able to formulate and implement their e-business strategy efficiently and effectively and possess stronger
competitive advantage.

e The largest driving factor for online shopping is convenience. For example, online vendors should pay more attention to

applying the marketing mix of high product quality, lower price, discount, free delivery fee, or gift and do their best to build,

enhance, and maintain their good reputation.
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A STUDY TO ASSESS PARENTS OPINION ON INFLUENCE OF
TELEVISION ADVERTISEMENT WITH RESPECT TO FOOD HABITS
AMONGST CHILDREN OF TIRUPPUR CITY

R. S. Sowmya!! K. Kaleeswari'?

ABSTRACT

Advertising is a form of marketing communication used to persuade an audience to take or continue some action, usually with
respect to a commercial offering, or political or ideological support. Advertising are usually paid for by sponsors and viewed
via various media. Television is the most powerful media among them. Commercial ads often seek to create a need in the
minds of people and to generate increased consumption. Another significant trend regarding future of advertising is the
growing importance of the niche market using targeted ads. Advertisement of Food products mean for children is example of
niche market advertising. It makes a child, a consumer even before the age of 4. The new generations of children are spending
most of their time in front of television and their eating habits are somehow influenced with the advertisements. More than one
quarter of television advertisements during evening programs based on food advertisement because children more like the
food advertisement. Children buying behavior also depends on the TV viewing hours because when children watch more TV
the watch more advertisement and purchase more products. This research paper attempts to find out the level of influence of
television advertisement on the eating habits of children in Tiruppur. This study is based on the response of 200 parents who
have child in between 2-10 years, in Tiruppur districts.

INTRODUCTION

Advertisement influences children and their behavior in the society. Their impacts on the children are universal. The severity of
television influence varies from child to child. Initially, children face problems in deciphering television programs. In Pakistan,
most advertising agencies now target children through advertisements especially when advertising consumer products like
chocolates, confectionary bars. Advertising agencies understand the role of children in buying process of parents.

Most advertising agencies now target children through advertisement. The purpose of this research to analyze the response of
children’s attitude towards television advertising.

Advertising Repetition

Research on effects of repetition on children’s understanding of advertising directed to them is equivocal and has not been
substantively updated since the 1970s, with most of it conducted over 25 years ago in the United States.

Repetition appears to be necessary to communicate an advertising message to children and may be necessary for children to obtain
all the information they need to recall and understand the content in an advertisement.

As to the effect of repetition on preferences and behavior, early researchers argued that repetition improves recall accuracy and
may affect attitudes and preferences but does not affect planned behavior.

Characters

Studies show that both real-life and animated characters are effective in attracting children’s attention to television programming
and advertising. Characters attract positive responses when children identify features about the characters they like (younger
children in particular); or identify emotionally with characters (older children in particular); and are positively associated with
memory of and attitudes toward products advertised. Owing to their cognitive underdevelopment, younger children fail to
differentiate between animated and real-life characters.

Interactive Media

There is an increasing range of media channels available to children today, with interactivity, including advertising and marketing
in new media venues, having the potential to blur the distinction between commercial and non-commercial content.
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A review of industry activity indicates that advertisers are using interactive media, such as internet games on food product
websites, to appeal to children. Children tend to be receptive to new technology in a way that older generations may not be, so it is
reasonable to expect advertisers to develop campaigns for new media and to measure their effectiveness. However, as distinct
from children’s sophistication in adopting and using new media, studies indicate that their cognitive capacity to process
advertising messages remains unchanged in the new media environment.

Given the apparent popularity of interactive websites for children, children’s sophistication with new technology and the goal-
directed and initiative-based approach of interactive media audiences, interactive marketing in new media environments may be
highly effective. On the other hand, interactive media may also be used effectively for non-commercial purposes (education and
information) with children as well as for commercial purposes.

TV ADVERTISEMENT IN FOOD ITEMS AMONG CHILDERN

Many Americans worry about how much exposure children have to advertising. We tend to think that ads targeting kids is a
relatively recent phenomenon, with the explosion of Saturday morning cartoons and children’s television programming over the
last thirty years. However, advertisers started selling directly to kids, rather than their parents, in the early 20th century.
Companies like Heinz and Palmolive published children’s stories that positively portrayed their products. By the 1910s companies
as if the Winchester Rifle Company established contests to encourage the use of their products and by the late 1920s kids could
join “clubs” and might receive prizes and higher status if they consumed more of the product.

Some companies promoted products through sponsored radio shows and even through schools, utilizing the authority of school
officials as an implicit endorsement. By mid-century, the ways advertisers could target children had multiplied. Television had
already entered most American homes, and in 1953, two of the first television shows aimed exclusively at preschoolers, “Baby
Sitter” and “Ding Dong School,” were broadcast.

Companies advertised bicycles, games, and other items on the backs of popular comic books. Food companies as if Imperial Sugar
published cookbooks aimed at teaching children to cook using their products. In 1962, McDonald’s ran its first print advertising
campaign and used cartoon-like characters to appeal to children. As interest in young consumers increased, advertisers consulted
the latest psychological studies about how best to target children, who were lumped with teenagers and young adults into a
“youth” market until the 1960s. This segmentation of the market has continued to narrow, with children now broken into two-year
age groups like “tweens” or “explorers”. By the mid-1970s, some consumer advocacy groups believed that advertising to children
had gotten out of control. Responding to consumer complaints, the Better Business Bureau formed a “Children’s Advertising
Review Unit” to better self-regulate how children were targeted. Well-known children’s advocate, Peggy Charren, testified before
congress in 1979 stating, “Children’s advertising should be considered, per se, an unfair commercial practice.”

LITERATURE REVIEW

Geyser and Reece (1971)! conducted an attitude survey of 2700 HBR (Harvard Business Review) subscribers and suggested that
businessmen regarded advertising as a great selling tool but were increasingly uncomfortable about other aspects, like its
truthfulness and social impact.

Ward (1972)* conducted research to study the effect of age on children’s awareness, understanding and discernment of TV
advertising. The results indicated that older children exhibited greater awareness in explaining commercials in terms of the
concept of sponsorship. They also understood the purpose of the commercials better and could discriminate between programmers
and commercials more readily than younger children.

Ward and Wackman (1972)3 studied purchase influence attempts by children and parental yielding. The data suggest that
influence attempts were generally part of a parent-child conflict; furthermore, mothers who restrict viewing were likely not to
yield to purchase influence attempts. Finally, mothers’ time spent watching TV was positively related to influence attempts.

Frideres (1973)* conducted a research to study the impact of toy advertising upon young children and their parents’ subsequent
buying patterns. The findings indicated that TV creates desires for toys among small children. Also, when asked where they had
first seen or heard about a toy, 78 per cent said on TV.

Barry and Hansen (1973)° examined how race affects children’s preference for TV commercials. It was found that attitudes of

children toward TV ads were dependent upon the race of both the models and the respondents. Black children stated that their
preferences were positively influenced by the presence of a black character in advertisements.
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Goldberg and Gorn (1974)¢ conducted a study on children’s reaction to television advertising. Both the effects of a child’s
expectancy of receiving a toy and the number of TV ads he sees for the toy were examined in an experimental paradigm. Seeing a
single ad for a valued toy produced more favorable reactions to the toy and increased motivated behavior to obtain it.

Robertson and Rossiter (1974) studied children’s levels of understanding of TV ads and the associated effect upon attitudes and
purchase request tendencies. Essentially, it dealt with child’s inferences as to what the communicator intends. It is primarily age
dependent. In addition, the development of persuasive intent attributions acts as a cognitive defense to persuasion.

Atkin Charles (1975)%0bserved mother-child pairs shopping in the super market. He found that 62 per cent of parents acceded to
their child’s “request” or “demand”. Conflict was recorded in 65 per cent of the cases where the request was denied by the parent
and unhappiness in 48 per cent of children was noted.

OBJECTIVES OF STUDY
e  To find out the attitude of children with the influence of TV advertisements.
e  To know the impact of child’s behavior related to food habits on the family.
e  To stud the parents agreeability towards the influence of television advertisements on children.
e  To study the problem of the television advertisement among children’s food habit.
RESEARCH METHODOLGY

Research is an academic activity and as such, the term should be used in a technical sense. Primary data is collected from the
respondents with the help of a structured interview schedule. The secondary data is collected from books, journals, dailies, and
thesis on the related issues. Apart from the secondary data is also collected from internet for getting the data about the various
statutory rules and regulations on advertising. The data is also collected from the websites of various food product companies.

e Sample Size: 200 parents who were having children in between 2-10 years.
e  Research Techniques: Convenient sampling technique.

e  Area of the Study : Tiruppur
e  Time Period: 6 months (May-October)

ANALYSIS AND INTERPRETATION

Table-1: Age (in years)

Age Number of Respondents | Percentage
Less than 25 64 32
25-30 92 46
31-35 32 16
Above 35 12 6
Total 200 100

Sources: Authors Compilation

Interpretation: The above table shows that, the age of respondents such as 46% of the respondents are 25-30 years, 32% of the
respondents are less than 25 years, 16% of the respondents are 31-35 years old and 6% of the respondents are above 35 years old.

Table-2: Age of the Children

Age of the Children | Number of Respondents | Percentage
2-4 26 13
4-6 50 25
6-8 78 39
8-10 46 23
Total 200 100

Sources: Authors Compilation

Interpretation: From the above analysis, the tables described that 39% are between 6—8 age group, 25% are between 4-6 age
group, 23% are 8-10 age group respectively, and 13% of the respondent children are between 2-4 age group.

International Journal of Trade & Global Business Perspectives© Pezzottaite Journals 3350Page



Volume 6, Number 2, April — June’ 2017
ISSN (Print): 2319-9059, (Online): 2319-9067
sAF (2015): 6.533, s/ F (2016): 7.194

PEZZOTT
UGC Journal No: 48547 H5-Index: 1, H5-Median: 1, H-Citations: 1

Table-3: Channels Watched by the Children

Channels Number of Respondents | Percentage
Regional Channels 32 16
Cartoon Channels 82 41
Geographical Channels 58 29
Sports Channels 28 14
Total 200 100

Sources: Authors Compilation

Interpretation: From the analysis, of above table shows the 41% of the respondents are watching cartoon channels, 29% of the
respondents are watching geographical, 16% of the respondents are watching regional channels, and 14% of the respondents are

watching sports channels.

Table-4: Frequency of Acceptance

Frequency Number of Respondents | Percentage | Point Analysis
Always 42 21 210
Weekly Once 54 27 216
Monthly Once 50 25 150
Rarely 46 23 184

Never 8 4 8

Total 200 100 768
Mean Value 3.84

Sources: Authors Compilation

Interpretation: From the above table, children frequency of purchase such as 27% of the respondents accept demand weekly
once, 25% of the respondent accept demand monthly once, 21% of the respondent accept demand always and 3% of the

respondent are never accept demand.

Point Analysis = Total Points Obtained
Number of Respondents

The total points obtained are 768 and the calculated mean value is 3.84, which is greater than the normal mean value 3. Hence,
most of the respondents’ are accepting the demand of the children weekly once

Ho: There is no significance difference between the age and behavior of the children if things are not bought.

Table-5: Age of the Children and Behaviour of the Children if Things are not Bought (Chi-Square Test)

Behaviour of the Children Total
Age Frustrated | Angry | Keep on Make Another Accept the
Nagging | Purchase Request Situation
2-4 7 8 4 5 2 26
4-6 7 12 16 11 4 50
6-8 7 31 21 10 9 78
8-10 15 18 3 8 3 46
Total 36 68 44 34 18 200
Sources: Authors Compilation
Chi-Square Test
Calculated X2 Value = 23.655
Degree of freedom (r-1)(c-1) = (4-1)(5-1) = 12
Table value = 21.026
Significant level = Significant at 5% level
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Result: It is observed above the table that the calculated value of chi-square is higher than the table value. Hence, the null
hypothesis is rejected and it is concluded that there is significant relationship between age of children and behavior of the children
if things are not bought.

FINDINGS OF STUDY
e  Maximum (46%) age of the respondents are 25-30 years old.
e Majority (64%) of the respondents are Female Respondents.
e (28%) of the respondents are Employee.
e  Maximum (39%) of the respondents is Under Graduate.

Maximum (41%) of the respondents receiving 30,000 to 40,000 monthly incomes.

Maximum (52%) of the respondents are having two children.

Most of the respondent’s (39%) children are between 6 - 8 years.

(41%) of the respondent’s children is watching cartoon channel.

The total points obtained are 768 and the calculated mean value is 3.84, which is greater than the normal mean value 3.

Hence, most of the respondents’ are accepting the demand of the children weekly once.

e  The total points obtained are 591 and the calculated mean value is 3.00, which is equal to normal mean value 3. Hence,
the respondents’ children often buy food products by their own.

e  The calculated value of chi-square is higher than the table value. Hence, the null hypothesis is rejected and it is

concluded that there is significant relationship between age of children and behavior of the children if things are not

bought.

LIMITATIONS OF STUDY

e  This study is limited to the geographical area, restricted to only Tiruppur city in South Tamil Nadu due to time and cost
constraints. Hence, further research can be extended to other districts in Tamil Nadu.

e  Since the survey is bounded only for 200 members, the study would not tell what the exact situation of the customer.

e  The dimensions, which we have taken in to consideration for Television Food Advertisements, are only for children at
the age of 2 — 10 years.

SUGGESTIONS

It is suggested that the parents should lead their children in various useful activities to spend their free times and to make it more
productive. The parents should show their love towards their children by advising them the harmful impact of consuming junk
foods and to follow the traditional homemade food as their food habit. Convince the children that the celebrities performing in the
ads are not giving the real information and they were paid for it. Parents should encourage outdoor games, which may help their
child to live mentally and physically healthy and it also reduce the screen time and obesity. The government should take strict
actions like banning the companies for unrealistic appeal and hiding the harmful contents.

CONCLUSION

Today, particularly young children play an important role as consumers. Especially confectionary products (Chocolates) and junk
food are concerned they do not care price of which they want to buy. In addition, they do not care whether these products are
healthy for them or not. While they are shopping, the first thing comes in their mind is to purchase the advertised products. In this
situation, the advertising has a stronger effect on younger children. As far as confectionary products are concerned, children are
influenced more by television advertisements than by the other medium of advertising.

Even though there are lots of tools to show the goods or services, television was chosen as the best way that can enhance the
company's profits greatly by most of researchers. To some extent, children have limited understanding so advertisers should not
directly persuade children to buy the product, which is shown in the advertisement. Advertisement food products can cause
obesity, effects mental health etc. It is the duty of parents to see what their children are watching on television and if they are
highly influenced by the television advertisements then parents should try to explain them what are the pros and cons of that
product by using it.
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CROWD FUNDING: INNOVATIVE WAY TO RAISE FUND FOR BUSINESS IDEA

Dr. Atiya Mahboob!?

ABSTRACT

Crowd funding / mass funding has become an increasingly momentous choice sketch of financing. It is a great way to see how
many people actually like your business idea. Crowd funding provides validation for an individual big idea and boost the
confidence level of an individual and is of the only way idea creator can be completely sure of a product / service’s
accomplishment will be if it can find out that others are willing to pay for their idea. Potential investors would want to know
exactly the same and see for themselves how many people are interested in that idea/innovation. This, therefore, draws
attention towards an individual’s product / service. The product or business idea may not attract attention, as an individual it
is essential to check out for the same it must be considered to be a good alternation option to proceed with. With the
revolution in ICT an individual has the power to gauge the interest levels of people and see how they consider. Thus, an
individual must be able to use this platform for the benefit of their business or product idea. It is not necessary to completely
rely on crowd funding. However, this idea will surely give a good start-up. In fact potential funders get rewards in return the
more creative the individual is with their thought process, the better it will be for their individual and business goals. This
paper tries to attempt to explore the concept of crowd funding, its strengths and weaknesses and its impact on achieving
business goals.

KEYWORDS

Idea, Investor, Crowd Funding, Potential, ICT, Innovation etc.

INTRODUCTION

The state of crowdfunding in India, they got a 360-degree perspective from various stakeholders like startup founders, angel
investors, venture capitalists and crowd funding platform founders. Today crowdfunding is one of the biggest sources startups or
anyone with an idea can use to bring their dream to life. One looks at Kickstarter and seeing the thousands of startups seeking
money to build their ideas, is all you need to confirm this. Of course, crowd funding is not without its risks. However, despite
these risks, crowd funding has become a popular source of funds. Crowd funding is the practice of funding a project/campaign or
venture by raising monetary contributions from a large number of people, typically via the internet. Its aim is to connect startups
with investors is witnessing a strong start-up culture that is sowing the seeds of innovation-driven growth for the future. Crowd
funding aims to work with a community of investors who are willing to fund and support this new dawn of creativity and
innovation. This is a new and exciting investment opportunity for not only high-net-worth investors but also additional retail-
oriented investors. It also offers specialty for existing entrepreneurs to grow their businesses and future entrepreneurs to take the
thrust.

REVIEW OF LITERATURE

Crowd funding is the method, which allows you to raise money from people around you. Essentially, you are looking to raise
small amounts from people around, rather than a huge investment from one or two players.

Mollick, (2013) observed in their study that crowd funding as the efforts by entrepreneurial individuals and groups to fund their
ventures by drawing on relatively small contributions from a relatively large number of individuals using an Internet.-based
platform, without standard financial intermediaries As such, crowd funding is a highly democratic tool that creates opportunities
to turn larger groups of people, who otherwise would not have access to traditional channels of finance, into small-scale
entrepreneurs.

Schwienbacher & Larralde, (2010). Crowd funding developed primarily in the arts and creativity-based industries (e.g., recorded
music, film, video games) (Agrawal et al., 2013). Nowadays, crowd funding is used as a financing source for projects and
ventures in various industries.

Agrawal et al., 2011, 2013; Ahlers Cumming, Gilinther & Schweizer, 2012; Mollick, (2013) opined that the funding process on
most crowd funding platforms is similar. It begins with a fundraiser initiating a request for funding, typically by indicating what
the target amount of funding is, what the money is needed for, and what, if anything, is offered in exchange. Potential investors
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can browse the offers, and, if interested, invest a small amount toward the target amount. The crowd funding website Crowd
funding types.

The Literature ldentifies Four Main Types of Crowd Funding

e Reward Based (Rewards-based crowd funding): The investor gets a tangible item or service in return. For example,
getting a limited edition of the product. In rewards-based crowd funding, backers contribute typically small amounts of
money (typically between $1 and $1,000 but sometimes more) in exchange for a reward.

o Equity Based: The investors get a stake in the company, so if the company becomes big, you get your percentage of the
win.

e Donation Based: The investment goes as a contribution towards a charitable cause.

e  Debt Based: The investors are paid back over a period.

Strengths and Weaknesses

Beyond raising money, there are a slew of crowd funding benefits that bear mention because if all you need is money, there are
many other, sometimes-easier ways to go about getting a springboard investment. Four key benefits of pursuing crowd funding
include:

Market Validation

To me, market validation is one of the most compelling reasons to try crowdfunding over alternative methods of raising seed
money. When John and I invented RingSafe, we got good feedback from family and friends on our idea and prototype. However,
family and friends are supportive. What we really needed to learn was whether total strangers would be willing to part with their
hard-earned money to buy our product. Through crowdfunding, you can set up pre-orders for a concept and reduce the risk of
building your first batch. Your success will also tell you whether people care about your idea at all.

Consumer Feedback

Not only do you get the very binary validation of whether your idea has legs or not, but you also get access to a pretty engaged
community of future buyers who will ask questions, provide feedback, request modifications or customizations that will expose
flaws or gaps in your offering. Along the way, we learned several things that caused us to update our offer to include both a wide
version of our product and offer it both solo and bundled with a chain. Ultimately, once we are live and in production, we know
we will primarily sell as a bundle, which is in fact going to be far more profitable for the business. That data is priceless!

Authenticity and Coverage

Though you will do a mountain of work and drive the bulk of your own exposure, most of the popular crowdfunding platforms do
provide you the legitimacy of having been vetted so that they will expose you to their community. In addition, that can be one
very engaged community who will help spread the word. For our campaign, about 30% of our traffic and pledges came from
within the Kickstarter network or referring links. This included many of our early international backers, who then proceeded to
share their find with their friends and networks. Raising funds via more traditional means does not lend you that additional
exposure right off the bat.

Funds

The fund provider does not forget the actual money. What is good and bad about the funds is that they are typically exchanged for
a reward, not equity. Good because you do not give up any part of your long-term potential gains.

DRAWBACKS OF CROWD FUNDING

For all its benefits, there are definite drawbacks to running a campaign, not least of which is the fact that all your effort may very
well be for naught. Majority of battle is not funded at all. In addition, many that do never succeed in shipping their product
because they have underestimated the complexity or cost in realizing their product. Some considerations to keep in mind that may
put a pall on crowdfunding are:

Massive Work

Seriously. To do it right, you will want to give yourself at least 3 months of prep. You will need some amount of initial investment
in marketing assets. Also, expect a 30-day frenzy during which you commit 15-20 hours per week for a team of 2-4 people.
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Depending on how much you are looking to raise, if the funds are your only goal, this may not be worth the effort. The average
raise in crowdfunding is $5,000. That is a lot of effort for $5,000. If you are not going for a bit larger amount and you do not need
the additional benefits of crowd funding.

Most Drives do not Succeed

As I mentioned earlier, 60% do not make it. $5,000 is the average successful raise. Of those that do raise, only half make more
than 10% over their goal. John and I were fortunate to fit into that camp with a goal of $15,000 and a raise of over $17,000. Keep
in mind, that puts us into the top 20% of all campaigns, and it was not exactly a blowout. There are projects like Pebble and Ouya
who blow it out, but they are very much the exception and not the rule.

Funds are allocated with Modest Scope for Growth

Because most crowd funding campaigns rely on rewards that are effectively an early-bird price for your future product, each
dollar brings with it a very real near-term commitment to produce and deliver something. This usually leaves you with just enough
funds to cover production, but not enough to grow the business. If you are planning wisely, you will want to create some amount
of buffer to help keep you going and identify what your second round of funds will look like if you are in fact successful and
decide to grow. In fact, the thought of ‘what happens next’ and the thought about crowd funding as the rationale and working
capital part that gives you the credibility and proofto go after your next growth round of funding.

CONCLUSION

e  The government should expand, not border the span of crowd funding regulation.

e  The success of real estate crowd funding authenticate the need to create more living space and help solve the hassled
housing situation.

e License may be required for the sponsors for providing financial services.

e Investors are typically private individuals looking to invest a certain part of their savings into higher risk ventures with a
higher potential rate of return. The same may be protected through regulation.

e  Crowd funding platform must genuinely team up to start an initiative that allows contributing to charities focused on
helping the needy crowd. This platform must leverage through the power of technology to raise funds.
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GST: FEATURES, IMPACT AND IT’S IMPLICATIONS

Dr. Harvinder Singh Bhalla'* Dr. CP. Meena!S Harpreet Kaur'®
INTRODUCTION

The introduction of Goods and Services Tax (GST) would be a very significant step in the field of indirect tax reforms in India.
By amalgamating a large number of Central and State taxes into a single tax, it would mitigate cascading or double taxation in a
major way and pave the way for a common national market. From the consumer point of view, the biggest advantage would be in
terms of a reduction in the overall tax burden on goods, which is currently estimated to be around 25%-30%. Introduction of GST
would also make Indian products competitive in the domestic and international markets. Through this paper, an attempt has been
made to know the composition and benefits of GST and to study the impact of GST on different sectors.

The idea of moving towards the GST was first mooted by the then Union Finance Minister in his Budget for 2007-08. Initially, it
was proposed that GST would be introduced from 1% April, 2010. The Empowered Committee of State Finance Ministers (EC),
which had formulated the design of State VAT, was requested to come up with a roadmap and structure for the GST. Joint
Working Groups of officials having representatives of the States as well as the Centre were set up to examine various aspects of
the GST and draw up reports specifically on exemptions and thresholds, taxation of services and taxation of inter-State supplies.
Based on discussions within and between it and the Central Government, the EC released its First Discussion Paper (FDP) on
GST in November 2009. This spells out the features of the proposed GST and has formed the basis for discussion between the
Centre and the States so far.

SALIENT FEATURES OF GST
The Salient Features of GST are as under:

GST would be applicable on “supply” of goods or services as against the present concept of tax on the manufacture of goods or on
sale of goods or on provision of services.

GST would be based on the principle of destination based consumption taxation as against the present principle of origin-based
taxation.

It would be a dual GST with the Centre and the States simultaneously levying it on a common base. The GST to be levied by the
Centre would be called Central GST (CGST) and that to be levied by the States [including Union territories with legislature]
would be called State GST (SGST). Union territories without legislature would levy Union territory GST (UTGST).

An Integrated GST (IGST) would be levied on inter-State supply (including stock transfers) of goods or services. The Centre
would collect this so that the credit chain is not disrupted.

Import of goods would be treated as inter-state supplies and would be subject to IGST in addition to the applicable customs duties.
Import of services would be treated as inter-State supplies and would be subject to IGST.

CGST, SGST /UTGST& IGST would be levied at rates to be mutually agreed upon by the Centre and the States under the aegis of
the GSTC.

GST would replace the following taxes currently levied and collected by the Centre:

e  Central Excise Duty;

e  Duties of Excise (Medicinal and Toilet Preparations);

e  Additional Duties of Excise (Goods of Special Importance);
e  Additional Duties of Excise (Textiles and Textile Products);
e  Additional Duties of Customs (commonly known as CVD);
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Special Additional Duty of Customs (SAD);
Service Tax;
Cess and surcharges insofar as they relate to supply of goods or services.

State taxes that would be subsumed within the GST are:

State VAT;

Central Sales Tax;

Purchase Tax;

Luxury Tax;

Entry Tax (All forms);

Entertainment Tax (except those levied by the local bodies);

Taxes on advertisements;

Taxes on lotteries, betting and gambling;

State cess and surcharges insofar as they relate to supply of goods or services.

GST would apply to all goods and services except Alcohol for human consumption.

GST on five specified petroleum products (Crude, Petrol, Diesel, ATF & Natural gas) would be applicable from a date
to be recommended by the GSTC.

Tobacco and tobacco products would be subject to GST. In addition, the Centre would continue to levy Central Excise
duty.

A common threshold exemption would apply to both CGST and SGST. Taxpayers with an annual turnover of Rs. 20 lac
(Rs. 10 lac for special category States as specified in article 279A of the Constitution) would be exempt from GST. A
compounding option (i.e. to pay tax at a flat rate without credits) would be available to small taxpayers (including to
specified category of manufacturers and service providers) having an annual turnover of up to Rs. 50 lac. The threshold
exemption and compounding scheme would be optional.

The list of exempted goods and services would be kept to a minimum and it would be harmonized for the Centre and the
States as well as across States as far as possible.

Exports would be zero-rated.

Credit of CGST paid on inputs may be used only for paying CGST on the output and the credit of SGST/UTGST paid
on inputs may be used only for paying SGST/UTGST. In other words, the two streams of input tax credit (ITC) cannot
be cross-utilized, except in specified circumstances of inter-State supplies for payment of IGST. The credit would be
permitted to be utilized in the following manner:

e ITC of CGST allowed for payment of CGST & IGST in that order;

e ITC of SGST allowed for payment of SGST & IGST in that order;

e ITC of UTGST allowed for payment of UTGST & IGST in that order;

e ITC of IGST allowed for payment of IGST, CGST & SGST/UTGST in that order. ITC of CGST cannot be
used for payment of SGST/UTGST and vice versa.

Accounts would be settled periodically between the Centre and the State to ensure that the credit of SGST used for
payment of IGST is transferred by the originating State to the Centre. Similarly, the IGST used for payment of SGST
would be transferred by Centre to the Destination State. Further, the SGST portion of IGST collected on B2C supplies
would also be transferred by Centre to the Destination State. The transfer of funds would be carried out based on
information contained in the returns filed by the taxpayers.

Input Tax Credit (ITC) to be broad based by making it available in respect of taxes paid on any supply of goods or
services or both used or intended to be used in the course or furtherance of business.

Electronic filing of returns by different class of persons at different cut-off dates.

Various modes of payment of tax available to the taxpayer including internet banking, debit / credit card and National
Electronic Funds Transfer (NEFT) / Real Time Gross Settlement (RTGS).

Obligation on certain persons including government departments, local authorities and government agencies, who are
recipients of supply, to deduct tax at the rate of 1% from the payment made or credited to the supplier where total value
of supply, under a contract, exceeds two lakhs and fifty thousand rupees (Rs. 2.5 lac).

Refund of tax to be sought by taxpayer or by any other person who has borne the incidence of tax within two years from
the relevant date.

Obligation on electronic commerce operators to collect ‘tax at source’, at such rate not exceeding one per cent. (1%) of
net value of taxable supplies, out of payments to suppliers supplying goods or services through their portals.

System of self-assessment of the taxes payable by the registered person.

Audit of registered persons to be conducted in order to verify compliance with the provisions of Act.
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Limitation period for raising demand is three (3) years from the due date of filing of annual return or from the date of
erroneous refund for raising demand for short-payment or non-payment of tax or erroneous refund and its adjudication
in normal cases.

Limitation period for raising demand is five (5) years from the due date of filing of annual return or from the date of
erroneous refund for raising demand for short-payment or non-payment of tax or erroneous refund and its adjudication
in case of fraud, suppression or willful mis-statement.

Arrears of tax to be recovered using various modes including detaining and sale of goods, movable and immovable
property of defaulting taxable person.

Officers would have restrictive powers of inspection, search, seizure and arrest.

Goods and Services Tax Appellate Tribunal would be constituted by the Central Government for hearing appeals against
the orders passed by the Appellate Authority or the Revisional Authority. States would adopt the provisions relating to
Tribunal in respective SGST Act.

Provision for penalties for contravention of the provision of the proposed legislation has been made.

States would constitute advance Ruling Authority in order to enable the taxpayer to seek a binding clarity on taxation
matters from the department. Centre would adopt such authority under CGST Act.

An anti-profiteering clause has been provided in order to ensure that business passes on the benefit of reduced tax
incidence on goods or services or both to the consumers.

Elaborate transitional provisions have been provided for smooth transition of existing taxpayers to GST regime.

BENEFITS OF GST

Make in India

Will help to create a unified common national market for India, giving a boost to Foreign investment and ‘“Make in
India” campaign;

Will prevent cascading of taxes as Input Tax Credit will be available across goods and services at every stage of supply;
Harmonization of laws, procedures and rates of tax;

It will boost export and manufacturing activity, generate more employment and thus increase GDP with gainful
employment leading to substantive economic growth;

Ultimately it will help in poverty eradication by generating more employment and more financial resources;

More efficient neutralization of taxes especially for exports thereby making our products more competitive in the
international market and give boost to Indian Exports;

Improve the overall investment climate in the country which will naturally benefit the development in the states;
Uniform SGST and IGST rates will reduce the incentive for evasion by eliminating rate arbitrage between neighboring
States and that between intra and inter-state sales;

Average tax burden on companies is likely to come down which is expected to reduce prices and lower prices mean
more consumption, which in turn means more production thereby helping in the growth of the industries. This will
create India as a “Manufacturing hub”.

Ease of Doing Business

Simpler tax regime with fewer exemptions;

Reductions in the multiplicity of taxes that are at present governing our indirect tax system leading to simplification and
uniformity;

Reduction in compliance costs - No multiple record keeping for a variety of taxes - so lesser investment of resources and
manpower in maintaining records;

Simplified and automated procedures for various processes such as registration, returns, refunds, tax payments, etc.;

All interaction to be through the common GSTN portal- so less public interface between the taxpayer and the tax
administration;

Will improve environment of compliance as all returns to be filed online, input credits to be verified online, encouraging
more paper trail of transactions;

Common procedures for registration of taxpayers, refund of taxes, uniform formats of tax return, common tax base,
common system of classification of goods and services will lend greater certainty to taxation system;

Timelines to be provided for important activities like obtaining registration, refunds, etc.;

Electronic matching of input tax credits all-across India thus making the process more transparent and accountable.
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Benefit to Consumers

e  Final price of goods is expected to be lower due to seamless flow of input tax credit between the manufacturer, retailer
and service supplier;

e It is expected that a relatively large segment of small retailers will be either exempted from tax or will suffer very low
tax rates under a compounding scheme-purchases from such entities will cost less for the consumers;

e  Average tax burden on companies is likely to come down which is expected to reduce prices and lower prices mean
more consumption.

Graph-1: Rate Classifications for Goods

B Exempted
5%
m12%
| 1B%
N 2R%
Sources: Authors Compilation
Table-1
Exempt 5% 12% 18% 28% 28% + Cess
Food Grains Coal Fruit Juices Capital Goods Air Conditioner Small Cars
Cereals Sugar Vegetable Juices Industrial Refrigerators (1% /3% Cess)
Milk Tea & Coffee Beverages Intermediaries Luxury Cars
Jaggery Drugs & Containing Milk Hair Oil (15% Cess)
Common Salt Medicine Bio-Gas Fuel Soap
Edible Oil Fertilizers Toothpaste
Indian Sweets

Sources: Authors Compilation

Table-2: Rate Classification for Services

Exempt 5% 12%-18% 28%
e Education. e Goods transport. e  Works contract. e Cinema tickets.
e Healthcare. e Rail Tickets (other | o Business Class air travel. e Betting.
e Residential than sleeper class). e Telecom services. e Gambling.
accommodation. e Economy class air | e Financial services. e Hotel / Lodges with
e Hotel / Lodges with tickets. e Restaurant services. tariff above INR
tariff below INR | e Cab aggregators. e Hotel / Lodges with tariff 5000.
1000. e Selling space for between INR 1000 and
advertisements  in 5000.
print media.

Sources: Authors Compilation
Only rates of select goods and services have been mentioned here:
e  GST rate on pearls, precious or semi-precious stones, diamonds (other than rough diamonds), precious metals (like gold

and silver), imitation jewellery, coins — 3%.
e  GST rate on rough diamonds — 0.25%.
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Graph-2
Impact of GST on the CPl Basket: Impact of GST on Excise and Sales tax:
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Sources: Authors Compilation
Sector Wise Impact of GST
Automobiles
The effective tax rate in the sector currently ranges between 30 per cent and 47 per cent.
Highlights

e  On implementation of GST, the tax rate is expected to oscillate between 20-22 per cent.
e [tis expected to drive overall demand and reduce cost for the end user by about 10 per cent.

e  The transportation time and the overall cost will be reduced, as the goods will be transferred from one state to another
by easily surpassing various octroi and checkpoints.

e In addition to this, the cost for the logistics and supply chain inventory will be curtailed by almost 30-40 per cent.
Impact
e Inalongrun, GST is expected to remain positive for automobile sector.
Consumer Durables
The current tax rate for the sector ranges between 7 per cent and 30 per cent.
Highlights

The implementation of GST will essentially benefit companies, which have not availed tax exemptions in the past.
It will lead to the reduction of the price gap between the organized and unorganised sector.

e The warehouse / logistics costs across the operational and non-operational segments will be curtailed. This will improve
the operational profitability by almost 300-400 bps.

e  The 7% Pay Commission is also expected to boost demand and fund inflow in the consumer durables sector by the end
of the year.

Impact

e  The impact may remain neutral or negative, specifically for companies, which either enjoy tax exemptions or fall under
the concessional tax bracket.

Key Beneficiaries

CGCE, Havells, Voltas, Blue Star, Bajaj Electricals, Symphony, and Hitachi.

International Journal of Trade & Global Business Perspectives© Pezzottaite Journals 3362Page



Volume 6, Number 2, April — June’ 2017
ISSN (Print): 2319-9059, (Online): 2319-9067

& d3 &
PEZZOTTAITE JOURNALS sAF (2015): 6.533, s/AF (2016): 7.194
UGC Journal No: 48547 H5-Index: 1, H5-Median: 1, H-Citations: 1
FMCG
Impact

e  The impact may remain neutral or negative, specifically for companies, which either enjoy tax exemptions or fall under
the concessional tax bracket.

Key Beneficiaries: CGCE, Havells, Voltas, Blue Star, Bajaj Electricals, Symphony, Hitachi.
Furnishing and Home Decor
Impact
e  Currently, the effective tax rate for the sector ranges above 20 per cent.
Highlights

After the implementation of GST, paints and other construction chemicals companies will benefit from lower tax rate.
At present, the market share for the organized sector is about 65-70 per cent. Effective tax correction practices under the
GST regime will ensure that the price difference amongst the unorganised sector and the organized sector is narrowed.
This will improve opportunities for the organized sector.

e  The overall cost and competitiveness in products such as like ceramic tiles, faucets, sanitary ware and plywood &
laminates manufacturer will be curbed.

Impact

e Implementation of GST is expected to bring the unorganised sector under a uniform tax base and improve growth
opportunities for the organized sector.

Key Beneficiaries

Asian Paints, Berger Paints, Kansai Nerolac, Akzo Nobel, BASF India, Pidilite, HSIL, Cera Sanitaryware, Greenply, Greenlam
Industries, H&R Johnson (Prism Cements), and Kajaria Ceramics.

Graph-3

Current Tax Structure of India
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Logistics
Highlights

The implementation of GST will lead to lower transit time and thereby generate higher truck utilization. This will boost demand
for high tonnage trucks and lead to overall reduction in transportation costs. It will facilitate seamless inter-state flow of goods,
which is expected to directly accelerate demand for logistics services.
Impact
The logistics sector is largely fragmented and comprises many unorganized players. Several players in the unorganised sector
avoid tax, which generates a cost gap between them and the organized players. With the GST coming into picture, we expect an
overall positive impact, with a reduction in the cost competitiveness as all the players will be brought under a uniform tax base,
thereby improving growth opportunities for the organized players.
Key Beneficiaries
VRL Logistics, GATI, Blue Dart, Transport Corporation of India, Snowman Logistics.
CEMENT
Currently, the tax on cement ranges between 27 per cent and 32 per cent.
Highlights

e  The tax rate for the cement sector is expected to decline to 18-20 per cent under the GST regime.

e  This is expected to lead to savings in the transportation cost, which currently comprises up to 20-25 per cent of total

revenue.
e  Thereby, overall realizations of cement companies will substantially improve post GST rollout.

Impact

e The impact of GST will be positive, as the companies will also be able to save on their logistic costs, due to
rationalization of warehouses and lower transportation costs (due to decline transit time).

Key Beneficiaries
ACC, Ultratech, JK Cement, Shree Cement.
Entertainment

We have divided in two main categories i.e. Multiplexes and Media. We expect a significant impact on both the sectors after
implementation of GST.

Multiplexes

This category attracts different taxes such as service tax, entertainment tax and VAT among others. Currently, the effective tax
ranges between 22-24 per cent.

Highlights

e [tisexpected GST tax rate will trickle down to 18-20%.
e Reduction in taxes will lead to an increase in average ticket price (ATP) and higher revenue.

There exist several challenges pertaining to:
e  Availability of limited credit for service tax paid on lease rentals, maintenance cost, advertisements, and security

charges.
e No credit is available on the taxes paid on capital expenditure.
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The VAT credit on available on the purchase of F&B can be offset against VAT liability on F&B sales.

Entertainment tax rate on box office collections ranges between 22-24 per cent and the same is not cenvatable against
any input taxes.

e These will be addressed after the implementation of GST.
Impact
e The overall impact is expected to be positive and Ebitda margins of players are expected to increase by 250-350 bps.
Key Beneficiaries
PVR, Inox Leisure.
MEDIA

Currently, the effective tax rate for the DTH providers ranges between 20-21 per cent (this includes service tax of 14 per cent and
entertainment tax of around 5-7 per cent). The effective tax range for the broadcasters is around 14-15 per cent.

Highlights

On implementation of GST, a blanket rate of around 18-20 per cent will apply, which is lower than current tax rate for the DTH
provider and higher for the broadcaster.

Graph-4
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Currently the news and print sector is exempted from all indirect taxes. Post GST, we expect concessional rates to be introduced
in this sector.

Impact

e Implementation of GST will be healthy for the DTH providers and downbeat for broadcasters.
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e The overall impact on the news and print sector will be neutral.
Key Beneficiary

e DishTV,
e  Marginally Negative: Zee, Sun, HT Media and Jagran Prakashan.

PHARMA

Currently, the sector enjoys various location-based tax incentives. The effective tax rate (excise duty) for most companies is much
below the statutory tax rate (6 per cent).

Highlights

e The concessional tax bracket for the sector is expected to continue.

e The existing tax exemptions will continue until expiry of the tax exemption period. Going forward it will be difficult to
bring forth the new exemptions.

e  GST is also expected to address inverted duty structure and lower logistic costs for the sector.
Impact
It is expected remain neutral for the pharmaceutical sector.
CONCLUSION
GST lower the burden of various tax payers as earlier the manufacturer or supplier have to pay different tax on different activities.
GST have a boosting impact on economic growth. The above study shows that GST has impact on different sectors except
pharma. Last but not the least, this tax, because of its transparent and self-policing character, would be easier to administer.
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SUSTAINABLE BUSINESS THROUGH CORPORATE GOVERNANCE

Dr. Mahesh Agnihotri'’” K. Prabhu Sahai'$

ABSTRACT

India’s economic reforms after 1991 are making steady progress. The stature of Indian corporate structure has brought many
changes. A good corporate policy has been brought in place. Good Corporate Governance ensures that the business
environment is fair and transparent and that companies can be held accountable for their actions. On the other hand, fragile
Corporate Governance leads to dissipate, unprofessional conduct, and bribery. It is also important to remember that although
Corporate Governance has emerged as a way to manage modern joint stock corporations; it is equally significant in state-
owned enterprises, cooperatives, and family businesses. Regardless of the type of business enterprise, only Good Governance
can deliver sustainable good Business Performance. Better access to external finance, lower costs of capital, improved
business sustainability, high firm value and share performance, reduced risk of crisis and scandals. In fact corporate
governance relies on four important pillars of responsibility, equality, transparency and autonomy,; and not to ignore on a
strong base of Ethics. Companies build on ethics and four pillars are agreed as corporate governance leaders and these
leaders should act as role model. This paper discusses about two important principles namely ethics and internal governance.

KEYWORDS

Corporate Governance, Ethical Policy, Transparency, Business Sustainability etc.

INTRODUCTION

There is an alarming need to practice good governance as high profile businesses are worsening the impact of corporate
governance system on economic efficiency with a strong emphasis on shareholders welfare. Organizations should develop a code
of conduct for their directors and executives that promotes responsible and ethical decision-making. According to SEBI,
Corporate Governance is the acceptance of absolute rights of shareholders as the true owners of the organization and of their own
role as trustees on behalf of the shareholders. It is about commitment of values about ethical business conduct about making a
distinction between about personal and corporate funds in the management of a company.

METHODOLOGY

Type of Study: Descriptive in Nature.

Sources of Data: Secondary data Used.

Limitations and Scope of the Study: The study is limited to two important issues of Corporate Governance namely Ethical
Aspects and Internal Governance.

REVIEW OF LITERATURE

Okehalam and Akinboade (2003) defined corporate governance as the manner in which the power of a corporation is exercised
in the stewardship of the corporation’s total portfolio of assets and resources with the objective of maintaining and increasing
shareholder value and satisfaction of other stakeholders in the context of its corporate mission.

Hampel, Sir Ronnie (1998), committee on corporate governance in its final report witnessed corporate governance and its growth
through various codes and guidelines issued by a variety of bodies ranging from committees, appointed by government
departments and usually including prominent respected figures from business industry, representatives from the investment
community, representatives from professional bodies, and academics, through stock exchange bodies, various investor
representative groups, and professional bodies, such as those representing directors or company secretaries.

According to Dalton et al, a very real threat to the exercise of independent judgment by the board of directors is the dual role of
CEO as board chairperson. Here the top managerial officer of the corporation simultaneously serves as chairperson of the board,
which has the charter of monitoring and evaluating top management. This dual role would seem to suggest a certain conflict of
interest. Further, he questioned if it is appropriate to get the person to be evaluated is the head of the evaluation team?
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Internal Governance

They are responsible for establishing and maintaining internal controls and have evaluated the effectiveness of internal control
systems of the company; and they have disclosed to the auditors and the Audit Committee, deficiencies in the design or operation
of internal controls, if any, and what they have done or propose to do to rectify these Cases of corporate governance.

Ethical Aspects

Corporate governance is about ethical conduct in business. Ethics is concerned with the code of values and principles that enables
a person to choose between right and wrong, and therefore, select from alternative courses of action. Further, ethical dilemmas
arise from conflicting interests of the parties involved. In this regard, managers make decisions based on a set of principles
influenced by the values, context and culture of the organization. Ethical leadership is good for business as the organization is
seen to conduct its business in line with the expectations of all stakeholders. What constitutes good Corporate Governance will
evolve with the changing circumstances of a company and must be tailored to meet these circumstances. There is therefore no one
single model of Corporate Governance.

Narayana Murthy Committee

The Committee’s recommendations in the final report were selected based on parameters including their relative importance,
fairness, and accountability, and transparency, ease of implementation, verifiability and enforceability. The key mandatory
recommendations focus on strengthening the responsibilities of audit committees; improving the quality of financial disclosures,
including those related to related party transactions and proceeds from initial public offerings; requiring corporate executive
boards to assess and disclose business risks in the annual reports of companies; introducing responsibilities on boards to adopt
formal codes of conduct; the position of nominee directors; and stock holder approval and improved disclosures relating to
compensation paid to non-executive directors.

Non-mandatory

Recommendations include moving to a regime where corporate financial statements are not qualified; instituting a system of
training of board members; and the evaluation of performance of board members.

Kumar Mangalam Birla Committee

The Securities and Exchange Board of India (SEBI) appointed a committee on corporate governance on 7 May 1999, with 18
members under the chair of Kumar Mangalam Birla with a view to promoting and raising the standards of corporate governance.
The committee’s terms of reference were: (a) to suggest suitable amendments to the listing agreement (LA) executed by the stock
exchanges with the companies and any other measures to improve the standards of corporate governance in the listed companies
in areas such as continuous disclosure of material information, both financial and non-financial, manner and frequency of such
disclosures, responsibilities of independent and outside directors, (b) to draft a code of corporate best practices, and (c) to suggest
safeguards to be instituted within in the companies to deal with insider information and insider trading. The committee submitted
its famous and oft-quoted report to SEBI after several sittings of debates and deliberations. The Kumar Mangalam Birla
Committee’s report is indeed a veritable landmark in the evolution of corporate governance in India.

The Birla Committee’s recommendations consist of mandatory recommendations, and non-mandatory recommendations:
Mandatory Recommendations

*  Applicability,

. Board of Directors,

e Audit Committee,

¢ Remuneration Committee,
e Board Procedures,

*  Management,

e Shareholders.

Naresh Chandra Committee Report
They are responsible for establishing and maintaining internal controls and have evaluated the effectiveness of internal control

systems of the company; and they have also disclosed to the auditors and the Audit Committee, deficiencies in the design or
operation of internal controls, if any, and what they have done or propose to do to rectify these; They have also disclosed to the
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auditors as well as the Audit. Committee, instances of significant fraud, if any that involves management or employees having a
significant role in the company’s internal control system.

Whistle Blower Policy: Mandatory recommendation Personnel who observe an unethical or improper practice (not necessarily a
violation of law) should be able to approach the audit committee without necessarily informing their supervisors. Companies shall
take measures to ensure that this right of access is communicated to all employees through means of internal circulars, etc. The
employment and other personnel policies of the company shall contain provisions protecting “whistle blowers” from unfair
termination and other unfair prejudicial employment practices.

Mandatory Recommendation

Companies shall annually affirm that they have not denied any personnel access to the audit committee of the company (in respect
of matters involving alleged misconduct) and that they have provided protection to “whistle blowers” from unfair termination and
other unfair or prejudicial employment practices. The appointment, removal and terms of remuneration of the chief internal
auditor must be subject to review by the Audit Committee. Such affirmation shall form a part of the Board report on Corporate
Governance that is required to be prepared and submitted together with the annual report.

RECENT ISSUES
Tata Sons

"After being replaced as Chairman of Tata Sons, Mr. Mistry ceases to be a Tata employee. It is he who is violating the Guidelines
that he himself propounded, and not Tata," a Tata Sons spokesperson said.

The response was to Mistry's office issuing a statement saying the ousted chair was fighting to protect the conglomerate from
"capricious" decision-making by Interim Chairman Ratan Tata.

Refuting remarks that he was trying to take over control over all Tata Group activities, Mistry's office alleged that those
individuals were seeking to procure unpublished price sensitive information from listed group companies, breaking down
governance.

Infosys

The founders led by N. R. Narayana Murthy, it was said, were unhappy with corporate governance at Infosys, particularly a hefty
severance package of Rs. 17.38 crore given to former chief financial officer (CFO) Rajiv Bansal and a 55% hike in pay awarded
to Sikka.

The whispers steadily grew louder over the past few weeks and then, everything burst into the open when Narayana Murthy, in a
published interview on 10 February, tore into the Infosys board headed by non-executive chair R. Seshasayee and the nomination
and remuneration committee led by Jeffrey Lehman.

“We strove hard right from the day Infosys was founded till the day we left the company voluntarily on October 14, 2014, to make
Infosys the best-governed company in India and on Nasdaq,” Murthy mentioned.

CONCLUSIONS

* It must be ensured of accountability and responsibility towards shareholders.

*  Ensuring enforcement of regulations.

* As frauds have become undeniable facts of corporate life, it is mandatory to ensure appropriate Governance in the
interest of all stakeholders.

*  Measures to be initiated to prevent fraud rather detect.

*  Controlling measures to be taken up through internal transparency and audit.

*  As Corporate Governance represents ethical arrangement where decisions are taken, it must be ensured that businesses
must execute competently through good governance.

*  Businesses must inculcate truth and confidence among the investors and other stakeholders.

*  Corporate Governance enables to raise funds and attract foreign investments and ensures foreign exchange.
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INDIAN DEVELOPMENT: REGIONAL DISPARITIES
ON SELECTED PERSPECTIVES

Dr. Sheetal Mundra!® Dr. Lokanath Mishra?’

ABSTRACT

People are the wealth of a nation. Indeed, the basic purpose of development is to expand human choices. India is a diversified
country with 29 states and 7 union territories and in such a nation’s inclusive development is a challenge. Inclusive
development is an attempt to bring the backward sectors, classes, castes, tribes, women and marginal people into main stream
economy. Inclusive Development is exclusive rather than inclusive in India. Poverty reduction, high literacy rate, low infant
mortality rate, eradication of malnourishment are some of the important and expected outcomes of inclusive development. The
objectives of this paper are to examine the regional disparities among states and union territories of India on some of these
important and expected outcomes. 3 sigma limits for control chart of mean is used for analysis at State wise to defined control
limits whether a state is good, average or poor performer for a given parameter. The study finds that the poor performing
states on these selective parameters also have Low HDI. Further this study tries to examine the impact of Poverty Headcount
Ratio on Literacy Rate (Important component of Education Index in HDI), Infant Mortality rate (Important component of
Health Index in HDI) and Ratio of underweight and vice versa. The study concludes that the Poverty Headcount Ratio,
Literacy Rate and Infant Mortality rate are significantly impacting each other. Therefore, it is important to consider that the
human development process should well align with poverty reduction. This focus will help in achieving the desired outcomes
of inclusive development process.

KEYWORDS

Inclusive Development, Poverty Headcount Ratio, Literacy Rate, Infant Mortality Rate, Malnourishment etc.

INTRODUCTION

People are the wealth of a nation. As the economic growth model of development was questioned by the UNDP in its first human
development report of 1990, which reiterate that people, not things, are the wealth of nations (UNDP, 1990). Indeed, the basic
purpose of development is to expand human choices. People of the nation should be equitably benefited through economic
development. India is a diversified country with 29 states and 7 union territories and in such a nation, inclusive development is a
challenge. Inclusive growth policy is an attempt to bring the backward sectors, backward regions backward classes, castes, tribes,
women, and marginal people into mainstream economy.

Many economists ruminate the main objective of economic policy is the balanced regional economic growth of all the states of a
country. It designates that there must be equal expansion and progress of economic activities and increase in per-capita income of
all states. Balanced regional growth has been considered vital for national integration, political stability and economic viability.
Eventually, the issue of regional balance has been given sharp focus in all the plans, and various policies and programmes have
been adopted for fostering regional balance in the economy.

The government of India introduced Inclusive policy to overcome the neglected aspects of development. In recognition of this, the
Planning Commission had made “Faster, More Inclusive and Sustainable Growth” an explicit goal in the Eleventh Five Year Plan
(2007-2012). The Twelfth Plan seeks to fulfil are reflected in the subtitle: ‘Faster, Sustainable, and More Inclusive Growth’.
However, inclusive Development is exclusive rather than inclusive in India. The exclusion in terms of low agriculture growth, low
quality employment growth, low human development, no substantial change in poverty ratio, rural-urban divides, gender and
social inequalities, and regional disparities etc. are the problems for the nation.

The issues of regional balanced growth or regional disparity have attracted considerable attention among researchers, planners and
policymakers. Aiyar (2001), however, in a study of 19 Indian states over the period 1971-1996 finds strong evidence of absolute
divergence. He notes that the sub-national dispersion of per capita income, urbanization and literacy rates in India is greater than
that found in relatively homogeneous groups of countries like those in the European Union. While emphasizing the geography of
development, Bhandari and Khare (2002) point out that, on an average, the western parts of India have grown faster than the
eastern parts of India.
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According to Baddeley et al. (2006), economic liberalisation has intensified growth differentials between states of India.
Chaudhari and Gupta (2009) indicated disparity between and within states based on standard of living and poverty. Roy (2005)
found widening disparity between states based on poverty and location. There is rising trend of inequality in both infrastructure
and income among various regions of India (Ghosh & Prabir 2005).

Thus, Indian regional economic disparity is a matter of serious concern over the years. It seems relevant to examine whether a
considerable regional inequality persists despite the government’s efforts for its reduction. Inclusive growth is an instrument to
halve the problem of regional disparities of all kinds. Inclusive growth is a powerful instrumental approach which emphasis more
on reducing the disparities of all kinds in general and regional disparities in particular.

That is why; inclusive growth is a far cry for Indian Economy. Poverty reduction, high literacy rate, low infant mortality rate,
eradication of malnourishment are some of the important and expected outcomes of inclusive development. The objectives of this
paper are to examine the regional disparities among states and union territories of India on some of these important and expected
outcomes. The study finds that the poor performing states on these selective parameters also have Low HDI.

Further this study tries to examine the impact of Poverty Headcount Ratio on Literacy Rate (Important component of Education
Index in HDI), Infant Mortality rate (Important component of Health Index in HDI) and Ratio of underweight and vice versa and
concludes that that the human development process should well align with poverty reduction. This focus will help in achieving the
desired outcomes of inclusive development process. Our honourable Prime Minister Mr. Narendra Modi also addressed that ‘if we
want peace and development for the world, poverty needs to be tackled’ at the UN SDG (Sustainable Development Goals) Summit
on 25th September, 2015.

OBJECTIVES

e To examine the regional disparities among states and union territories of India on Poverty Headcount Ratio, Literacy
Rate, Infant Mortality rate and Ratio of underweight.

e  To study the impact of Poverty Headcount Ratio on Literacy Rate, Infant Mortality rate and Ratio of underweight, and
vice versa.

DATA SOURCES & RESEARCH METHODOLOGY

The study is exploratory in nature and based on secondary data. The data are collected from various sources: Central Statistical
Organisation, RBI; Census of India 2011; NHRD Data Sheet; India Human Development Report 2011, Data-book Planning
Commission.

In the present study considers almost all states and union territories of India (on the basis of data availability) as the sample size.
The data on Literacy Rate (%) Year 2011, Poverty Headcount Ratio (%) Year 2011-12, LM.R. (%) Year 2011, Total Underweight
(%) Year 2011-12, are considered for the sample size. To examine the disparities among the different states of India, 3 sigma limits
for control chart of mean is used for analysis at State wise to defined control limits whether a state is good, average or below
average for a given parameter. The following formula is used to define:

Upper Control Limit= p+ 3(S.D. / \n)
Lower Control Limit= p- 3(S.D. / \n)

To assess the impact of Poverty Headcount Ratio on Literacy Rate (Important component of Education Index in HDI), Infant
Mortality rate (Important component of Health Index in HDI) and Ratio of underweight and vice versa, double log model with
simple regression analysis has been done separately for the year 2011.

The results are presented with the help of SPSS.

Main Observation and Analysis

The study is based on Literacy Rate (%) Year 2011, Poverty Headcount Ratio (%) Year 2011-12, LM.R. (%) Year 2011 and Total

Underweight (%) Year 2011-12 across the states and union territories in India. 3 sigma limits for control chart of mean is used for
analysis at State wise to defined control limits whether a state is good, average or below average for a given parameter.
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Table-1: Poverty Headcount Ratio-Tendulkar Methodology Year 2011-12

n UCL LCL Category Category Category

S. Mean |(number (Upper Control |(Lower Control A B C
No. (India) |of States) | S.D. Limit) Limit) (A>UCL) | (UCL>B>LCL) |(CZLCL)

Poverty
Headcount
1 Ratio 219 35 11.909 27.94 15.86 10 7 18
Sources: Estimates are based on Tendulkar methodology, Planning Commission
Poverty Ratio

Poverty involves examining an individual’s position relative to some absolute norm and assessing the distribution of the
individuals in the society with respect to their departures from the norm (T. N. Shrinivasan, 2013).

Table-2: States in Different Category

S. Indicator States in ‘A’ States in ‘B’ States in ‘C’ States in Poor
No. Category Category Category Situation
a. Poverty 2,3,4,7, 5,8,11,17,25, 1,6,9,13,14,15,19,20,21,22,24, 2,3,4,7,
Headcount 10,12,16,18,23,32 26,31 27,28,29,30,33,34,35 10,12,16,18,23,32
Ratio

Note: Numbers represent the state name as per Appendix-1
Sources: Authors Compilation

The table-1 presents that the Poverty Headcount Ratio of 10 States is above the control limit (assuming average limit) and 7 are
within the limit but the table-2 highlights the Assam, Bihar, Chhattisgarh, Jharkhand, Madhya Pradesh, Odisha, Uttar Pradesh,
Arunachal Pradesh, Manipur and D & N Haveli are the States showing performance below the control limits (below average
limit).

Literacy Rate

India’s literacy rate (proportion of literature in the age group 7 Years and above) exhibits a steady improvement over time.
Education is essential for the growth and development of individual as well as society. Therefore, education is a major role in the
development of individual construction of society and development of economy. Thus, education is the key component of human

development (Sharma, 2007).

Table-3: Literacy Rate in Percentage in Year 2011

n UCL LCL Category Category Category
S. Mean |(number (Upper Control |(Lower Control A B C
No. (India) |of States) | S.D. Limit) Limit) (A>UCL) (UCL>B> LCL) (C<LCL)
Literacy
1 Rate 74.04 35 8.004192 78.1 69.98 18 11 6

Note: Literacy rate Female (7 Years & above)
Literacy Rate urban is combined of male & female
Sources: Authors Compilation

Table-4: States in Different Category

S. Indicator States in ‘A’ States in ‘B’ States in ‘C’ States in Poor
No. Category Category Category Situation
a. Literacy Rate 5,9,11,15,19,20,21, 2,4,6,8,10,12,13, | 1,3,7,14,18,22 1,3,7,14,18,22
23,25,26,27,28,29, 16,17,24,32
30,31,33,34,35

Note: Numbers represent the state name as per Appendix-1
Sources: Authors Compilation
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The table 3 presents that the Literacy Rate of 18 States is above the control limit (assuming average limit) and 11 are within the
limit but the table 4 depicts the Andhra Pradesh, Bihar, Jharkhand, Rajasthan, Arunachal Pradesh and Jammu & Kashmir are the
States showing performance below the control limits (below average limit).

IMR

Infant Mortality is a summary indicator of health attainments in a society. IMR refers to the number of deaths per thousand live
births in the first year of a child’s life. It reflects the probability of a child dying before the first birthday.

Table-5: I.M.R. (Infant Mortality Rate)

n UCL LCL Category Category Category
S. Mean |(number (Upper Control |(Lower Control A B C
No. (India) |of States) | S.D. Limit) Limit) (A>UCL) | (UCL>B>LCL) |(CZLCL)
LM.R.
(Infant
1 |Mortality Rate) | 44 35 16.58312 52.41 35.59 4 11 20

Note: Literacy rate Female (7 Years & above)
Literacy Rate urban is combined of male & female
Sources: Databook for Planning Commission; 22" December 2014

Table-6: States in Different Category

S. Indicator States in ‘A’ States in ‘B’ States in ‘C° States in Poor
No. Category Category Category Situation
a. LM.R. (Infant Mortality Rate) 2,10,12,16 1,3,4,5,6,7,14,21, 8,9,11,13,15,17,18, 2,10,12,16
22,2429 19,20,23,25,27,27,

28,30,31,32,33,34,35

Note: Numbers represent the state name as per Appendix-1
Sources: Authors Compilation

The table 5 presents that the Infant Mortality Rate of 4 States is above the control limit (assuming average limit) and 11 are within
the limit but the 20 States showing performance below the control limits (below average limit). Table-6 shows that Assam,
Madhya Pradesh, Odisha and Utter Pradesh are in the poor situation as showing high Infant Mortality Rate.

Malnourished

To assess the incidence of hunger or undernourishment, typically, the approach is to compare the actual food intake to the required
level. The required level, or food adequacy, can simply be defined in terms of a set of recommend dietary allowances for an
average individual in a society.

Table-7: Malnourished Status of Children under ICDS Scheme as on 31.3.2012 (% Total Underweight)

n UCL LCL Category Category Category
S. Mean |(number (Upper Control |(Lower Control A B C
No. (India) |of States) | S.D. Limit) Limit) (A>UCL) | (UCL>B>LCL) |(CZLCL)
% Total
1 | Underweight | 37.32 35 16.31 45.59 29.05 4 14 17
Sources: Malnourished Status of Children under ICDS Scheme as on 31.3.2012 (% Total Underweight)
Table-8: States in Different Category
S. Indicator States in States in ‘B’ States in ‘C’ States in
No. ‘A’ Category Category Poor
Category Situation
a. % Total Underweight 1,3,19,33 4,5,6,7,8,12,14,15,16, | 2,9,10,11,13,17,18, 1,3,19,33
21,28,31,34,35 20,22,23,24,25,26,27,29,30,32

Note: Numbers represent the state name as per Appendix-1
Sources: Authors Compilation
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The table-7 displays that the Percentage Total Underweight of 4 States is above the control limit (assuming average limit) and 14
are within the limit but the 17 States showing performance below the control limits (below average limit). Table-8 shows that
Andhra Pradesh, Bihar, Delhi and Daman & Diu are in the poor situation as showing high percentage Total Underweight.

HDI Score of Poor Performing States

Table-9
Number of the State Name of the State | HDI (2010-11)*
1 Andhra Pradesh 0.527
2 Assam 0.500
3 Bihar 0.405
4 Chhattisgarh 0.399
7 Jharkhand 0.435
10 Madhya Pradesh 0.422
12 Orissa 0.407
14 Rajasthan 456
16 Uttar Pradesh 0.411
18 Arunachal Pradesh N.A**
22 J&K .559
23 Manipur N.A**
32 D&N Haveli N.A . **
33 Daman & Diu N.A . **

Sources: India Human development Report 2011, and the HDI 2010-11 is calculated by ACGR Technique
(ACGR= [{(HDI of 2007) / (HDI of 2004)} -1]1/n * 100
Note: **Data are not available

The table-9 highlights that the states and union territories, which are identified as poor states in all the given parameters, also have
low and middle HDI score.

Impact of Poverty Headcount Ratio on Literacy Rate, Infant Mortality rate and Ratio of underweight, and vice versa for
the states and union territories of India.

The Impact of Poverty headcount ratio on literacy rate has been measured by the following regression equation.
Log Poverty Headcount Ratio « = Log a + b Log Literacy Rate¢ + ut

Table-10: The Impact of Log Poverty Headcount Ratio on Log Literacy Rate

Year | R Square F Log (Constant) | Log Poverty Headcount Ratio
2011 .548 14.183 1.976 (.000)* -.071 (.001)*

Note: *Indicates p value less than or equal to 5%

Sources: Authors Compilation

It is gleamed from above table -10 that coefficient of log Poverty Headcount Ratio is negatively and significantly affecting the log
Literacy Rate. R square shows that 54.8% changes in Literacy Rate is explained by changes in Poverty Headcount Ratio in the
year 2011. Therefore, it can be concluded that increasing Poverty Headcount Ratio is contributing in decreasing Literacy Rate in

the states and union territories of India.
The Impact of Log Poverty Headcount Ratio on Log IMR for Selective States in India

Table-11: The Impact of Log Poverty Headcount Ratio on Log IMR

Year | R Square F Log (Constant) | Log Poverty Headcount Ratio
2011 .389 5.870 1.239 (.000)* 220 (.021)*

Note: *Indicates p value less than or equal to 5%

Sources: Authors Compilation
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Table-11 implies that coefficient of log Poverty Headcount Ratio is positively and significantly affecting the log IMR. R square
shows that 38.9% changes in IMR is explained by changes in Poverty Headcount Ratio in the year 2011. Therefore, it can be
concluded that increasing Poverty Headcount Ratio is affecting in increasing IMR in the states and union territories of India.

The Impact of Log Poverty Headcount Ratio on Log Total Underweight

Table-12: The Impact of Log Poverty Headcount Ratio on Log Total Underweight

Year | R Square F Log (Constant) Log Poverty Headcount Ratio
2011 .014 .006 1.408 (.000)* -.015 (937)*

Note: *Indicates p value less than or equal to 5%

Sources: Authors Compilation

Table-12 implies that coefficient of log Poverty Headcount Ratio is negatively and not significantly affecting the log Poverty
Head Count Ratio.

The Impact of Log Literacy Rate on Log Poverty Headcount Ratio

Table-13: The Impact of Log Literacy Rate on Log Poverty Headcount Ratio

Year | R Square F Log (Constant) Log Poverty Headcount Ratio
2011 .548 14.183 9.135 (.000)* -4.211 (.001)*

Note: *Indicates p value less than or equal to 5%

Sources: Authors Compilation

Table-13 implies that coefficient of log Literacy Rate is negatively and significantly affecting the log Poverty Headcount Ratio.
The Impact of Log IMR on Log Poverty Headcount Ratio

Table-14: The Impact of Log IMR on Log Poverty Headcount Ratio

Year R Square F Log (Constant) Log Poverty Headcount Ratio
2011 .389 5.870 137 (.750)* .685 (.021)*

Note: *Indicates p value less than or equal to 5%

Sources: Authors Compilation

Table-14 shows that coefficient of log IMR is positively and significantly affecting the log Poverty Headcount Ratio.
The Impact of Log Total Underweight on Log Poverty Headcount Ratio

Table-15: The Impact of Log Total Underweight on Log Poverty Headcount Ratio

Year | R Square F Log (Constant) Log Total Underweight
2011 .014 .006 1.179 (.000)* -.013 (937)*
Note: *Indicates p value less than or equal to 5%

Sources: Authors Compilation

Table-15 exhibits that coefficient of log Total Underweight is negatively and not significantly affecting the log Poverty Headcount
Ratio.

CONCLUSION

The study concludes that the states and union territories, which are identified as poor states in all the given parameters, also have
low and middle HDI score. In addition, the Poverty Headcount Ratio, Literacy Rate and Infant Mortality rate are significantly
affecting each other. Therefore, it is important to consider that the human development process should well align with poverty
reduction. This focus will help in achieving the desired outcomes of inclusive development process. India has the largest number
of poor among all countries and it is home to one —fourth of the world’s poor. In such a scenario, the findings of the study become
relevance. It also brought into focus the potential role of the state as the principal agency in the development process.
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Appendix
Table-16

Andhra Pradesh 1 Punjab 13 Mizoram 25
Assam 2 Rajasthan 14 Nagaland 26
Bihar 3 Tamil Nadu 15 Sikkim 27
Chbhattisgarh 4 Uttar Pradesh 16 Tripura 28
Gujarat 5 West Bengal 17 Uttarakhand 29
Haryana 6 Arunachal Pradesh 18 A & N Island 30
Jharkhand 7 Delhi 19 Chandigarh 31
Karnataka 8 Goa 20 | D& NHaveli | 32
Kerala 9 Himachal Pradesh 21 | Daman & Diu | 33
Madhya Pradesh 10 J&K 22 Lakshadweep 34
Maharashtra 11 Manipur 23 Puducherry 35

Odisha 12 Meghalaya 24

Sources: Authors Compilation
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EXPLORING ENVIRONMENTALLY - RESPONSIBLE BEHAVIOR OF CONSUMERS:
EMPIRICAL EVIDENCES FROM INDIA

Dr. Monica Bedi?!

ABSTRACT

Materialistic lifestyle is becoming a universal phenomenon, and the number of individuals pursuing such lifestyle is
increasing exponentially. Materialistic lifestyle found in market oriented societies has led to the natural resources depletion
on one hand and the environmental degradation by dumping pollutants on the other. An increasing number of people know
about environmental degradation and believe that action is needed. However, too few make it a priority, and too many fail to
act when they have the opportunity. The research attempts to study environmentally-responsible behaviour among consumers.
Findings show that the greatest challenge lies with changing behaviours and institutions. Public policy changes-at local,
regional, national, and international level are essential to make individuals responsible towards environment. Environmental
problems can be overcome if we act now, act together and act differently than we have in the past. Accordingly, the research
attempts to study environmentally-responsible behaviour among consumers. The objectives of the study were to determine the
opinions and beliefs about environment, awareness about environment, attitude towards environment, actions taken /
behaviour towards environment, environmental friendly purchase behaviour.

KEYWORDS

Environmentally-Responsible Behavior, Environment Attitude, Green Purchase, Consumers, India etc.

INTRODUCTION

The liberalization of Indian economy brought about profound structural and technological changes in urban and rural areas of
India. Rapid economic growth made it possible for sizeable part of Indian population to transform their lifestyle from thrifty to
consumption-oriented. Indian consumer markets are changing fast, with rapid growth in disposable incomes. The increasing
economic development and a rapidly growing population that has taken the country from 300 million people in 1947 to more than
1.34 billion people today is putting a strain on the environment, infrastructure, and the country’s natural resources. Urban air
quality, river water quality, deforestation, household wastes, vehicle emission and hazardous industrial wastes are some of the
examples of serious environmental issues faced by the nation (Ramlogan, 1997). Maintaining ecological balance, thus, is a major
issue confronting the nation today. Accordingly, various policies and strategies are currently developed and implemented by the
government in order to ensure environment sustainability of the nation. Indian companies have started incorporating green
management practices and even carrying environment sustainable reporting practices (Chaklader & Gulati, 2015). Increased
environmental changes cannot be managed without individual people recognizing their responsibility for the environment. The
problem is that people may believe their individual actions to be insignificant .This study investigates consumers environmentally
responsible behavior, and the effect of socio demographic characteristics on their environmentally responsible behavior.

REVIEW OF LITERATURE

Environmentally-Responsible Behavior is defined as “a multifaceted concept, which includes preservation of the environment,
minimization of pollution, responsible use of non-renewable resources, and animal welfare and species preservation”.
Environmentally responsible behavior arises from environmental compassion, which is the ability to examine and sense the
surrounding environment and the changes taking place (Wahlstrom 1997). Plethora of research exists on factors affecting green
behaviour, most of them conducted to investigate the links between consumers’ attitude and behaviour (Cleveland et al., 2005;
Cheah & Phau, 2011; Leonidou & Leonidou, 2011; Urien & Kilbourne, 2011). Many studies on environmental behavior have
documented that there is a relationship between environmental knowledge and behavior. (Blake 2001; Busse & Menzel, 2014;
Cottrell 2003; D’Souza, Taghian & Khosla, 2007; Kasapoglu et al. 2002; Khan & Kirmani, 2015; Nath et al., 2013) . However,
several studies reports that environmental knowledge does not indicate environmentally friendly behavior (Barr et al., 2005; Ewert
et al., 2001; LaRoche et al., 2002;, Kilbourne et al., 2005). There seems to be a gap between knowledge and behavior. Past studies
demonstrated that quality of environment depends critically on the level of knowledge, attitude, values and practices of the people
(Schulitz and Oskamp, 1996; Mansaray and Abijoye, 1998). There are studies which reports that environmental concerns have
entered into consumer decision-making (Kumar et al., 2013; Singh, 2011). Studies have found that the most significant factor
affecting environmental related issue is not the official government policy but public awareness (Chukwuma, 1998) and the
readiness to bear the cost of minimizing the adverse impacts of their activities (Ramsey and Rickson, 1976). It is recognized that
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environmental education help create awareness, concern, recognition of the consequences of their actions and thus adopting an
environmentally responsible behavior (Salequzzman and Stocker, 2001; Bradley et al., 1999).A positive attitude towards
ecologically conscious behaviour leads to ecological responsible purchase and use of products (Hustvedt and Dickson, 2009;
Ottman et al., 2006). Over the years, a majority of consumers have realized that their purchasing behavior had a direct impact on
many ecological problems. Public opinion policies in developed countries indicate that consumers are purchasing environmentally
friendly products to protect the environment and improve the quality of Life for current and future generations (Rice et al., 1996).
According to study conducted by the Swedish Environmental Protection Agency (2005), 97 per cent of the population, thought
environmental issues will, or already have had an influence on purchase behavior. Studies suggest that US and Western Europe
are becoming more environmentally responsible in terms of their personal habits and lifestyles (Stone ef al., 1995). Studies in the
Indian context are also gaining momentum and attempting to explain environment responsible behavior (Kumar et al., 2013;
Singh, 2011). Researchers have reported about the green buying behaviour of Indian consumers disclosing positive inclination
towards environment-friendly products (Jain & Kaur, 2004; Punyatoya, 2014). Uddin and Khan (2016) reported that their exists
positive signs of pro-environmental behavior. Savita and Kumar (2010) compared the consumer attitude of urban and rural people
and found that urban consumers have favourable attitude towards environment-friendly products and strive to be more conscious
about the raw material, packaging and after-use features of such products as compare to their rural counterparts. A study by Ipsos
(2014) found that switching to environmentally friendly products is not really the main concern for many consumers. However,
when it comes purchase decision, less than 50 percent buys eco-friendly products since they feel that they are very expensive
(Mostafa, 2007). The literature review suggests that environmental awareness and concern have increased, but an attitude—
behavior gap still exists. This gap refers to the fact that “environmentally concerned” consumers do not seem to show any
consistent preference for environmentally friendly products in their purchase behavior. This raises two questions. Why does the
attitude—behavior gap persist? What public policy will encourage consumers to be more environmentally benign in their purchase
behavior?

OBJECTIVES OF STUDY

The main objectives of the study are:
e  To study environmentally responsible behavior among consumers.
e Investigate environmental responsible behavior among demographics (age, gender, education).
e  Exploring consumer’s reaction to the examples of environmental friendly products.

METHODOLOGY OF STUDY

Table-1: Distribution of Respondents

all(n=123)
n p
Age (Years)
<21 years 40 26.1
21 -34 years 50 32.7
35 years & above 63 41.2
Gender
Male 78 50.9
Female 75 49.1
Education
High School 48 313
College Graduate Level 47 30.7
Post—graduate 58 38.0
Income (_ monthly)
Less than Rs. 25,000 45 29.4
Rs. 25,001-50,000 40 26.2
More than Rs. 50,001 68 44 4
Total 153 100.0

Sources: Authors Compilation
The research design was a descriptive type of study utilizing survey method. Judgmental sampling technique was used to select

200 respondents. However, 153 respondents responded to the questionnaire. Analysis of data collected through questionnaires was
done through simple tabulation. Kruskal-Wallis one-way ANOVA were applied for data analysis. Table-1 presents the profile of
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the respondents who had participated in this research study. Around more than half of the participants were males (55.3 per cent).
Almost 31.2 per cent of the respondents were post-graduate, 48.8 per cent are pursuing graduation. 24.3 percent of the respondents
lie in the age group of less than 21 years and 43.1 percent are 35 years & above.

Measurement Instrument

The questionnaire for the study consisted of two sections with seven measuring different constructs and the last demographics.
Because of the large number of constructs measured and the time limitations, the scales used for some constructs were reduced
from their original form. The six scales used in the present study were an environmental opinion / belief scale (6 items), awareness
about environment (3 items), an environmental attitude scale (4 items) and an environmental behavior scale (9 items),
environmental friendly purchase behavior (5 items), preferences for environmental friendly products (six items). All the items in
the scales were Likert type with 1 indicating Strongly Disagree and 5 indicating Strongly Agree.

FINDINGS OF STUDY
Environmentally Responsible Behavior among Consumers

The analysis of the data regarding consumers’ perception about environmentally-responsible behaviour is entered in Table 2. The
results show that environmental knowledge does not always lead to environmentally responsible behavior. In general,
environmental knowledge levels of the respondents seemed to be enough. Most respondents were aware that natural resources had
a significant importance for our basic needs. They all were aware of common environmental problems and concerned about their
possible outcomes. However, they were unable to analyze and evaluate these mechanisms systematically. Gap exists partly from
how environment science is communicated and how minds are understands environmental dynamics. This might be because of the
finite pool of worries, which prevent them from acting on existing information because they prioritize basic needs such as
security, shelter, and the like. Thus, knowledge did not help them to develop ideas on what they actually can do to protect their
environment. This leads to inadequate motivation for developing environ-mentally responsible behavior. For example, the
respondents were aware of the advantages and necessity of recycling on theoretical basis. However, they admitted to not to show
any effort to recycle their waste. Understanding barriers to behavioral change, one has to analyze individual as a unit of analysis.
Consumers tend to resist and deny information that contradicts their cultural values and ideological beliefs. In addition, consumers
also construct and reconstruct information to make it less comfortable, leading to strategies of socially organized denial that shape
the way societies and governments interpret and respond to environmental issues. Policy makers need to be aware of these barriers
to action and treat policy options accordingly. The policies should be made in form of communication, institutional measures, and
social norms.

Table-2: Perception about Environmentally - Responsible Behaviour

S. Statements Disagree Neither Agree Agree
No. (%) nor Disagree (%)
(%)

Opinions and Beliefs About Environment
1 The burning of the oil fields in Kuwait, the meltdown in glaciers, 13.4% 7.3% 79.2%
and the oil spill in Alaska are examples of environmental accidents
whose impact is only short term.

2 | The United States is the biggest producer of fluorocarbons, a major 12.4% 26.6% 61.0%
source of air pollution.

3 | The earth’s population is now approaching 2 billion. 48.8% 17.1% 34.1%

4 | Excess packaging is one source of pollution that could be avoided if 11.4% 12.8% 75.8%
manufacturers were environmentally aware.

5 | Economic growth should take precedence over environmental 20.6% 30.9% 48.5%
considerations.

6 | The earth’s resources are infinite and should be used to the fullest to 22.8% 8.9% 68.3%

increase the human standard of living.
Awareness about environment

7 | The amount of energy I use does not affect the environment to any 61.0% 15.4% 23.6%
significant degree.

8 | This country needs more restriction on residential development 37.6% 24.4% 38.0%
(construction of a new mall on farmland, new subdivisions, etc.).

9 | In order to save energy, institutions should not take some actions in 78.0% 4.1% 17.9%

this direction.
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Attitude Towards Environment
10 | One of the primary reasons for concern in destruction of the ozone 12.2% 22.0% 65.9%
layer is its ability to screen ultraviolet radiation.
11 | There is nothing the average citizen can do help stop environmental 53.8% 3.3% 42.9%
pollution.
12 | My involvement in environmental activities today will help save the 8.9% 15.7% 75.4%
environment for future generations.
13 | I would not car pool unless I was forced to. It is too inconvenient. 24.4% 33.3% 42.3%
Actions Taken / Behavior towards Environment
14 | Iturn in polluters when I see those dumping toxic liquids. 35.8% 38.2% 26.0%
15 | I'have my engine tunes to help stop unwanted air pollution. 24.4% 16.3% 59.3%
16 | I'have my oil changed at installations, which recycle oil. 32.5% 24.4% 43.1%
17 | The earth is so large that people have little effect on environment. 38.1% 4.9% 57.0%
18 | People who litter should be fined Rs 1000/- and be forced to work on 7.1% 17.9% 75.0%
road crews and pick up garbage.
19 | Govt. should start courses and curriculum to educate young students 15.7% 3.3% 81.1%
about environmental issues.
20 | I do not purchase products that are known to cause pollution. 29.3% 352% 35.5%
21 | It is no use worrying about environmental issues. I cannot do 21.4% 30.1% 48.5%
anything about them anyway.
22 | I would describe myself as environmentally responsible. 64.2% 25.2% 10.6%
Environmental Friendly Purchase Behavior
23 | I choose the environment friendly alternative regardless of price. 73.8% 22.5% 3.8%
24 | Over the next one month, I will consider switching to other brands 9% 49.8% 41.2%
for ecological reasons.
25 | I encourage my family members to buy environmental friendly 46% 27.65% 26.1%
products.
26 | I prefer to purchase a recycle / second hand product to new products. 67% 22.8% 9.75%
27 | Most environmental claims on package labels or in advertising are 20% 26% 53%
intended to mislead rather than to inform consumers.

Sources: Authors Compilation
Investigating Environmental Responsible Behavior among Demographics (Age, Gender, Education)

There may be difference in perception of environmental consciousness and purchase behavior depending upon age, gender,
education level. In order to see whether the average purchase behaviour (of the issues or variables under investigation) were
identical for all groups involved in this survey, the Kruskal-Wallis one-way ANOVA test was performed. The test was used to
measure any significant differences in responses, since there were different groups involved in the survey. The results are shown
in Table 3.

Table-3: Kruskal-Wallis One-way ANOVA

S. No. Statements Age Gender Education
X Sig. X2 Sig. X2 Sig.
1 Environmental friendly purchase behaviour. 30.076 | .000* | 3.877 | .049* | 23.013 .000
2 Actions taken / behavior towards environment. 16.572 .000* 5.952 .015%* 19.738 .000
3 Attitude towards environment. 4.420 110 1.229 268 5.986 .050*
4 Opinions and beliefs about environment. 252 .881 251 .617 5.019 .081
5 Awareness about environment. 9.917 .007* 3.470 .050* 4.420 .110

Note: The shaded areas indicate values that are statistically significant.
Sources: Authors Compilation

It can be seen from table-3 that environmental friendly purchase behaviour significantly differ across age (H (2) = 30.076, p =
.000), and education (H (2) = 23.013, p = .000). Also, Actions taken / behavior towards environment significantly differ across
age (H (2) =19.738, p = .000), and education (H (2) = 10.122, p = .006). Women seem to perceive that environmentally friendly
product attributes are more important (Ebreo ef al., 1999) and perform more environmentally friendly than men (Olli et al., 2001).
The study found that Environmental friendly purchase behaviour (H (1) = 3.877, p = .049) and Actions taken /behavior towards
environment (H (1) = 5.952, p = .015) significantly differ across gender. Results also pointed out that Attitude towards
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environment significantly differs across education level of the respondents (H (2) = 5.986, p = .050). No significant differences
were found between Opinions and beliefs about environment and age (H (2) = .252, p = .881), Opinions and beliefs about
environment and gender (H (1) =.251, p = .617), Opinions and beliefs about environment and education (H (2) =5.019, p = .081).
At the same time the findings show that significant differences existed between age (H (2) = 9.917, p = .007), gender (H (1) =
3.470, p = .050) and Awareness about environment.

Exploring Consumers Reaction to the Examples of Environmental Friendly Products

Consumer’s reaction to the examples of environmental friendly products (organic food, herbal/natural personal care products, and
recycled paper products) is depicted in table-4. 16.9% respondents believed that eco-labels ‘often’ impacts their purchase
decisions while only 12.1% felt that it ‘never’ had any impact. 18.8% of respondents ‘always’ buy and prefer organic fruits and
vegetables, 8.9% of the respondents ‘often’ buy organic food, 20.0% ‘sometimes’ buy and 29.8% have ‘never’ bought organic
food. 48.4% of the respondents ‘often’ buy organic /herbal personal care products, 17.7% ‘always’ buy such products. Around
32.3% of the respondents said they prefer to buy energy efficient appliances. Only 32.5% respondents said that they ‘often’ buy
recyclable package products. 25.0% respondents said they ‘sometimes’ buy ozone friendly sprays whereas only 8.9% said that
they ‘always’ buy ozone friendly sprays. Around 29.8% respondents avoid toxic detergents .Nearly 50% prefer to turn tap off
when washing dishes / soaping up/ cleaning teeth. The results showed that consumers tend to prefer to adopt environmentally
behavior until it is not expensive and environmental action is primarily based around daily practices. However, environmental
action has been integrated into everyday life with relatively minor adjustments to lifestyles.

Table-4: Consumers Reaction to the Examples of Sustainable Marketing — Based Products / Green Products

Statements Never |Rarely |Sometimes | Often |Always
(Yoage) |(Yoage)| (%age) |(Yoage) |(%age)
I check a product’s eco-label before buying. 12.1 274 323 16.9 113
I prefer organically grown (without using chemical pesticides) products. 29.8 38.9 20.0 8.9 2.4
I prefer to buy herbal / organic personal care products. .8 13.7 19.4 48.4 17.7
I prefer to buy Energy efficient appliances. 1.6 21.0 22.6 323 22.6
I prefer ozone friendly aerosols containing body perfumes / room sprays. 21.8 19.4 29.8 20.2 8.9
I would purchase a product in recyclable package over the one in non- 73 90 35.0 325 16.3
recyclable.
I prefer to avoid toxic detergents. 4.0 3.2 26.6 36.3 29.8
I prefer to use own bag when shopping. 10.5 21.8 33.1 26.6 8.1
I prefer to donate furniture / clothes to charity. 4.0 36.3 34.7 20.2 4.8
I prefer to Turn tap off when washing dishes / soaping up / cleaning teeth. 4.8 14.5 323 43.5 4.8

Sources: Authors Compilation
DISCUSSION

With the steady rise of environmental consciousness and ecological protection, almost every country have been participating in
the establishment of environmental organizations and environmental laws to prevent the continuous ecological destruction,
through international trade sanctions, conferences and consumer awareness programs. Undoubtedly, green products and green
consumption have become measures proposed for ensuring sustainable development.

Sustainable development is a universal challenge; practical responses can be defined at government, company and individual
level.

ROLE OF GOVERNMENT

Sustainable development should be pursued with greater dynamism, as greening as a potential source of opportunity instead of
burden. The government led by Narendra Modi has taken many crucial eco-friendly steps taken, namely, The Swachh Bharat
Abhiyan, The Ganga clean Plan, Mount Everest cleaning drive, launching of India’s first national air quality index (NAQI),
affordable sanitation in both urban and rural India, ensuring that 50% of the work taken up by MNREGA, should be for the
improvement of water conservation including construction of check dams and de-silting of water bodies, Smart Cities Mission and
AMRUT project, Strict enforcement of industrial effluent standards etc. Undoubtedly, Indian government seems to be quite
proactive on environment sustainability as far as schemes, rules and plans are concerned. There are adequate governance agencies
and tribunals (Green Tribunal, pollution control boards), all is needed is to make certain execution of plans and ensure the rules
are followed. Poor governance, ignorant officials, halfhearted efforts, passive awareness among masses and lobbying from
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industry are some of the challenges in effective and efficient enforcement of schemes, plans and environmental legislations.
Therefore, there is a need to have a comprehensive and an integrated action plan for meaningful and strict enforcement.

ROLE OF CONSUMERS

To preserve, protect and restore ecosystems to a healthy state, there need a change at the level of human values, ethics, attitudes,
behavior, actions and lifestyles. Consumers are increasingly concerned about how their behaviors affects the earth. Currently,
consumers are better conversant and more responsive to the environmental and human health impacts of the products they
purchase. Consumers are choosing products or avoiding others based on their impact on the natural environment (Laroche,
Bergeron, & Barbaro-Forleo, 2001). However, it appeared that adoption of a type of practice or behavior would depend on
whether there is direct financial benefit, convenience or habit. In India, price seem to pay a decisive role during purchase process
in consumers (Manaktola and Jauhari (2007). Thus, the challenge is translating environmental improvement into value for the
consumer, or at least into a value proposition that they are willing to pay for. It should not be forgotten that environment
sustainability could be achieved if people acknowledge more responsibility for the environmental consequences of their behavior.
Every person should make his or her own choices about protecting the environment. They can contribute by changing their life
styles in a slow and steady manner. Starting from daily actions recycle, reuse, and compost, transport and energy conservation,
avoiding toxic chemicals etc. Small steps of each individual will make a big difference when done in collectively.

ROLE OF BUSINESS

Companies should begin to prepare for a more sustainable corporation by re-visiting the social and environmental impacts of their
marketing strategies. There is need of integrating sustainable development into every level of the corporate strategy. To make a
transition to sustainability marketing, the values and perspectives of sustainability must be reflected at strategic level Firms should
encourage marketing departments and marketers to play a significant role in the development of more sustainable products and
services and in making the already existing traditional “marketing mix” more sustainable. Sustainable product or service
characteristics should be designed to satisfy a genuine human need; not harmful to human health; greener throughout the life
cycle. The thorough assessment of the key socio-ecological problems of products along the entire life cycle by means of the
impact matrix or Life Cycle Assessment (LCA) is necessary for companies should be carried out. Life Cycle Assessment (or
Analysis) will help the firms to quantify the total environmental impact of a product or service along its entire value
chain, including “raw material acquisition, materials manufacture, production, use/reuse/maintenance, and waste management”.

CONCLUSION & LIMITATION

In my opinion, protection of the environment and keeping ecological balance unaltered is a task to be undertaken by government,
every individual, association and corporation. There is a need for fundamental rethinking of both consumption and production that
are obsessed by the profit motive and sharcholders’ expectations of return on investment. What is needed is not just limited
change in consumer or management behaviors but a radical vision of how society will be organized. The limitations in the sample
size suggest that only tentative conclusions should be made from the present study. A larger sample of the public would seem
prudent in order to assess the stability of the current results. In spite of the above caveat, this study has illustrated that consumers’
environmental consciousness may influence their purchasing decisions, although the latter are also likely to be influenced by other
moderating factors.
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GLOBAL FINANCIAL CRISIS AND IT’S IMPACT ON INDIA

Dr. R. Kavitha?? N. Shanmugasuriyan??

ABSTRACT

The global financial crisis originated in United States of America. During booming years when interest rates were low and
there was great demand for houses, banks advanced housing loans to people with low credit worthiness on the assumption
that housing prices would continue to rise. Later, the financial institutions repackaged these debts into financial instruments
called Collateralized Debt Obligations and sold them to investors world—wide. In this way the risk was passed on multifold
through derivatives trade. Surplus inventory of houses and the subsequent rise this way the risk was passed on multifold
through derivatives trade. Surplus inventory of houses and the subsequent rise in interest rates led to the decline of housing
prices in the year 2006-07 which resulted in unaffordable mortgage payments and many people defaulted or undertook
foreclosure. The house prices crashed and the mortgage crisis affected many banks, mortgage companies and investment
firms” world — wide that had invested heavily in sub- prime mortgages. Different views on the reasons of the crisis include
boom in the housing market, speculation, high — risk mortgage loans and lending practices, securitization practices,
inaccurate credit ratings and poor regulation of the financial institutions. Though it is difficult to quantify the impact of the
crisis on India, it is felt that certain sectors of the economy would be affected by the spillover effects of the financial crisis.

KEYWORDS

Sub-Prime, Real Estate, Collateralized Obligations. Speculation, Globalization etc.

INTRODUCTION

The current global financial crisis is rooted in the subprime crisis, which surfaced over a year ago in the United States of America.
During the boom years, mortgage brokers attracted by the big commissions, encouraged buyers with poor credit to accept housing
mortgages with little or no down payment and without credit checks. A combination of low interest rates and large inflow of
foreign funds during the booming years helped the banks to create easy credit conditions for many years. Banks lent money on the
assumption that housing prices would continue to rise. In addition, the real estate bubble encouraged the demand for houses as
financial assets. Banks and financial institutions later repackaged these debts with other high-risk debts and sold them to world-
wide investors creating financial instruments called CDOs or Collateralized Debt Obligations (Sadhu 2010 -11). In this way, risk
was passed on multifold through derivatives trade.

Surplus inventory of houses and increase in interest rates led to a decline in housing prices in 2010-2011 resulting in an increased
defaults and foreclosure activity that collapsed the housing market (Sengupta 2010-11). Consequently, a large number of
properties were up for sale affecting mortgage companies, investment firms and government sponsored enterprises, which had
invested heavily in subprime mortgages. Since the collateral debt instruments had been globally distributed, many banks and other
financial institutions around the world were affected. Major Banks and other financial institutions around the world have reported
losses of approximately US $ 435 billion as on 17" July, 2010 -11 (Onaran 2010-11). Thus with the failure of a few leading
institutions in United States, the entire financial system in the world has been affected.

OBJECTIVES OF STUDY

e  The Present study focuses on causes of the Indian economy.
e  The origin of global financial crisis and the impact of the crisis on the Indian economy.

RESULTS AND DISCUSSION
Reasons for Financial Crisis
The first hint of the trouble came from the collapse of two Bear Stearns hedge funds early 2007. Subsequently a number of other

banks and financial institutions also began to show signs of distress. Matters really came to the fore with the bankruptcy of
Lehman Brothers, a big investment bank, in September 2008.
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Boom in the Housing Market

Subprime borrowing was a major contributor to an increase in house ownership rates and the demand for housing. This demand
helped fuel housing price increase and consumer spending. Some house owners used the increased property value experienced in
housing bubble to re-finance their homes with lower interest rates and take second mortgages against the added value to use the
funds for consumer spending. Increase in house purchases during the boom period eventually led to surplus inventory of houses,
causing house prices to decline, beginning in the summer of 2010, Easy credit, combined with the assumption that housing prices
would continue to appreciate, had encouraged many subprime borrowers to obtain adjustable - rate mortgages which they could
not afford after the initial incentive period. Once housing prices started depreciating moderately in many parts of the U.S., -
refinancing became more difficult. Some house owners were unable to re-finance their loans reset to higher interest rates and
payment amounts. Excess supply of houses placed significant downward pressure on prices. As prices declined, more house
owners were at risk of default and foreclosure.

Speculation

Speculation in real estate was a contributing factor. During 2010, 22 percent of houses purchased (1.65 million units) were for
investment purposes with an additional 14 per cent (1.07 million units) purchased as vacation homes. In other words, nearly 40
per cent of house purchases were not primary residences. Speculators left the market in 2010, which caused investment sales to
fall much faster than the primary market.

High — Risk Mortgage Loans and Lending Practices

A variety of factors caused lenders to offer higher — risk loans to higher - risk borrowers. The risk premium required by lenders to
offer a subprime loan declined. In addition to considering high — risk borrowers, lenders have offered increasingly high — risk loan
options and incentives. These high — risk loans included “No Income, No Job and No Assets loans.” It is criticized that mortgage
underwriting practices including automated loan approvals were not subjected to appropriated review and documentation.

Securitization Practices

Securitization of housing loans for people with poor credit — not the loans themselves — is also a reason behind the current global
credit crisis. Securitization is a structured finance process in which assets, receivables or financial instruments are acquired,
pooled together as collateral for the third party investments (Investment Banks). Due to securitization, investor appetite for
mortgage — backed securities (MBS), and the tendency of rating agencies to assign investment — grade ratings to MBS, loans with
a high risk of default could be originated, packaged and the risk readily transferred to others.

Inaccurate Credit Ratings

Credit rating process was faulty. High ratings given by credit rating agencies encouraged the flow of investor funds into mortgage
— backed securities helping finance the housing boom. Risk rating agencies were unable to give proper ratings to complex
instruments (Gregorio 2010). Several products and financial institutions, including hedge funds, and rating agencies are largely if
not completely unregulated.

Poor Regulation

The problem has occurred during an extremely accelerated process of financial innovation in market segments that were poorly or
ambiguously regulated - mainly in the U.S. The fall of the financial institutions is a reflection of the lax internal controls and the
ineffectiveness of regulatory oversight in the context of a large volume of non — transparent assets. It is indeed amazing that there
were simply no checks and balances in the financial system to prevent such a crisis and “not one of the so called pundits" in the
filed has sounded a word of caution. There are doubts whether the operations of derivatives markets have been as transparent as
they should have been or if they have been manipulated.

IMPACT ON INDIA
Due to globalization, the Indian economy cannot be insulated from the present financial crisis in the developed economies. The
development in the U.S. financial sector has affected not only America but also European Union, U.K. and Asia. The Indian

economy too has felt the impact of the crisis though not to the same extent. It is premature to try to quantify the consequences of
the crisis on the Indian economy. However, the impact will be multi-fold.
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Information Technology

With the global financial system being trapped in the quicksand, there is uncertainty across the Indian Software industry. The U.S.
banks have huge running relations with Indian Software Companies. A rough estimate suggests that at least a minimum of 30,000
Indian jobs could be impacted immediately in the wake of happenings in the U.S. financial system.

Approximately 61 per cent of the Indian IT Sector revenues are from U.S. financial corporations like Goldman Sachs, Washington
Mutual, Citigroup, Bank of America, Morgan Stanley and Lehman Brothers. The Top five Indian players account for 46 per cent
of the IT industry revenues. The revenue contribution from U.S. clients is approximately 58 per cent. About 30 percent of the
industry revenues are estimated to be from financial services (Atreya, 2010). The software companies may face hard days ahead.

Exchange Rate

Exchange rate volatility in India has increased in the year 2010 -11 compared to previous years. Massive selling by Foreign
Institutional Investors and conversion of their holdings from rupees to dollars for repatriation has resulted in the rupee
depreciating sharply against the dollar. Between January 1 and October 16, 2010, the Reserve Bank of India (RBI) reference rate
for the rupee fell by nearly 25 per cent, from Rs. 39.20 per dollar to Rs. 48.86 (Chandrasekhar and Gosh, 2010). This depreciation
may be good for India's exports that are adversely affected by the slowdown in global markets but is not so good for those who
have accumulated foreign exchange payment commitments.

Foreign Exchange Outflow

After the macro-economic reforms in 1991, the Indian economy has been increasingly integrated with the global economy has
been increasingly integrated with the global economy. The financial institution in India are exposed to the world financial market
Foreign Institutional Investment (F.LIL) is largely open to India's equity, debt markets and market for mutual funds. The
immediate effect of the crisis has been an outflow of foreign institutional investment from the equity market. There is a serious
concern about the likely impact on the economy because of the heavy foreign exchange outflows in the wake of sustained selling
by Foreign Intuitional Investors in the stock markets and withdrawal of funds by others. The crisis resulted in net outflow of $
10.1 billion from the equity and debt markets in India until 22" October 2010 (Kundu, 2010). There is even the prospect of
emergence of deficit in the balance of payments in the near future.

Increase in Unemployment

One danger is of a dip in the employment market. The global financial crisis could increase unemployment. Layoffs and wage cuts
are certain to take place in many companies where young employees are working in Business process Outsourcing and
information Technology sectors (Ratnayake, 2010). With job losses, the gap between the rich and the poor will be widened. It is
estimated that there would be downsizing in many other fields as companies cut costs. The international Labor organization
predicted that millions of jobs would be lost by the end of 2010 due to the crisis - mostly in “Construction, real estate, financial
services, and the auto sector." The Global wage Report 2010 -11 of International Labour Organization warns that tensions are
likely to intensify over the issue of wages. There would also be a significant drop in new hiring (The Hindu, 2011). All these will
change the complexion of the job market.

CONCLUSION

While the developed world, including the U.S. The Euro Zone and Japan, have plunged into recession, the Indian Economy is
being affected by the spill — over effects of the global financial ciris (Chidamabram, 2011). Great savings habit among people,
strong fundamentals, strong conservative and regulatory regime have saved Indian economy from going out of great, though
significant parts of the economy have slowed down and there is a wide variance of opinion about how long it will continue. It is
expected that growth will be moderate in India.

The most important lesson that we must learn from the crisis is that we must be self — reliant. Though World Trade Organization
(WTO) propagates free trade, we must adopt protectionist measures in certain sectors of the economy so that recession in any part
of the globe does not affect our country.
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FOREIGN DIRECT INVESTMENTS IN MULTI BRAND RETAILING IN INDIA

Dr. Rohit Singh Tomar?*

ABSTRACT

Multi-brand retailing in India is a debatable issue, local retailers are against it but they have their own motives and reasons
behind this. Therefore, to study the feasibility of multi-brand retailing in India is an important issue to be discussed. Current
paper is an attempt to explore various facts on the multi-brand retailing in India and to find out whether it is good for Indian
economy or not.

Eight variables are identified during the focus group study conducted on Local Kirana Wala and subject experts, these
variables are studied further. Propositions and arguments put forward by the local retailers, experts are analyzed, and it has
been concluded that the multi-brand retailing is good for the Indian economy.

INTRODUCTION

Introduction of FDI in multi brand retailing has witnessed a huge protest by various sections of Indian society, which ultimately
resulted in the roll back of the decision. Major political parties and local ‘Kirana stores’ protested against the FDI in multi-brand
retailing. They are eloquent in making statements that it will destroy local vendors and seriously damage economic conditions of
our country. This paper is a data and report based exploratory research aiming to find out that whether multi-brand retailing
should be allowed in India or not. If yes, which theory of retail would be suitable in Indian context?

BACKGROUND OF STUDY

Developing countries are lucrative market for the FDI as compared to saturated developed country. Today world has partially
overcome from the economic crisis. China, Brazil and India are least affected victim of the global economic crises. Even in
Foreign Direct Investment (FDI), country like India is a favourite destination. As per the A. T. Kearney foreign direct investment
confidence index, 2012 India is second preferred destination for the foreign direct investment. China is on the top but it has only
been able to maintain its status quo while India has jumped one-step in the index while United States of America has lost two
points. Hence, we could say that developing countries are new destination for the FDI. This index is based upon the political,
economic, and regulatory changes on the FDI intensions and preferences of the leaders of the top companies around the world.
FDI growth rate from 1990-2007 of some of the developing host countries like Brazil, China and India has been 3393%, 2293%
and 9462.5% respectively. In addition, there has been a decline in the FDI in developed nations like France, United Kingdom,
Belgium and Australia as per the UNCTAD, world investment report, 2010. India’s share in world FDI inflow has increased from
0.11 to 1.25 during 1990 to 2007. There are many factors, which proved India to be a heaven for the FDI. India is a young country
and these youngsters are ready to spend in consumer goods and services. As per CSO, NSSO, and Technopark Advisers Pvt. Ltd.,
GDP growth in India is directly correlated with retail sales. The high economic growth during the last few years raising
disposable income rapidly, favorable demographics placing incomes on younger population with less dependency, and
urbanization are some of the major factors fueling the Indian retail market to be a great destination for FDI in multi-brand
retailing in India. Therefore, India is a preferred destination for FDI.

OBJECTIVE OF STUDY

e  To find out that multi brand retailing should be allowed in India or not.
e Which way or theory is most acceptable for the FDI in multi brand retailing in India?

RESEARCH METHODOLOGY

Focus group study is conducted to explore contents and variables need to be studied further through proposition and
argumentative method. Two separate groups are identified first group is composed of the ‘Local Kirana Stores owners’ who are
protesting against multi brand retailing. They are further given a topic to speak on — ‘Organized retailers and challenges imposed
by them’. They are deliberately deprived from the main problem of FDI in multi brand retailing, to get a correct idea of their
thoughts regarding organized retailing as a whole. Second focus group is conducted on the experts of the economics and
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management they are picked from the university campus. Records of minutes of both the focus groups are typed and prepared for
the content analysis. Results from the content analysis are recorded and used as findings.

Further retail theories are studied and their compatibility is matched with the situation prevailing in India for the FDI investments
in multi-brand retailing.

FINDINGS

Comparison of the both focus group study revealed the following result:

Table-1

Variable
Identified

Outcome Focus Group -I

Outcome Focus Group -11

P-I. Employment

FDI in multi-brand retailing would take away
employment.

FDI in multi-brand retailing would increase

employment.

P- II. Competition

FDI in multi-brand retailing would increase
competition and hence reduce profits of the
local retailers.

FDI in multi-brand retailing would provide quality
products to the customers and pressurize local
retailers to enhance their work / product quality.

P-III. Wealth

FDI in multi-brand retailing would deprive
wealth of our country.

FDI in multi-brand retailing would bring chain of
cold storages and ware houses in India.

P- IV. Suppliers

FDI in multi-brand retailing would affect
suppliers of the raw materials through
sourcing material from foreign country.

FDI in multi-brand retailing would ensure local
procurements.

P-V. Inflation

FDI in multi-brand retailing would provide
costly products to the customers and increase
inflation.

FDI in multi-brand retailing would provide
products at reasonable prices to its customers.

P-VI. Farmers

Farmers will suffer if FDI in multi-brand
retailing is allowed.

Farmers will get best prices of their product if FDI
in multi-brand retailing is allowed.

P-VIL. Foreign
Trade

FDI in multi-brand retailing would increase
imports and hence increase current account
deficits.

FDI in multi-brand retailing would increase exports
and hence reduce current account deficits.

P-VIII National

Overall economy will be doomed.

Overall economy will boost.

Income

Sources: Authors Compilation
P- I: Employment

Argument - I: Employment rates have continued to increase in countries like America and China in spite of the FDI, as per world
employment Index. Employment rate in China in 1992 was 4% in wholesale trade, which rose to 7% in 2001 and created 26
million jobs in 9 years. Although FDI in retail has imposed no threat to the local retailers as they always had their niche market. In
fact, FDI in many countries has provided jobs to the educated youth of the society.

P-1I: Competition

Argument - II: FDI can be a powerful catalyst to spur competition in the retail industry, especially in the current scenario of low
competition and poor productivity in India. The policy of single-brand retail was adopted to allow Indian consumers access to
foreign brands. Since Indians spend, a lot of money shopping abroad, this policy enables them to spend the same money on the
same goods in India. A fair competition would improve the learning curve of the local kirana stores. Moreover, some point of
time they would get a chance to invest in foreign countries.

P-III: Wealth

Argument - III: Retailers argued that FDI in multi brand retailing would drain away the wealth of our country. However, this
argument is incorrect as plenty of other brands came in India since its economic liberalization in 1990. All of them provided jobs
to Indians and invested heavily in the infrastructure development of the country. These companies are paying heavy corporate
taxes to our government and hence contributing significantly in the enhancement of the wealth of the nation.
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The current scenario of cold chain in India is very poor leading to wastage of fruits and vegetables. In India, there is a production
of 180 million tons of fruits, vegetables and perishable per year but the cumulative cold storage capacity is only 23.6 million tons
with 5,386 cold storages. Nearly 25-30% of the fruits and vegetables and 5-7% of the food grains are wasted and despite of high
production India’s contribution to the world market accounts for only 1%. With the FDI in multi brand retailing development of
the cold storage would take place resulting in the increase of the infrastructural wealth of the country.

P-1V: Suppliers and P — VI: Farmers

Argument — IV & VI: Retailers argued that suppliers of raw material would lose their business as foreign companies procure raw
material from out stationed countries. Although government kept the provision in their draft that most of the raw material would
be procured locally. Not only this with the development of cold storages, warehouses and improvement of supply chain
management with the commencement of FDI in multi brand retailing the farmers will be at advantage. Farmers could send their
material directly to the producers and can earn higher profits on their produce.

P-V: Inflation

Argument - V: Stocking of necessary food item is a big problem in India resulting in price rise of the necessary goods. Learning
lessons from e-retailing, it is quite evident that e-retailers are providing goods at much less price than brick and mortar retailers.
One reason could be bulk procurement of the consumer goods. These e- retailers are organized and resourceful similarly, big
retail players of the world have same characteristics. Therefore, retailers like Walmart, Carrefour, and JC Penny etc. have enough
resources to purchase product in bulk and later sort and sell it to the customers at reasonable price. Not only this they could
purchase materials directly from farmers and hence have the capacity to abolish middleman in distribution channel. All these
arguments proved that with the commencement of the retailers in multi-brand retailing products would be available to the
customers at the cheaper rate and hence inflation would be controlled.

P-VII: Foreign Trade & P-VIII National Income

Argument - VII & VIII: Intense competition always improves quality. With the commencement of foreign players in multi-
brand retailing would push local producers and retailers to improve quality. Improved quality product would increase exports
from India.

While growth of the retail trade in India is associated with the growth in the Indian economy. As per CSO, NSSO, and
Technopark Advisers Pvt. Ltd., GDP growth in India is directly correlated with retail sales. The high economic growth during the
last few years raising disposable income rapidly, favorable demographics placing incomes on younger population with less
dependency, and urbanization are some of the major factors fueling the Indian retail market to be a great destination for FDI in
multi-brand retailing in India.

SUGGESTIONS

Tabulation of Theories of FDI

Table-2
Theory of FDI Propounded by Summary Implication
Capital Market Iversen, 1935; FDI depend upon interest rate | FDI in India to take the advantage of cost
Theory Aliber, 1971 and rate of exchange. of production (Cost of production is less in
India).
Dynamic Sanjaya Lall, FDI depend upon investment
Macroeconomic FDI 1997 timing as per  macro-
Theory economic variables.
Electric Theory Jhon Dunning FDI to seek market. FDI in India to search market (India is a
huge market).

Internationalization Caosel, 1937 Vertical integration of firms. FDI in India to sell final product (India is a
good producer of raw material and semi-
finished goods).

Product Life Cycle Raymond Product is imported by the | FDI to take low cost advantage (low factor

Vernon, 1966 country of its origin. cost is available in India).

Sources: Authors Compilation
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FDI in multi-brand retailing in India could be successfully done if government takes above theories into consideration. Probably
above theories are reflecting the motive for which foreign investors are looking to invest in India. In deed in its draft of FDI in
multi-brand retailing in India, government has considered all facts regarding its implementation. As both the demand of investors
and our needs are coinciding, therefore FDI in multi-brand retailing is an excellent opportunity in our hand.

CONCLUSION
The group of experts’ interviewed and studied during focus group discussion has discarded propositions and inhibitions raised by
the retailers against multi-brand retailing in India. Presented arguments are based upon the economic, infrastructural and

technological conditions of India. Some arguments are also based upon comparative study of the countries where multi-brand
retailing is allowed.
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MARKETING PROBLEMS OF SCRAP TRADERS IN TAMIL NADU

Dr. N. Santhoshkumar?®
INTRODUCTION

Gathering, selling and utilizing various kinds of scrap is now one of the most important industries in the country, in many respects
and for its relative financial turnover it probably has, more people engaged in its ramifications than any other. Probably every man
whoever was a real man has been engaged at some time and in some degree in assisting this industry by gathering scrap against
the visit of the "rags and old iron" collector who traverses city road side and streets. The scrap items thus collected and brought
and do bring only a tithe of the price for which it is sold to its consumer; but the successive steps of handling or marketing add to
its price steadily. The man gathering it from out-of-the-way places and offering a small hoard to the peddler performs his task
without knowing that no one else can do it so well because to him the value of time does not exist. This is a primitive end of the
business, but it is valuable in that it starts a great stream of scattered bits sweeping toward the great consuming centres. There it is
swallowed up as a valuable commodity and comes through the mill or the foundry rejuvenated and in a new dress, serving
mankind again as well as before it became scrap. Because the industry devoted to gathering, sorting, preparing and marketing the
vast tonnage of scrap is growing in importance and is taking on more and more the habiliments of a well-regulated and
scientifically administered business. This volume designs to present some phases of the industry and discussed to some degree the
myriad angles that have presented themselves in a study of the matter.

The study has a relevance to the day-to-day life and it aims that the findings in the report will be the first step on changing the
scrap trading policy, deciding the strategy for the welfare of the scrap traders and introduces welfare measures and promotional
schemes for them. The study also enables to highlight the threats and difficulties including harassment by the law and order
system, exploitation by the organized intermediaries and the hierarchy of the scrap trading brokers, moneylenders etc.

PROBLEMS OF SCRAP TRADERS

Scrap traders have insufficient capital, lack of focus, inadequate market research, lack of succession plan, inexperience, lack of
proper book keeping, lack of proper records or lack of any records at all, inability to separate business and family or personal
finances, lack of business strategy, inability to distinguish between revenue and profit, inability to procure the right plant and
machinery, inability to engage or employ the right calibre staff, cut-throat competition, dumping of stocks and over-concentration
of decision making on one key person, usually the owner.

Other problems which Scrap traders face in Tamil Nadu include irregular power supply and other infrastructural inadequacies
water, roads etc. unfavourable fiscal policies, multiple taxes, levies and rates, policy inconsistencies, uneasy access to funding,
poor policy implementation, restricted market access, raw materials sourcing problems, competition with cheaper imported
products, insecurity of people and property, lack of requisite skill and experience, thin management, unfavourable monetary
policies, lack of preservation, processing and storage technology and facilities, lack of entrepreneurial spirit, poor capital
structuring as well as poor management of financial, human and other resources.

LITERATURE REVIEW

The methodolo