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The
    Chairman
            speaks ...

With a notable decline in birth and mortality rates, a rapid aging of population is predicted in the
developed countries during the coming decades. It is a new phenomenon which makes it difficult to
draw insights from past experiences. This development is going to affect not only the economies
and social systems, but also going to have a strong impact on the management of business and
industry world over.

The impact of aging of employees has already begun to be felt globally as a critical business risk
with strategic, financial and operational issues to be looked into. This phenomenon is not to be seen
just as a passing trend but will require long term treatment.  In the next few decades, more and
more employers will need their employees to work past the age of retirement. Therefore, they may
have to look for new initiatives that will improve employee loyalty with a view to retain the best
and the brightest of the lot.

Domestic supplies of workforce are likely to decline soon in many developed countries. Global
battle for talents may get intensified as a result. Skilled workers willing to migrate to other countries
will be in great demand. Countries which can attract and retain large numbers of young immigrants
may fare better in the battle for talent.  India is well positioned in this context, being the only nation
with a large, young workforce. Consequently India has an opportunity to become a source of skilled
human resource for the world’s aging and developed economies.   The research paper on ‘Employee
Aging’ brought to you as the lead article in this issue, thus, assumes topical importance to our
readers.

Despite all the expertise developed so far, there are no magic formulae for success in stock market
investing. More studies are needed to develop more accurate understanding of the behavioural
patterns of various stocks in diverse situations. Therefore our second lead article is a research
paper on market efficiency.

We trust that this issue with a variety of other topics like growth strategies, advertising, social
networking, rural marketing, farming, higher education and the like will make an interesting and

informative reading for our readers.

Dr.G.P.C.NAYAR

Chairman, SCMS Group of Educational Institutions
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Editorial

Nature and Human Nature

Gloomy weather causes depression.  Sunshine appears to raise the spirits. In England,
the dull weather of winter drastically cuts down the amount of sunlight that is
experienced. It affects some people. They become depressed. They lack in energy
during the period. Their work and social life are affected. This condition is termed SAD
(Seasonal Affective Disorder).  Sufferers can fight back by making the most of any
sunlight in winter. They can spend a few hours each day under special, full spectrum
lamps. In Russia, children learn better after being exposed to ultraviolet light.  In warm
countries workers are allowed a siesta during the hottest part of the day.

Scientists have discovered relations between the weather and human man’s moods
and performance. Tempers grow shorter in hot, muggy weather. Crimes grow, rise in the summer, when the
weather is hotter. Crimes fall in the winter when the weather is colder. In the US, research has established a
link between temperature and street riots. The frequency of riots waxes as the weather gets warmer.
Psychologists say how being cold affects performance: researchers compare divers working in icy cold water
at 5oC with others at 20oC. The colder water makes the divers worse at simple arithmetic and other mental
skills. Psychologists also say people become less skeptical and more optimistic when the weather is sunny.

A connection between weather and mood is made believable by the evidence for a connection between
behaviour and the daylight hours. This is due to melatonin, a hormone   produced in the pineal gland in the
brain. The amount of melatonin falls with the greater exposure to sun light. Melatonin plays an important part
in the seasonal behaviour of certain animals. A study in Belgium shows that a telephone counseling service
receives more calls from people with suicidal feelings when it rains. The positive charge increases the level of
serotonin, a chemical involved in sending signals in the nervous system. High levels of serotonin of the
nervous system make people more active and reactive and aggressive. Mistral, the wind in Southern France
and the Fohn in South Germany can affect the moods.

Melatonin, a natural hormone derivative from serotonin produced in the brain, communicates information about light
to different parts of the body. It helps regulate biological rhythms and plays an important role in the reproductive
cycles of many animals. It is best known for helping to regulate the body’s circadian rhythm: sleep-wake cycle.
Melatonin is marketed as a dietary supplement. It is touted as a cure-all for insomnia, jetlag, and even cancer and

aging.  Many businesses flourish on dietary supplementary products.  In
the UK, 400,000 ionizers are sold every year. These small machines raise
the number of ions in the air in a room. Many people claim that they feel
better in negatively charged air.

There is a threat to Nature from man’s urge for development at the
expense of Nature. Moreover, as Nature is being unscrupulously
exploited, the rhythm nature maintains suffers changes. All these
have upset the equilibrium of Nature and consequently that of human
mind. Ultimately these will upset the apple cart of man’s designs to
live a life of peace, prosperity and harmony.

It is our duty to protect and preserve Nature to sustain the human
life on earth.

Editorial Assistant: Mr. E.V. Johnson Assistant Editor: Dr. Poornima Narayan R.

              Dr.D.Radhakrishnan Nair
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B
aby boom after the Second World War and declining

bir th rate from 1980 has resulted in workforce aging

on  t he  g loba l  scene

( I lmar ien,  2001).  Internat ional

Labour Organizat ion ( ILO) has

pro jected tha t  by  2025,  the

propor tion of individuals over

55years wil l  be 17 percent in

Latin America, 21 percent in Asia,

30 percent in Nor th America, and

32 percent in Europe. Changing

demography  o f  worke r s  has

become a major concern all over

the world.

Aging is invariably accompanied

by physical and mental changes.

Cardiovascular  and musculoske leta l  capaci t ies  come

down with aging af ter attaining full physical maturity. As

the age advances after physical

matu r i t y ,  resp i ra tory  capac i ty

comes down and maximal oxygen

consumption reduces.  Regular

phys i ca l  exe rc i se ,  howeve r,

arrests the decl ine in physical

capac i t y  to  a  g rea t  ex ten t

(Ilmarien, 2001).

I lma r i en  (2001)  b rough t  ou t

that aging negatively influences

the basic cognit ive processes

requ i r ed  fo r  e f f ec t i ve  wor k

per formance but  i t  pos i t i ve ly

influences experience required
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Employee A ging:
Climate, Stress, and Coping

Avinash Kumar Srivastav

R a m i f i c a t i o n s o f  e m p l o y e e - a g i n g  w e r e  r e s e a r c h e d  b y  m e a s u r i n g  s i x  m o t i v e s

o f  O r g a n i z a t i o n a l  C l i m a t e ,  t e n  t y p e s  o f  R o l e  S t r e s s ,  a n d  e i g h t  t y p e s  o f  C o p i n g

S t r a t e g y  i n  a n  I n d i a n  p u b l i c  s e c t o r  i n d u s t r y .   T h e  s a m p l e  w a s  d i v i d e d  o n  t h e

b a s i s  o f  r e s p o n d e n t s '  f u n c t i o n a l  a s s i g n m e n t  ( R & D ,  q u a l i t y ,  p r o d u c t i o n  a n d

m i s c e l l a n e o u s  -  c o m p r i s i n g  r e m a i n i n g  f u n c t i o n s ) .    I m p a c t  o f  e m p l o y e e  a g i n g

w a s  s t u d i e d  a c r o s s  f u n c t i o n s  t h r o u g h  b i v a r i a t e  c o r r e l a t i o n s .   T h e

c o n s e q u e n c e s  o f  e m p l o y e e  a g i n g  i n  t h e  o r g a n i z a t i o n  u n d e r  s t u d y  a r e  n e g a t i v e

f o r  t h e  R & D  f u n c t i o n  b u t  p o s i t i v e  f o r  n o n - R & D  f u n c t i o n s .  N e g a t i v e

m a n i f e s t a t i o n  o f  e m p l o y e e  a g i n g  c a n  b e  l i m i t e d  b y  a s s i g n i n g  y o u n g e r

e m p l o y e e s  t o  R & D  a n d  m o v i n g  t h e m  t o  n o n - R & D  f u n c t i o n s  a s  t h e y  g r o w  o l d e r.
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for effective work performance. Experience also posit ively

influences the basic cognitive processes. Cer tain mental

character ist ics,  e.g. ,  abi l i ty to reason, del iberate and

comprehend the whole; motivation to learn; commitment

to work; wisdom, sharp wittedness and verbal command;

and overall control of life  can also strengthen with age

(Baltes and Smith, 1990; Schaie, 1994).

Shirom, Gi lboa, Fr ied and Cooper (2008) repor ted that

earl ier researches on age-performance relationship point

to incoherent conclusions. McEvoy and Cascio (1989)

found that  age was unre lated to work performance.

Quinones, Ford and Teachout (1995) argued that aging

ref lects accumulated work experience and has posit ive

in f luence on work  per formance.  Arvey and Murphy

(1998) repor ted that aging leads to declining health and

has negative inf luence on work performance. Skirbekk

(2003) brought out that productivity reduces with age

for tasks involving problem solving, learning and speed.

On the other hand, productivity increases with age for

t a s k s  i n  w h i c h  e x p e r i e n c e  a n d  v e r b a l  s k i l l s  a r e

par t icular ly impor tant. Posthuma and Campion (2009)

have repor ted that employee age has a lesser inf luence

on job performance than indiv idual  sk i l l s  and his/her

health (Chasteen, Schwarz and Park, 2002).

Rationale for the Study

Employee aging may not  have only negative consequences

but also some posit ive consequences for organizat ions.

Impact of employee aging on organizat ions needs to be

studied to l imit i ts negat ive manifestat ions and harness

its posit ive outcomes. Employee’s age and functional

assignment in the organization shape his/her experiential

learning and influence his/her perception. Lynn, Barksdale

a n d  S h o r e  ( 1 9 9 5 )  f o u n d  t h a t  a g e  i n f l u e n c e s  t h e

p e r c e p t i o n  o f  e m p l o y e e  c o m m i t m e n t  t o  t h e

organization. Wal ler, Huber and Glick (1995) have found

tha t  funct iona l  background i s  a  dete rm inan t  o f  the

se lec t i ve  pe rcept ion  o f  execu t i ves .  Organ iza t iona l

climate is determined by the perception of organizational

members about working of the organizat ion (Hel lr iegel

and Slocum, 1974). Stress experience and adoption of

coping strategy by an individual are dependent upon

individual’s cognitive appraisal of problems, coping ski l ls

and coping resources (Sr ivastav, 2006a). Organizat ional

cl imate, role stress and coping strategy therefore get

in f luenced by employee age and h i s /her  funct iona l

assignment. The present study focuses on f inding out

the impact of employee aging on organizat ional cl imate

perceived, role stress experienced, and coping strategy

adopted by organizat ional  members across di f ferent

organizat ional functions.

Organizational Climate

Conceptua l l y  i n teg ra ted syn thes i s  o f  o rgan iza t iona l

cha rac te r i s t i c s ,  Organ iza t iona l  C l ima te  r e f l ec t s  t he

persona l i t y  o f  the  organ iza t ion .  I t  depends  on the

perception that organizational members hold about the

various dimensions of the organizat ion. Forehand and

Gl imer (1964) have def ined organizat ional cl imate as

re l a t i ve l y  endu r i ng  cha r ac te r i s t i c s  desc r ib i ng  an

organization and distinguishing it from other organizations.

According to La Fol lette (1975), organizat ional cl imate

r e p r e s e n t s  t h e  p s y c h o l o g i c a l  e n v i r o n m e n t  i n  t h e

o r g a n i z a t i o n .  O r g a n i z a t i o n a l  c l i m a t e  r e s u l t s  f r o m

interact ions among Structure, System, Culture, Leader

Behaviour and Employees’ Psychological Needs (Pareek,

1989) .  Mot i va t ion  and behav iou r  o f  o rgan iza t iona l

members are inf luenced by the organizat ional cl imate.

Unl ike sales turnover and profit ,  organizat ional cl imate

is  a  leading indicator  of  organ izat iona l  per formance

( L i t w i n ,  H u m p h r e y  a n d  W i l s o n ,  1 9 7 8 ) .  S t u d y  o f

organizat ional  c l imate is  impor tant for enhancing the

performance and human well-being in the organizat ion.

‘Mot i va t iona l  Ana l y s i s  o f  Organ iza t ions -C l ima te ’  o r

MAO-C was developed by (Pareek, 1989) for the study

of organizat ional cl imate.

MAO-C is based on the perception of the organizational

members about the twelve dimensions of organizational

working; viz. ,  Orientat ion ,  Interpersonal Relat ionships ,

Superv i s ion ,  P rob lem Management ,  Management  o f

Mistakes, Conflict Management, Communication , Decision

Making , Trust, Management of Rewards , Risk Taking, and

Innovat ion and Change .  MAO-C defines the fol lowing

motives of organizational climate. The first three motives

are functional as they lead to enhancement of organizational

performance. On the other hand, the last three motives

a re  dys funct iona l  as  they  jeopard ize organ iza t iona l

performance.
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Achievement: There is a heightened concern for quality,

excellence and achievement of goals.

Exper t Influence: There is emphasis on the use of exper tise

in the organization.

Ex tens ion :  There  i s  he igh tened concern  fo r  mak ing

oneself relevant to others in the group, organization and

society.

Control:  There is heightened concern for consol idat ion

of personal power.

Dependency :  The re  i s  emphas i s  on  sh i f t i ng  t he

responsibility for action or decision from self to others.

Affi l iat ion: There is heightened concern for maintaining

friendly relations.

Role Stress

Stress results from lack of person-environment fit, when the

person concerned f inds i t  di f f icul t  to cope with the

constraints or demands encountered (Harr ison, 1978).

Organ iza t iona l  Ro le s  ( Pa reek ,  1993)  i n teg ra te  ro le

occupants with their organization. An organizational role

gets defined by the expectations of the significant people

in the organization who are connected with that role. The

role occupant performs in the organization to fulf i l l  his/

her role expectat ions. Role occupants invar iably face

problems in their role performance. Occupation of an

organizational role is a potential source of stress for the

role occupant. Stress experienced in an organizational

role is known as Organizational Role Stress (ORS). ORS

framework (Pareek, 1983) defines the following ten role

stressors which comprehensively represent role related

problems in organizations.

I n t e r - Ro le  D i s t ance  ( I RD ) :  A r i se s  f rom d i f f i cu l t i e s

experienced in balancing between organizational and non-

organizational/familial roles.

Role Stagnat ion (RS):  Resu l ts  f rom lack of  growth or

development in a role. The role occupant lacks skil ls for

the new role and keeps on stagnating in the old role.

Role Expectation Confl ict (REC): Arises from confl icting

expectations encountered in role performance.

Role Erosion  (RE): Results from reducing the impor tance

of a role by transfer r ing some of the impor tant functions

o f  t he  ro le  to  o the r  ro le s  o r  by  appor t ion ing  the

rewards for the role performance to others.

Role Over load  (RO): Ar ises when there are too many or

too high expectat ions f rom one’s role.

Role Isolat ion  (R I) :  Resul ts f rom lack of communicat ion

or interact ion with the related roles in the organizat ion.

P e r s o n a l  I n a d e q u a c y  ( P I ) :  A r i s e s  f r o m  l a c k  o f

competence for role performance.

Self-Role Distance (SRD): Results from confl icts between

the sel f  and the role.  The role occupant cannot use

his/her st rengths or work on what he/she l ikes.

Role Ambigui ty  (RA): Ar ises f rom lack of c lar i ty in role

expectat ions.

Resource Inadequacy  (RIn): Results from lack of external

resources required for role performance.

Coping Strategy

Coping means deal ing with a potent ia l  s t ressor or a

stressful  s i tuat ion to el iminate, reduce or minimize their

harmful  consequences for the indiv idual .  For coping,

an indiv idua l  makes in t ra-psychic or  act ion-or iented

effor ts to manage the inter nal  or external  demands and

conf l icts (Lazar us and Launier,  1978).  When coping is

ef fect ive,  a potent ia l  s t ressor gets diss ipated ( Igodan

and Newcomb, 1986).  St rategy adopted for coping

wi th  s t ress  i s  known as  Coping St ra tegy .  P ro ject ive

Instrument for Coping Strategy (PICS) in relat ion to roles,

known as Ro le-P ICS deve loped by Pareek (1987) i s

re levant for measurement of st rategies for coping with

stress in roles.  Role-P ICS is  based on fol lowing three

binary dimensions.

Interna l i ty  or the extent to which the person engages

h imsel f /herse l f  wi th the problems caus ing s t ress  ( to

confront or avoid the problems).

External i ty or the extent to which the person engages

others with the problems causing st ress (to confront
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or avoid the problems).  Independent of each other,

internal i ty and external i ty can coexist .

Mode  o r  manner  o f  dea l ing  wi th  the problem,  i .e . ,

Avoidance or Approach.

Corresponding to the avoidance mode, there are four

dysfunct ional  coping st rategies (sty les) as expla ined

below. Names for these strategies have been simplified

for easier understanding.

Fatal istic Thinking (FT): It is believed that problems are

unavoidable and need not be solved. Named as Impunitive

in Role-PICS framework, this style results from low internality

and low externality.

Blaming the Self (BS): It is believed that problems are

caused due to one’s  own shor tcomings .  Named as

Intropunitive in Role-PICS framework, this style results from

high internality and low externality.

Blaming the External Agency (BEA): I t  is bel ieved that

problems are caused by an external agency. Named as

Extrapunitive in Role-PICS framework, this style results from

low internality and high externality.

Defending the Self (DS): Problems are either denied or

rationalized by pointing out benefits there from to cover-

up one’s own perceived deficiencies. Named as Defensive

in Role-PICS framework, this style results from high internality

and high externality.

Corresponding to the approach mode, there are four

functional coping strategies (styles) as explained below.

Names for these strategies have been simplified for easier

understanding.

Wishful Thinking (WT): It is believed that eventually, the

p rob lems  w i l l  t a ke  ca re  o f  t hemse l ves .  Named a s

Impersistive in Role-PICS framework, this style results from

low internality and low externality.

Making Self Effor t (MSE): Problems are solved by making

se l f  e f fo r t s .  Named as  I n t rope r s i s t i ve  i n  Ro le -P IC S

framework, this style results from high internality and low

externality.

Seeking External Effor t (SEE):  Problems are solved by

seek ing exter na l  ef for ts .  Named as Ext rapers is t ive  in

Role-PICS framework, this style results from low internality

and high external i ty.

Making Team Effor t (MTE): Problems are solved through

j o i n t  e f f o r t s  o f  t h e  s e l f  a n d  o t h e r s .  N a m e d  a s

Interpersist ive  in Role-PICS framework, this style results

from high internal i ty and high external i ty.

Objectives of the Study

( i) To  s t udy  t he  r e l a t i on sh ip  o f  emp loyee  age  w i t h

o r g a n i z a t i o n a l  c l i m a t e ,  r o l e  s t r e s s ,  a n d  c o p i n g

strategy var iables,  across funct ions in the selected

organizat ion.

( i i) To  enhance  the  under s t and ing  how the  nega t i ve

manifestations of employee aging can be l imited and

p o s i t i v e  o u t c o m e s  o f  e m p l o y e e  a g i n g  c a n  b e

harnessed for organizat ions.

Method

Site and Sample

Study was conducted in a large, multi-unit, multi- location

public sector industry in India. Data collection was done

after conducting workshops on creat ing awareness on

organizat ional cl imate, role stress and coping strategy;

and t he i r  impac t  on  i nd i v idua l  a nd  o rgan i z a t i ona l

p e r f o r m a n c e .  P a r t i c i p a n t s  f o r  t h e  w o r k s h o p s

r e p r e s e n t e d  t h e  d i v e r s i t y  p r e s e n t  i n  t h e

o r g a n i z a t i o n  i n  t e r m s  o f  g e n d e r,  a g e  g r o u p s ,

h i e r a r ch i c a l  l e ve l s ,  educa t i ona l  qua l i f i c a t i on s  and

func t iona l  a s s i gnmen t s .  Pa r t i c ipan t s  we re  p rom i sed

a n d  g i v e n  t h e i r  i n d i v i d u a l  o r g a n i z a t i o n a l  c l i m a t e ,

r o l e  s t r e s s  a n d  c o p i n g  s t r a t e g y  p r o f i l e s .

O r g a n i z a t i o n a l  c l i m a t e ,  r o l e  s t r e s s  a n d  c o p i n g

s t r a t egy  we re  measu red  fo r  e ach  pa r t i c ipan t ,  u s i ng

MAO-C ,  ORS -Sca l e ,  and  Ro l e - P ICS  (O)  i n s t r umen t s ,

r e s p e c t i v e l y .  A g e  a n d  f u n c t i o n a l  a s s i g n m e n t  o f

e a c h  p a r t i c i p a n t  w e r e  a l s o  r e c o r d e d .  4 5 3

pa r t i c ipan t s  f u r n i s hed  comp le te  MAO -C  and  ORS

d a t a .  O n l y  1 5 5  o u t  o f  t h e s e  4 5 3  p a r t i c i p a n t s

f u r n i s hed  comp le te  Ro l e - P ICS  (O)  da t a .
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Measures

MAO-C Instrument: Developed by Pareek (1989), MAO-C

instrument measures six motives of organizational climate

(explained above under MAO-C framework). It consists of

72 statements, representing each climate motive for the

twelve dimensions of organizational working. Respondents

rank order the six statements under each dimension for

the organization, company or unit under study from 1 to 6

(1 denoting least l ikely situation and six denoting most

l ikely s i tuat ion, according to his/her perception). The

respondents enter the score for each motive under each

dimension on the scoring matrix, using the scoring key

provided. Organizational climate score for each motive is

obtained by adding the 12 dimensional scores for the

par ticular motive. Organizational climate score for each

motive ranges from 12 to 72. Dimensions and motives

deployed in MAO-C are relevant and appropriate for this

study. Use of MAO-C for research on organizational climate

has been repor ted in recent studies (Kunnanatt, 2007;

Srivastav, 2007a). Gordon (2004) has considered MAO-C

instrument as a classic inventory.

ORS-Sca le:  Developed by Pareek (1983),  ORS sca le

measures ten role stressors (explained above under ORS

framework). It consists of 50 items divided in 10 subscales.

Respondents score each item from 0 to 4 (0 denoting the

least likely situation and 4 denoting the most likely situation).

Each role stressor is scored by adding the scores of the

given set of five items. Score for each type of role stressor

ranges from 0 to 20. Score for Total Role Stress (TORS) is

obtained by adding the scores for the ten role stressors.

TORS  sco re  r anges  f rom 0  to  200 .  ORS  sca l e

comprehensively represents the role related problems in

organizations. Extensive use of ORS scale for role stress

research has been repor ted (Pestonjee, 1999; Aziz, 2004).

Gordon (2004) has considered ORS scale as a classic

inventory.

Role-PICS (O) Instrument: Developed by Pareek (1987),

Role-PICS (O) or Role-PICS version for organizational roles,

measures eight types of coping strategy (explained above

under Role-PICS framework).  It consists of 24 car toon like

pictures depicting a boss, peer, subordinate or spouse,

asking a question for creating a role stress situation. The

respondent writes his answer to the question, based on

his/her immediate reaction to the projected situat ion.

Respondent’s answer for each picture is evaluated to

ident i fy the type(s) of coping st rategies used in the

situation depicted, depending on evaluator ’s assessment

of dimensions of coping used by the respondent. One or

more types of coping strategies may be used in each

situation. For each picture, if a single type of coping strategy

is  used, i t  i s  scored as one; i f  two types of coping

strategies are used, each type is scored as half; and so on.

Total score for each type of coping strategy is obtained by

adding its scores for 24 pictures. The score for each

type of coping strategy ranges from 0 to 24. Role-PICS

(O) has been used for recent research on coping strategy

(Srivastav, 2007a).

Analysis

Functional assignments were classi f ied as R&D, qual i ty,

product ion, and miscel laneous funct ions (compris ing

the remaining functions).  Under each function as above,

bivariate correlation analysis was done to determine how

e m p l o y e e  a g e  i s  r e l a t e d  w i t h  t h e  s i x  m o t i v e s  o f

organizat ional cl imate, the ten types of role stress, the

total role stress, and the eight types of coping strategy.

Correlat ion coeff icients with s ignif icance levels of .01,

.05 and .1 were considered for interpretat ion.

Results

Bivariate correlation of employee age with the six motives

of organizational cl imate in the R&D, quality, production,

and miscel laneous functions is depicted in Table 1. Age

has signif icant negative correlat ion with the achievement

climate in the R&D function; with the dependency climate

in the qual i ty function; and with the control cl imate in

the product ion funct ion. Age has s igni f icant posi t ive

c o r r e l a t i o n  w i t h  t h e  e x t e n s i o n  c l i m a t e  i n  t h e

miscel laneous function.

Bivar iate correlat ion of employee age with the ten role

s t r e s s o r s  i n  t h e  R & D ,  q u a l i t y ,  p r o d u c t i o n ,  a n d

miscel laneous functions is depicted in Table 2. Age has

signi f icant posit ive correlat ion with REC and PI in the

R&D function. Age has signif icant negative correlat ion

with IRD, REC, PI ,  SRD, and TORS in the qual i ty function;

with SRD in the production function; and with RS, RE,

and SRD in the miscel laneous function.
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Table 1 :   Organizational Climate – Employee Age Correlation across Functions

Table 2:   Role Stress -  Employee Age Correlation across Functions

Bivar ia te corre lat ion of employee age with the e ight

coping strategies in the R&D, qual i ty, production, and

miscel laneous functions is depicted in Table 3. Age has

s i gn i f i can t  pos i t i ve  co r re l a t ion  w i th  F T  i n  t he  R&D

function. Age has signif icant negative correlat ion with

FT  and  BEA i n  t he  qua l i t y  f unc t ion ;  w i th  F T  i n  t he

production function; and with BEA in the miscel laneous

funct ion.

Discussions

With employee aging, achievement (a functional motive of

organizational climate) is weakened in the R&D function;

but  extens ion (a funct iona l  mot ive of  organ izat iona l

cl imate) is strengthened in the miscellaneous function.

Dependency (a dysfunctional motive of organizational

c l imate) weakens with employee aging in the qual i ty

Organizational                 Functions

          Climate       R & D Quality                    Production            Miscellaneous

         Variable       n = 79 n = 192   n = 64   n = 118

A C H -0 .1912*** 0.0822 0.0100 -0.0149

E X P 0.1100 0.0964 0.1304 -0.0903

E X T 0.0775 0.1120 0.0585 0.2050**

C O N 0.0142 -0.0974 -0 .2231*** -0.0936

DEP 0.0078 -0 .2021* 0.0596 -0.0890

AFF 0.0291 0.0017 0.0959 0.0770

Note: *** p < .01; ** p < .05; * p < .1;  ACH = Achievement;  EXP = Exper t  In f luence; EXT = Extens ion;  CON = Control ;

DEP = Dependency; AFF = Aff i l iat ion.

Role Stress                    Functions

Variable R & D  Quality                    Production            Miscellaneous

n = 79 n = 192 n = 64 n = 118

I RD -0.0481 -0 .2177*** -0.1568 -0.1125

RS 0.0521 -0.1167 -0.1189 -0 .1527*

R E C 0.2510** -0.1405* -0.0857 0.0444

RE 0.0658 -0.0633 0.0025 -0.1875**

RO 0.1263 -0.0514 -0.2033 0.1187

RI 0.0369 -0.0347 -0.1804 -0.0485

PI 0.2855** -0.1373* -0.0687 -0.0689

SRD 0.0784 -0 .2169*** -0.3001** -0.2482***

RA 0.0659 -0.0375 0.0732 -0.0893

R IN -0.0200 -0.0407 -0.0417 0.0670

TORS 0.1495 -0.1630** -0.1737 -0.1075

Note: *** p < .01; ** p < .05; * p < .1;  IRD = Inter-Role Dis tance; RS = Role Stagnat ion;  REC = Role Expectat ion Conf l ict ;  RE = Role Eros ion;  RO

= Role Over load; R I  = Role Iso lat ion;  P I  = Personal  Inadequacy;  SRD = Sel f -Role Dis tance; RA = Role Ambigui ty ;  R In = Resource Inadequacy.
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Table 3:   Coping Strategy -  Employee Age Correlation across Functions

Coping              Functions

Strategy                    R & D                         Quality                     Production           Miscellaneous

Variable n = 13  n = 70    n = 30        n = 42

FT 0.5185* -0.2842** -0.4404** 0.1304

BS 0.0545 0.1776 0.0854 -0.0948

BEA 0.0036 -0.2442** -0.0109 -0.3207**

DS 0.1315 0.1698 -0.0404 0.0291

WT -0.0922 0.0211 0.0810 0.2033

MSE -0.4388 0.0293 0.2321 0.0376

SEE -0.3071 0.0912 0.1344 -0.1597

MTE 0.2731 -0.0494 0.0828 0.0648

N o t e :  * * *  p  <  . 0 1 ;  * *  p  <  . 0 5 ;  *  p  <  . 1 ;  F T  =  F a t a l i s t i c  T h i n k i n g ;  B S  =  B l a m i n g  t h e  S e l f ;  B E A  =  B l a m i n g  t h e  E x t e r n a l  A g e n c y ;  D S

=  D e f e n d i n g  t h e  S e l f ;  W T  =  W i s h f u l  T h i n k i n g ;  M S E  =  M a k i n g  S e l f  E f f o r t ;  S E E  =  S e e k i n g  E x t e r n a l  E f f o r t ;  M T E  =  M a k i n g  Te a m  E f f o r t .

function. Control (a dysfunctional motive of organizational

climate) weakens with employee aging in the production

funct ion.  Negat ive corre lat ion of employee age with

achievement climate in the R&D function is understandable

as achievement in R&D needs knowledge of the latest

technology and this knowledge erodes with aging.  The

miscellaneous function provides different kinds of services

to  t he  en t i r e  o rgan i za t ion ;  t hose  a s s i gned  to  t he

miscellaneous function par ticularly need to understand and

appreciate others’ needs and requirements; appreciation

for relevance of one’s contributions to others, groups and

society is greater as the age advances. Positive correlation

of employee age with extension in the miscel laneous

funct ion i s  therefore log ica l .  The qua l i ty  funct ion i s

dependent on the R&D and production funct ions for

achieving their quality improvement targets. With advancing

age, one gain more experience, becomes more confident

and more independent. This explains negative correlation

of employee age with the dependency climate in the quality

function. The production function needs proper control

over functioning of a comparatively larger workforce. As

age advances, one becomes more liberal and his/her need

to control comes down. Negative correlation of employee

age with the control climate in the production function is

therefore explainable. Negative correlation of dysfunctional

organizational climate of dependency and control with age

has been repor ted by Srivastav (2006a, 2007b). Thomas

(2008) has repor ted that age is one of the predictors of

organizational climate.

Two types of role stress (REC and PI) strengthen with

employee age in the R&D function. Four types of role stress

(IRD, REC, PI and SRD) and TORS weaken with employee

age in the quality function. One type of role stress (SRD)

weakens with employee age in the production function.

Three types of role stress (RS, RE and SRD) weaken with

employee age in the miscel laneous function. Negative

relationship of age with role stress has been commonly

repor ted (Sen, 1892; Parasuraman and Alutto, 1984; Singh,

1986). Parasuraman and Alutto (1984) brought out that

younger persons are less experienced and have lower skills

in coping. Older individuals have lesser expectations from

job; they also develop better coping mechanisms for

dealing with stressors and have enhanced stress tolerance

ability.  Age therefore has a negative relationship with felt

stress. Maslach, Schaufeli, and Leiter (2001) repor ted that

the level of burnout among younger executives is higher

than those elder than 30-40 years. Sen (1982) repor ted

that RS reduces with age. Ahmady, Changiz, Masiello and

Brommels (2007) have repor ted that seven types of role

stress and total role stress were negatively correlated with

age. Positive relationship of employee age with REC and PI

as found in R&D function in this study is unusual.  R&D

funct ion i s  pecul ia r  and constant ly  faces conf l ic t ing

expectations; marketing wants them to enhance the pace

of development of new products and product features;

on the other hand, production does not like fast paced

developments as they disturb production schedules. REC
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appears to be greater when the energy level comes down

with age. This explains positive relationship between REC

and age. Bhattacharya and Basu (2007) repor ted higher

distress in higher aged (>30 years) IT professionals as

compared to their younger counterpar ts. As explained

above, those assigned to R&D function need to be well-

equipped with the knowledge of latest technology and

aging results in erosion of this knowledge. This justif ies

positive relationship between age and PI.

FT (a dysfunct ional coping strategy) strengthens with

employee aging in the R&D function but weakens with

employee ag ing  i n  qua l i t y  and product ion .  BEA (a

dysfunctional coping strategy) weakens with aging in the

quality and miscellaneous functions. Negative relationship

of age with escapist or dysfunctional coping strategy has

been repor ted by Aldwin (1991). According to Salanova,

Grau and Mar tinez (2006), aging is associated with greater

experience and learning; and results in broadening of

individual’s reper toire of coping behaviours. Strengthening

of dysfunctional coping in R&D function repor ted in this

s tudy may be due to the fact  that  R&D ass ignments

invariably need in-depth knowledge of latest technology.

As age advances, this knowledge erodes and the older

individuals resor t to dysfunctional coping for hiding their

inadequac ies  by b laming the i r  fa te .  Sen (1982) has

repor ted that people in the age group of 36-40 years

exh ib i ted  more  o f  Impun i t i ve  o r  F a t a l i s t i c  Th in k i ng

dysfunctional coping style than those younger or older.

Bhattacharya and Basu (2007) repor ted that aging wears

out systems in the brain that respond to stress. Aging

persons therefore find it difficult to cope with fast-paced

changes and great demands of their lives.

Conclusions and Recommendations

Overa l l  funct iona l i ty  of  organ izat iona l  c l imate means

strengthening of functional motive(s) and/or weakening of

dys f unc t iona l  mo t i ve ( s ) .  Ove r a l l  f unc t iona l i t y  o f

organizational climate weakens with employee aging in the

R&D function but strengthens with employee aging in non-

R&D functions. Cer tain types of role stress increase with

employee aging in the R&D function but they reduces with

employee aging in non-R&D functions. Cer tain other types

of role stress also reduce with employee aging in non-

R&D functions. Overal l functional ity of coping strategy

means strengthening of functional coping style(s) and/or

weaken ing of  dys funct iona l  coping s ty le(s) .  Overa l l

functionality of coping strategy weakens with employee

aging in the R&D function but strengthens with employee

aging in non-R&D functions.

Employee aging therefore has negative consequences for

R&D function but posit ive consequences for non-R&D

functions. This finding has impor tant implications for the

organization under study. The organization under study

would do well to assign younger executives to the R&D

function and move them to non-R&D functions as they

grow older. This would facilitate maintaining stronger overall

functionality of organizational climate and coping strategy;

and  lowe r  ro l e  s t r e s s  ac ros s  t he  f unc t ions  i n  t he

organization.

Though the sample size in this study was large, the study

was limited to one large, multi-unit, multi-location public

sector  indus t ry  in  Ind ia .  More  resea rch  s tud ies  a re

recommended before general izing the f indings of this

study.

Keywords :  Aging across Funct ions ,  Organ izat iona l

Climate, Role Stress, Coping Strategy, Employee Aging.
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Weak-Form Efficiency:
Stock Market in the

Gulf Co-operation Council Countries

Bizhan Abedini

T
he EMH ma in ta ins  tha t  the  to ta l  marke t  i s  qu i te

s o p h i s t i c a t e d  i n  t h e  w a y  i n  w h i c h  i t  d i g e s t s

f inanc ia l  s ta tement  da ta

a n d  a r r i v e s  a t  e q u i l i b r i u m

secur i ty  pr ices .  Fur ther  more,

equi l ibr ium occurs in spi te of

the unsophist icated (or nat ive)

nature of many, i f  not most, of

the individuals who, collectively

in number, make up the market.

A securit ies market is general ly

def ined as ef f ic ient  i f  (1)  the

prices of the securit ies traded

in the market act as though they

f u l l y  r e f l e c t  a l l  a v a i l a b l e

information and (2) these prices

react instantaneously, or nearly so, and in an unbiased

fashion to new information.

The abi l i ty of the market price

to adjust quickly and accurately

to information derives from the

existence of a group of profe-

s s i o n a l  i n v e s t o r s  w h o  a r e

capable of gathering, analyzing,

and in te rp re t ing  a l l  t ypes  o f

information on the companies

w h o s e  s e c u r i t i e s  a r e  b e i n g

traded. Through constant and

careful attent ion to the market

a n d  b e c a u s e  o f  t h e  l a r g e

v o l u m e  a n d  f r e q u e n c y  w i t h

w h i c h  t h e y  t r a d e ,  t h e s e

T h i s  p a p e r  t e s t s  f o r  m a r k e t  e f f i c i e n c y  i n  t h e  t h r e e  s t o c k  m a r k e t s  i n  t h e  G u l f

C o o p e r a t i o n  C o u n c i l  C o u n t r i e s  ( G C C )  [ B a h r a i n ,  K u w a i t  a n d  D u b a i ] .  U s i n g  t h e

d a i l y  G e n e r a l  I n d e x  f o r  t h e  p e r i o d  b e t w e e n  J a n u a r y  2 0 0 5  a n d  N o v e m b e r  2 0 0 8

f o r  e a c h  m a r k e t ,  t h e  m e t h o d s  f o l l o w e d  a r e  A u t o c o r r e l a t i o n  F u n c t i o n  t e s t  ( A C F ) ,

R u n s  t e s t s ,  Va r i a n c e  R a t i o  t e s t  a n d  U n i t  R o o t  t e s t  ( A u g m e n t e d  D i c k e y - F u l l e r

Te s t  ( A D F ) ) .   T h e  r e s u l t  s h o w s  t h a t  i n  A u t o - c o r r e l a t i o n  F u n c t i o n  t e s t  ( A C F )  a n d

A u g m e n t e d  D i c k e y - F u l l e r  Te s t  ( A D F )  w e  c a n  a c c e p t  E M H  ( E f f i c i e n t  M a r k e t

H y p o t h e s i s )  f o r  a l l  m a r k e t s  ( B a h r a i n ,  K u w a i t  a n d  D u b a i )  b u t  c a n n o t  a c c e p t

E M H  i n  M e t h o d  R u n s  t e s t .  A n a l y s i s  v a r i a n c e  r a t i o  s h o w s  t h a t  t h e  D u b a i  F i n a n c i a l

M a r k e t  ( D F M )  i s  l e s s  e f f i c i e n t  b u t  t h e  B a h r a i n  S t o c k  E x c h a n g e  ( B S E )  a n d  K u w a i t

S t o c k  E x c h a n g e  ( K S E )  d o  n o t  s u p p o r t  E M H .  O v e r a l l ,  t h e  r e s u l t s  s h o w  t h a t  t h e

s t o c k  m a r k e t  i n  G C C  m o v e m e n t  i s  e f f i c i e n t .
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professionals ensure that prices are set competit ively,

and the prices quickly ( i f  not instantaneously) impound

new information. In this type of market, investors who

misinterpret information have l i t t le, i f  any, inf luence on

prices.

Fama [1970] coined the phrase “ef f ic ient market” to

d e s c r i b e  a  m a r k e t  w i t h  p r i c e s  t h a t  f u l l y  r e f l e c t

information. He fur ther categorized different levels of

market ef f ic iency (the weak, semi st rong, and strong

forms) based on the type of information involved. Weak-

form market eff iciency occurs when prices ref lect al l  the

information embodied in the past price ser ies. Markets

are eff icient in the semi strong form when prices ref lect

a l l  publ ic ly ava i lable informat ion. Strong-form market

efficiency occurs when prices reflect all information, both

publ ic and private.

Literature Survey

Abraham Abraham,  Faza l  J .Seyyed and Su la iman A .

Alsakran (2002) tested the random walk behaviour and

eff iciency of the Gulf stock market. They used weekly

index values for the three major Gulf stock markets of

Kuwait ,  Saudi Arabia and Bahra in for the per iod from

October 1992 to December 1998. They examined the

hypotheses for ADF area by three methods: variance ratio,

test runs test and estimation of the true index-correction

for  in f requen t  t r ad i ng .  The  r e su l t s  s how t ha t  t hey

canno t  r e j ec t  t he  RWH fo r  t he  S aud i  a nd  Bah r a i n

markets .  The Kuwai t  market ,  however,  fa i l s  to fo l low a

random walk  even a f ter  the correct ion.

K a b i r  M . H a s s a n ,  Wa l e e d  S . A l s u l t a n  a n d  J a m a l l  A .

Alsa leem (2003) s tudied the s tock market  ef f ic iency

in the Gul f  Cooperat ion Counci l  Count r ies  (GCC):  In

the case of  the Kuwai t  S tock Exchange,  they used the

dai ly stock index data f rom 1995 to 2000 and adopted

measurement  by  two methods :  1)  th in  t r ad ing  and

nonl inear i ty  2)  GARCH and EGARCH. They found that

the  KSE  i s  i ne f f i c ien t  i n  the  leve l  weak  fo rm,  even

though the ef f ic iency improves towards the end of

the 1990s.

M.A .Moustafa (2004) tested the weak-form eff iciency

of the United Arab Emirates stock market. He used dai ly

p r i c e s  o f  t h e  4 3  s t o c k s  f r o m  O c t o b e r  2 0 0 1  t o

September 2003, using the two methods of Runs Test

and Autocorrelat ion. The results presented in this paper

show that returns of al l  the 43 sample stocks do not

fol low the normal distr ibut ion, and suppor t, the weak

form EMH of U.A .E. stock market.

Osamah M.  A l -Khaza l i ,  Dav id  K .  D ing  and Chong Soo

P yun (2007)  s tud ied A New Var i ance Ra t io  Tes t  o f

R andom Wa l k  i n  Eme rg i ng  Ma r ke t s :  A  Re v i s i t ,  a n d

us ing  a  nonparamet r ic  Va r i ance Ra t io  (VR)  tes t ,  they

rev i s i ted the  empi r ica l  va l id i t y  o f  the  random wa lk

hypothes i s  in  e igh t  emerg ing  marke ts  in  the  Midd le

Eas t  and Nor th  Af r ica  (MENA) .  A f te r  cor rec t ion  o f

measurement  b iases  caused by th in  and in f requent

t rad ing  preva len t  in  nascent  and sma l l  s tock  marke ts ,

we cannot  re jec t  the  random wa lk  hypothes i s  fo r  the

MENA markets .  We can conclude that  a  nonparametr ic

VR tes t  i s  appropr ia te for  the emerg ing s tock markets ,

and a rgue tha t  our  f i nd ings  can  va l ida te  prev ious ly

c o n t r a d i c t o r y  r e s u l t s  r e g a r d i n g  t h e  e f f i c i e n c y  o f

MENA marke ts .

Gulf Cooperation Council Countries (GCC)

The GCC, establ ished in 1981, seeks to bui ld economic

and social t ies among the six GCC member countr ies—

Bahra in ,  Kuwai t ,  Oman,  Qatar,  Saudi  Arabia ,  and the

United Arab Emirates. The countr ies share many cultural ,

pol i t ical and economic t ies.

The quar ter ly stat ist ical for 2006 showed a decl ine in

the capital izat ion and the number of l isted companies

in Arab Capital Markets. Market capital izat ion dropped

by 31.2 percent to reach US Dollars 888.1 bil l ion in 2006

compared to US Dol lars 1291 bi l l ion by 2005 end. The

number of l isted companies also dropped to 1623 in

2006 compared to 1665 in 2005.

As to trading volume, the value of shares rose by 17.4

percent to reach US Dol lars 1685 bi l l ion during 2006

compared to US Dol lars 1435 by  2005 end. During the

same period, the number of shares rose to 52.1 percent

and reached 168.5 bi l l ion shares.
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 Population (Millions)

Country 1995 2000 2007

GCC 25.3 29.5 34.6

B a h r a i n 0.6 0.7 0.7

Kuwa i t 1 .6 2.2 2.9

Oman 2.1 2.2 2.4

Qata r 0.5 0.6 0.8

Saud i  A r ab i a 18 .1 20.5 23.1

Un i t ed  A r ab  Em i r a t e s 2.4 3.2 4.7

N o n - G C C 171 .6 193 214

 GDP Per Capita, Current Prices (US$ Thousands)

Country 1996 1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008

GCC

Bahra in 9.9 10.1 10.2 10.2 9.7 10 11.9 11.7 12.1 13.7 15.3 18.4 21.4

Kuwait 16.5 17.3 18.5 13.7 11.4 13.4 17 15.1 15.8 18.1 20.2 26 31.3

Oman 6.3 6.6 7.2 7.4 6.5 7.1 8.9 8.8 8.8 9.3 10.4 12.7 15.5

Qatar 12.5 16 17.4 21.6 18.5 21.1 28.5 27.3 28.9 33 37.6 43.1 53.5

Saudi Arabia 7.6 7.9 8.5 8.7 7.5 8.1 9.2 8.7 8.8 9.8 11.1 13.4 15.4

United Arab Emirates 17.2 17.8 19.7 19.9 17.1 18.2 21.6 19.7 19.9 21.8 24.1 27.7 35.1

Non-GCC

Lebanon 3 3.6 4.1 4.8 5.1 5 4.9 4.9 5.3 5.6 6 6 6

Libya 5.8 6.5 7 7.5 5.4 5.9 6.6 5.6 3.5 4.2 5.3 6.7 8.3

Other (pop weighted) 1.1 1.1 1.1 1.1 1.2 1.2 1.3 1.3 1.2 1.2 1.2 1.3 1.5

Data and Methodology

Data

This paper uses the sample period as January 2005 to

November 2008. The data consist of changes in price

and dai ly closing values of the leading stock index for

three markets (Bahrain, Kuwait and Dubai).

Normality Test

The f i rst condit ion for price change fol lowing RWH is

that i t  conforms to normal distr ibut ion. So Jarque-Bera

stat ist ics is used for test normal distr ibut ion. The result

of the Jarque-Bera is suppor ted by the Kur tosis test and

the Skewness test.

Jarque-Bera

Ja rque-Bera  s ta t i s t ics  ( JB)  tes t s  whether  a  se r ies  i s

normal ly distr ibuted. The stat ist ics is given by:

where n is the number of observat ion, S is a measure of

skewness, defined as:

JB =
n

6
S2 +( (K – 3)2

4 ( ,

S = 3

3
=

3 3/2

3

( )
=

1
n

n

i-1 (  – )3

1
n

n

i-1 (  – )2( (3/2
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and K is a measure of Kur tosis, defined as:

Under the nul l  hypothesis of normal i ty, the Jarque-Bera

stat ist ic is distr ibuted  2 with 2 degrees of freedom. I f

JB > 2 (2) then we reject the nul l hypothesis of normality.

Auto-Correlation Function Tests (ACF)

Fama (1965) recommends that serial cor relat ion tests be

c o m m o n l y  u s e d  t o  d e t e r m i n e  w h e t h e r  t h e r e  i s  a

dependency  i n  the  success i ve  va lues  o f  log -p r ice

changes. A serial cor relat ion coeff icient, P
T
,  is est imated

from the change in two prices, and then compared with

ze ro  a t  a  spec i f i ed  s i gn i f i c ance  l e ve l .  I f  P
T
 i s  no t

signif icant ly dif ferent from zero, then the price changes

are independent ;  otherwise ,  the pr ice changes a re

dependent. This test is parametr ic. I t  is one of the best

tests for examining weak-form eff ic iency because the

relat ionship between the price changes in the current

period and its value in the previous period is measured

by autocorrelat ion that is given as fol lows: a

The two hypotheses are equal to:

a) The nul l  hypothesis states that the ser ia l  correlat ion

coeff icient, P
T
 (which is est imated from the change

in  two success ive pr ices for  a  secur i ty) ,  i s  not

s igni f icant ly di f ferent f rom zero. The test wi l l  be

performed at a s ignif icance level of  a = 0.05. I f  the

nu l l  h ypo the s i s  i s  no t  r e j ec t ed ,  t hen  we  can

conclude that the market is efficient in its weak form.

b) T h e  a l t e r n a t i v e  h y p o t h e s i s  s t a t e s  t h a t  w i t h

subsequent changes prices are ser ia l ly correlated.

I f  we reject the nul l  hypothesis, then we can be

quite sure that the market is not eff icient in i ts weak

form.

The purpose of the test is that the ACF are signif icantly

different from zero. If price changes are serially correlated,

the hypothesis of the weak form eff iciency should be

rejected (
k
  is signif icantly different from zero).

When al l  of the autocorrelat ions are zero or the same

(al l  autocorrelat ion close with them),we can use the

L jung-Box por tmanteau s ta t i s t ics  (Q) for  tes t ing the

hypothesis. The L jung-Box Q- stat ist ics are given by:

j
= j autocorrelat ion

N = Number of observat ions

The Q-stat ist ics is distr ibuted as chi-squared ( ) with

d e g r e e s  o f  f r e e d o m  e q u a l  t o  t h e  n u m b e r  o f

autocorrelat ions (k).

I t  is est imated that the standard Error is Acf (k):

When N is very large (N>50), so the standard error of

Acf (k) is given by:

When ACFs are signif icantly different from zero, we can

use “T” test:

P
k

= ACF of change price of lag k

N = number of observat ions

a
t

= price change over period t

a = the sample mean of price change

a
t+k

= price change over period t+k

K = lag of the period

T h e  n u l l  a n d  a l t e r n a t e  h y p o t h e s e s  f o r  t h e  s e r i a l

correlat ion tests are as fol lows:

Ho: P
k
 = 0 (price changes are independent)

Ha: P
k
  = 0 (price changes are not independent)

t =

K = 4

4
= 4

(
=

1
n

n

i-1 (  – )4

1
n

n

i-1 (  – )2( (  2
2 )2

k
  =

n–k

t=1
(a

t
–a)(a

t+k
–a)

N

t=1
(a

t
–a)2

Q
LB

= N (N+2)
k

j=1

j

2

N–j

A u t o -Co r r e l a t i o n     No Co r r e l a t i o n   P
 k 
= O L o w  Co r r e l a t i o n H i g h  Co r r e l a t i o n

R e s u l t A c c e p t  e f f i c i e n t A c c e p t  e f f i c i e n t R e j e c t  e f f i c i e n t
m a r k e t  h y p o t h e s i s . m a r k e t   h y p o t h e s i s . m a r k e t  h y p o t h e s i s .
A c c e p t  p o s s i b i l i t y  o f R e j e c t  r a n d o m R e j e c t  r a n d o m
r a n d o m  w a l k  p r o c e s s . w a l k  p r o c e s s . w a l k  p r o c e s s .

Ta b l e
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Runs  Tes t  se r ves  a s  a  good  comp lemen t  to  se r i a l

correlation tests. When the serial correlation coeff icients

may be s ign i f icant ly  af fected by a s ing le out l ier,  the

results from the Runs Test are not ser iously affected by a

few outl iers.

The hypotheses for Runs Tests are:

Ho: R = E(r)

Ha: R = E(r)

The nu l l  hypothes i s  s ta tes  tha t  the tota l  number  of

observed runs R is equal to the number of expected

runs E(r). The alternate hypothesis states that the number

o f  o b s e r v e d  r u n s  i s  n o t  e q u a l  t o  t h e  n u m b e r  o f

expected runs.  The decis ion ru les for th is  test  (at  a

signif icance level of  = 0.05) is to reject the Ho when

|Z| > 1.96. Once this occurs, we can conclude that

the price changes are not random.

Z-values wil l  be negative if the number of expected runs

is greater than the number of observed runs, otherwise,

Z-values wil l  be posit ive. Trends may cause fewer runs

than expected, leading to Z < 0, and frequent price

reversals would cause more runs than expected, leading

to Z > 0.

Variance Ratio Test

O u r  p a r a m e t r i c  p r o c e d u r e  f o r  m e a s u r i n g  s e r i a l

dependence is cal led “a var iance-rat io test” which was

developed by Lo and MacKinlay (1988, 1989). The test

as used by Lo and MacKinlay exploits the fact that the

var iance of the increments in a random walk is l inear in

the sampling interval. Specif ical ly, the variance estimated

from two-day returns should be twice as large as the

var iance est imated from dai ly returns, and the var iance

est imated from quar ter ly returns should be three t imes

as large as the var iance est imated from monthly returns.

Under the random walk hypothesis, the rat io of (1/q)

times the variance of the q-differences over the variance

of the f i rst-dif ference is expected to be unity. The nul l

hypothesis is that VR (q) equals one.

The var iance rat io is computed by dividing the var iance

of returns est imated form the longer in terva l  by the

R or E(r) = (3)

Runs Test

Runs Test can be used to deter mine whether the change

of prices is ser ia l  or random. This test is non-parametr ic

and does not require a normal distr ibut ion of price or

constant var iance. Since its val idity does not depend

on the shape of the underly ing distr ibut ion, the Runs

Test is an appropriate stat ist ical technique to test the

weak form market eff iciency. A run is defined as a ser ies

of consecut ive returns of the same sign. Put s imply ,

++, —, 0, indicates f ive runs where “+” stands for a

price increase “-” represents a price decrease , and “0”

posits no change in price.

Suppose the price changes are independent, the total

expected number of runs E(r) can be estimated for large

samples as:

where N= is the total number of observat ions (price

changes or returns) =N1+N2

N1= the number of price changes (sign +)

N2= the number of price changes (sign -)

I f  the number of observat ions is large (N > 30), E(r) has

nor mal distr ibut ion. The Variance of E(r)  ( 2

r
) is given

by:

We can use the equation given below for probability test:

Prob [E(r)  - 1.96 
r
 < R < E(r) + 1.96 

r
] = 0.95

where R is the actual number of runs.

The Standard normal Z-test stat ist ics used to conduct a

Runs Test is given by:

Z =

R = actual number of runs

E(r) = the expected number of runs

r
= standard error of the expected

number of runs.

2N
1
N

2

N
+1

2
=

2N
1
N

2 
(2N

1
N

2
 – N)

(N)2

 
(N–1)r

(R+0.5) – E(r)

r
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variance of returns est imated from the shor ter inter val

and then by normal izing this value to one by dividing i t

by the rat io of the longer interval to the shor ter interval

as fol lows:

Var (P
t
-P

t
-q) = 

q
Var (P

t
 – P

t-1
).

Where q is any posit ive integer, the var iance rat io, VR

(q), is then determined as fol lows:

VR (q) =

For a sample size of nq + 1 observat ion (P
0
,  P

1
,  …., P

nq
),

the formulas for computing 2(q) and 2(1) are given in

the fol lowing equations:

2(q) =

Where

h = q (nq+1-q) (1-

And

 =

And
2(1) =

U n d e r  t h e  a s s u m p t i o n  o f  h o m o s c e d a s t i c i t y  a n d

heteroscedasticity increments, two standard normal test-

stat ist ics, Z (q) and Z*(q) respectively, developed by

Lo and MacKinlay (1988). Z (q) assume an independent

and identical distr ibuted normal error term. Then, the

standard normal Z test stat ist ics is computed as fol lows:

Z (q) =                      N (0, 1)

Z * ( q )  t e s t  s t a t i s t i c s ,  a l l o w s  f o r  a  g e n e r a l

heteroscedast icity of error term. The heteroscedast icity

consistent standard normal test stat is t ics re laxed the

assumption of normal ity. The formula is given as fol lows:

Z*(q) =                     N (0.1)

Where (q) is the asymptotic var iance of the var iance

rat io under the assumption of homoscedast ic i ty,  and

*(q) is the asymptotic var iance of the var iance rat io

under the assumption of heteroscedast icity:

(q) =

*(q) =

Whe re  ( j )  i s  t he  he t e ro s ceda s t i c i t y  –  con s i s t en t

est imator and computed as fol lows:

(j) =

Note that  both s tandard normal  Z-stat i s t ics  and Z*-

stat ist ics are approaching N (0, 1).

Th i s  va r iance- ra t io  s ta t i s t ic  wi l l  converge to un i ty  i f

returns are uncorrelated through t ime. I f  some of the

pr ice var iat ion is  due to t rans i tor y factors ,  however,

autocorrelat ions at some lags wil l  be negative, and the

variance ratio will fall below one in case of return horizons

longer than one period. Put equivalent ly, i f  the var iance

rat io is less than one for a return horizon longer than

one per iod ,  the  re tu rn  on  a  s tock  shows a  mean-

revers ion behaviour. By contrast ,  a var iance rat io that

exceeds one suggests that shor ter- inter val retur ns are

inclined to trend within the duration of the longer interval.

VR<1 ==>Correlat ion is negative

VR>1 ==>Correlat ion is posit ive

VR=1 ==> There is no correlat ion, so ser ies fol low

random walk

In test ing the random walk in the stock price changes in

th i s  d i s se r t a t ion ,  both  the  Z-  and Z*-s ta t i s t i c s  a re

calculated for var ious q’s (q=2, 4, 8, 16 and 32). Note

that s ince the Z- and Z*-stat ist ics are both asymptotic

standard normal; the conventional cr i t ical value appl ies

when  t hey  a r e  adop ted  to  t e s t  t he  r a ndom wa l k

hypothes is .

The hypotheses for Variance Rat io are:

H0: VR=1

Ha: VR=1

q

nq

(j)
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Unit-Root Tests

The Augmented Dickey-Fuller Test (ADF)

To apply the ADF unit root test of Said and Dickey, let

{y} be the stock index series. The ADF test is based on

the fol lowing OLS regression:

                        y
1
 = a + by

t-1
 +           + t.

Where yt equals the logarithm of a stock price at t ime t1,

 s t a n d s  f o r  c h a n g e s ,  a n d   i s  a  s e q u e n c e  o f

independent, normally distr ibuted random variables with

a mean of zero and constant var iance. The number of

lagged changes is  K ,  which can be se lected by the

Schwar tz-Bayesian Information (SIC). The applicat ion of

ADF test may be appropriate to determine a unit root.

However, such a test is possibly biased or lacks power.

For example, Schwer t (1989) and Dejong et al (1992)

argue that the augmented Dickey-Ful ler (ADF) unit root

test  of  Sa id and Dickey lacks power aga inst  a t rend

stat ionary alternative.

Random walk is equation:      Y
t 
= Y

t+1
 + 

 = ( -1) and

 Y
t
= (Y

t
-Y

t-1
)

I f  on the   f i rst ly regression (AR 1) equals   =1, so Y
t
 t ime

series has unit root because  is equal to zero ( =0).Then

if t ime series has unit root, it is non-stationary. Therefore,

t ime series  fol low the

Two models were used for the weak form eff iciency test

– the Random Walk Model with dr i f t  and trends and

Random Walk model with drif t .  The models are specif ied

as fol lows:

Model 1: =  Y
t 
= 

1
+ Y

t+1
+ 

(Random Walk Model with drif t)

Model 2: =  Y
t 
= 

1
+

2
t + Y

t+1
+ 

     (Random Walk Model with dri f t  and trend)

Y
T
 is a random walk, 

1 
is  a dr i f t  ,  

2
t is a trend and ? is a

white nose

The hypotheses for ADF are:

Ho:  = 1(t ime ser ies is non-stat ionary and there is unit

root).

Ha:   = 1(t ime ser ies is stat ionary and there isn’t unit

root).

Empirical Result

Result Normality Test

Under  the nu l l  hypothes i s  of  nor ma l i ty,  the Ja rque-

Be r a  s t a t i s t i c s  i s  d i s t r i bu t ed  2  wi th  2  deg rees  o f

f r e e d o m .  I f  J B  >  2  ( 2 )  t h e n  w e  r e j e c t  t h e  n u l l

hypothes is  of  nor mal i ty.

The JB test result shows that the general index is for al l

markets (Bahrain, Kuwait and Dubai) i f  i t  is more than

5.991(If JB > 2 (2 , 0.05 )that equals with 5.991 in the

level á=0.05), the general index  is not normal (table 1).

Hence price changes ( index) do not suppor t random

walk hypothesis.

For  measur ing  symmet ry  in  a  d i s t r ibu t ion  Skewness  i s

u s e d .  I f  t h e  v a l u e  o f  S k e w n e s s  i s  z e r o ,  t h e

d i s t r i bu t i on  s ymme t r y  i s  pe r f ec t l y  no rma l .   I f  t he

a m o u n t  o f  S k e w n e s s  i s  a  l a r g e  p o s i t i v e ,  t h e

d i s t r i bu t i on  ha s  a  r i gh t  t a i l ,  a nd  i f  t he  amoun t  o f

Skewness  i s  a  l a rge  nega t i ve ,  the  d i s t r ibu t ion  has  a

le f t  t a i l .  The  resu l t  shows tha t  ( tab le  1)  the  genera l

i ndex fo r  Bah ra in  and Kuwa i t  have a  le f t  t a i l  because

both  count r ies  a re  Skewness  negat i ve  but  Duba i  has

a  r igh t  ta i l  because i t  has  Skewness  pos i t i ve .  Hence,

we can say  tha t  d i s t r ibu t ion  i s  not  symmet r ica l  and i s

abnorma l  fo r  a l l  count r ies .

For measuring the thickness of the tai ls Kur tosis is used.

A common measure of kur tosis is the rat io of the four th

centra l  moment to the square of the second centra l

moment. Given this definit ion then the cr i t ical value is

three. In the case of normal distr ibut ion the value of the

measure is equal to three.   I f  the value of kur tosis is

more than 3 there is leptokur t ic and the tai l  of the graph

of the density function wil l  be shor t and/or fat. I f  the

kur tosis is less than 3 i t  is cal led platokur t ic and the tai l

of the graph of the density function wil l  be tal l  and / or

thin.  The result shows that (table 1) general indexes are

platokur t ic; hence the distr ibut ion is not normal for al l

markets (Bahrain, Kuwait and Dubai).
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N o r m a l i t y  Te s t  1

N o . N a m e N M e a n M e d i a n S t . D v. S K E W KURTO   J B

1 B a h r a i n 9 7 3 2 0 4 3 . 2 2 1 2 4 . 8 3 2 4 . 3 - 0 . 4 4 6 9 2 . 4 8 2 8 4 3 . 2 3 R N *

2 K u w a i t 1 0 0 6 9 0 0 9 . 6 8 9 6 7 9 . 4 5 2 4 7 2 . 1 7 - 0 . 2 4 9 7 1 . 8 1 2 7 6 9 . 5 4 R N *

3 D u b a i 1 1 6 9 4 1 3 1 . 5 9 4 2 1 9 . 6 4 1 9 8 4 . 1 9 0 . 2 0 5 7 2 . 3 6 7 4 2 7 . 7 4 R N *

*  R N =  R e j e c t  N o r m a l i t y

R u n  Te s t  ( 2 )

N o . N a m e n 1  n 2  N  R R ( E )      ó      Z

1 B a h r a i n 513 460 973 419 486 1 5 . 5 4 2 1 - 4 . 3 4 3 *

2 K u w a i t 623 383 1006 412 4 7 5 . 3 1 4 . 9 4 7 8 - 4 . 2 6 8 1 *

3 D u b a i 634 535 1169 535 5 8 1 . 3 1 6 . 9 6 5 3 - 2 . 7 5 8 5 *

*   S i g n i f i c a n t  a t  5 percent  l e v e l  w h e t h e r  t h e  a b s o l u t e  v a l u e  o f  Z  a r e  l e s s  o r  g r e a t e r  t h a n  ±  1 . 9 6

Variance Ratio Test (3)

N o . Market     2    4    8   16    32

1 BAHRA IN VR 1.987 1.345 1.054 1.012 1.877

Z 5.242 4.907 5.102 5.079 3.942

Z* 3.275 3.312 3.836 4.171 3.478

2 KUWAIT VR 1.183 1.542 1.108 1.096 1.345

Z 6.639 5.167 5.115 5.624 4.607

Z* 4.396 3.348 3.369 3.861 3.381

3 DUBA I VR 1.483 1.156 1.119 1.058 1.023

Z 1.628* 0.721* 3.092 4.865 4.187

Z* 0.928* 0.421* 1.929* 3.340 3.105

* S i g n i f i c a n t  a t  5 p e r c e n t  l e v e l  w h e t h e r  t h e  a b s o l u t e  v a l u e  o f  Z  ( q )  a n d  Z * ( q )  a r e  l e s s  o r  g r e a t e r  t h a n  ± 1 . 9 6

Result of the Runs Test

In the runs tests Z stat ist ics were used for large samples.

The  Z  s t a t i s t i c s  g i ve  t he  p robab i l i t y  o f  d i f f e rence

between the actual and expected number of runs. The

Z value is greater than or equal to ± 1.96, hence we

r e j e c t  t h e  n u l l  h y p o t h e s i s  a t  0 . 5 p e r c e n t  l e v e l  o f

s igni f icance.

The result of the runs test (table 2) for dai ly observations

for general Index shows that they are not an eff icient

market because al l  of them have Z greater than±1.96.

So the randomness is rejected for the dai ly observat ion

for general  index for a l l  markets (Bahrain, Kuwait and

Dubai) .  So we can rejected the nul l  hypothesis (Ho:

R=R (E)) for al l  markets (Bahrain, Kuwait and Dubai).

Result of the Auto-Correlation

Autocorrelat ion analysis is performed for 60 lag of dai ly

for genera l  Index for a l l  markets (Bahra in,  Dubai  and

Kuwa i t )  t ab le  (5 ,  6  and  7 ) .  They  were  found tha t

autocor relat ion coeff icient of al l  the lags of dai ly, for

general index is at the 95 percent confidence level. The

±
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autocorrelat ion coeff icient for Bahrain stock exchange

(except lag 1and 44) for general index is less than twice

the standard er ror. The autocor relat ion coeff icient for

Dubai f inancial market (except 17 lag out of 60 lag) for

general index is less than twice the standard er ror. The

autocorrelat ion coeff icient for Kuwait stock exchange

(except 7 lag out of 60 lag) for general index is less than

twice the standard er ror. Thus the autocor relat ion differ

is not s ignif icant ly from zero. That is,  a l l  of the lags at

the autocorrelat ion differ is not s ignif icant ly. The t-value

of the autocorrelation corresponds to the changed price

indices. They were found that the autocorre lat ions are

n o t  s i g n i f i c a n t l y  d i f f e r e n t  f r o m  z e r o  a n d  t h e

corresponding t-values are less than 1.96 at f ive percent

level  of s igni f icance because major lags for a l l  markets

a r e  l e e s  t h a n ± 1 . 9 6 .   S o  w e  c a n n o t  r e j e c t  n u l l

h y p o t h e s i s  ( H o :  P k  =  0  ( p r i c e  c h a n g e  a r e

independent)) .

Thus the price change index is based on random time

series and the stock markets for general index dai ly for

al l  markets are weak form eff iciency.

I f  L jung-box at lag K(QLB(K)) is greater than (k, ) then

t h e  i n d e p e n d e n c e  h y p o t h e s i s  i s  r e j e c t   a t  t h e

signif icance level of   =0.05  and at lag k .So in  this

paper the  QLB concluded for  genera l  index for a l l

markets  shows that they are greater than  (k,  0.05)

then we can reject the independency by in test.

Result of the Variance Ratio Test

Table 3 shows the var iance rat io test, homoscedast icity

test stat ist ic Z (q) and heteroscedast icity test stat ist ic

Z*(q) for dai ly observat ions for general index al l  market

(Bahrain, Kuwait and Dubai).

The result shows that we can reject random walk nul l

hypotheses at 5percent level of s ignif icance and at al l

g roup leve l s  (2 ,  4 ,8 ,16 & 32)  except  fo r  Duba i  a t

aggregation value qof2, q of4 and q of 8.

The nul l  hypothesis is accepted when the test stat ist ic

is corrected for homoscedasticity test stat ist ic Z (q) and

heteroscedast icity test stat ist ic Z*(q) at q=2, q=4 and

q=8 for Dubai general index but homoscedast icity test

stat is t ic Z (q) the nul l  hypothes is  of  random walk is

rejected at q=8.

So we can say that two markets (Bahrain and Kuwait)

don’t fol low random walk hypothesis but Dubai f inancial

market almost fol low random walk.

Al l  of Variances rat io for al l  markets are greater one (VR

>1) so al l  of them have correlat ion posit ive.
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Augmented Dickey-Fuller Test (ADF)-Table (4)

                                                                                  Drift-Level                Drift  and Trend—Level

N o. Name   N ADF    5%   1%   DW  ADF    5%    1%   DW

1 Bahra in 973 -1.304 -2.864 -3.436 1.993 -1.788 -3.414 -3.967 1.993

2 Kuwait 1006 -1.155 -2.864 -3.436 1.975 -1.260 -3.414 -3.967 1.975

3 Dubai 1169 -1.523 -2.863 -3.435 1.994 -1.048 -3.413 -3.965 1.996

N=Number of observation     DW=Durbin-Watson stat
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L a g     ACF              T                 LBQ S.E                Lag   ACF              T          LBQ   S.E

1 0.047692 1.63 2.66 0.029 31 -0.52004 -1.60 89.49 0.029

2 -0.051815 -1.77 5.81 0.029 32 0.04093 1.30 91.51 0.029

3 0.040425 1.37 7.73 0.029 33 0.089643 2.85 101.18 0.029

4 0.10635 3.61 21.01 0.029 34 -0.00758 -0.24 101.25 0.029

Auto - Correlation Function (Bahrain) Table - 5

Autocor re la t ion  Two S tandard E r ro  L im i t

S ign i f ica t ion  A uto-cor re la t ion  At  Two Standard E r ro  L im i t s  =>   


 = 064.02032.0 x

T-Va lue Less  Or  Grea te r  +1.96  (At  5%Leve l  of  S ign i f icances)

  Lag       ACF            T              LBQ           S.E   Lag              ACF              T             LBQ           S.E

   1  0.168166 5.24 27.57 0.032  31 0.010564    0.31 57.42 0.032

  2  0.016787 0.51 27.85 0.032  32 0.054920    1.62 60.46 0.032

  3 0.052212 1.58 30.51 0.032  33 -0.016546   -0.49 60.73 0.032

  4 0.035947 1.09 31.78 0.032  34  0.009357    0.28 60.82 0.032

  5 0.050712 1.53 34.29 0.032  35  0.010810   0.32 60.94 0.032

  6 0.058204 1.75 37.61 0.032  36 -0.015624  -0.46 61.19 0.032

  7 0.026916 0.81 38.32 0.032  37 -0.009043  -0.27 61.27 0.032

  8 0.026315 0.79 39.00 0.032  38  0.033491   0.98 62.40 0.032

  9  0.057084 1.71 42.21 0.032  39  0.015411   0.45 62.65 0.032

 10 0.039044 1.17 43.71 0.032  40 0.044512   1.31 64.66 0.032

 11 -0.006698 -0.20 43.75 0.032  41 -0.057511  -1.69 68.02 0.032

 12 0.006484 0.19 43.79 0.032  42 -0.051046  -1.49 70.67 0.032

 13 0.011500 0.34 43.92 0.032  43 0.021839   0.64 71.16 0.032

 14 -0.002821 -0.08 43.93 0.032  44 0.066256   1.93 75.64 0.032

 15 -0.028583 -0.85 44.74 0.032  45 0.054457   1.58 78.67 0.032

 16 -0.053429 -1.59 47.57 0.032  46 0.004820   0.14 78.69 0.032

 17 0.017651 0.53 47.88 0.032  47 0.020678       0.60 79.13 0.032

 18 -0.019460 -0.58 48.25 0.032  48 0.015326      0.44 79.37 0.032

 19 -0.027418 -0.82 49.00 0.032  49 0.041462      1.20 81.13 0.032

 20 0.023645 0.70 49.55 0.032  50 -0.015772    -0.46 81.39 0.032

 21 0.007227 0.21 49.61 0.032  51 -0.019200    -0.55 81.77 0.032

 22 0.034102 1.01 50.77 0.032  52 0.039112      1.13 83.34 0.032

 23 0.051019 1.51 53.36 0.032  53 0.009692      0.28 83.44 0.032

 24 0.012771 0.38 53.52 0.032  54 0.039458     1.14 85.04 0.032

 25 -0.026810 -0.79 54.24 0.032  55 -0.005531    -0.16 85.08 0.032

 26 -0.015929 -0.47 54.50 0.032  56 -0.044067    -1.27 87.08 0.032

 27 -0.011487 -0.34 54.63 0.032  57 -0.039508    -1.14 88.70 0.032

 28 0.029785 0.88 55.52 0.032  58 -0.062931    -1.81 92.80 0.032

 29 0.013593 0.40 55.70 0.032  59 -0.029518    -0.84 93.70 0.032

 30 0.039913 1.18 57.31 0.032  60 0.006959       0.20 93.75 0.032

Auto-Correlation Function (Dubai) Table - 6
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5 0.076499 2.57 27.88 0.029 35 -0.02338 -0.74 101.91 0.029

6 0.070284 2.35 33.69 0.029 36 0.058689 1.85 106.07 0.029

7 0.068845 2.29 39.27 0.029 37 -0.01895 -0.60 106.50 0.029

8 0.023569 0.78 39.92 0.029 38 0.039412 1.24 108.38 0.029

9 0.080569 2.66 47.58 0.029 39 0.00166 0.05 108.38 0.029

10 0.020846 0.69 48.09 0.029 40 -0.00373 108.40 108.40 0.029

11 -0.013566 -0.45 48.31 0.029 41 0.033038 1.04 109.72 0.029

12 0.05958 1.96 52.51 0.029 42 -0.02814 -0.88 110.68 0.029

13 0.053927 1.77 55.95 0.029 43 -0.015 -0.47 110.96 0.029

14 0.010076 0.33 56.07 0.029 44 0.045108 1.42 113.43 0.029

15 -0.03073 -1.00 57.19 0.029 45 0.061349 1.92 118.01 0.029

16 0.065908 2.15 62.34 0.029 46 -0.02367 -0.74 118.69 0.029

17 -0.034958 -1.14 63.79 0.029 47 0.075476 2.36 125.64 0.029

18 -0.003689 -0.12 63.81 0.029 48 0.09214 2.86 136.00 0.029

19 -0.016919 -0.55 64.15 0.029 49 0.021064 0.65 136.54 0.029

20 -0.013529 -0.44 64.36 0.029 50 -0.01592 1.61 136.85 0.029

21 -0.058852 -1.91 68.49 0.029 51 0.016412 0.51 137.18 0.029

22 -0.011877 -0.38 68.66 0.029 52 0.016904 0.52 137.53 0.029

23 -0.033974 -1.1 70.04 0.029 53 0.052182 1.61 140.87 0.029

24 0.033409 1.08 71.37 0.029 54 0.072285 2.22 147.27 0.029

25 0.003033 0.1 71.38 0.029 55 -0.06515 -1.99 152.49 0.029

26 -0.033004 -1.07 72.68 0.029 56 0.041148 1.26 154.57 0.029

27 -0.064401 -2.08 7.65 0.029 57 0.09198 2.80 164.97 0.029

28 0.052759 1.7 80.99 0.029 58 0.004163 0.13 165.00 0.029

29 0.029892 0.96 82.06 0.029 59 -0.00241 -0.07 165.00 0.029

30 -0.060674 -1.94 86.48 0.029 60 0.034872 1.06 166.50 0.029

Autocor re la t ion  Two S tandard E r ro  L im i t s

S ign i f ican t  A utocor re la t ion  a t  Two S tandard E r ro  L im i t s  =>                 


 = 0578.020289.0 x

T-Va lue  Less  or  Grea te r  +1.96 (At  5  percent  Leve l  o f  S ign i f icances)

Auto-Correlation Function (Kuwait) Table - 7

Lag     ACF             T              LBQ  S.E           Lag   ACF             T                LBQ S.E

1 0.212875 6.75 45.68 0.031 31 -0.03245 -0.95 93.09 0.031

2 -0.051531 -0.51 45.96 0.031 32 -0.01213 -0.35 93.24 0.031

3 0.026789 0.81 46.69 0.031 33 0.054391 1.58 96.32 0.031

4 0.062111 1.88 50.59 0.031 34 0.037019 1.08 97.75 0.031

5 0.068305 2.06 55.31 0.031 35 0.032465 0.94 98.85 0.031

6 0.034919 1.05 56.54 0.031 36 0.017084 0.50 99.16 0.031

7 0.017746 0.53 56.86 0.031 37 -0.02889 -0.84 100.03 0.031

8 0.040951 1.23 58.57 0.031 38 0.016481 0.48 100.31 0.031

9 0.06737 2.02 63.18 0.031 39 0.030806 0.89 101.31 0.031

10 0.061285 1.83 67.00 0.031 40 0.024171 0.70 101.92 0.031

11 -0.01623 -0.48 67.27 0.031 41 0.011813 0.34 102.07 0.031

12 -0.00611 -0.18 67.30 0.031 42 0.036425 1.05 103.46 0.031
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13 0.070636 2.1 72.39 0.031 43 0.052061 1.50 106.31 0.031

14 0.045123 1.34 74.47 0.031 44 0.016383 0.47 106.60 0.031

15 0.055874 1.65 77.67 0.031 45 0.045714 1.32 108.80 0.031

16 0.031877 0.94 78.70 0.031 46 0.062273 1.79 112.89 0.031

17 -0.00027 -0.01 78.71 0.031 47 -0.00772 -0.22 112.95 0.031

18 -0.03287 -0.97 79.81 0.031 48 0.034249 0.98 114.20 0.031

19 -0.03511 -1.03 81.08 0.031 49 0.066126 1.90 118.82 0.031

20 -0.04525 -1.33 83.18 0.031 50 0.048307 1.38 121.30 0.031

21 -0.0429 -1.26 85.07 0.031 51 0.014564 0.42 121.52 0.031

22 0.005521 0.16 85.11 0.031 52 -0.03795 -1.08 123.05 0.031

23 -0.00794 -0.23 85.17 0.031 53 -0.00417 -0.12 123.07 0.031

24 0.031709 0.93 86.21 0.031 54 0.024708 0.70 123.72 0.031

25 -0.01139 -0.33 86.34 0.031 55 -0.00266 -0.08 123.73 0.031

26 -0.05251 -1.54 89.19 0.031 56 -0.02429 -0.69 124.36 0.031

27 -0.01482 -0.43 89.42 0.031 57 -0.07982 -2.27 131.16 0.031

28 0.021628 0.63 89.90 0.031 58 -0.02411 -0.68 131.78 0.031

29 0.043502 1.27 91.87 0.031 59 0.005606 0.16 131.81 0.031

30 -0.01122 -0.33 92.00 0.031 60 0.027248 0.77 132.61 0.031

A u t o c o r r e l a t i o n  Tw o  S t a n d a r d  E r r o  L i m i t s

S i g n i f i c a n t  A u t o c o r r e l a t i o n  a t  Tw o  S t a n d a r d  E r r o  L i m i t s  = >                         


 = 062.02031.0 x

T-Va l u e  L e s s  o r  G r e a t e r  + 1 . 9 6  ( A t  5  p e r c e n t  L e v e l  o f  S i g n i f i c a n c e s )

Results of the Unit-Root Tests

(Augmented Dickey-Fuller Test (ADF))

T h e  r e s u l t s  o f  o u r  e s t i m a t i o n s  a r e  s u m m a r i z e d  i n

Ta b l e  4  wh i c h  c o n f i r m s  t h a t  a l l   m a r k e t s  ( B a h r a i n ,

K u w a i t  a n d  D u b a i )  e x h i b i t  a  r a n d o m  w a l k — t h e

A u g m e n t e d  D i c k e y  F u l l e r  t e s t  s h o w s  t h a t  p r i c e

c h a n g e s  i n  t h e  g e n e r a l  i n d e x e s  f o r  t h o s e  m a r k e t s

a r e  n o n - s t a t i o n a r y  a t  l e v e l  ( one  p e r c e n t  a n d  f ive

p e r c e n t  ) .

I f  |ADF|<|Cr i t i ca l  va l ue|  then  t ime  se r i e s  i s  non-

stat ionar y,  so random walk is  conf i r med. We cannot

reject nul l  hypothesis.

T h e  r e s u l t  o f  D u r b i n -Wa t s o n  s t a t  ( D W )  s h o w s  t h a t

i n  p r i c e  c h a n g e s  i n  g e n e r a l  i n d e x e s  i n  a l l  m a r k e t s

( B a h r a i n ,  K u w a i t  a n d  D u b a i )  t h e r e  i s  n o  c o r r e l a t i o n

becau se  i f  DW i s  c l o se  to  2  t he re  i s  no  co r r e l a t i on .

Then  i n  t he  Bah r a i n ,  Kuwa i t  and  Duba i  ma r ke t s  t he re

i s  w e a k  f o r m  e f f i c i e n c y.

Conclusion

This paper tested weak-form eff iciency using the dai ly

pr ice Genera l  Index of  the th ree markets  f rom Gul f

Coopera t ion  Counc i l  Coun t r i e s  (GCC)  t hat i nc l ude

Bahrain, Kuwait and Dubai. I t  was found that EMH could

be rejected for dai ly data in Runs test.

I t  was found that EMH could be accepted for dai ly data

(Bahrain, Kuwait and Dubai) in Autocorrelat ion function

test  and Augmented Dickey-Ful ler test.

The results of the Variance Rat io show that EMH can be

accepted for daily price general index for Dubai but EMH

may be rejected for Bahra in and Kuwait .  Overal l ,  the

results show that the stock market in GCC movement is

toward eff icient.

Therefore, the stock markets in GCC need to be reformed

to improve the eff iciency of the market and secure the

f low of information to the market par t icipants. Also the

size of market capital izat ion, the smal l  number of l isted
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companies, and the lack of s ignif icant market makers,

were al l  essentia l  factors causing the market to be what

is known as a thin market. Indeed, these factors strongly

reduced the level of eff iciency in the stock markets of

the GCC.

The re fo re ,  t h i s  pape r  r ecommends  t ha t  i nd i v idua l

investors concentrate on stocks wi th greater  market

capital izat ion and trading act iv i ty.

JEL Classi f icat ion Numbers: C22, G14, G10.

K e y w o r d s :  We a k - F o r m  E f f i c i e n c y ,  R u n  Te s t ,

Autocor relat ion Function test(ACF), Variance Rat io test,

Unit Root test, Augmented Dickey-Fuller test(ADF), Kuwait

Stock Exchange (KSE), Bahrain Stock Exchange (BSE),

Dubai  F inancial  Market (DFM),  Random Walk Hypothesis

(RWH), Eff icient Market Hypothesis (EMH).
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Growth Strategies:
New Sector of Russian Business

Bella Butler

T h i s  p a p e r  d e f i n e s  t h e  n e w  s e c t o r  o f  R u s s i a n b u s i n e s s  a n d  d e s c r i b e s  i t s  g r o w t h

s t r a t e g i e s .  T h e s e  b u s i n e s s e s  c o n s i d e r  t h e  s t a t e  i n t e r f e r e n c e  i n  t h e  i n d u s t r i e s

a s  a  f a c t o r  o f  l i m i t a t i o n  o f  e n t r e p r e n e u r i a l  f r e e d o m  a n d  p r o p o s e  t h e i r  o w n

s t r a t e g i e s  f o r  t h e  e c o n o m i c  d e v e l o p m e n t  o f  t h e i r  c o u n t r y  a n d  a n t i - c r i s i s

m a n a g e m e n t :  t h i s  i n c l u d e s  t h e  r a t i o n a l  c o m b i n a t i o n  o f  s t a t e  r e g u l a t i o n  a n d

p r i v a t e  i n i t i a t i v e ,  d e t e r m i n i n g  w h i c h  i n d u s t r i e s  w o u l d  t a k e  t o p  p r i o r i t y ,  t h e

s t r e n g t h e n i n g  a n d  p r o m o t i o n  o f  t h e  R u s s i a n  b r a n d  o n  t h e  i n t e r n a t i o n a l  m a r k e t ,

a n d  r a i s i n g  t h e  p r o f i l e  o f  R u s s i a n  b u s i n e s s  a n d  f a s t  g r o w t h  o f  p r i v a t e  f i r m s .

T
he rapid growth of the Russian economy after the

financial crisis of 1998, when the average rate of the

annual growth of GDP was 7.0 percent from 2003 to

2008, according to the Russian

State Statistics Committee (http:/

/www.gsk.r u), makes its market

very attract ive to internat ional

i n ves to r s  –  poss ib l y  even  a

promised land for those wishing

to face the challenges of a fast

changing country. Recent (2008)

global economic downturn did

not lead to dramat ic s low of

growth in Russia: the rate of the

annual growth of GDR in 2008

was 5.6 percent (http://www.

gsk.ru). Studies to date on what

general conditions exist for the functioning of business in

the Russian market, have focused on the business climate

in the country: on risks, infrastructure, corporate manage-

men t ,  bus iness  e th ics ,  and

partnering with Russian companies

(Puffer 1994, Puffer and McCarthy

1995, Hisrich 1996, Sedaitis 1998,

Hendley, Murrell, and Ryterman,

2000, Butler and Purpose 2004,

Manfred, Shekshnia, Korotov, and

Florent-Treacy, 2004, May, Puffer,

and McCar thy 2005; Butler and

Purchase, 2008; Johanson, 2008).

Undoubtedly, they provide key

i n fo rma t ion  fo r  t hose  who

considering making i nves tment

decisions.  However, another key

1234567890123456789012345678901212345678901234567890123
1234567890123456789012345678901212345678901234567890123
1234567890123456789012345678901212345678901234567890123
1234567890123456789012345678901212345678901234567890123
1234567890123456789012345678901212345678901234567890123
1234567890123456789012345678901212345678901234567890123
1234567890123456789012345678901212345678901234567890123
1234567890123456789012345678901212345678901234567890123
1234567890123456789012345678901212345678901234567890123
1234567890123456789012345678901212345678901234567890123
1234567890123456789012345678901212345678901234567890123
1234567890123456789012345678901212345678901234567890123
1234567890123456789012345678901212345678901234567890123
1234567890123456789012345678901212345678901234567890123
1234567890123456789012345678901212345678901234567890123
1234567890123456789012345678901212345678901234567890123
1234567890123456789012345678901212345678901234567890123
1234567890123456789012345678901212345678901234567890123
1234567890123456789012345678901212345678901234567890123
1234567890123456789012345678901212345678901234567890123
1234567890123456789012345678901212345678901234567890123
1234567890123456789012345678901212345678901234567890123
1234567890123456789012345678901212345678901234567890123
1234567890123456789012345678901212345678901234567890123
1234567890123456789012345678901212345678901234567890123
1234567890123456789012345678901212345678901234567890123
1234567890123456789012345678901212345678901234567890123
1234567890123456789012345678901212345678901234567890123
1234567890123456789012345678901212345678901234567890123
1234567890123456789012345678901212345678901234567890123
1234567890123456789012345678901212345678901234567890123
1234567890123456789012345678901212345678901234567890123
1234567890123456789012345678901212345678901234567890123
1234567890123456789012345678901212345678901234567890123
1234567890123456789012345678901212345678901234567890123
1234567890123456789012345678901212345678901234567890123
1234567890123456789012345678901212345678901234567890123
1234567890123456789012345678901212345678901234567890123
1234567890123456789012345678901212345678901234567890123
1234567890123456789012345678901212345678901234567890123
1234567890123456789012345678901212345678901234567890123
1234567890123456789012345678901212345678901234567890123
1234567890123456789012345678901212345678901234567890123
1234567890123456789012345678901212345678901234567890123

D r . B e l l a  B u t l e r ,  L e c t u r e r  o f   S c h o o l  o f

M a n a g e m e n t ,   C u r t i n  B u s i n e s s  S c h o o l ,  C u r t i n

U n i v e r s i t y  o f  Te c h n o l o g y ,  G P O  B o x  U 1 9 8 7 ,

P e r t h  We s t e r n  A u s t r a l i a  6 8 4 5 ,  E m a i l :

b e l l a . b u t l e r @ c b s . c u r t i n . e d u . a u



SCMS Journal of Indian Management ,  July - September, 2009.                                                                                                       30

A Quarterly Journal

aspect namely real business, such as company strategies

and the involvement of businesses in the business policy,

both at the state and regional levels, has been investigated

much less in the literature.

The purpose of this paper is to fur ther define the new

sector of Russian business which was built from scratch

and is not connected with results of privatisation and

following repar tition of the state proper ty. New Russian

businesses and their leaders do not expect state directives

and strategies for economic development. Instead, they

themselves take on responsibility for their own future and

future of their country by implementing strategies of rapid

growth and formula t ing s t ra teg ies  for  the economic

development of Russia. They contribute into the National

economy, f i r s t ly  through the way they operate the i r

businesses, and, secondly, through promoting the interests

of business to the Russian government. The study of the

new Russian business and their growth strategies provides

practical implications to those international practitioners

who wish to enter to the Russian market and /or par tner

with Russian businesses. The academic implications of this

study are their fur ther contribution to the emergent theory

management practices in the transition economy

The Study

This research bui lds on the previous studies into the

business climate in Russia. It uses the primary data collected

in Russia within the last 12 months, statistical data regularly

published by the Russian State Committee of Statist ics

(Goskomstat); the “Exper t -400” repor ts (on the 400 largest

companies in Russia in 1995 and 2003) published by the

Russia’s leading analytical business journal exper t  and  drew

on the personal business and academic experience of the

author, who is Russian. In forming the factual data 11 face-

to-face open-ended interviews with Russian managers who

presen t  t he  new sec to r  o f  Ru s s i an  bus i nes s  we re

conducted; manager ’s behaviour was observed, several

focus groups with Russian managers were held to get their

consultations and feedback on the prel iminary study ’s

results. In addition, the responses to the questionnaire

developed by the author in collaboration with Russian

academics from the Finance Academy under the Russian

Government from par t icipants of the First congress of

Gazelles (fast growing Russian companies) were included

in the primary data. The statistical data and the results of

the business and academic literature were explained and

enriched by the interviews and focus groups. This analysis

led to a detai led study of the new sector of Russian

business and its strategies for growth and the dynamic

economic development of Russia.

Both, in the academic and professional literature of the

early 1990s, or published in the late 1990s to early 2000s,

and also reflected in studies on Russian business, there

are many assumptions that all the newly rich Russians made

their wealth either by “exploit ing the mistakes of the

Government” (Stiglitz, 2001, 78); by getting assets from

the former socialists’ stage, via quick privatisation; or via

corruption. These perceptions are common, but in most

of the cases they are inaccurate and to date obsolete. The

more recent academic studies (Manfred, K. V., Shekshnia,

S., Korotov, K., and Florent-Treacy, E., 2004; Butler and

Purchase,  2008) contr ibuted into the more accurate

understanding of the existence of the new Russian business

established from scratch during the market economy. This

study fur ther provides evidence of the existence of new

Russian businesses. These new Russian businesses were

either established in industries which previously did not

ex is t ,  such as  in format ion technolog ies  and ce l lu la r

phones, or they were established during this same period

in areas that were previously owned by the State, such as

banking or transpor t. Thus, this study aims to disprove the

notion that the success and wealth of Russian business

are rooted only in re-al locat ion of former communist

proper ty and in par ty connections.

The Sector of Dynamic Growth in the Russian

Economy

According to the statistics (Russia’s Statistic book 2008),

the major  assets  now owned by the la rgest  Russ ian

compan ies  were c rea ted dur ing  the Sov ie t  per iod,

however, the situation is changing. While in 1995, among

the 400 largest Russian companies (Exper t online) there

was not even a single company established during the

market  economy, by 2004,  however,  there were 56

companies within the new economy, such as the leading

operator of mobile connections “Mobile telesystems” and

one of the largest insurance companies – ROSNO.  The

industrial structure of companies of the new sector of
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Table 1: Industrial Structure of the New Sector of Russian Business (Rate of Growth)

      Number of         Sales in 2003,    The average          Share in the        Rate of
                 Industry companies among            million       sales  per             total shares         growth,

“the 400 largest in             roubles*     one company        of “the 400        percent

Russia in 2003”         in  2003,                largest in

                                   million                  Russia in

                                                                                                                           roubles*                  2003”

Food production          48    347262,6 7234,6   4,1   25,0

Banks          20    352404,3 17620,2   4,1   15,8

Telecommunica-            7    333931,1 47704,4   3,9   41,7

tion and Other

Communicat ion

Services

Retail          17    131189,7 7717,0   1,5   54,5

Insurance            7      68305,9 9758,0   0,8      6,5

IT            7     62916,4 8988,1   0,7   52,4

Source:  composed based on the repor t  o f  Exper t  “400 la rges t  compan ies  in  Russ ia  in  2003”

*  1  US do l l a r  equa l  approx imate l y  29 Russ i an  roub les

Russian business is presented in table 1. Overall revenue

of the new economy in 2003 was more than six percent of

overall revenue of the par ticipants of the rating.  At first

g lance, the resul t  i s  f r ust rat ing.  However,  we should

consider f i rst  the scale of act iv i ty of the Russian raw

materials sector. Against this background indicators even

of such industry as mechanical engineering (rating share –

7.7 percent) do not look too convincing. Secondly, many

companies in the new economy prefer to stay in the

shadow and not show off their achievements. This attitude

has i ts  reasons.  By shar ing with the communi ty the i r

successes,  many companies r i sk  becoming potent ia l

victims of aggressive absorption.

The companies of the new economy demonstrate a truly

phenomenal speed of growth. In 2003 their volume of

business has grown by 70 percent compared to 2002 and

in 2008 they continued to grow despite to the global

economic slowdown and reached 64 percent growth

compared to 2007. This is more than three times that of

ove r a l l  r a t i ng  dynam ic s .  Cen t re s  o f  g rowth  a re

telecommunication and cellular phone connections, IT

companies and retailing. There is another peculiarity of this

segment – before 2005 the majority of companies are

controlled by foreign firms. In 2003, the share of “daughters”

of Western companies in new Russian business was over

20 percent. The reason that Russian businesses used to

work under the ownership of Western companies is that

they used well-promoted Western brands to penetrate the

home market. For long period of the communist regime,

when the number  of impor ted goods was limited, Russians

were striving to obtain impor ted goods and preferred them

to home - produced goods. By 2005, Russian companies

become compet i t i ve  on  t he i r  home ma r ke t  by

demonstrating their ability to offer high quality goods and

establish appropriate branding and respect in the market.

(Kolodnyaya, 2008; Yudanov, 2007).

If at the beginning of the market reforms in the early 1990s

it was common for multinational corporations to acquire

Russian firms for a speedy market penetration, nowadays it

is fast growing Russian companies who act ively make

fo re i gn  d i r ec t  i n ves tmen t s .  Fo r  examp le ,  Ru s s i an

investments abroad in the first quar ter of 2006 were 10,

103 bill ions US dollars 103 which is 57.4  percent  higher

compared to the same period of 2005 and also higher

than foreign investments into Russia during the same period

(foreign investments into Russia were 8, 789 bill ions US

dollars) (http: www.goslomstat.ru). This trend continued

in 2008: during the f irst nine months of 2008, Russian

investments abroad grew by 68 percent compared to the

same period of 2007 and counted 91.3 billions US dollars.
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I t  i s  common for Russ ian fast  growing companies to

consider acquisitions of foreign firms as the mean of fur ther

growth and market leadership rather than anticipating the

possibility of being acquired by foreigners, as it is illustrated

by examples presented next.

The general director of the Russian company “Russian

Sea” (seafood product ion) Dmitry Denezkin not only

nega t i ve l y  cons ide r s  any  pos s ib i l i t i e s  to  have  h i s

company acquired by internat ional industry leaders for

example, from Norway, he, as opposite, makes plans to

acquire foreign competitors in the industry. He explained

that his company currently (in 2009) has planned revenue

o f  US  1  b i l l i on  do l l a r s .  Th i s  p roduc t ion  vo lume i s

comparable with the volume of the world leader Marine

Harvest whose annual revenue is about US 2.5 bi l l ion

dollars. As Mr. Devezkin fur ther explained, “Considering

the annual growth of the company “Russian Sea” of 20

percent, there wil l  be no strategic investor who wil l  be

able to catch up with us. We have real chance to become

global player and plan to acquire foreign f i rms in f ive

years t ime” (F irst Congress of Gazel les, 2008).

S imi lar  plans for the future shares the genera l  di rector

o f  a n o t h e r  f a s t  g r o w i n g  R u s s i a n  c o m p a n y

“ K r e o g e n m a s h ”  ( H i g h  Te c h n o l o g y  M e c h a n i c a l

E n g i n e e r i n g )  Yu r i  G o r b a t s k y :  “ We  h a v e  a  u n i q u e

technology, develop our product ion fast  and have a l l

what i t  takes to become one of the ten world leaders

in  the indust r y ”  ( F i r s t  Congress  of  Gaze l les ,  2008) .

Evgeny Demin, the genera l  di rector of another Russ ian

fast  growing f i rm “Splat-cosmet ics” is  convinced that

f o r  d y n a m i c a l l y  g r o w i n g  f i r m s  t h e  o n l y  a c c e p t e d

strategic goal  is  to become a g lobal  industr y leader.

He  exp l a i n s :  “i f  t r ansna t iona l  compan ies  en te r  ou r

nat ional  market and we [nat ional  f i rms] are forced to

share th is market with foreigners,  by shar ing with them

[ f o r e i g n e r s ]  o u r  r e s o u r c e s ,  t i m e ,  m o n e y  o f  o u r

customers,  why should not we enter thei r  market and

sha re  i t  w i t h  t hem[ fo re i gne r s ] ? ”  ( F i r s t  Cong res s  o f

Gazel les,  2008).  Implement ing th is st rategy of g lobal

leadership in ora l  care products,  the company “Splat-

cosmet ics” bui lds i ts  product l ine: i f  the products of

the company cannot become the best in the world,

these products are discont inued. Such ambit ious plans

help the company to detect and el iminate ineff ic iency.

Cer tain leaders of the new economy are operators of

mobile connections. Their share const i tutes nearly 30

percent  of profits for/in this sector.  In 2008, the volume

of their business had grown by 31.7 percent, compared

to 2007. Another high technological segment of the new

economy is that of IT companies.  Their rate of growth in

2003 was 52.4 percent and in 2008 46.2 percent. On the

list of the 400 largest companies in Russia there are seven

IT companies. Due to the small scale of their businesses, it

is difficult for them to compete with mobile connection

operators. The IT services market is currently limited, but

the rate of success of mobile connection companies and

IT sector companies is high. By offering principally new

services in Russia, they have created their market.  Added

to which, demand in the mobile connection and IT services

areas has a tendency towards long-term growth.  This

makes this market very attractive to Western companies;

however,  Russ i an  I T  compan ies  shou ld  s t i l l  su s t a i n

competition from large Western corporations.

In 2003, the new economy in Russia was represented by

the following industries: f inancial services (with a 29.5

percent share in the new economy), retailing (18 percent),

food production (17.6 percent), IT (9.7 percent), banks

(8.9 percent), cellular phone connections (6.3 percent),

insurance (5.2 percent) and other (4.8 percent) (Russia’s

Statistic book 2003). In 2008 the new Russian economy

had a simi lar structure: f inancial services (with a 27.5

percent share in the new economy), retailing (17 percent),

food production (20.4 percent), IT (10.5 percent), banks

(7.5 percent), cellular phone connections (7.8 percent),

insurance (7.2 percent) and other (2.1 percent) (Russia’s

Statistic book 2008).

The Bank sector is nearly a first-born of the market economy

in Russia. In the Communist system there was only one

bank in Russia – The state owned Sberbank. The first private

banks were registered at the end of the 1980s, after the

issue of the Federal law “On cooperation.”  The banking

law of 2002 caused the bir th of hundreds of independent

banks. Cur rent ly,  20 banks, included in “Exper t-400”,

provide over four percent of overall profits of the 400

leading companies in Russia. Leading posit ions among

those banks which emerged during the market reforms now

are taken by Alpha bank (44th place) and Rosbank (124th

place).  Both banks were able to consol idate strong
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industrial assets and now are financial centres of Russia’s

largest Financial Production Groups – “Alpha Group” and

“Rosprom.”

Four years of growth in real earnings among the population

gave bir th to a real boom in retailing (Russia’s statistic book

2003). Par ticipating in the rating retail companies in 2003

increased their turnover by more than 1.5 times (Exper t-

400,  2003) .  Number  of  Russ ian  t rade networks  has

increased substantially in the past few years, and leading

players are conquering the new regional markets.  However,

Russian retailers more and more often have to compete

with foreign branches of international retail networks, such

as Metro Cash  and Carry (55th place), “Ashan” (99th place),

and IKEA (146th place, Exper t 2004).  In 2004 the share of

foreign companies is one third of profits, obtained by those

retail companies listed in the “Exper t-400.” In 2006-2008,

newly developed and fast growing Russian retailers have

become strong and aggressive competitors to Western

retail companies (Exper t, 2008).

Manufacturing has the slowest rates of creation of new

assets. The reason for this is the lack of the state funds

available for the building of new, and the modernisation of

existing enterprises.  Most manufacturing enterprises were

bu i l t  be tween  t he  1950  and  1980s  and  requ i r e

modern i sa t ion .  In  the ear l y  2000,  most  o f  the new

manufac tu r ing  p lan ts  be long to  fo re ign  compan ies .

Pioneers in the building of new factories in Russia became

Western manufacturers of food and beverages. Among

them are Danone, Mars, Pepsi Co and others.  Recently,

motor car factories joined them. The Ford Motor Company

factory built in Vsevolozhsk (69th place in overall rating)

had leadership on the list of leaders among new industrial

companies (Exper t 4000, 2003).

Ana l y s i s  o f  t he  new sec to r  o f  Ru s s i an  bus i nes s

demonst ra tes  tha t  new bus inesses  c rea ted wi thout

connection with former wealth can be sustained even in a

period of dynamic changes and of uncer tainty in the

environment. Most companies of the new sector belong

to industries such as cellular connection, financial services,

and banking, which were born during the market economy.

However, more traditional areas, such as manufacturing,

have not created many of new businesses, despite Russia’s

recognised technical exper tise.

The New Economy of Russia

The term “new economy” was first introduced by one of

Russia’s most renowned business analysts, T. Gurova, Chief

Editor of the Russian leading business journal Exper t, in

2003. According to Gurova (2003), companies of this new

economy are timely and current in all terms: they are not

imitators, instead, they create the new qual i ty.  These

companies are flexible in management and sales. They are

aiming at competit iveness with multinational f irms and,

therefore, they invest in the best equipment in the world.

In fif teen to twenty years, this active and innovative par t of

the Russian economy will produce future leaders of the

world economy with Russ ian ci t izenship.  Successfu l

companies within the new Russian economy play the role

of centers of new economical zones. Today, around them

there  a re  o ther  s t ruc tu res  –  supp l ie r s ,  educa t iona l

ins t i tu t ions ,  and customers – a l l  agencies which are

evolving around the center.

Within the bounds of the “Russian new economy,” new

types of connections among companies are emerging. The

new breed of company has gone through the, at times,

twisting and thorny path of survival in conditions of tough

compet i t ive f ight ing.  The i r  typica l  h is tory inc ludes a

disintegration of technological nets of the Soviet system

for impor t in the first half of the 1990s; the establishment

of the production of competitive goods after the financial

crisis of 1998; new problems associated with the evolution

of a mature market (such as the establishment of branches

of transnational corporations; the introduction of cheap

Chinese impor ts; or pressure from new Russian firms etc).

The “new firms” survived in such conditions, because they

learnt to respond to the competitive advantages of rivals,

via the creation of their own advantages.

The development of the new sector of Russian business

would not be possible without the emergence of new

generation of managers. At the end of 1990s, the new

wave of Russian managers star ted their career. The third

wave brought on the scene young, well ‘educated (only

par tly in the Soviet business system), managers who were

dynam ic ,  amb i t i ous ,  some  o f  whom had  wor k i ng

experience in a Western company with Western peers. In

2000 -2001, over 5000 young Russian leaders had travelled

to the United States for management training. Since 1993,
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some 40000-45000 Russians have travelled to the US on

state exchange programs – even more when pr ivate

p rog r ams  a re  i nc l uded  ( I z ves t i a ,  Oc tobe r  2001) .

Additionally, “they are likely to speak a foreign language

proficiently ” (Camiah, Hollinshead, 2003: p.250). These

people are concerned for other ’s welfare; they sincerely

aim to conduct their business in the ‘civil ized’ manner and

see their future in Russia.

Moreover, as was reflected by our respondents in Russia,

Russian managers realized the necessity to reconsider their

business methods after the financial crisis of 1998. This

cataclysm (the crisis of 1998) wrecked a large quantity of

whimsical business structures, grown in the first years of

new Russian capitalism, and at the same time it sparked the

inception of the home market. The [1998] crisis became

the very fire that promoted adorning. It [the crisis] cleared

from the market predominance of impor ted goods and for

the f i rst t ime (s ince the beginning of market reforms)

provided Russian firms with the oppor tunity to display their

entrepreneurial spirit. No less impor tant to mention, is that

after the 1998 crisis, the long term period of crises and

reduction of production has changed into a long period

o f  con t i nu i ng  economic  g rowth .  Ru s s i an  f i rms  go t

perspectives on how to pursue their development.

In some industries, new Russian firms have gone through a

turbulent period of establishment and faced the challenges

of a mature market. For example, for the pharmaceutics,

the most impor tant challenge was the growing pressure of

impor ts. In the confectionery industry, the main pressure

was the branch establishment of transnational corporations.

In the soft drinks industry, imperceptibly home–grown

competitors became the main players. In the oil and gas

industry, exploration and related services have become a

new competit ive force. In banking, a new sector has

evo l ved–cus tomer ’ s  c red i t i ng .  F i n a l l y ,  t he  Ru s s i an

innovation business began agonizingly to assimilate the

commonly accepted in the world, mechanism of financing

– attraction of venture capital.  The development has not

been easy in any of the industries. Most players have found

themselves, if not in the situation of losers, then under

strong pressure. At the same time, the situation was never

hopeless. In every case, there was a way to success.

This is  a l igned with the resul ts of a study publ ished by

May, Puffer and McCar thy (2005: p.29): “Russia’s devastating

economic and financial crisis in August 1998 seemed to

be the catalyst for a major shift in the attitudes and priorities

of  many Russ ian managers ,  inc luding a much greater

readiness to accept Western managerial knowledge. As

the economic situation stabilized in 2000, managers (…)

seemed ready to accept that acquir ing knowledge in

market-oriented management practices was their only hope

for survival.” The lessons learnt by Russian businesses after

the financial crisis of 1998, made them stronger during the

recent (2008) financial crisis: the most of fast growing

Russian companies repor ted that their growth was not

slower in 2008 compared to previous years (First Congress

of Gazelles, 2008).

Although, it is too early to sum up the outcomes of the

recent 2008 f inancial  cr is is and i ts impact on Russian

business, the responses of Russian managers – leaders of

fast growing firms (First Congress of Gazelles, 2008) show

that the major expectation of Russian managers in the anti-

crisis environment is to continue investments in innovations

and development ,  e l iminate inef f ic iency and fur ther

strengthen the planning and management mechanisms. The

discussion of the anti-crisis measure formulated by Russian

managers of the new economy is presented in the following

paragraph.

As opposed to being ‘fed’ by the Russian government

oligarchical groups, the firms of the “new economy” have

grown and reached their prosperity, based upon their own

strengths. Today, these firms do not rely on the lobbying

of  the i r  in te res ts  by those in  the h ighes t  c i rc les  of

authorities, nor do they rely on getting privileges via the

establishment of personal connections (although, they do

not scruple such possibilities). New Russian firms conduct

their  main batt les in the market by means of offer ing

competitive goods, and superior offerings compared to

other firms.

S ince the  l a te  1990s ,  bus iness  educat ion  in  Russ i a

cont inues to boom, both at  the undergraduate and

postgraduate level. Some of our Russian respondents are

a l umn i  o f  t he  P re s iden t  p rog r am ,  ( a  p re s t i g ious

postgraduate program funded by the Russian Government

wh ich  i s  an  equ iva len t  o f  a  Wes te r n  MBA degree) ,

conducted by one of the leading Russian business schools
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– the Institute Specialist Retraining of the Ural State Technical

Univers i ty ( i t  is  an equivalent to graduate schools of

business). Al l of the respondents stated that they are

cont inuous ly  lea rn ing together  “new ways  of  do ing

business” (Bannych 2008, Zotova 2008).

Strategies for Growth and Economic Development

Analysis of the economic dynamics of the developed

countries following World War II shows that there is a direct

dependence between state economic policy and the level

of development of market relations: the more developed

market relations are, the stronger is the state’s influence

on  t he  deve lopmen t  and  o rgan i s a t i on  o f  ma r ke t

mechan i sms  and  regu l a to r s  ( F i s he r,  Do r nbusch ,

Schmalensee 1998, Andrianov 1997, Zhavoronkov,, Mau,

Chernyi,  Ianovskii, 2002). On the whole, it may be said

that the Russian state’s business policy has not yet become

an effective instrument for economic reform. The principle

conduit of monetary-credit policy is the Central Bank of

Russia, which at the present time most actively uses three

instruments of monetary-credit regulation: the policy of

mandatory reserves, the level of the Central Bank’s interest

rates, and the regulation of the volumes of refinancing of

commercial banks. Bureaucratic traditions in Russia impede

the effective implementation of economic reforms and are

an obstacle on the road to market reform. Countries with

developed market economies are successfully using both

Keynesian and monetar ist  pr inciples in the economic

regulat ion process and in the most highly developed

countries, a broad network of self-regulatory mechanisms

in the form of functional economic systems has developed.

This is demonstrated by the emergence of effective self-

regulatory mechanisms in the Russian economy.

Since the beginning of the market reforms in the early

1990s, Russian business has expected from the State a

clearly formulated strategy for economic development for

nearly a decade. Business leaders think that government

officials have failed to offer this strategy and, thus, in the

early 2000s, they have begun to formulate their own strategy

for the economic development of the country. This attempt

of the Russian businesses, par ticularly, the new Russian

economy, to of fer  thei r  own st rategies of economic

development have been significantly advanced after the

recent (2008) financial crisis. Most of our respondents –

par t ic ipants of the F i rst  Congress of Gazel les – have

re jected the idea of  the s ta te in ter ference in to the

development of businesses: the most common answer to

the questions regarding the state suppor t was “no suppor t

is needed.” As commented such answers by professor of

the Finance Academy under the Russian Government A .

Yudanov (2009), this was not a manifestation of the new

l iberal ism by Russ ian businesses. Rather,  Russ ian f i rms

exper ienced “fa lse help” f rom the State. One of our

respondents explained, “As soon as the state declares

special priorities for a cer tain industry, we [businesses]

face increased state control, additional sanctions, repor ts

and similar obstacles.” Many Russian businesses consider

the state suppor t as a very painful open wound which

they want to protect from additional hits at all costs. The

only suggested recommendations of businesses regarding

a possible state suppor t were made about the state

investments into the banking system: instead of giving

funds to the banks, the state should rather give that money

to the enterprises for specific projects. Another suggested

measure for the state suppor t was made regarding the

common service of “one window” to assist business to

obtain communications, get access to water, electricity,

and gas. Currently, businesses face a lot of bureaucracy

when they have to contact various state agencies to have

access to these resources and communicat ions.  Our

respondents emphasised that not a l l  f i rms should be

suppor ted by the state, only the firms who are committed

to contribute into the economic and social well being of

their employees, e.g. not to reduce salaries and nor to

discharge employees,  implement programs of  socia l

suppor t  fo r  the communi t ies  where the compan ies

operate. The fol lowing paragraphs present st rategies

formulated by Russian businesses of the new economy for

growth and economic development.

Strategy 1:   Rational Combination of State

Regulation and a Private Initiative

One of our respondents, one of the leading Russ ian

banke r s ,  no ted ,  t ha t  t he  key  so lu t ion  i s  a  r a t iona l

combinat ion of state regulat ion with private init iat ive.

Although, some businessmen state that they do not need

anything from the state, perhaps, just to be left alone.

Despite such Russian scepticism, crisis forces businesses

to a constructive dialogue with the authorities. Businesses
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are ready to negot ia t ions  wi th  the S ta te :  in  case i f

companies are committed to the wel l  being of thei r

employees and even local communit ies in which they

operate, they expect some state suppor t in terms of easier

access to communications and resources or more relaxed

control mechanisms (Yudanov, 2009). This is informal,

bottom-up imitation of the famous reciprocity policy – the

key policy developed during the period of economic

wonder in Nor th Korea.

Strategy 2:  Determining Industries of Top Priority

According to one of our respondents, a leading Russian

business analyst, businesses expect that the state would

establish a strong financial system which would include

strong banks, the ready availability of credit and reliable

insurance. The state is also expected to determine the

pr io r i t ies  o f  indus t r i a l  po l i t i cs .  Some indus t r ies  a re

developing effectively in the market economy, while others

such as manufacturing and aircraft building require state

suppor t. As one of our respondents – the CEO of one

high tech company – stated, “The state has to provide

funding to the most prioritised industries and the private

capital will follow.” This opinion was suppor ted by another

respondent who believes that “Russia has to learn the

Japanese experience of impor ting investments. Only the

newest foreign technologies were allowed to be impor ted

into Japan: those that did not have any analogies anywhere

in the world. This helped them to reach internat ional

competitiveness.”

Strategy 3:  Strengthening and Promotion of the

Russian Brand in the International Market

One of our respondents – the general director of one of

fast growing companies producing consumer goods -

stated that he cannot see future economic power and

competitiveness without promotion of the Russian brand.

This statement was suppor ted by a Russian Government

official who said that the countries who won a leading

pos i t i on  i n  t he  i n t e r n a t i ona l  ma r ke t  l e a r n t  t o  s e l l

themselves f i rs t ,  rather than their  goods. States have

always appreciated the impor tance of suppor ting image

of their country. Today many Russian businesses promote

the i r  goods ,  even  on  t he  Rus s i an  ma r ke t ,  v i a  we l l

established Western brands.

Strategy 4: Creating a Strong Profile for

Russian Business

An example of a wealthy group with ser ious pol i t ical

influence was Yukos, a large diversified company. This was

a widely publicised case, where the business operations

of the company were declared illegal and the Government

brought a law suit against the company and its management.

The situation around Jukos – an oligarchical group whose

management team, including the founder and co-owner

Michael Chodorkovsky, was jailed - proved that the Russian

pub l i c  does  no t  l i k e  bus i nes smen :  t he re  we re  no

demonstrations or howls of protest and the majority of

the public was indifferent to Chodorkovsky and his team.

Looking at the Yukos’ case, it seems then that the Russians

are st i l l  suspicious of the means by which somebody

achieved their success in business. In the early stage of

privatization in the 1990s in Russia some of those who

came to be wealthy had received a large por tion of public

proper ty. The division of public proper ty was inequitable

and some people were left in a much more advantageous

position than others. If the Russian public is stil l clearly so

suspicious of those with wealth, then, from the point of

view of the Russian government, there is l itt le point in

providing state suppor t to business and thus encouraging

this scourge of wealth. Meanwhile, on the par t of Russian

bus iness ,  there is  a percept ion that  the state is  not

interested in suppor ting them. Many of our respondents

shared the opinion that many businessmen learnt from the

Yukos’ exper ience: Russ ian businesses have to invest

money in promoting Russian business and in raising its

prof i le,  rather than in the promotion of an indiv idual

company, since, as one body, they are left fighting their

corner on their own. In other words, they need to be

promoting business as whole, both to the national and

international markets.

Conclusion and Further Research

The strategies formulated by Russian businessmen strongly

indicate that Russian entrepreneurs began to prove that

they are not just a complaisant layer of the public; they are

responsible for the future of their country. The new wave

of Russian managers demonstrates a strong desire to be

involved in business policy not only at the level of their

company but also at regional and state levels. Thus, the
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Russian business class forms a broad network of effective

self-regulatory mechanisms.

As Russia becomes more involved in the world economy,

it is anticipated that its business practices will become

progressively affected by, and affil iated with the business

policies of the broader international economic order. If

this trend continues, there will be an increasing number of

foreigners par ticipating in business communication with

Russians. They should understand that Russia, l ike other

nat ions,  wi l l  cont inue to have i ts  own specia l  set of

standards for business policies and practices. To expect

otherwise would be unrealistic considering the unique

influences of Russia’s history, politics and culture. When

accommodating the business practices of various Russian

business groups, their specif ic characterist ics such as

origin of their assets, business experience, attitude will be

key to their success. Studying the new sector of Russian

business and i ts strategies for growth of the nat ional

economy provide a more thorough and fair analysis of the

general conditions for the functioning of businesses in

Russia than is possible by assessing them according to

forejudged criteria. One of the limitations of this study is

that the data was gathered via interviews and focus groups

and respondents represented various industries. This gives

some directions for future research which should make

fur ther investigations of the new sectors within specific

industries. Another possible approach to future studies

of the new business sectors in emergent economies would

be making comparative cross-cultural studies of the new

business sectors in various emergent economies.
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A d v e r t i s i n g  i s  a  p o w e r f u l  t o o l  o f  c o m m u n i c a t i n g .    I t s  i m p o r t a n c e  h a s  g r o w n

o v e r  t h e  y e a r s  a n d  h a s  a t t e m p t e d  t o  b r i n g  a  c h a n g e  i n  t h e  m i n d s e t s  p e r t a i n i n g

t o  p e r c e p t i o n s  a b o u t  w o m e n .   T h i s  a r t i c l e  a t t e m p t s  t o  e x p l o r e  a d v e r t i s i n g  a s

a  t o o l  t h a t  h a s  h a d  i t s  i m p l i c a t i o n s  o n  t h e  b e d r o c k  o f  t r a d i t i o n  t h a t  A s i a n  a n d

We s t e r n  c u l t u r e s  h a v e  r e s t e d  o n ,  t h e  m i n d s e t s  p e r t a i n i n g  t o  w o m e n  o n  t h e

I n d i a n  s o c i e t y  a n d  t h e  p o r t r a y a l  o f  w o m e n  w i t h  a  d i f f e r e n t  e y e  i n  t h e

a d v e r t i s e m e n t s  b r o a d c a s t e d .  A l s o ,  i t  a t t e m p t s  t o  b r i n g  f o r t h  t h e  r a t i o n a l e

b e h i n d  m a k i n g  a d v e r t i s e m e n t s  a m i d s t  t h e  c h a n g i n g  p a r a d i g m s  t h a t  s o c i o -

c u l t u r a l l y  t h e  s o c i e t y  i s  f a c i n g .

A
dver tisements form a par t of the society and their

e f fec ts  a re  on da i l y  l i fe  subconsc ious ly  and

consciously. Adver tising has been one area of

the many, where the

male dominance has

clearly ruled the roost

t i l l  a  decade ago .

Today, women consti-

tu te  a  ma jo r  p ro -

por tion in advertising

and re la ted a reas

because t hey  a re

impor tant targets as

audiences and con-

sumers. Also, with the

growing purchasing

power, they are the

major influencers in

the purchasing decision process. Innumerable women have

been a par t of the adver tising industry and have played

various stereotyped roles including a girl child, prospective

mother, a homemaker,

a career woman and

one who is averse  to

sensuousness and

who enhances the

appeal of the adver-

tisement. Adver tise-

ments have under-

gone transformation

from the one show-

casing a woman as

t r a d i t i o n - b o u n d

home-makers to the

one that has created

ripples in the dog-



SCMS Journal of Indian Management ,  July - September, 2009.                                                                                                       40

A Quarterly Journal

matic or ientat ion of  the t r ad i t iona l i s t s  and b lended

tradit ional ism and modernity.

The tradit ional role of woman playing a coy, demure

housewife has swapped places with the modern day

working woman who plays multifaceted roles and emerges

as  one be long ing to the power fu l  in f luence group.

Adver tisements affect and are affected by social values.

The changing face of the new age woman is well reflected

in adver tisements which are one of the significant tools to

reflect the change in the socio-cultural and educational

values of the society. The variations at the cultural, social

and educat ional f ronts have brought a change in the

structures and the patriarch mindset that long towered the

society.   For example, an adver tisement in a for tnightly

magazine posts a middle aged woman dressed in a bridal

outf i t  with another lady. I t  reveals the woman gett ing

remarried. The adver tisement gives a social message and

an insight into the changing values and beliefs. Several

daughter-mother duos ref lect the growing power of

woman in the world where the role of men is subsidized

or equal to negligible. There is another adver tisement by

the Idea Cellular Limited that shows a young college girl

exhibiting the power of democracy. The idea shows the

connectivity and networking at cut-rate prices and also

the empowered modern woman.  There is an adver tising

angle as well as a social angle to it.

Women as Protagonists

Women  now a re  be i ng  unconven t iona l l y  and

independently being targeted at as being both consumers

and the most in f luenced group as audiences.  These

adver tisements help answer the gender representation in

media .  Also,  i t  cuts  across t ransnat iona l  borders by

impor ting multi-cultural attitudes. A research brings out

the differences in the por trayals of women culturally. For

example, Asian adver tisements including Korean, Japanese,

Indian adver tisements are more inclined towards bringing

out the woman role as neutral than a negative, a sexual

ob ject  or  a  s te reotyped dependent  which i s  o f ten

reflected in British and western countries’ adver t isements. 

The  Wes te r n  coun t r i e s  opt  fo r  showing  women a t

jux taposed pos i t ions  a t  two ext reme ends .  Woman

model ing for health dr inks,  paink i l lers,  two wheelers,

mobile phones reflect a neutral role. In British Magazine

ads, there is an increasing use of family and couple being

a par t of the ads where fast moving consumer goods are

concerned or where durables l ike washing machines,

dishwashers, refrigerators, television, micro wave ovens

are concerned. But Indian ads though accept women

playing neutral roles; the unconventional roles are not

widely embraced. The career oriented and figurehead roles

are yet to be accepted as most of them belong to old

school of thought where position of woman is best suited

inside the four walls of the house. This has been posited

strongly in the various studies conducted by researchers.

However, it suggests that women image in adver tising is

no longer a fad and is here to stay.

Freeing the Woman Spirit

Indian culture is in a state of constant flux. Spor tswoman

like Sania Mirza is as of ten seen and accepted in a spor ts

ad as a Sachin Tendulkar or an iconic athletic would be

seen. This is a reflection and acceptance of woman in the

society playing one of the many roles and a changed

mindset culturally. Women are playing a prominent role in

this ad-mad world. Women who have been an epitome of

both beauty and intel l igence have found a place for

themselves in adver t is ing world. This phenomenon is

manifested in beauty contests too. Sushmita Sen, in 1994,

when won the Miss Universe Pageant was praised on both

the parameters. Yet women are to find an essential place

for themselves in adver tisements that depict masculine roles

such as in industries of cement, steel, construction etc.

where they are often sidelined.

The rigger of the adver tisement is of great impor tance and

is pivoted around the message that it carr ies. Modern

adver tisements attempt to bring a more realistic picture of

t he  woman .  The  l ibe ra ted  woman  i s  economica l l y

independent, evolved and controlling her life. The career

orientation seems to be reflected in one such ad where

the woman uses the talc stepping out of the house and

beyond as compared to formerly where she used the talc

as she came out of the shower.  Another adver tisement

that reflects an empowered woman of today is the Yo

Smar t  B i ke one. The Electrother m Company ’s divis ion

Indus launched the bike Yo Smar t Bike that attempts to

make the woman independent. This is just one of the

adver tisements that bring out the career orientation of

the woman to l ight.
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Breaking the Shackles: Redefining Self

Gender roles have long been stereotyped with the male

having prerogative when compared with the fairer sex. Role

reversa l  has taken place in gender representat ion in

adver tisements. There has been a change in the gender

equat ions. For example, Amitabh Bachchan has been

signed by the diamond giant, D’ Damas  to endorse their

range of sol i ta ires which t i l l  now was considered the

Woman’s Best Friend. Gendered adver tising or customized

adver tising have entered the adver tising field where what

is appealing to women has been identified and capitalized

on. For example, the adver tisement of Axe Effect or the

Denim Man adver tisement or shaving creams reveals the

same. These adver tisements and like bring out the fantasies

of the woman and therefore become desirable for men.

Because most of the time, it’s the woman who purchases

toiletries for their par tners, therefore these adver tisements

ingeniously centre around what appeals the woman.

It stands true that a sea change has occurred in the last

three decades and egalitarianism exists where men and

women are now treated as equal. ‘The Girls, Women plus

Media’ is one such project that attempts to educate; create

awareness among citizens with issues related to consumer

rights and universal media. It also creates awareness of

how Xen Yers ,  the women workforce af fect and are

affected by pop culture, media and issues related to

employment and rights.

The Oomph Factor!

In this marketing world, a different approach is being

followed in presenting women. Adver tisers are focusing

more on their bodies than on the grey matter they have.

The idea of exhibiting woman in various ads stil l ascribes

to br ing ing out  the sexua l i ty  somet imes over t ly  and

somet imes  w i t h  u l t e r io r  ba se .  Somet imes  she  i s

sidetracked with only playing a decorative role in the

adver tisements. The rationale behind these ads don’t focus

on the features of the product, rather they try to build

brand awareness resting on the sexual appeal of the model.

These are some drawbacks of adver tisements in which the

adver tiser showcases female models to promote men’s

product. They are being used to promote lust and to earn

money.   You can f ind g i r l s  hav ing awesome f igures

promoting each and every product be it a beauty cream

men’s shaving cream or even men’s undergarments (the

Amul Macho ad…yeh to bada toing hai).  Why is it so?

Why the adver tisers are using women to promote products

meant for men? The answer is simple. In order to improve

the effectiveness of the adver tisement, they are using her

sexuality to unravel men, to attract their senses so that

they are tempted to spend money. It gives an impression

that they cannot arouse interest in the target customers to

purchase the product by resting on the features of the

product that’s why they are using female models in an

erotic way to promote the product. Also, these ads suffer

from figure ground reversal problem. The figure of the ad

(the product) becomes the ground (the model) and vice-

versa. So the essence of the adver tisement is lost. In a

par ticular af ter-shave lotion commercial, the background

voice says that it is essential to learn mar tial ar ts because

once a man applies the company ’s product, women around

are attracted and they give him a run for his life. In fear of

t ha t  he  may  be  g r abbed  a t  t he  ma le  mode l  k i c k s

innumerable women that seem to have ent iced. This

unquestioningly puts the stature of the woman at stake. It

means that women are projected as mere objects and are

being refuted to be treated as human beings. Therefore,

the companies have to understand that they have a moral

responsibility towards the society. These commercials have

an unconstructive impact on the society and it presents a

misleading image of women.

But there is more to what appears to the naked eye. The

grimmer picture to adver tising comes to the forefront.

Women bodies are more of ten than not are considered

more attractive and provocative to entice the counterpar t.

There have been adver tisements which have called for

public outcry because of reasons like not being socially

responsible. There had been uproar from various segments

of the society when skin l ightening issues came to the

forefront of HLL’s adver tisement of Fair and Lovely with the

underlying theme that “Fair girls get better jobs or better

boys.” It had to be discontinued with growing criticism by

the All India Democratic Women’s Association. To do away

with i ts  tarn ished reputat ion,  HLL not only prov ided

resources in education and business to empower women

but also sponsored career fairs in over 20 cities.
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Conclusion

The fu tu re  ho lds  numerous  cha l lenges  and the  o ld

problems that require attent ion and energy. Man and

woman are the two blessed creations of god. It is often

reinstated in religious texts and otherwise that one can

see the image of god in his creations. Therefore, i t is

imperative to honour, praise and respect them and put

them in higher pedestal. One way to respect its creation is

to embrace our bodies in a respectful way. There is nothing

wrong in using women in adver tising but what has to be

kept in mind is that god has blessed us with women for

the purpose of fostering life. They are one who gives life

t h rough  b i r t h .  They  s ymbo l i ze  s ac r i f i ce ,  l ove  and

intel l igence. I t  is expected that immoral ways may not

be used to present the form that we are gifted with.

Since, media plays a seminal direct or indirect role in

bringing awareness and educating consumers through

public adver tising. Not only mutual respect and equality,

but also f inancial judgments, consumerism, voice against

d o m e s t i c  a b u s e  a n d  v i o l e n c e  e t c . , n e e d  t o  b e

addressed. Media in print and electronic media form is

a powerful channel of communicat ing. I t  needs to be

ar ticulated properly of whether the stature of the woman

should be por t rayed on sexua l i ty  or  the inte l lectua l

capaci ty that she owns. 
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“Social Networking"
on the Generation Next

Neha Vivek Nair

M a n  i s  a  s o c i a l  a n i m a l  a n d  h e n c e  h e  i s  i n t e r e s t e d  in  i n t e r a c t in g  a n d  b eing  w i t h

p e o p l e  w h o  h a v e  c o m m o n  t h i n g s  t o  s h a r e  w i t h  h i m .  S u c h  a  n e t w o r k  i s  c a l l e d

a  s o c i a l  n e t w o r k i n g .  T h e  o r i g i n  o f  s o c i a l  n e t w o r k i n g  i s  j u s t  t w o  d e c a d e s  o l d

b u t  i t  h a s  p i c k e d  u p  i t s  m a r k e t  g r e a t l y  a m o n g s t  p e o p l e  o f  d i f f e r e n t  a g e s  a n d

g e n d e r s .  I t  h a s  e x p l o r e d  n e w  w a y s  o f  c o m m u n i c a t i n g  a n d  s h a r i n g  i n f o r m a t i o n .

I n  m a n y  c a s e s  i t  h a s  b e c o m e  a n  e n d u r i n g  p a r t  o f  o n e ' s  l i f e .  B u t  t h e r e  a r e

m a n y  p r o s  a n d  c o n s  o f  s o c i a l  n e t w o r k i n g  s i t e s  w h i c h  h a s  b e e n  a  t o p i c  o f

i s s u e .  T h i s  p a p e r  a t t e m p t s  t o  l o o k  a t  t h e  i m p a c t  o f  s o c i a l  n e t w o r k i n g  s i t e s  o n

t h e  y o u t h  o f  t o d a y .
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S
ince ages man has been defined as a social animal .

Th i s  says  tha t  man has  a  tendency to  es tab l i sh

relat ionships with family, fr iends, colleagues and

many t imes with people who

have something in common to

s h a r e  w i t h .  W h e n  s u c h  a

s i tuat ion ar ises we say that  a

network is created. A network

is general ly defined as a group

of nodes connected to each

other in such a manner that commu-

nication becomes possible. This

g a v e  r i s e  t o  t h e  s o  c a l l e d

concept of Social Networking

which has seen its origin since

the  l a s t  two decades  wor ld

wide. It has been observed that

effective networking has many unexplored advantages,

many of them giving a lot of competit ive edges over the

others. Previously networking was done by meeting and

communicating with people by

i n v i t i n g  t h e m  o r  o r g a n i z i n g

p a r t i e s / f u n c t i o n s  t o  g e t  t h e

g roup bu i l t on .  Bu t  w i th  t he

advent and rise of Internet the

above scenario has completely

changed now. Hence Inter net

became an added advantage to

the rise of the social networking.

Internet has broken the shackles

of geographical boundaries and

brought the entire world within

the reach of your computers or

l aptops .  Connect ions  can be
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ma in ta i ned by  s imp ly  send ing  messages  o r  wr i t i ng

comments on the blogs or by circulation of ar ticles or

newsletters. Most of the social networking sites are web

based in nature hence there are many options for users

to contact and communicate with each other. There has

been a rise in the number of people getting interested in

studying the social networking tools. Researchers want

to understand the impact that social networking would

have on the society and the main topics would be l ike

identity management, privacy control, business expansion

and teenage pros and cons of networking.

Literature Review

The definition of social networking was given by Professor

J.A . Barnes who says it is a group size of more than 100

people. There are many definit ions of social networking

such as: Social networking1 is the grouping of individuals

i n t o  s p e c i f i c  g r o u p s  l i k e  s m a l l  c o m m u n i t i e s  o r  a

neighborhood sub-division.

The r i se  of  soc ia l  network ing  has  made many ways

possible for people to communicate with one and other.

There  a re  many soc ia l  network ing  s i tes  wh ich have

become ex t reme ly  popu la r  o f  l a te .  My  Space  and

Facebook2 are popular in Nor th America, Bebo, Facebook,

Tagged, and Hi5 in Canada, Orkut, Friendster and Cyworld

in Asia and Pacif ic islands.

The  o r i g i n  o f  soc i a l  ne twor k i ng  s i t e s  s t a r t ed  w i t h

theglobe.com, geocities and tripod. These sites mainly

focused  on  b r i ng i ng  peop le  toge the r  t h rough  the

concept of chat rooms, and giving out information by

giving a personalized homepage. Then came some other

communities which would give l inking faci l i ty by email

addresses. Sites3 such as classmates.com focused on

former school col leagues, s ixdegrees.com also had a

focus on indirect t ies. There were other two models of

social networking which were developed on the concept

of trust. But it was between 2002 and 2004 that saw the

bir th of three socia l  network ing s i tes which became

extremely popular  namely Fr iendster,4 My Space and

Facebook.

The main advantage which social networks have is that

they provide many advantages at low cost. The impor tant

benefits can be reaped out using social networking site

by merg ing them wi th  d i f fe rent  too ls  l i ke  cus tomer

relationship management5 which can help companies in

sell ing their products and services al l around the world.

Many companies are known to make use of the social

network ing s i tes for  recru i tment 6 purpose,  customer

relationship, getting knowledge and facil itating meeting.

It has been already predicted that in the long run only

those organizations that have the abil ity to integrate the

social networking in their daily business operations and

ideas, wil l be able to survive the heat. One good example

of  soc ia l  network ing  s i te  used for  bus iness  re la ted

activit ies is l inkedin.com. The site claims to have more

than 20 mil l ion registered users.

Most of the social networks provide a choice for people

to communicate and exchange personal information for7

dating purposes. This is very similar to the online dating

services which are already available. In this case some of

the personal  infor mat ion such as name, age, gender,

interests and photo has to be made available. This al lows

the user to be l isted in some sor t of searching criteria.

The only difference with the online dating services is that

social networking sites give you free service whereas8

online dating services are paid ones. Hence nowadays

more and more number of people are getting diver ted

towards socia l  networking s i tes. This has a lso seen a

terrif ic reduction in the number of users for online dating

services.

Of late social networking has seen a place in pharmacy

and healthcare sector also. It is being used by healthcare

professionals to highlight institutions, physicians, maintain

peer to peer knowledge and the biggest advantage of

using a social networking site is that al l the members are

sc reened  aga i n s t  t he  s t a te  l i cens i ng  boa rd  l i s t  o f

practit ioners.9  The role of social networks is interesting

to the pharmaceutical companies so that they can now

make attempts to influence the opinion leaders of social

networks.10   Just l ike the above concern many socia l

networking websites have been tapped into the power

of the social good cause for the society upliftment. Sober

Circle helps in bringing out the communication gaps of

a lcohol ics and addicts so that  they have a common

platform to share their views and concerns regarding the

rehabil itation process. There are many social networking

sites which actually work on the charity roles.
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On unders tand ing the bas ic  s t ructu re  of  any  soc ia l

networking site it actually begins with the creation of a

prof i le by the user which gives out the ident i f icat ion

details about the user. This profi le contains many features

per ta in ing to personal ,  profess ional ,  interests ,  socia l

detai ls which get l isted on the site. These detai ls actually

become useful in the searching of a par ticular type of

person based on the di f ferent parameters which are

available. In most of the networking sites rule is that both

the users must confirm to knowing each other and only

then they are added into a common friends l ist/group.

This is the main area where privacy is of grave concern to

any user and hence it becomes very impor tant to make

use of the security settings accordingly. Many networking

sites have facil it ies to make groups/communities for some

common interest/hobby/religion or any other inter l inking

fea tu re .  The  l a t e s t  t h i ng  to  fo l l ow t r end  i n  soc i a l

networking is mobile networking. Now it has become

possible for people to access their social networking

sites, create profi les, manage messages, send messages,

post v ideos /  photos,  make comments /  discuss ions

accordingly.

Currently there are very few social networking sites which

are on charge basis. But many sites have the concept of

online adver tising on their websites which acts as a source

of income to the site and many companies which believe

in11 marketing of their products considering the popularity

of such networking sites.

Social networks generally operate under an autonomous

business model. In this type of network members play

the dual role of suppliers as well as the consumers of

content.12 The possible modes of revenue in this type of

model are via adver tisements only in the init ial phase to

make the networking site a big success.

Privacy is another area which poses serious concern when

we speak about any socia l  networking s i te. I t  usual ly

happens when users have given out too much personal

i n f o r m a t i o n  a b o u t  t h e m s e l v e s  w h i c h  c o u l d  b e

mis interpreted by somebody e lse.  Hence the socia l

networking sites also deal with the law enforcement issues

to try to avoid the occurrence of such incidents. There

are privacy concerns for data which is collected from

social networking sites in case of medical and scientif ic

research. Even though the data is public making it affective

in a research ar ticle might be a case of privacy invasion.13

There has also been an increasing use of social networking

sites in case of legal and criminal cases investigations. In

some situations content which has been posted on My

Space has also been used in matters related to cour t

procedures.14

The type of relative freedom which has been provided

by social networking sites is creating a concern of its

misuse amongst the individuals.

Objective of the Study

The main objective of this study is to understand the

impact that social networking sites have on the youth of

today. We find that the younger generation are constantly

hooked or addicted to this so called social networking

bug. The study was mainly under taken to evaluate the

following terms:

( i) Which sites related to social networking is more

popular?

(i i) Does gender/occupation/educational qualif ication

have any role or say in selection of social networking

sites?

(i i i) What is the average time than a user remains logged

into his/her social networking account?

(iv) What are the main preferences which a user makes

using of in any social networking site?

(v) What are the main advantages of us ing a socia l

networking site?

(vi) Do socia l  network ing s i tes  have a ro le in  edu-

cation / generating business /  rece i v i ng  re fe r r a l s ?

Methodology of Research

The data was collected through mail and personal survey

m e t h o d .  T h e  s t u d y  w a s  c o n d u c t e d  t a r g e t i n g  t h e



SCMS Journal of Indian Management ,  July - September, 2009.                                                                                                       46

A Quarterly Journal

1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567

population in the age group of 18 – 35 years. Hence

purposive sampling was considered to be a convenient

option. Moreover it was necessary for the target audience

to use Internet frequently to be quite famil iar with the

social networking sites. The population was selected from

different management / technical colleges, off ices and

even  housewives  were  looked upon to  f i l l  up  the

questionnaire.

T h e  q u e s t i o n n a i r e  w a s  s t r u c t u r e d  i n  n a t u r e .  A

pre l im ina ry  exp lora t ion of  the quest ionna i re  was  a l so

ca r r i ed  ou t  to  unde r s t and  t he  f ac to r s  /  v a r i ab l e s

w h i c h  a r e  r e q u i r e d  t o  b e  s t u d i e d  f r o m  t h e

perspect i ve  o f  the  ob jec t i ves  fo r  wh ich  the  s tudy

was under taken .

         Answer Ratio                 Responses

Facebook 45.56 41

L in ked I n 13.33 12

Orku t 95.56 86

H i5 20 18

B e b o 0 0

My space 8 .89 8

Analysis of Results

In order to find out which are the sites which are more

commonly used by the younger generation the question

was  ta rge ted g iv ing  them s i x  popu la r  cho ices .  The

respondents were given the option of selecting more

than one choice.

The findings of the study very clearly reflect that most of

the respondents were using Orkut, Facebook more in

comparison with the other sites. Linked in which happens

to be a social networking site which helps in getting jobs

was  not  ve ry  popu la r  amongs t  the  youth .  In  a l l  90

respondents had attempted the question out of which

Orkut got 95.56 percent of the response ration.

N Valid 3 3 1

Missing    0

Mean 2.03

Median 2

Mode 2.00

Std.  Dev ia t ion .691

Var iance .478

Skewness .237

Std.  Er ror  of  Skewness .134

Ku r tos i s - .135

Std.  Er ror  of  Kur tos is .267

Range 3

Valid    Frequency    Percent         Valid Percent Cumulative Percent

most of the time

I am online              69       20.8           20.8                20.8

once in a day           188       56.8           56.8                77.6

once in a week             69       20.8           20.8                98.5

once in a month               5         1.5              1.5              100.0

Total          331    100.0         100.0
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The main objective of the study was to understand the

current usage in terms of duration of t ime spent on these

social networking sites.

The analysis of the data was done using SPSS version 15.

The analysis of the results very clearly indicates that most

of the respondents used to access their social network

accounting at least once in a day. Even though 22.22

percent of the respondents did claim that they remained

online most of the time.

The next  ques t ion was a imed to f ind out  the most

popular socia l  network ing s i te prevalent amongst the

respondents.  In th is case the respondents were asked

to se lect  one opt ion out  of  the number of  opt ions

provided.

N Valid 9 0

Missing 0

Mean 3.68

Med ian 4 .00

Mode 4

S td .  Dev i a t i on 1 .047

Va r i ance 1 .097

S k e w n e s s -1 .836

S td .  E r ro r  o f  S kewnes s .254

K u r t o s i s 3 .131

S td .  E r ro r  o f  Ku r to s i s .503

R a n g e 5
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                           F r e q u e n c y                     P e r c e n t                    Va l i d  P e r c e n t        C u m u l a t i v e

                                                                                                                                                                        P e r c e n t

Va l i d F acebook 11 12.2    1 2 . 2          1 2 . 2

O r k u t 77 85.6    8 5 . 6          9 7 . 8

l i n k e d  i n 2 2 . 2     2 . 2       1 0 0 . 0

To t a l 90 1 0 0 . 0                           1 0 0 . 0

The results analysis made Orkut 85.56 percent a very clear

winner which can be compared with the social networking

sites analysis which was conducted in the literature review

stat ing that Orkut has a great hold in Brazi l  and Asia.

Following Orkut was Facebook which had 13.33 percent

of posit ive responses whereas l inked in had very few

takers only 1.11 percent of the response ratios.

To  f i nd  ou t  wh ich  o the r  soc i a l  ne twork i ng  s i t e s  t he

responden t s  m igh t  have  neve r  u sed bu t  de f i n i t e l y

had  hea rd  abou t  was  t a rge ted  i n  t he  nex t  ques t ion

wh ich  gave  t he  r e sponden t s  a s  op t ion s  t he  s i t e s

wh ich  we re  more  popu l a r  and  i n  f ac t  mo re  u sed

o u t s i d e  I n d i a .  T h e  a n a l y s i s  o f  t h e  d a t a  g a v e  t h e

fo l low ing  f i gu res :
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f l i x s te r.com 36.67 33

c la s sma tes .com 46.67 42

reun ion .com 13.33 12

360.yahoo.com 38.89 35

twi t te r.com 25.56 23

tagged .com 58.89 53

twi t te r.com 14.44 13

                              Profile                    Networking           Security                Search and

                                           Features                       Features                                             Technical  Support

Facebook 37.93% (22) 36.21% (21) 18.97% (11) 6 .90% (4)

L inked In 37.21% (32) 46.51% (40) 4 .65% (4) 11.63% (10)

Orku t 12.50% (4) 68.75% (22) 12.50% (4) 6 .25% (2)

My space 22.22% (4) 22.22% (4) 22.22% (4) 33.33% (6)

H i  5 29.17% (7) 37.50% (9) 20.83% (5) 12.50% (3)

The variations in the answers given by the respondents

made it very clear about the hesitation in answering the

question. This clearly indicated the lack of awareness of

these social networking sites which are very much popular

in the West.

To unders tand the pre fe rences  wh ich  a  user  wou ld

spec i f i c a l l y  u se  i n  any  soc i a l  ne two r k i ng  s i t e  t he

ques t ion  asked the  respondent  to  ra te  the  fea tu res

r e l a t e d  t o  p r o f i l e  f e a t u r e s ,  n e t w o r k i n g  f e a t u r e s ,

sea rch  and suppor t  opt ions  and the  most  impor tan t

o f  a l l  secu r i t y  f ea tu res .  The  answer s  g i ven  by  t he

respondents  were as  under :

According to the results collected from above it’s a clear

indicator that networking features were considered to be

the most impor tant amongst al l the features. In this Orkut

had the highest response ratios of 68.75 percent followed

by l inked in and then Facebook. Security features which

usually is of a grave concern when we talk about social

networking site came third in ranking after profi le features

clearly indicating that the respondents did not think of

security as a serious concern issue.

To  unde r s t and  the  impac t  t ha t  gende r  ha s  on  t he

durat ion of t ime spent logged into socia l  networking

account cross tabulat ion was done in SPSS using the

two attr ibutes of gender and average t ime spent on the

network site. The results were as fol lows:

                                                              Cases

           Valid                                      Missing                                Total

N Percent N Percent       N        Percent

What i s  your  gender?
* On an average how
many t imes do your 89   98.9% 1     1 .1%      90         100.0%
check your  account?
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          On an average how many times do your check your account?    Total

         most of the time              once in              once in              once in

                                                             I am online                      a day               a month              a week

What is your male  14   29 7 1 51

gender? female    7   19 11 1 38

Total  21   48 18 2 89

Chi-Square  Tests

The next type of cross tabulation indicates whether there

is  a cross l ink ing between the gender and the most

preferred site which was selected by the respondent.

The analysis of the data is as given under:

                                                                  Cases

                  Valid         Missing              Total

        N                Percent N               Percent      N          Percent

What i s  your  gender?

* Which is  your  most           89                  98.9% 1  1.1%      90 100.0%

prefer red socia l

network ing s i te?

                                                                  Which is your most preferred social networking site?  Total

                     Facebook                    Orkut        l inked in

What  i s  your male 6 45 0 51

gender? female 5 31 2 38

Tota l 11 76 2 89

Chi-Square Tests

                                                           Value                                df              Asymp. Sig.

                                                                                                                                       (2-sided)

Pearson Chi-Square 2.831(a) 2  .243

Likel ihood Rat io 3.552 2  .169

Linear-by-Linear Associat ion .079 1  .778

N of Val id Cases 89

a  3 cel ls (50.0%) have expected count less than 5. The minimum expected count is .85.

                                                                    Value                          df                   Asymp.  Sig .

                                                                                                                                         (2 -s ided)

Pea r son  Ch i -Squa re 3 .481(a) 3 .323

L i ke l i hood Ra t io 3.468 3 .325

L i nea r -by - L i nea r  Assoc i a t ion 2.671 1 .102

N o f  Va l id  aCases 89

a  2  ce l l s  (25 .0%)  have  expec ted coun t  l e s s  t han  5 .  The  m in imum expec ted coun t  i s  .85 .
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                                                            Cases

             Valid                                    Missing                           Total
  N                Percent     N            Percent       N         Percent

What is your occupation?

* Have you’re ever given or

received a referral or   90                 100.0%     0                  .0%       90 100.0%

generated business through

social networks?

The next cross tabulation was performed to understand

the impact of occupation on the business generation or

referral received ever by any respondent. The analyses of

the results were as under:

                                                     Have you ever given or

                                                            received a referral or generated

                                 business through social networks?      Total

                                                     Yes No

What is  your bus iness 3 4      7

occupat ion? sa lar ied/profess ional 3 21   24

housewife 2 2     4

student 11 44   55

Total 19 71   90

Chi-Square Tests

Value                        df                            Asymp.

                                                                                                                                     Sig. (2-sided)

Pearson Chi-Square 5.101(a) 3     .165

Likel ihood Rat io 4.541 3     .209

Linear-by-Linear Associat ion   .144 1    .704

N of Val id Cases       90

a 3 cel ls (37.5%) have expected countless than 5.  The minimum expected count is .84.

To understand what are the major activities which are used

by a respondent while using any social networking site

t he  nex t  ques t i on  was  t a r ge t i ng  acco rd i ng l y .  T he

respondents were required to select more than one

choice as to which feature did they use more in social

networking sites. The analysis of the data was as under:

Answer Ratio Responses

Sending messages 95.56 86

Posting videos/photos 74.44 67

Joining groups/communities 87.78 79

Playing games/quizzes 41.11 37
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The  da t a  r e su l t s  c l ea r l y  i nd i ca te  t ha t  mos t  o f  t he

respondents made use of the messaging facil ity provided

by the soc ia l  network ing s i tes .  In  fact  some of  the

respondents agreed to use the messaging facil ity similar

to chatting with the person. After messaging it was more

prominent to create groups or communit ies based on

some common interest / objective.

Conclusions and Suggestions

I t is no surprise that social networking sites have made

the ent i re concept of communicat ion so easy that i t

becomes to sit in one place and know about what is

going on somewhere else in the world related to your

friend / group / community network. Hence the need of

the hour is that the younger generation has got completely

hooked on to the culture of getting involved in social

networking. Taking a cue from the respondent’s answers

many of them claim to have made friends and dated online

using the concept of social sites. But sti l l  security which

is quite a lagging factor is nowhere an issue with the

youth while using a social networking site. Some of them

are not even aware about the security settings available

within a site and many have claimed that they never bother

to change the default settings and keep on working with

them. Though the social networking bug has hit India quite

recently most of the respondents seem to be quite well

versed with the uti l i t ies of social sites. Many respondents

assured that having a social networking site is a status

symbol and not having one would definitely categorize

you as an inferior person amongst fr iends / colleagues

etc. Sti l l  i t has been clear from the survey that the social

sites can have an impor tant role to essay and wil l have a

very long way to go.

Limitations of Present Study

The sample for this survey was targeted on a specif ic

location and hence it is definitely l imited in application

and hence some of the results might not apply in the

larger domain. The target population was easi ly available

to answer the questions but even though they can be a

variation in the perceptions because of cultural changes

from region to region. Hence the study can be extended

on a large scale so that the data f indings could reflect

more clearly on many other issues.

Directions for Further Research

There is much more scope in this area related to social

networking sites which could talk from the respondents

about the pros and cons of using social networking sites.

Security features which a person would l ike to have in

any social networking site and how much awareness is

there amongst the youth about the security settings of

the social networks. A comparative analysis of what makes

Orkut so popular in India can be done when Orkut is not

that popular outside India. Whereas in India Orkut rules

the roost over any other social networking sites. Linked

In is a job related social networking site which enhances

your business / job networks but most of the youth are not

aware about this. Hence these are the above mentioned

areas of fur ther research in the social networking sites.
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Organised Retail in FMCG Segment:

Rural Market Prospects
Ashish Kumar Shrivastava and Saket Ranjan Praveer

T h e  p a p e r  a t t e m p t s  t o  e v a l u a t e  t h e  p r o s p e c t s  o f  o r g a n i s e d  r e t a i l  i n  F M C G

s e g m e n t  i n  r u r a l  m a r k e t s .  T h e  s t u d y  h a s  b e e n  c a r r i e d  o u t  o n  t h e  s e l e c t e d

c a t e g o r i e s  o f  F M C G  v i z .  ( i )  P a c k a g e d  F o o d  a n d  B e v e r a g e s ;  ( i i )  C o s m e t i c s ;

( i i i )  To i l e t r i e s ;  a n d  ( i v )  A p p a r e l s  t h r o u g h  e v a l u a t i n g  t h e  e f f e c t i v e n e s s  o f

d e t e r m i n a n t s  o f  o r g a n i s e d  r e t a i l .  T h e  h y p o t h e s i s  h a s  b e e n  t a k e n  t h a t  s o m e  o f

t h e  d e t e r m i n a n t s  o f  r e t a i l  a r e  m o r e  i m p o r t a n t  i n  t h e  o p i n i o n  o f  c o n s u m e r s

a l o n g  w i t h  t h e  d i f f e r e n t  o p i n i o n  o f  d i f f e r e n t  d e m o g r a p h i c  c l a s s e s .
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he Indian rural market with its vast size and demand

base offers great oppor tunit ies to marketers. Two-

thirds of countries’ consumers live in rural areas and

a lmost  ha l f  of  the

nat ional  income is

generated here. It is

only natural that rural

ma r ke t s  fo rm  an

impor tan t  par t  o f

the total market of

I nd i a .  Abou t  285

mil l ion people l ive

in urban India where-

as 742 million reside

in rural areas, con-

stituting 72 percent

o f  I nd i a ’ s  popu -

lation resides in its

T
6, 27,000 villages. The number of middle income and high-

income households in rural India is expected to grow from

46 million to 59 million. The size of rural market is estimated

to  be  42  m i l l i on

households and rural

ma r ke t  ha s  been

growing at five times

the  pace  o f  t he

urban market .  Be-

s ides, the  govern-

ment is also empha-

s i z i ng  t he  r u r a l

development init ia-

tes.  The increas ing

agr icu l tura l  produ-

ctivity is leading to

g rowth  o f  r u r a l

disposable income.
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The difference between taste of urban and rural customers

is continuously decreasing.

But apar t from these oppor tunities there are challenges

too. The success of a brand in the Indian rural market is as

unpredictable as rain. It has always been difficult to gauge

the rural market. Many brands, which should have been

successful, have fai led miserably. More often than not,

people attribute rural market success to luck. Therefore,

marketers need to understand the social dynamics and

attitude variations within each vil lage though nationally it

follows a consistent pattern. While the rural market cer tainly

offers a big attraction to marketers, it would be naive to

think that any company can easily enter the market and

walk away with sizeable share. In most of the rural areas in

di f ferent par ts  of  the countr y,  there is  cons iderable

awareness on various latest products that are available in

the market. This has been possible due to the penetration

of cable and satellite channels that have brought down

the world at the finger tips of the common man.

This situation paves a way for a positive possibil ity for

organised retail in the rural markets. A survey has been

carried out on the selected categories of FMCG viz. (i)

Packaged Food and Beverages; (ii) Cosmetics; (iii) Toiletries;

and (iv) Apparels to conduct a study in order to evaluate

the determinants of organised retail in the rural markets.

The determinants are Awareness Level, Satisfaction Level

(Satisfaction of Price; Product Selection Facility; Product

Information; Range of Products; Convenience at Point of

Purchase; Home Delivery; and Brand Range) and Frequency

of Visit to City Market against four demographic classes

viz. Student, Service Class, Professionals and Households.

The study has been planned as the following model that

deals with the determinants as the explanatory variables to

the prospects of organised retai l  as the endogenous

variable:

The Research Model

Awareness: Th i s  de te rm inan t  r e fe r s  to  t he

awareness of the respondents about

organised retail.

Satisfaction: I t  i nc l udes  seven  i ndependen t

determinants of the satisfaction level of

the rural consumers against the existing

Demographic Class

Student
Service Class
Professionals
Households

Awareness Satisfaction Frequency of Visit
to City Market

▼ ▼

▼
Prince

Product Selection Facility
Product Information
Range of Products

Convenience at Point of Purchase
Home Delivery

Brand Range

D e t e r m i n a n t s
▼
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traditional/ unorganised retailers. The

determinants include Pr ice; Product

Selection Facility; Product Information;

Range of Products;  Convenience at

Point of Purchase; Home Delivery; and

Brand Range.

Frequency of I t  r e f e r s  t o  t h e  f r e q u e n c y  o f  r u r a l

Visit to City consumers’ vis i t  to the city market. I t

Market: symbolises his/ her need of organised

retail facility.

Literature Review

The Indian Economy

India is the seventh largest country in the world with an

est imated populat ion of 1,095 mi l l ion, which is 16.7

percent  o f  the  wor ld  popu la t ion .  In  2004,  Ind ia  was

cons idered to  have the  5 th  l a rges t  GDP in  the  wor ld .

S u c h  s t r o n g  e c o n o m i c  p e r f o r m a n c e  h a s  c r e a t e d

u n p r e c e d e n t e d  o p t i m i s m  a n d  d y n a m i s m  i n  t h e

count ry ,  as  such robus t  g rowth in  a  huge economy

has  a l so  un leashed a  lo t  o f  d i sposab le  income for  a

very  l a rge  segment  o f  the  popu la t ion ,  what  i s  now

ca l l ed  the  emergence  o f  t he  ‘G rea t  I nd i an  M idd le

C l a s s . ’  Va r i o u s  r e p o r t s  h a v e  b r o u g h t  o u t  t h e

d i m e n s i o n s  o f  t h i s  g r o w t h .  Re p o r t e d l y  t h e r e  a r e

50 ,000  househo lds  w i th  i ncome o f  more  than  ten

m i l l i on  r upees  (US$  200 ,000) ,  and  t he  numbe r  i s

expected to  go up to  140,000 househo lds  by  2010.

I t  i s  r epo r t ed  t h a t  be tween  2003  and  2004 ,  t he

number  o f  peop le  who made more  than  a  m i l l i on

do l l a r s  g rew in  Ind ia  by  14 percent  –  fas te r  than  in

Amer ica  or  Un i ted K ingdom.

Table 1: Growing Prosperity - All India (Projected)

                                                         1995-96                            2001-02                         2005-06                2009-2210

<90 1,31,176 1,35,378 1,32,249 1,14,394

91-200    28,901    41,262    53,276    75,304

201-500       3,881       9034     13,183    22,268

5001-1000          651       1712                                  3,212      6,173

1000-2000          189         546        1,122     2,373

2001-5000           63         201           454     1,037

5001-10000           11           40           103        255

>10001              5           20            52       141

      (Income figures in ‘000 per annum, households in ‘000 numbers) Source: The Great Indian Market, Results from the NCAER’s Market

                                                                                                                   Information Survey of Households

Defining Rural Market

According to the census of India,  v i l lages with clear

surveyed boundaries not having a municipality, corporation

or board, with density of population not more than 400

sq. km and with at least 75  percent of the male working

population engaged in agriculture and allied activities would

qualify as rural (Shukla, 2006). According to this definition,

there are 585,764 villages in the country. Of these, only

0.5 percent vil lages have a population above 10,000, and

2 percent between 5,000 and 10,000. Around 50 percent

of the villages have population between 200 and 1,000,

and another 18 percent vil lages have a population less

than 200.

Interestingly, for FMCG and consumer durable companies,

any ter r i tory that  has more than 20,000 and 50,000

population, respectively, is rural market. So, for them, it is

not rural India which is rural. According to them, it is the

Class-II and III towns that are rural.

According to the Census of India 2001, there are more

than 4,000 towns in the country. It has classified them into

six categories—around 400 Class-I towns with one lakh
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and above population (these are fur ther classified into 35

metros and rest non-metros), 498 Class-II towns with 50,000-

99,999 population, 1,368 Class-III towns with 20,000-49,999

populat ion, 1,560 Class-IV towns with 10,000-19,999

population. It is mainly the Class-II and III towns that marketer ’s

term as rural and that par tly explains their enthusiasm about

the so-called “immense potential” of rural India. Similar

opinions have been expressed by Naik and Kumar (2007).

Table 2

    Town                          Population No. of              % of Total                % of              Decadal

    Class Towns                 Towns                     Pop              Growth

                                                                                                                                                                         ( 1991 - 2001)

Class – I >=1 Lakh 423*  8.2 61.5                 24

Class – II 50,000 – 99,999 498 9.6 12.3 15

Class – III 20,000 – 49,999 1,386 26.9 15.0 16

Class – IV 10,000 – 19,999 1,560 30.2 8.1   7

Class – V 5,000 – 09,999 1,057 20.5 2.8   8

Class – VI Less than 5,000 237 4.6 0.3 -22

Total 5,161 100.0 100.0

*10 lakh+: 27; 5 – 10 lakh: 42; 1 – 5 lakh: 354  Source: Census 2001

The Rural Market Scenario

The rural markets offer a huge potential to the business

houses because of their  enormous spread and r is ing

consumer demands. Around the world, over four bill ion

people survive in rural areas that are more than 60 percent

of the total population. In India also, the ratio of rural to

urban population is slightly higher than the world’s ratio

with 70 percent of them living in rural areas. They domicile

in nearly 6,27,000 villages spread over 3.2 mill ion sq.km.

This growing affluence along with good monsoon and the

increased agriculture output, increase the total disposable

income of rural consumers to 58 percent with two-third of

middle-income households being in the rural market. About

40 percent  o f  the  g radua tes  coming  ou t  o f  I nd ian

Universities are from rural areas. As they are eager to earn

more and live better, their aspirations are similar to those

of the urban youth. It is predicted by industry analysts that

by 2009–10, the urban households are projected to grow

by four percent while rural households are expected to

grow by 11 percent. I f  the rural income rises by one

percent, then the buying power would correspondingly

increase by about Rs.10,000 crore. The colour televisions,

re f r igera tors ,  a i r -condi t ioners  and microwaves have

become a household sight in vil lages and small townships

that was earl ier thought of as a luxury and domain of

urbanites.

However, rural India has i ts own set of problems l ike

ill iteracy, early childhood mar riages, lack of access to bir th

control measures, pover ty etc., that are interdependent

on one another. There are also large numbers of daily wage

earners and most of the people depend on vagaries of

monsoon. Inadequate infrastructure like non-availability of

gas  supply ,  f requent  power cuts ,  improper  san i ta ry

conditions, inaccessible areas were the other common

sight of rural areas.

In spite of all such problems, the economy of the country

has tremendously developed and the rural por tion of the
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country has been equally influenced. At present 85 percent

of the organised retailing takes place in India’s urban areas.

But the good thing is that the retail focus has already shifted

to the rural areas. The Indian rural market with its vast size

and demand base offers great oppor tunities to marketers.

Two-thirds of country ’s consumers live in rural areas and

almost half of the national income is generated here. For a

retailer it’s essential to see in which segment it is catering

in the above division of vil lages. For example Shakti caters

to vil lages with a population of 500 or above whereas

Eveready considers even the remotest of village as its target

customers. I t  operates through a more than thousand

company-owned vans and has over 4,000 distributors to

directly service 6,00,000 retail outlets.

Table 3 : India’s Consuming Class

Estimated households by                                 Structure of the Indian consumer market (1995-96)

            annual income

Annual  income          No.of             Annual income      Classification           Number of households

(in Rupees) at     households           ( in Rupees)                                                                ( in million)

1994-95 prices     ( in million)       at  1994-95 prices                                         Urban         Rural          Total

<25,000 80.7 <16,000 Dest i tu tes 5.3 27.7 33.0

25,001-50,000 50.4 16,001-22,000 Aspi rants 7.1 36.9 44.0

50,001-77,000 19.7 22,001-45,000 Cl imbers 16.8 37.3 54.1

77,001-106,000 8.2 45,001-215,000 Consumers 16.6 15.9 32.5

>106,000 5.8 >215,000 The r ich 0.8 0.4 1.2

Tota l  no.  of  households:  164.9 mi l l ion               Tota l  no.  of  households 46.6 118.2 164.8

Source:  Nat iona l  Counci l  of  Appl ied Economic Research (NCAER)

Opportunities in Rural Market

A repor t by PricewaterhouseCoopers for IBEF reveals that

the Indian market has a high potential for FMCG. According

to the repor t, the Indian FMCG sector is the four th largest

sector in the economy with a total market size in excess

of US$ 13.1 bill ion. It has a strong MNC presence and is

characterised by a well-established distribution network,

i n t ense  compe t i t i on  be tween  t he  o rgan i sed  and

uno rgan i sed  segmen t s  and  low ope ra t iona l  cos t .

Availability of key raw materials, cheaper labour costs and

presence across the ent i re value chain gives India a

competitive advantage.

India is  one of the largest emerging markets,  with a

population of over one bill ion. India is one of the largest

economies in the world in terms of purchasing power

and has a strong middle class base of 300 mill ion.

Table 4:   Rural-Urban Profile

Urban                     Rural

Population 2001-02 (mn household) 53 135

Population 2009-10 (mn household) 69 153

% Distribution (2001-02) 28 72

Market (Towns/Vil lages) 3,768 627,000

Universe of Outlets (mn) 1 3.3

Source: Statistical Outline of India (2001-02), NCAER
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Around 70 percent of the total households in India (188

mill ion) reside in the rural areas. The total number of rural

households is expected to rise from 135 mill ion in 2001-

02 to 153 mill ion in 2009-10. This presents the largest

potential market in the world. The annual size of the rural

FMCG market was estimated at around US$ 10.5 bill ion in

2001-02. With growing incomes at both the rural and the

urban level, the market potential is expected to expand

fur ther.

An average Indian spends around 40 percent of his income

on grocery and eight percent on personal care products.

The large share of fast moving consumer goods (FMCG) in

total individual spending along with the large population

base is another factor that makes India one of the largest

FMCG markets.

According to the NCAER survey, the rural market accounted

for 53 percent of the total consumption in the country in

1998–99. The estimated size of the FMCG rural market was

around Rs.484 billion in 1998–99 at current prices. Another

estimate by Francis Kanoi in 2002 puts the rural market size

at Rs.650 bill ion. The rural market has grown consistently in

the 1990s. After 1995-96, there was a boom in rural

markets, which was mainly because of increased level of

awareness and aspirations to consume (Kashyap & Rout,

2007).

The Indian rural market with its vast size and demand base

offers a huge oppor tunity that MNCs cannot afford to

ignore. With 128 mill ion households, the rural population

is nearly three times the urban (Balakrishna & Sidhar th,

2004). The impor tance of the rural market for some FMCG

and durable marketers is underlined by the fact that the

rural market accounts for close to 70 percent of toilet-

soap users and 38 percent of all two-wheeler purchased.

The rural market accounts for half the total market for TV

sets,  fans, pressure cookers, bicycles, washing soap,

blades, tea, salt and toothpowder. What is more, the rural

market for FMCG products is growing much faster than the

urban counterpar t.

In his ar ticle, Suvi Dogra (2008) writes that winds of change

are blowing across the fast-moving consumer goods

market (FMCG). Evidence suggests that for the first time,

the rural market has grown faster than the urban market in

key product categories in April-May 2008, the latest months

for which such information is available, according to market

research firm AC Nielsen.

In the past, sales in the sector have been driven largely by

towns and cities and FMCG companies carried out their

product development and ta i lored their  promotional

campaigns accordingly.

FMCG companies attribute this to the newfound prosperity

in the country ’s vil lage caused by the surge in farm prices.

No let-up in the rise in food prices is expected in the near

future. According to the Federation of Indian Chambers of

Commerce and Industry, the number of rural households

using FMCG products has grown from 136 mill ion in 2004

to 143 mi l l ion in  2007,  a  c lear  ind icat ion that  ru ra l

consumers are shi f t ing from commodit ies to branded

products.

Rich Potential of Rural Market

Kr ishnamacharyulu and Ramakr ishnan (2006) f ind two

reasons for the attractiveness of rural markets. First, urban

ma r ke t s  have  become conges ted  w i t h  too  many

competitors. Second, rural markets have become the main

street with potential for consumption of variety of products

and make the entry for marketers easy. They explain the

following factors which make the rural markets viable for

FMCG sector:

• Large population

• Rising prosperity Growth in consumption

• Life-style changes

• Life-cycle advantages

• Market growth rates higher than urban

• Rural market is not expensive

• Remoteness is no longer a problem

The above s tudy i s  ind ica t i ve  o f  a  wide scope for

organised retai l in the rural markets. A study has been

conducted on the selected categories of FMCG viz. (i)

Packaged Food and Beverages; (ii) Cosmetics; (iii) Toiletries;

and (iv) Apparels in order to evaluate the prospects of the

organised retailing of FMCG segment in the rural markets
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Awareness  Price Product   Product        Range of   Convenience    Home    Brand     Frequency     Student           K
1

L e v e l   Selection  Information   Products   at Point of    Del ivery  Range     of Visit to     Service Class K
2

   Faci l i ty                                                 Purchase                    City Market     Professionals K
3

                                                                                                                                                                               
                                                Households K

4

     X              Y
1           

Y
2

    Y
3

  Y
4

Y
5                       

Y
6

          Y
7

     Z

Sat is fact ion

through a survey of the rural consumers of Central India.

They have been asked about their aspirations/ satisfaction

from existing traditional/ unorganised retailers. The survey

has been conducted in five rural markets of Chhattisgarh

region viz. Bilaspur, Dhamdha, Dhamtari, Kanker and Korba

taking to be representative of rural markets of the country.

Research Methodology

Research Plan

Research Design : Descriptive Research

Data Source : Primary Data

Research Instrument : Written Questionnaire

Measurement scale : Liker t’s Scale

Sample Plan

Sampling Design : Simple Random Design

Sample Size : 100

Sample Location : Bilaspur, Dhamdha,

Dhamtari, Kanker and

Korba

Sample Element : Student, Service

Class,Professionals and

House Holds

Effectiveness of Determinants

Category Highly Just Little Not

Points       3     2      1    0

Scale

Sampling Distribution

                       Location      Bilaspur     Dhamdha     Dhamtari        Kanker        Korba       Total

         Demographics

Student 05 05 05 05 05 25

Serv ice Class 05 05 05 05 05 25

Profess iona ls 05 05 05 05 05 25

House Holds 05 05 05 05 05 25

Total 20 20 20 20 20 100

Index

                                                                                 Determinants                                                 Demographics
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Table  5 :  L iker t ’s  Points  of  Al l  Determinants

     X    Y    Z M e a n S D

K 1 36 .00 32 .86 68 .00 45 .62 19 .45

K 2 30 .00 35 .86 66 .00 43 .95 19 .32

K 3 37 .00 34 .57 70 .00 47 .19 19 .79

K 4 22 .00 34 .00 68 .00 41 .33 23 .86

Mean 31 .25 34 .32 68 .00

S D 5.34 0.97 1.26

Table  6 :  Likert ’s  Points  of  Sat isfact ion Only
 

Y
1

Y
2

Y
3

Y
4

Y
5

Y
6

Y
7

M e a n S D

K
1

65 36 41 35 19 17 17 32.86 16.08

K
2

65 33 42 43 24 22 22 35.86 14.50

K
3

64 36 41 41 20 20 20 34.57 15.06

K
4

63 36 40 35 24 20 20 34.00 14.01

Mean 64.25 35.25 41 38.5 21.75 19.75 19.75

S D 0.83 1.30 0.71 3.57 2.28 1.79 1.79

Figure 2 Figure 3
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Factor Analysis

H
0
: There is good correlat ion among the var iables.

H
1
: There is no good correlat ion among the var iables.

Table 7: Communality and Eigen Values

Variables       Factor Loadings                Communality (h 2)

Factor A Factor B A 2 B 2 A2 + B2

K
1

0.9911 0.1221 0.98 0.01 1.00

K
2

0.9931 -0.0694 0.99 0.00 0.99

K
3

0.9929 0.1060 0.99 0.01 1.00

K
4

0.9828 -0.1587 0.97 0.03 0.99

3.98

Eigen Value       3.92    0.05 3.97

Propor t ion of       0.98    0.01 0.99

Total Variance

Propor t ion of       0.99   0.01 1.00

Common Variance

Conclus ion: H
0
 is accepted.

Interpretation: 0.99 suggest a very strong correlat ion

among the opinion of Students, Service

Class, Professionals and House Holds and

they are under the same factor loading.

Fur ther, Two Way Analysis of Variance is required in order

to test equality of the two dimensions of the data viz.

determinants  and demograph ics .  Th i s  way equa l i t y /

inequality of the opinion can be evaluated.

Analysis of Variance (1)

(for testing the equality of Determinants/ Demographics)

H
0
 : The re  i s  no  s i gn i f i c an t  d i f f e rence  among

Determinants and/or Demographics [(X=Y=Z)

and/or (K
i 
= K

j
)

H
1 

: The d i f fe rence among Determinants  and/or

Demographics i s  s ign i f icant  [ (X¹Y¹Z) and/or

(K
i  
¹ K

j
)  (where i / j  = 1,2,3 …)

Table 8:  ANOVA: Two-Factor Without Replication

  Summary                        Count  Sum Average            Variance

K
1

3 136.86 45.62 378.15

K
2

3 131.86 43.95 373.15

K
3

3 141.57 47.19 391.68

K
4

3 124 41.33 569.33

X 4 125 31.25 47.58

Y 4 137.29 34.32 1.56

Z 4 272 68 2.67
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Table  9

Source of  Variation      SS d f MS F P-value            F  cr i t

R o w s 56.45 3 18.82 1.14 0.405595 4.76

C o l u m n s 3325.66 2 1662.83 100.81 0.000024 5.14

E r ro r 98.97 6 16.49

Tota l 3481.07 11     

Conc lus ion :    H
0
 i s  re jec ted  i n  co lumns ,  hence  X  ¹  Y  ¹  Z  and  accepted i n  Rows ,  hence  K

i  
= K

j

Interpretation

There is a significant difference among the determinants

bu t  t he re  i s  no  s i gn i f i c an t  d i f f e rence  among  t he

demographics.

A fur ther study is required in order to test the equality/

inequality among the satisfaction determinants (From Y1 to

Y7). It enables to reveal not only the customers' satisfaction

from various factors of the existing traditional/ unorganised

retai lers but also the signif icant differences among the

levels of satisfaction from the factors, if any.

Analysis of Variance (2)

(For Test ing the Equal i ty of Sat isfact ion Determinants/

Demographics)

H0 : The re  i s  no  s i gn i f i c an t  d i f f e rence  among

Satisfaction Determinants and/or Demographics

[(Yi = Yj) and/or (Ki = Kj)

H1 : The difference among Satisfaction Determinants

and/or Demographics is significant [(Yi   Yj) and/

or (Ki   Kj)

                                                              (Where i/j = 1, 2, 3 …)

Table 10 :  ANOVA: Two-Factor Without Replication

Summary Count Sum Average Variance

K1 7 230 32.86 301.48

K2 7 251 35.86 245.14

K3 7 242 34.57 264.62

K4 7 238 34.00 229.00

Y1 4 257 64.25 0.92

Y2 4 141 35.25 2.25

Y3 4 164 41.00 0.67

Y4 4 154 38.50 17.00

Y5 4 87 21.75 6.92

Y6 4 79 19.75 4.25

Y7 4 79 19.75 4.25

Table  11

Source  of   SS d f   MS   F P-value F cr i t
Varia t ion
R o w s 32.68 3 10.89 2.58 0.085719 3.16

C o l u m n s 6165.36 6 1027.56 243.14 3 .19E-16 2 .66

E r ro r 76.07 18 4.23

Tota l 6274.11 27     

Conc lus ion :  H
0
 i s  re jec ted  i n  co lumns ,  hence  Y

i
 ¹  Y

j
and accepted i n  Rows ,  hence  K i

 
= K

j
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Interpretation

There is a signif icant difference among the satisfaction

determinants but there is no significant difference among

the demographics.

Discussion

The study reveals that all the demographic classes have

the common opinion about the different determinants of

scope for organised retail in the rural markets. [Table 9]

declares that there is a significant difference between the

determinants Awareness, Satisfaction and Frequency of

Visit to City Market, while [Table 11] reveals that even the

Satisfaction Determinants (viz. Price; Product Selection

Fac i l i t y ;  P roduc t  I n fo rma t ion ;  R ange  o f  P roduc t s ;

Convenience at Point of Purchase; Home Delivery; and

Brand Range) are too s igni f icant ly di f ferent f rom one

another. On the other hand, all the demographic classes

(viz. Student, Service Class, Professionals and Households)

have the common opinion against these determinants (Refer

[Table 7], [Table 9] and [Table 11]).

Conclusion

The  ru r a l  consumers  have  a  l i t t l e  awa reness  abou t

organ i sed re ta i l  (Mean=31.25)  and a re  l i t t le  sa t i s f ied

w i th  t he  ex i s t i ng  t r ad i t iona l /  uno rgan i sed  re t a i l e r s

(Mean=34.32) ,  whereas  the i r  f r equency  to  v i s i t  c i t y

ma r ke t  i s  h i gh  (Mean=68 .00)  ( Re fe r  [ Tab le  5 ] .  On

the  o the r  hand ,  t hey  a re  l ea s t  s a t i s f i ed  w i th  B r and

Range  and  Home De l i ve r y  (Mean=19 .75)  f ac i l i t i e s

ava i l ab le  a t  ex i s t ing  t rad i t iona l /  unorgan ised re ta i le rs .

Conven ience  a t  Po in t  o f  Pu rchase  (Mean=21.75)  i s

a l s o  n o t  s a t i s f a c t o r y  w h e r e a s  t h e y  a r e  n o t

d i s s a t i s f i e d  w i t h  t h e  P r i c e  Fa c t o r  ( M e a n = 6 4 . 2 5 0

(Re fe r  Tab le  6 ) .

The above study declares that  there is  a very good

scope for organised reta i l  in the rura l  markets .

Limitation

Only the consumers of  B i laspur,  Dhamdha,  Dhamtar i ,

K a n k e r  a n d  K o r b a  h a v e  b e e n  c o n s i d e r e d  t o  b e

representat ives of the ent i re rura l  market of FMCG that

may not be universa l ly t rue.

The mental status of the respondents at the time of data

col lect ion has not been cons idered that  might have

influenced the accuracy of the data. The individual biases

like culture, climate, language, tastes, age, status etc. might

have influenced the accuracy of the data that may lead to

degenerated conclusion.

Key Words: Organ i sed  Re t a i l ,  R u r a l  Ma r ke t s ,

Determinants, FMCG and Demographic Class.
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Poultry:
Farming Practices

Kanchana V.S. and Yesodha Devi N.

P o u l t r y  i s  o n e  o f  t h e  f a s t e s t  g r o w i n g  s e g m e n t s  o f  t h e  a g r i c u l t u r a l  s e c t o r  i n

I n d i a  t o d a y .  T h i s  i s  b u s i n e s s ,  w h i c h  c a n  b e  c a r r i e d  t h r o u g h o u t  t h e  y e a r  a n d

t h e  f a r m e r s  g e t  a  c o n t i n u o u s  f l o w  o f  i n c o m e  t h r o u g h  e g g  a n d  m e a t  s a l e s .

P o u l t r y  f a r m i n g  i s  s e e n  a s  t h e  m a i n  s o u r c e  o f  i n c o m e  b y  m a n y  a g r i c u l t u r i s t s

d u e  t o  u n c e r t a i n t i e s  i n  t h e  s o u r c e s  o f  a g r i c u l t u r a l  i n c o m e .  I t  i s  j u s t  f o u r  u n i t s

i n  C o i m b a t o r e  r e g i o n  t h a t  p r o d u c e  a l m o s t  9 5  p e r c e n t  o f  t h e  1 2 0 0  m i l l i o n

b r o i l e r  c h i c k e n  p e r  y e a r .  I t  w a s  f e l t  e s s e n t i a l  t o  s t u d y  t h e  s o c i o - e c o n o m i c

p r o f i l e  o f  t h e  p o u l t r y  f a r m e r s ,  t h e i r  s o u r c e  o f  f i n a n c e  a n d  t h e i r  f a r m i n g

p r a c t i c e s .  H e n c e  a  s t u d y  o n  F a r m i n g  P r a c t i c e s  o f  p o u l t r y  f a r m e r s  i n  C o i m b a t o r e

D i s t r i c t  w a s  u n d e r t a k e n  a n d  t o o l s  s u c h  a s  p e r c e n t a g e  a n a l y s i s  a n d  c h i -s q u a r e

a n a l y s i s  w ere a p p l i e d .
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P
oultry is one of the fastest growing segments of the

agr icul tura l  sector in India today. The product ion

of agricultural

c r o p s  h a s  b e e n

r i s i ng  a t  a  r a te  o f

one and half to two

percent per annum,

but the production

of eggs and broilers

has been rising at a

rate of eight to ten

percent per annum.

India produced two

m i l l i o n  t o n ne s  o f

poultry meat in 2006,

up from 1.8 million

tonnes in 2005, 1.65

mil l ion tonnes in 2004 and 1.6 mil l ion tonnes in 2003.

According to US Depar tment of Agriculture estimates,

India’s poultry meat

p r o d u c t i o n  g r e w

about  s i x  percent

annual ly during the

1980s, accelerated

to 11 percent annu-

ally in the 1990s and

to nearly 19 percent

dur ing 1997-2002.

P o u l t r y  d e v e l o p -

men t  i n  I nd i a  h a s

m a d e  i m p r e s s i v e

progress during the

l a s t  f i v e  d e c a d e s

evolving from back-
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yard ventures to a ful l-f ledged commercial agro industrial

business. Farmers both small and marginal f ind this to be

an effective supplementary enterprise. Poultry production

has some distinct advantages of being relatively easy to

rise and it can be adapted to a wide range of cl imatic

conditions and alt itudes. This is business, which can be

ca r r i ed  th roughout  the  yea r  and the  f a rmers  ge t  a

continuous flow of income through egg and meat sales.

Poultry farming is seen as the main source of income by

many agriculturists due to uncer tainties in the sources of

agricultural income.

The  r ea r i ng  o f  pou l t r y  a l so  p rov ides  an  exce l l en t

oppor tunity for underemployed members of the r ural

famil ies. Poultry of 1000 birds either Layer or Broilers can

suppor t at least 15-20 persons upstream, direct and down

stream, beginning f rom the input end (upstream), to

farming (direct) and transpor t, processing and marketing

(downstream). Poultry provides employment to about 1.5

mil l ion people. Poultry farming requires minimum capital

and ensures quick returns that help to improve the quality

of rural population. Poultry farming calls for a minimum

amount of land in which maximum realisation is possible.

I t  i s  an industr y,  which needs less capita l  and star ts

y ie ld ing wi th in  a  shor t  per iod wi th  wel l -d is t r ibuted

turnover throughout the year. Poultry provides rich organic

manure, source of employment to mil l ions of farmers and

other al l ied activit ies in the poultry industry. Growth of

poultry units for a country l ike India has dual signif icance

like fighting malnutrition and improving the socio economic

condi t ion of  sma l l ,  medium fa rmers  and agr icu l tu ra l

labourers.

The history of poultry development in India is a success

story par with excel lence. The poultry sector made a

quantum leap to emerge as a dynamic industry within a

shor t span of time. In India, both intensive and traditional

systems of poultry farming are fol lowed, but intensive

system is rapidly increasing due to increase in land and

othe r  i npu t  cos t s .  The  pou l t r y  sec to r  i n  I nd i a  has

undergone a paradigm shift in structure and operation. A

signif icant feature of India’s poultry industry has been its

transformation from mere backyard activity into a major

commercia l  act iv i ty  in  just  about four  decades.  Th is

t rans format ion has  invo lved s izeab le  inves tments  in

breeding, hatching, rearing and processing. Farmers in

India have moved from rear ing non-descr ipt birds to

rearing hybrids. The industry has grown largely due to the

in i t i a t i ve  o f  p r i va te  en te rpr i se ,  m in ima l  government

i n te r ven t ion ,  and  cons ide rab le  i nd igenous  pou l t r y

genetics capabil it ies and considerable suppor t from the

complementary veterinary health, poultry feed, poultry

equipment and poultry processing sectors.

A notable feature of the structural change taking place in

the Indian poultry industry is the contract farming which

is on rapid increase at present. Tamil Nadu comprises 31

distr icts and of it broiler industry is mainly concentrated

in Coimbatore Dist r ict .  Poul t ry integrators have been

expanding most rapidly in Southern India, par ticularly in

the Coimbatore area of Tamil Nadu. It is just four units in

Coimbatore region that produce almost 95 percent of

the 1200 mi l l ion broi ler chicken per year.  I t  was fe l t

essent ia l  to study the socio-economic prof i le of the

poultry farmers, their source of f inance and their farming

practices. Hence this study on Farming Practices of poultry

farmers in Coimbatore District was under taken.

The Coimbatore District has been purposively selected

as i t  ref lects the agr icultural  or iented rural  l i fe where

peop le  have  s t a r ted  t a k i ng  b ro i l e r  p roduc t ion  on

commercial basis to supplement their income. Hence the

sample contract farmers were selected from Coimbatore

Distr ict. There are more than 10 integrators and 3495

contract farms functioning in the study area. Of the 3495

contract farms, 350 broi ler  farms (approximately ten

percent of the total contract farms and fifteen percent of

the farms of individual integrators) which have completed

five years of broiler farming were selected by adopting

stratif ied random sampling technique. The number of the

integrators, total number of contract farms and the number

of contract farms selected for the study are presented in

Table 1.

The 350 sample contract farms selected for the study

was fur ther classif ied in to small, medium and large farms

based on the number birds reared using quar ti les. The

classif ication of the sample contract farms according to

the size of the farm is presented in Table 2. Out of the

350 contract farms, 76 (21.71 percent) come under the

category of small farms (less than 3863 birds), 173 (49.43
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Table 1:  Name of the Integrators, Total and Sample Contract Farms selected

Name of the Integrator Total Number of Contract Farms Sample Contract Farms

Suguna Poultr y Farm Ltd.   525   80

Shanthi Poultr y Farms   900 135

Pioneer Poultry Group   650 100

Others 1420   35

Total 3495 350

Table 2 - Size of the Farm

Size of the Farm No. of Birds reared No. of Farms Percentage

Small Less than 3863 birds   76 21.71

Medium 3864 birds - 9473 birds 173 49.43

Large More than 9473 birds 101 28.86

Total 350 100.00

Table 3:  Age-wise Classification of Sample Contract Farmers

                   Size of the Farm                   Small                           Medium                       Large                            Overall

      Age group                                 No. of            Percentage         No. of                 Percentage           No. of             Percentage         No. of            Percentage

      respondents                     Percentage                               Respondents                             Respondents

21 – 30 yrs 12 15.8 26 15.0 17 16.8   55 15.7

31 – 40 yrs 25 32.9 59 34.1 25 24.8 109 31.1

41 – 50 yrs 24 31.6 48 27.8 34 33.7 106 30.3

Above 50 yrs 15 19.7 40 23.1 25 24.8   80 22.9

Total 76 100 173 100 101 100 350             100

percent) belonged to the medium (3864 - 9473 birds)

category and 101 farms (28.86 percent) come under the

category of large farms (above 9473 birds).

Objectives

To find out the socio-economic profi le of the poultr y

farmers

To identify the farming practices

To f ind out the sources of f inance of the poult r y

farmers.

To analyse the re lat ionship between the personal

factors and the farming practices.

Results and Findings

The results and findings of the study are presented in the

following paragraphs.
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Age

Age is considered to be one of the impor tant factors

which influence the efficiency of farm management. An

attempt is made to study the age-wise classif ication of

sample contract farmers.

I t  is observed from the Table 3 that out of 350 contract

farmers,  55 (15.7 percent) of  them were in the age

category of 21–30 years, whereas 109 (31.1 percent) of

them were in the age category of 31–40 years. Fur ther

the table shows that 106 (30.3 percent) respondents

belonged to the age group 41–50 years and 80 (22.9

percent) were in the age category of above 50 years.  I t

is concluded that a maximum of the respondents were

in the age group of 31–40 years in case of smal l  (32.9

percent) and medium (34.1 percent) farms and 41–50

years in case of large farms (33.7 percent).

Sex

The Table 4 describes the sex wise distribution of the

respondents in the three categories of small, medium and

la rge  fa rms .  I t  i s  found tha t  out  o f  the  350 cont rac t

fa rmers ,  329 (94 percent)  of  them are ma le and 21 (6

percent )  o f  them a re  fema le .

Educational Level

Educational level of broiler contract farmers is one of the

impor tant factors which influence the method of rearing

the chicks, farm management and the l ike. Hence, an

attempt is made to study the distr ibut ion of contract

far mers based upon the i r  l i teracy leve l .  The Table 5

d e s c r i b e s  t h e  e d u c a t i o n a l  q u a l i f i c a t i o n  o f  t h e

respondents in the three categories of small, medium and

large farms.

I t  i s  i n f e r r e d  t h a t  o u t  o f  t h e  3 5 0  r e s p o n d e n t s ,  2 3 3

( 66.6  percent )  o f  the  respondents  have educat ion

up to school  leve l ,  67 (19.1 percent)  have educat ion

up to  h igher  secondary ,  39 (11 .1  percent )  o f  them

are graduates and 11 (3.2 percent) of the respondents are

post graduates.
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Table 4:- Sex wise Classification of Sample Contract Farmers

 Size of the Farm            Small                        Medium                      Large         Overall

Male 72 94.7 159 91.9    98 97.0 329 94.0

Female   4   5.3   14   8.1      3   3.0   21   6.0

Total 76  100 173  100 101 100 350               100

Table 5: Educational Level of Sample Contract Farmers

School 55 72.4 120 69.4   58 57.4 233 66.6
Higher secondary 13 17.1   34 19.6   20 19.8   67 19.1
Graduate   5   6.6   15   8.7   19 18.8   39 11.1
Post graduate   3   3.9     4   2.3     4   4.0   11   3.2
Total 76  100 173  100 101  100 350  100

 Size of the Farm            Small                        Medium                      Large              Overall

Educational

Level
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Agricultural Land Holding

The Table 6 describes the area of agricultural land holding

wise distribution of the respondents in the three categories

of small, medium and large farms. It is found that out of the

350 respondents, 160 (45.7 percent) have less than five

acres agricultural land holding, 137 (39.1 percent) have 5–

10 acres of land, 32 (9.2 percent) of them have 11–15

acres of land and 21 (6.0 percent) have more than 15

acres. It is concluded that majority of the respondents

have less than five acres of agricultural land in case of

small farms (64.5 percent) .  A max imum of  respondents

in  medium (46.8 percent)  and overa l l  (45.7 percent)

fa rms have less  than f ive acres of  agr icu l tu ra l  l and and

5–10 acres in  the case of  la rge (43.6 percent)  fa rms.

Other Occupation

The Table 7 descr ibes the other occupat ion such as

a g r i c u l t u r e ,  d a i r y  f a r m i n g ,  b u s i n e s s  e t c .  o f  t h e

respondents in the three categories of small, medium and

large farms.

Table 6:  Agricultural Land Holding wise Distribution of Sample Contract Farmers
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      Size of the Farm       Small         Medium                            Large     Overall

     Area of agri-

     cultural land

     holding

Less than 5 acres 49 64.5    81 46.8   30 29.7  160 45.7

5 – 10 acres 23 30.3    70 40.5   44 43.6  137 39.1

11 – 15 acres   3   3.9    17   9.8   12 11.9    32   9.2

Above 15 acres   1   1.3      5   2.9   15 14.8    21   6.0

Total 76  100 173  100 101  100 350  100

Table 7:  Other Occupation-wise Distribution of Sample Contract Farmers

I t  can be infer red from the Table that out of the 350

respondents ,  343 (98 percent)  of  the respondent ’s

occupation is agriculture, 23 (6.6 percent) have dairy

farming as other occupation, 26 (7.4 percent) of the

respondents do business apar t from poultry farming and

6 (1.7 percent) of them are employed.
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Agr icu l tu re 76 100 170 98.3 97 96.0 343 98.0

Dai ry  Farming   3    3 .9   10   5.8 10   9.9   23   6.6

Bus i nes s   1    1 .3   14   8.1 11 10.9   26   7.4

Employed - -     4   2 .3   2   2 .0     6   1 .7

      Size of the Farm        Small           Medium                            Large     Overall

    Other

    Occupation
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Table 8:  Type of Roofing of the Shed
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      Size of the Farm        Small           Medium                            Large     Overall

      Roofing

Thatched 24 31.6 49 28.3 16 15.8 89 25.4

T i l e s 49 64.5 107 61.9 67 66.3 223 63.7

Asbes tos 3   3 .9 17   9 .8 18 17.9 38 10.9

Tota l 76 100 173 100 101 100 350 100

Table 9:  Method of Brooding

   Size of the Farm        Small           Medium                            Large     Overall

    Method of

   Brooding

Coa l 75 98.7 173 100 101 100 349 99.7

G a s   1  1 . 3 - - - -     1  0 . 3

To t a l 76    1 0 0 173  100 101 100 350   1 0 0

N
o

. o
f

R
e

s
p

o
n

d
e

n
ts

N
o

. o
f

R
e

s
p

o
n

d
e

n
ts

N
o

. o
f

R
e

s
p

o
n

d
e

n
ts

N
o

. o
f

R
e

s
p

o
n

d
e

n
ts

  P
e

rc
e

n
ta

g
e

  P
e

rc
e

n
ta

g
e

  P
e

rc
e

n
ta

g
e

  P
e

rc
e

n
ta

g
e

Table 10:  Type of Litter Material Used
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      Size of the Farm        Small           Medium                            Large     Overall

     Type of

      Litter  Material
Thatched 24 31.6 49 28.3 16 15.8 89 25.4

T i l e s 49 64.5 107 61.9 67 66.3 223 63.7

Asbes tos 3   3 .9 17   9 .8 18 17.9 38 10.9

Tota l 76 100 173 100 101 100 350 100
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Farming Practices

The operat iona l  ef f ic iency in broi ler  fa rms could be

measured through the farming practices carried on by the

broiler farmers.

Type of Roofing

The maintenance of temperature is ver y impor tant to

determine the l ivabil ity of chicks which depends on the

type of farm shed. The Table 8 describes the type of

roofing used for the shed in the three categories of small,

medium and large farms.

It is evident from Table 8 that out of the 350 farms, 223

(63.7 percent) of the farms have ti les roofing, 89 (25.4

percent) of the farms have thatched roofing and 38 (10.9

percent) have asbestos roofing.

Method of Brooding

Brooding refers to the rearing of Day Old Chicks to an age

of 10–15 days protecting them from inclement weather,

predators and other problems, so as to give them a good

growing star t. Day Old Chicks received are prevented from

free flow of air and kept in a secluded place. In addition

to that ar t if icial heat is provided through the coal pots or

gas heaters or electric bulbs. This arrangement is called

brooder and the process is called brooding. The Table 9

d e s c r i b e s  t h e  m e t h o d  o f  b r o o d i n g  u s e d  b y  t h e

respondents under the three categories of small, medium

and large farms.

It is infer red from Table 9 that out of the 350 respondents,

349 (99.7 percent) of the respondents have used coal

for brooding and only one respondent has used gas for

brooding purpose.

Type of Litter Material

A thin layer of clean, soft and dry bedding material put

over the floor of the brooder house is called l itter. To

absorb the moisture in the farm cer tain materials like paddy

husk, groundnut shell or straw dust are spread on the

f loor  o f  sheds under  the deep l i t te r  sys tem.  These

mater ia ls  are known as l i t ter  mater ia ls .  The Table 10

desc r ibe s  t he  t ype  o f  l i t t e r  ma te r i a l  u sed  by  t he

respondents under the three categories of small, medium

and large farms.

It could be infer red from the Table 10 that out of the 350

respondents, 202 (57.7 percent) of the respondents are

using coconut husk as l itter material, 146 (41.7 percent)

are using groundnut waste and only 2 (0.6 percent) of

them are using rice husk.

Source of Water

Table 11 descr ibes the source of water used by the

respondents under the three categories of small, medium

a n d  l a r g e  f a r m s .  I t  i s  f o u n d  t h a t  o u t  o f  t h e  3 5 0

respondents, 175 (50 percent) of the respondents have

bore well as the source of water, 54 ( 15.4 percent) of

them are using open well for the source of water and 121

(34.6 percent) are using both bore well and open well as

the source of water. It is concluded that majority of the

respondents under the categories of small (56.6 percent)

and medium (56.1 percent) farms are using the bore well

as the source of water for the requirements in the poultry

farms whereas majority (56.4 percent) of the respondents

in the category of large farms use both bore well and

open well.

Type of Disease Encountered

Table 12 describes the type of disease encountered (major

or minor) by the respondents under the three categories

of small, medium and large farms. It can be inferred that

the diseases Gout and Chronic Respiratory Disease have

occurred mostly both at major (40, 33 farms) and minor

(47, 55 farms) level during the study period. The medium

farms are more affected by the above diseases than the

small and large farms.

Source of Finance

Finance is the main source to star t any business and it is

essential for broiler farming also. An attempt is made to

ana lyse the source of  f inance which determines the

economic condit ions of farmers. The f inance required

for poultry farming is classif ied into two category namely

permanent capital and working capital. Permanent capital
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      Size of the Farm        Small           Medium                            Large     Overall

    Source of

    Water
Open Wel l 18 23.7 27 15.6 9 8.9 54 15.4

Bore Wel l 43 56.6 97 56.1 35 34.7 175 50.0

Both 15 19.7 49  28.3 57 56.4 121 34.6

Tota l 76 100 173 100 101 100 350 100

Table 11:  Source of Water

Table 12:  Type of Disease Encountered
(No.of respondents)
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      Size of the Farm       Small         Medium                            Large     Overall

     Type

     of

     Disease

Toxine    -    -      -    1     -   3     -   4

E-col i   1    4     4    8     8   6    8 18

Gout   3  11    25  22   12 14  40 47

Chronic Respiratory Disease3                11    12  33   18 11  33              55

Cocc id ioss i s   -    3       2    3      1   -   3   6
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Table 13:  Source of Permanent Capital
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Own f unds 53  69 .7         87            50 .3              32 31.6 172 49.1

Bo r rowed  f rom re l a t i v e s2              2 . 6           6              3 . 5  4   4 .0   12  3 .4

Bank  f i n ance 17 22.4          71            41 .0               61 60.4 149 42.6

Loca l  money  l ende r s   4   5 .3            8             4 . 6                 3   3 .0   15   4 .3

Jewe l  l o an s     -        -            1             0 .6                 1   1 .0    2  0 .6

To t a l 76  100        173            100            101                  100 350 100

     Size of the Farm   Small           Medium                            Large     Overall

  Source of

  Permanent

  Capital



SCMS Journal of Indian Management,  July - September, 2009.                                                                                                      73

A Quarterly Journal

1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567

is required for the construction of farm shed, purchase

of equipments and providing water facil it ies. The working

capital is required for paying the labour charges, purchase

of l itter material, coal, to meet the electricity charges etc.

Source of Permanent Capital

Table 13 describes the source of permanent capital as

given by the respondents under the three categories of

small, medium and large farms. It is evident that out of the

350 respondents, 172 (49.1 percent) of the respondents

have star ted their poultr y farms with own source of funds,

149 (42.6 percent) have used bank f inance, 15 (4.3

percent) of them have borrowed the amount from local

money lenders, 12 (3.4 percent) of the respondents have

borrowed the amount from their relat ives and 2 (0.6

percent) of them have got jewel loans. It is concluded

that majority of the respondents in the category of small

(69.7 percent) and medium (50.3 percent) farms have

used their own funds for star ting the poultry farm whereas

it is inferred that the large (60.4 percent) farmers have

used more of bank finance.

Source of Working Capital

The Table 14 describes the source of working capital as

given by the respondents under the three categories of

small, medium and large farms. It is evident from the table

that out of the 350 respondents, 330 (94.3 percent) of

the respondents have used their own funds as a source

of working capital, 9 (2.6 percent) have borrowed the

amount of working capital from local money lenders and

only four (1.1 percent) of them have obta ined thei r

work ing capita l  requirements f rom their  re lat ives and

banks.

It is concluded that majority of the respondent have used

their own funds for their working capital requirements in

al l the three categories of small (96.1 percent), medium

(95.4 percent) and large (91.1 percent) farms.

Type of Labour Employed

Contract farmers employ two types of labour in broiler

farming namely family labour (family members of contract

farmers) and hired labour. Type of labour influences the

broiler production. Effective involvement and spir it of

family labour results in low mor tal ity and high weight gain

of broilers. Table 15 shows the type of labour employed

by the contract farmers in the three categories of small,

medium and large farms.

It is found from Table 15 that out of the 350 sample farmers,

200 (57.1 percent) had employed both family and hired

labour. 150 (42.9 percent) of them had employed family

labour.  It was observed that majority (77.6 percent) of the

small farmers had employed their family labour. In the case

of medium farmers 49.1 percent of them had employed

family labour. It is interesting to note that only 5.9 percent

of large farmers had employed family labour.

Table 14:  Source of Working Capital

N
o

. o
f

R
e

s
p

o
n

d
e

n
ts

N
o

. o
f

R
e

s
p

o
n

d
e

n
ts

N
o

. o
f

R
e

s
p

o
n

d
e

n
ts

N
o

. o
f

R
e

s
p

o
n

d
e

n
ts

  P
e

rc
e

n
ta

g
e

  P
e

rc
e

n
ta

g
e

  P
e

rc
e

n
ta

g
e

  P
e

rc
e

n
ta

g
e

Own f unds  73  96.1        165             95.4                92 91.1   330               94.3

Bo r rowed  f rom re l a t i v e s -                 -           3              1.7   1                1.0     4    1.1

Bank  f i n ance    -       -           2                 1.2   2   2.0      4     1.1

Loca l  money  l ende r s   3   3.9          2                1.1                 4   3.9     9    2.6

Jewe l  l o an s     -        -          1             0 . 6                 2  2.0    3   0 .9

To t a l 76  100        173            100             101                100  350  100

     Size of the Farm   Small           Medium                            Large     Overall

  Source of

  Working

  Capital
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Table 15:  Type of Labour Employed
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      Size of the Farm        Small           Medium                            Large     Overall

    Type of

     Labour

Family Labour only 59 77.6 85 49.1 6 5.9 150 42.9

Both family and 17 22.4 88 50.9 95 94.1 200 57.1

hired labour

Tota l 76 100 173 100 101 100 350 100

Table 16:  Number of Family Members Employed
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      Size of the Farm        Small           Medium                            Large     Overall

    Number

    of  family

    Members
1 15 19.7    40 23.1 23 22.8 78 22.3

2 56 73.7  116 67.1 58 57.4 230 65.7

3 and above   5  6.6   17   9.8 20 19.8 42 12.0

Tota l 76 100 173  100               101 100 350 100
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1 14 82.4       54            61.4               13 13.7   81                40.5

2   3            17.6      28           31.8               40                42.1   71   35.5

3    -       -        6                   6.8               18                 19.0   2 4    12.0

4   -      -        -                    -                15 15.8   15      7.5

5 and above  -      -        -                    -               9  9.5   9      4.5

To t a l 17  100       88               100                95                 100  200    100

     Size of the Farm   Small           Medium                            Large     Overall

   Number

   of

   Labour

Table 17:  Number of Labour  Employed from Outside
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Number of Family Members Employed

Ta b l e  1 6  s h o w s t h e  n u m b e r  o f  f a m i l y  m e m b e r s

e m p l o y e d  b y  t h e  c o n t r a c t  f a r m e r s  i n  t h e  t h r e e

ca tego r i e s  o f  sma l l ,  med ium and  l a rge  f a rms .  I t  i s

found tha t  out  o f  the  350 sample  fa rmers ,  230 (65 .7

percent )  had 2 fami l y  members  engaged in  pou l t ry

fa rm ing .  78 (22 .3  percent )  o f  them had employed

o n e  f a m i l y  l a b o u r  a n d  4 2  ( 1 2  p e r c e n t )  o f  t h e

respondents  have employed 3 and more than 3 fami ly

members .

Number Labour Employed fom Outside

Table 17 shows the number of  labourers  employed

f rom ou t s ide  by  the  con t r ac t  f a rmer s  i n  t he  th ree

categor ies of smal l ,  medium and large farms. I t  is  found

that out of the 200 sample farmers who have employed

hi red labour,  81 (40.5 percent)  had employed one

labour  f rom outs ide.  71 (35.5 percent)  of  them had

employed two h i red labour  and 24 (12 percent)  of

the respondents  have employed 3 h i red labour  and

15 (7 .5  percent )  have  employed 4  l aboure rs .  I t  i s

c o n c l u d e d  t h a t  m a j o r i t y  o f  t h e  r e s p o n d e n t s  h a d

employed one h i red l abour  i n  case  o f  sma l l  (82 .4

percent)  and medium (61.4 percent)  and most  of  the

respondents  (42.1 percent)  in  the category of  la rge

farms have employed two h i red labourers .

Number of days for receipt of payment

The number of days for the receipt of payment by the

contract farmers in the three categories of small, medium

and large farms is shown in the Table 18. It is found that

out of the 350 sample farmers taken for the study, 158

(45.1 percent) of the respondents received their payment

in about 16 - 30 days, 115 (32.9 percent) of them within

15 days and 37 (10.6 percent)  of  the respondents

received their payment in about 31 - 45 days. 32 (9.1

percent) have received the payment within 45 to 60 days.

I t  i s  concluded that  most of  the respondents in the

category of smal l  farms (32.9 percent) received their

payment within 15 days and most of the farmers in medium

(48.6 percent) and large (51.5 percent) received their

payment in 16 to 30 days time.

Percentage of the Loan Repaid

Table 19 shows the percentage of loan repaid by the

contract farmers who have ava i led loan in the three

categories of small, medium and large farms. It is found

from Table 19 that out of the 166 sample farmers who

have availed loan for star ting the poultry farm, 82 (49.4

percent)  of  the respondents  have repa id the i r  loan

76–100 percent, 41 (24.7 percent) of them have repaid

26–50 percent of the loan, 26 (15.7 percent) have repaid

less than 25 percent and 17 (10.2 percent) have repaid

51–75 percent of the loan.

Table 19:  Percentage of the Loan Repaid
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Less than 25%   7 33.3       10            12.5                 9 13.9   26               15.7

26-50%   3            14.3       19           23.8               19                29.2   41   24.7

51-75%   2    9.5         9                 11.2                 6                  9.2   17   10.2

76-100%   9  42.9       42                52.5               31               47.7   82               49.4

To t a l  21  100        80              100                 65               100  166              100

     Size of the Farm   Small           Medium                            Large     Overall

   Percent

   of

   Loan Repaid
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Table 20:  Personal Factors and Type of Roofing
C
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Age 1.538 .674 0.960 .811 1.833 .608 2.519 .472

Sex 0.024 .877 0.343 .558 3.422 .064 0.336 .562

Educational Level 1.664 .645 0.020 .999 0.259 .968 0.265 .416

Area of Agri. Land 2.218 .546 7.030 .318 9.989 .125 10.768 .967

Other Occupation 1.787 .409 9.202 .560 2.568 .277 9.226* 0.10

     Size of the Farm   Small           Medium                            Large     Overall

   Personal

   Factors

C
h

i-S
q

u
a

r
e

V
a

lu
e

C
h

i-S
q

u
a

r
e

V
a

lu
e

C
h

i-S
q

u
a

r
e

V
a

lu
e

 P
 V

a
lu

e

 P
 V

a
lu

e

 P
 V

a
lu

e

* Signif icant at 5% level

Table 21 - Personal Factors and Method of Brooding

123456789012345678901234567890121234567890123456789012345678901212345678901234567890123456789012123456789012345678901234567890
123456789012345678901234567890121234567890123456789012345678901212345678901234567890123456789012123456789012345678901234567890
123456789012345678901234567890121234567890123456789012345678901212345678901234567890123456789012123456789012345678901234567890
123456789012345678901234567890121234567890123456789012345678901212345678901234567890123456789012123456789012345678901234567890
123456789012345678901234567890121234567890123456789012345678901212345678901234567890123456789012123456789012345678901234567890
123456789012345678901234567890121234567890123456789012345678901212345678901234567890123456789012123456789012345678901234567890
123456789012345678901234567890121234567890123456789012345678901212345678901234567890123456789012123456789012345678901234567890
123456789012345678901234567890121234567890123456789012345678901212345678901234567890123456789012123456789012345678901234567890
123456789012345678901234567890121234567890123456789012345678901212345678901234567890123456789012123456789012345678901234567890
123456789012345678901234567890121234567890123456789012345678901212345678901234567890123456789012123456789012345678901234567890
123456789012345678901234567890121234567890123456789012345678901212345678901234567890123456789012123456789012345678901234567890
123456789012345678901234567890121234567890123456789012345678901212345678901234567890123456789012123456789012345678901234567890
123456789012345678901234567890121234567890123456789012345678901212345678901234567890123456789012123456789012345678901234567890
123456789012345678901234567890121234567890123456789012345678901212345678901234567890123456789012123456789012345678901234567890
123456789012345678901234567890121234567890123456789012345678901212345678901234567890123456789012123456789012345678901234567890
123456789012345678901234567890121234567890123456789012345678901212345678901234567890123456789012123456789012345678901234567890
123456789012345678901234567890121234567890123456789012345678901212345678901234567890123456789012123456789012345678901234567890
123456789012345678901234567890121234567890123456789012345678901212345678901234567890123456789012123456789012345678901234567890
123456789012345678901234567890121234567890123456789012345678901212345678901234567890123456789012123456789012345678901234567890
123456789012345678901234567890121234567890123456789012345678901212345678901234567890123456789012123456789012345678901234567890
123456789012345678901234567890121234567890123456789012345678901212345678901234567890123456789012123456789012345678901234567890
123456789012345678901234567890121234567890123456789012345678901212345678901234567890123456789012123456789012345678901234567890
123456789012345678901234567890121234567890123456789012345678901212345678901234567890123456789012123456789012345678901234567890
123456789012345678901234567890121234567890123456789012345678901212345678901234567890123456789012123456789012345678901234567890
123456789012345678901234567890121234567890123456789012345678901212345678901234567890123456789012123456789012345678901234567890
123456789012345678901234567890121234567890123456789012345678901212345678901234567890123456789012123456789012345678901234567890
123456789012345678901234567890121234567890123456789012345678901212345678901234567890123456789012123456789012345678901234567890
123456789012345678901234567890121234567890123456789012345678901212345678901234567890123456789012123456789012345678901234567890
123456789012345678901234567890121234567890123456789012345678901212345678901234567890123456789012123456789012345678901234567890
123456789012345678901234567890121234567890123456789012345678901212345678901234567890123456789012123456789012345678901234567890
123456789012345678901234567890121234567890123456789012345678901212345678901234567890123456789012123456789012345678901234567890
123456789012345678901234567890121234567890123456789012345678901212345678901234567890123456789012123456789012345678901234567890
123456789012345678901234567890121234567890123456789012345678901212345678901234567890123456789012123456789012345678901234567890
123456789012345678901234567890121234567890123456789012345678901212345678901234567890123456789012123456789012345678901234567890
123456789012345678901234567890121234567890123456789012345678901212345678901234567890123456789012123456789012345678901234567890
123456789012345678901234567890121234567890123456789012345678901212345678901234567890123456789012123456789012345678901234567890

                                  Size of the Farm

Personal Factors             Small                                        Overall

Age 2.067 .559 2.217   .529

Sex 0.056 .812 0.064   .800

Educat iona l  leve l 24.658* .000 30.096*   .000

Area of  agr icu l tu ra l  land  76.000* .000 15.712*   .001

Other  occupat ion 0.053 .974 0.161   .984

* S ign i f icant  a t  5% leve l

Note :  A l l  the respondents  in  the category of  medium and la rge fa rms have used only  coa l  for  the purpose of

brooding.  Hence ch i -square has been appl ied on ly  for  smal l  and overa l l  fa rms.

Chi-Square Analysis

The chi-square test is employed to test the signif icance

of one factor over the other. In order to employ chi square

test the factors in the study are classi f ied under two

groups. One group comprising  personal factors and the

other group comprising  study factors. Each of the factors

in group one are compared with the factors of the study

group and chi square test is applied to test the influence

of one factor over the other. This analysis is employed for

the difference size of the farms separately.

The personal factors considered in the study are

• Age

• Sex

• Educational level

• Area of agricultural land holding

• Other occupation

The study factors selected are as follows

• Type of roofing

• Method of brooding

• Type of l itter material used

• Source of water

• Source of permanent capital

• Source of working capital
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Al l  the tests are carr ied out at  f ive percent level  of

signif icance and the results are represented in the tables

with suitable hypothesis and relevant interpretations.

Personal Factors and Type of Roofing

Hypothesis 1 : T h e  p e r s o n a l  f a c t o r s  h a v e  n o  si g n i

f i c a n t  i n f l u e n c e  o n  t h e  t y p e  o f

roof ing in the di f ferent s ize of poult ry

farms.

I t  i s  found f rom the Table 20 that  the hypothes is  i s

accepted (not signif icant) in al l the cases but is rejected

(signif icant) only with respect to area of agricultural land

when all the farms are considered. It is concluded that

the  a rea  o f  ag r icu l tu ra l  l and ho ld ing  has  s ign i f ican t

inf luence on the types of roof ing when we take into

account the overal l farms but the personal factors have

insignif icant influence over the type of roofing adopted

in broiler farms.

Personal Factors and Method of Brooding

Hypothesis 2: The personal factors have no signif icant

influence over the method of brooding

in the different size of poultry farms.

I t  i s  found f rom the Table 21 that  the hypothes is  i s

accepted (not signif icant) for the personal factors such

as age, sex and other occupation in case of small and

overal l farms. It is rejected (signif icant) in respect of the

personal factors namely educational level and area of

agricultural land in case of small and overal l farms.

I t  i s  conc luded tha t  educa t iona l  l eve l  and a rea  o f

agricultural land has signif icant influence on the method

of brooding when small and overall farms are considered

but  a l l  the other  persona l  factors  have ins ign i f icant

influence over the method of brooding used in the broiler

farms.

Personal Factors and Type of

Litter Material Used

Hypothesis 3: T h e  p e r s o n a l  f a c t o r s  h a v e  n o

signi f icant inf luence on the type of

litter material used in the different size

of poultry farms.

It is infer red from the Table 22 that the hypothesis is

accepted (not signif icant) for al l the personal factors in

case of small farms. It is rejected (signif icant) when we

consider medium farms in respect of age and in case of

overal l farms personal factors l ike age, other occupation.

It is concluded that age have signif icant influence on the

type of litter material used when medium and overall farms

are considered and other occupat ion has s igni f icant

Table 22 - Personal Factors and Type of Litter Material used
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Age 1.919 .589              15.391*        .017              5.585            .471            13.386*   .037

Sex 2.327       .127      0 .578          .749              3.848             .146 4.970   .083

Educational Level 2.788  .425       7.540          .274             3.607              .730 6.063             .416

Area of Agri. Land 2.218  .546               7.030         . 318             9.989              .125           10.768            .096

Other Occupation 1.787  .409      9.202          .560              2.568              .277             9.226*          .010

     Size of the Farm   Small           Medium                            Large     Overall

   Personal

   Factors
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        *  S ign i f icant  a t  five percent leve l
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Table 23: Personal Factors and the Source of Water
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     Size of the Farm   Small           Medium                            Large     Overall

   Personal

   Factors
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        *  S ign i f icant  a t  five percent leve l

Age 1.538 .674 0 .960 .811 1.833 .608  2.519   .472

Sex 0.024 .877 0 .343 .558 3.422  .064 0.336 .562

Educational Level 1.664  .645 0.020 .999 0.259 .968 0.265  .416

Area of Agri. Land 2.218 .546 7.030 . 318 9.989 .125 10.768 .967

Other Occupation 1.787  .409      9.202 .560 2.568 .277 9.226* .010

Table 24 - Personal Factors and the Source of Permanent Capital
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Age 6.631  .675         20.697          .550            18.362                .105         18.063   .114

Sex 0.363       .948    1.831           .767             2.027                .731    1.315   .859

Educational Level 3.425  .345         19.250           .083           15.100               .236 27.515*        .007

Area of Agri. Land 6.298  .710         11.938          . 451           11.541                .483         14.948           .244

Other Occupation 1.699  .192           1.906           .386             1.543                .462           5.553           .475

     Size of the Farm   Small           Medium                            Large     Overall

   Personal

   Factors
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          *  S ign i f icant  a t  five percent leve l

inf luence on the type of l itter material used when overal l

farms are considered but al l the other personal factors

have insignif icant influence over the type of l itter material

used in the broiler farms.

Personal Factors and the Source of Water

Hypothesis 4: T h e  p e r s o n a l  f a c t o r s  h a v e  n o

significant influence on the source of

water used in the different size of

poultry farms.

It is observed from the Table 23 that the hypothesis is

accepted (not signif icant) in respect of the source of

water irrespective of the size of the farms. It is concluded

that the personal factors have insignif icant influence over

the source of water used in broiler farms.

Personal Factors and the

Source of Permanent Capital

Hypothesis 5: T h e  p e r s o n a l  f a c t o r s  h a v e  n o

signif icant influence on the source of

permanent capital used in the different

size of poultry farms.

I t  i s  found f rom the Table 24 that  the hypothes is  i s

accepted (not signif icant) for al l the personal factors in
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case of smal l ,  medium and large farms. I t  is  re jected

(signif icant) when we consider al l the farms in respect of

educational level of the respondents. It is concluded that

educat iona l  leve l  of  the respondents  has s ign i f icant

influence on the source of permanent capital when all

the farms are considered but al l other personal factors

have insignif icant influence over the source of permanent

capital used in the farms.

Personal Factors and the Source of

Working Capital

Hypothesis 6: T h e  p e r s o n a l  f a c t o r s  h a v e  n o

significant influence on the source of

working capital used in the different

size of poultry farms.

I t  i s  found f rom the Table 25 that  the hypothes is  i s

accepted (not signif icant) for al l the personal factors in

case of small farms. In case of medium farms it is accepted

(not significant) with regard to age, sex, educational level

and other occupation. For large farms the hypothesis is

accepted (not signif icant) in case of age, educational

level and area of agricultural land holding. It is rejected

(signif icant) in case of medium farms in respect of area of

agricultural land handling and for large farms in respect of

the personal factors sex and other occupation.

It is concluded that the area of agricultural land holding

has signif icant influence on the source of working capital

in case of medium farms and sex, other occupation has

s igni f icant inf luence in case of large farms.  Al l  other

personal factors have ins igni f icant inf luence over the

source of working capital used in broiler farms.

Table 25 - Personal Factors and the Source of Working Capital
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Age 6.767   .080         9.932             .622              10.906            .537           10.279   .591

Sex 0.174          .677   0.739             .946             15.765*          .003             5.061   .281

Educational Level 0.824  .844          3.258             .993               6.602            .883 7.793            .801

Area of Agri. Land 1.721  .632        23.765*           .022             14.277            .283           13.025           .367

Other Occupation 0.165  .685           0.529             .768            62.349*           .000            4.408           .622

     Size of the Farm   Small           Medium                            Large     Overall

   Personal

   Factors
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          *  S ign i f icant  a t  five percent leve l

Conclusion

Majority of the respondents were in the age group of 30–

50 years having educational qualif ication up to school

level. Majority of the respondents have agriculture as other

occupation. It is found that more than 60 percent of the

respondents have t i les roofing, use coal for brooding

and are using coconut husk as l itter material. The diseases

such as Gout, Chronic Respiratory Disease have occurred

more frequently during the study period. Majority of the

respondents in the category of small (69.7 percent) and

medium (50.3 percent) farms have used their own funds

for star ting the poultry farm whereas it is infer red that the

large (60.4 percent) farmers have used more of bank

finance. Majority of the respondents had employed both

family and hired labour in case of medium and large farms

and only family labour in case of small farms. Area of

agricultural land holding mostly has signif icant influence

over the farming practices.

In India, Poultry is one of the fastest growing segments of

livestock/agriculture and contributes a major share in terms

of protein supplementation, from eggs and poultry meat.



SCMS Journal of Indian Management ,  July - September, 2009.                                                                                                       80

A Quarterly Journal

Amongst the animal products, which are, by and large

substitutable in the diet, it is found that input output ratio

for poultry is most favourable. With 10 Kgs. of similar feed

in each case, chicken (both meat and egg type) gives

more protein than swine, cow milk,  beef and sheep.

Therefore, it is evident that poultry contributes a major

share in this revolutionary process. The value of output at

current prices is steadily increasing for eggs and poultry

meat during the last few years and during 2002-03 it was

nearly Rs.16,000 crores. This is equivalent to nearly 10

percent of the total output from livestock and 2.8 percent

of total agriculture. The value of expor ts is also increasing

slowly with over Rs.200 crores during 2003-04 from a

mere Rs.11 crores, ten years back. Overal l it appears that

the poultry sector has tremendous potential for growth

and development.
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I n  a n  e v e r  m o r e  r i s i n g  c o m p e t i t i v e  e n v i r o n m e n t ,  b r a n d  m a r k e t e r s  a r e  l o o k i n g

f o r  w a y s  t o  e x p a n d  t h e i r  p o r t f o l i o s  a n d  a t  t h e  s a m e  t i m e  d e c r e a s e  t h e  c o s t s

o f  t h e  n e w  p r o d u c t s  i n t r o d u c e d  a s  w e l l  a s  d i m i n i s h  t h e  r i s k  o f  n e w  p r o d u c t

f a i l u r e .  T h i s  p a p e r  i n v e s t i g a t e s  t h e  i m p a c t  o f  b r a n d  d i m e n s i o n s  o n  t h e  c a r

u s e r s '  s a t i s f a c t i o n .  R e s e a r c h  h y p o t h e s e s  a r e  d e f i n e d  a c c o r d i n g  t o  i d e n t i f i e d

s t r u c t u r a l  m o d e l .  T h e  o b j e c t i v e  o f  t h i s  p a p e r  i s  t o  s t u d y  a n d  i m p r o v e  t h e

b r a n d  p e r c e p t i o n  o f  c a r  u s e r s .  T h e  r e s e a r c h  r e s u l t s  i n d i c a t e  t h a t  B r a n d

a w a r e n e s s  a n d  b r a n d  s o p h i s t i c a t i o n  p l a y  a n  i m p o r t a n t  r o l e  i n  s a t i s f y i n g  I n d i a n

c o n s u m e r s .  M a n u f a c t u r e r s  s h o u l d  i n c r e a s e  t h e i r  c o n t r o l l i n g  a n d  c o m m a n d i n g ,

a n d  m o n i t o r i n g  o n  t h e s e  f a c t o r s  i s  v i t a l .  I t  i s  p o s s i b l e  t o  u s e  b r a n d s  t o

d i f f e r e n t i a t e  c o m m o d i t y - l i k e  B 2 C  s e r v i c e s  s u c h  a s  l o g i s t i c s .
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T
he automotive industry continues to strive towards

new ho r i zons .  I n  o rde r  to  ach i e ve  sustainable

growth, com-

panies are adopting

substant ia l ly di f fer-

ent approaches to

the  a s s i gnment  o f

the act iv i t ies in the

areas of both deve-

lopment  and pro-

duction. The manu-

facturers have come

to real ize that the

factors al low them

to stand out form

the i r  compet i to r s

are primari ly those

characterist ics of their products and services that shape

the image of their brands. These have become the factors

u p o n  w h i c h  t h e y

know “concentrate”

and “focus.” There is

an even developing

a n d  r e a l i z a t i o n  i n

t he automotive indu-

stry that brands are

assets  to be care-

ful ly maintained and

cons i s ten t l y  enhan-

ced, and  manu factures

are increasingly con-

c e n t r a t i n g  o n  t h e

value of their brand
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whether this is related to the price conscious sector of

the market or the premium vehicle sector. The real ization

that, through better brand management, there is an abil ity

to add signif icant value has lead to a need for better

control of everything that impacts the brand experience-

the development of vehicle concepts, the design, and

the features of the various models, the selection of major

suppliers and the definit ion of framework for after market

sales. However, the return on brand investment in the

premium vehicle sector is proving to be decisive factor

in  the di f ferent ia t ion of  a  brand,  and i t  i s  here that

signif icant effor ts are being made by manufacturers. This

paper invest igates the impact of brand dimensions on

the car  users ’  sa t i s fact ion.  Research hypotheses are

defined according to identi f ied structural model. The

objective of this paper is to study and improve the brand

perception of car users. Paper is organized as fol lows:

First ,  we review the brand dimensions and the paper

defines a structural model of impact of brand elements

on car users’ sat isfact ion. Next, we brief ly discuss the

methodology used and present the results of our data

analyses.  F ina l ly ,  we discuss the potent ia l  manager ia l

impl icat ions of our research.

Literature Review

The purpose of this note is to provide an overview and

references on the var ious methods that can be used to

measure brand knowledge (brand awareness and brand

image), brand equity and brand personal i ty. This note

p rov ides  a  s ho r t  de f i n i t i on  o f  e ach  concep t  and

i l l u s t r a t ions  o f  the  mos t  w ide ly -used measu rement

techniques. Once you know what you want to measure,

i t  is impor tant to look at the original sources cited to

unders tand how to proper ly  use these techn iques .

Kel ler ’s (2003) excel lent book also provides detai led

information on each concept and its measurement.

Brand Knowledge

Brand knowledge refers to brand awareness (whether,

and when, consumers know the brand) and brand image

(what are the associat ions that consumers have with the

brand) (Kel ler 2001). The different dimensions of brand

knowledge can be classif ied in a pyramid (adapted from

Keller 2001), in which each lower-level element provides

the foundat ions of the higher- level e lement.  In other

words ,  b r and  a t t achmen t  s tems  f rom r a t iona l  and

e m o t i o n a l  b r a n d  e v a l u a t i o n s ,  w h i c h  d e r i v e  f r o m

functional and emotional brand associat ions, and which

necessitate brand awareness.

Brand Awareness

Brand awareness measures the accessibi l i ty of the brand

in memory. Brand awareness can be measured through

brand recal l  or brand recognit ion. Brand recal l  ref lects

the abi l i ty  of  consumers  to ret r ieve the brand f rom

memory when given the product category, the needs

fulf i l led by the category, or some other type of probe

as  a  cue .  B r and  recogn i t ion  re f l ec t s  t he  ab i l i t y  o f

consumers to confirm prior exposure to the brand.

Brand Image

Brand image is defined as consumer perceptions of a

brand as ref lected by the brand associat ions held in

consumers’ memory. To measure brand image, one can

either use and adapt an existing l ist of brand associations

or star t from scratch by el icit ing brand associat ions and

by then measuring the strength of these associat ions.

The outcome of this exercise is usual ly a shor t l ist of the

posit ive and negative associat ions consumers have with

the brand, ranked by thei r  s t rength.  For compar ison

purposes, i t  is useful to repor t the average strength of

each associat ion with the brand and the strength of the

associat ion with competing brands and to do this for

each target segments (e.g. ,  brand users and users of

competing brands).

Brand Personality

Looking at the day-to-day l i fe and the reasons that l ie

behind our choices, we can see that each product has

different personal i t ies from the car we drive to the beer

we dr ink .  Th is  means that  everyth ing has i ts  d is t inct

personal i t ies that appear to us dif ferent ly in dif ferent

s i tua t ions .  And,  as  Hawk ins  et  a l  (2001) sa id ,  each

consumer wil l  purchase the respective product with the

personalit ies that match the most of his/her personalit ies.

As a formal definit ion of brand personal ity, Aaker (1997,

p.20) considers that brand personal i ty is  “the set of
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human character ist ics associated with a brand,” whi le

Larson (2002) bel ieves that brand personal i ty is the f i rst

reaction people have to a brand when they hear, see,

taste or touch a cer tain product belonging to a specif ic

brand name. Aaker has described in detai l  how brand

personality can create differentiation on the market. “First,

a  pe r sona l i t y  can  make  t he  b r and  i n te re s t i ng  and

memorable.” He adds that “a brand without personal i ty

h a s  t r o u b l e  g a i n i n g  a w a r e n e s s  a n d  d e v e l o p i n g  a

relat ionship with customers. Second, brand personal i ty

st imulates considerat ion of constructs such as energy

and youthfulness, which can be useful to many brands.

Th i rd ,  a  brand persona l i t y  can he lp suggest  brand-

customer relat ionships such as fr iend, par ty companion

or advisor.”  He concludes that  “with the personal i ty

metaphor in place, relat ionship development becomes

c lea re r  and more  mot i va t i ng”  Aake r  (1997 ,  p352) .

Sincerity (down to ear th, honest, wholesome, cheer ful),

Excitement (dar ing, spir i ted, imaginat ive, up-to-date),

C o m p e t e n c e  ( r e l i a b l e ,  i n t e l l i g e n t ,  s u c c e s s f u l ) ,

Sophist icat ion (upper class, charming), and Ruggedness

(outdoorsy, tough). In theory, Aaker ’s f ive dimensions

of brand personal i ty can characterize al l  US brands ( for

an extension to Japanese and Spanish brands, see Aaker,

Benet-Mar t inez, and Garolera 2001). However, you may

feel that these dimensions are not relevant to your brand

and want to measure other associat ions, or you may

want to use consumers’ own words to describe one

a s s o c i a t i o n  w i t h  t h e  b r a n d .  T h e  f o l l o w i n g  s e t  o f

techniques show you how to do this.

Research Methodology

In th is , quant i tat ive survey is used as data col lect ion

method. Since the aim of this study is classifying variables

dimensions in automobile market from the consumers’

point  of  v iew, the main focus thus is  car  owners.  A

questionnaire was prepared to get an idea about the car

owner ’s experiences and expectat ions in automobile

market. The quest ionnaire was distr ibuted among Indian

car  owners  and about  405 out  of  915 Ind ian users

repl ied. A survey is a procedure used to col lect primary

data from individuals. The questionnaire was developed

based on research question and frame of reference. The

logical structure of quest ionnaire fol lowed the order of

i ndependen t  v a r i ab l e s  d imens ion  i n  t he  f r ame  o f

r e fe rence .  Fo r  unde r s t and i ng  t he  impo r t ance  and

sat isfact ion of each independent var iables dimension a

5-scale was used. Once we came up with the f i rst draft

of quest ionnaire, twenty quest ionnaires were handed

out to the Indian and Iranian users and they were asked

whether the questions made sense to them and were

they easy to understand. After ref ining quest ions, the

wel l- improved quest ionnaire was developed. Several

steps were taken to ensure the val idity of the study: (1)

Data was col lected from rel iable sources; (2) Survey

quest ions were made based on l i terature review and

frame of reference to ensure the val idity of the result;

( 3 )  Q u e s t i o n n a i r e s  h a d  b e e n  p r e - t e s t e d  o n  t h e

respondents before star t ing the sur vey, i t was tested on

a t  l e a s t  2 0  p e r s o n s .  C r o n b a c h ’ s  w a s  u s e d  a s  a n

examinat ion indicator to determine the rel iabi l i ty of the

m e a s u r e m e n t  s c a l e  a f t e r  p i l o t  t e s t .  T h e  v a l u e  o f

Cronbach’s á is general ly required to be over 0.7 and

the calculate results were over 0.7 in 5 var iables. We

preferred to use a probabi l ist ic sample (Cluster). The

car users were picked randomly over a period of s ix

months. We have employed Excel software. Data gathered

from an experimental study in various ways. A descriptive

Stat ist ics is dist inguished from inductive stat ist ics.

Data Analysis

The Brand instr ument developed by Daniel  A . Sheinin in

1998 was adapted. It contains six determinants; they are

“B r a n d  A w a r e n e s s , ”  “ B r a nd  Compe tence , ”  “ B r a n d

Sophist icat ion,”  “Brand Exci tement” “Brand Sincer i ty ”

and “Brand Image.”  T-test indicates that the difference

is s ignif icant (t = 33.86, p < 0.001). This means that the

brand dimensions have posit ive inf luence on Indian car

users’ sat isfact ion.

The table  shows the correlation between the satisfaction

(experience) and car users’ satisfaction. They are brought

based on predefined aspects related to Brand factors.

There is a strong correlation between satisfaction of Brand

factors and car owners’ sat isfact ion of these factors in

I nd i an  soc ie t y  i f  t he  s a t i s f ac t ion  o f  b r and  f ac to r s

increases then the impor tance of this attr ibute wil l  a lso

increase. The correlation between satisfaction and  Brand

Image is  r= 0.183, <0.01,  so, i t  can be interpreted as
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 Pearson Correlation

Brand Awareness Car users’ Satisfaction á1 0.206**

Brand Competence Car users’ Satisfaction á5 0.176**

Brand Sophistication Car users’ Satisfaction á3 0.196**

Brand Excitement Car users’ Satisfaction á6 0.109*

Brand Sincerity Car users’ Satisfaction á2 0.203**

Brand Image Car users’ Satisfaction á 4 0.183**

**Cor re l a t ion  i s  s i gn i f i can t  a t  the  0 .01  leve l  (2 - t a i l ed)                                      *Cor re l a t ion  i s  s i gn i f i can t  a t  the  0 .05  leve l  (2 - t a i l ed)

saying that i f  Brand Image increases then the sat isfact ion

of  th i s  a t t r ibute wi l l  a l so increase .  The cor re la t ion

between Brand Sophist ication and car users’ satisfaction

is posit ive (r=0.196, <0.01) .  So, i t  can be interpreted

as saying that i f  the sat isfact ion of Brand Sophist icat ion

increases then the sat isfact ion of this attr ibute wil l  a lso

i nc rease  and  v i ce  ve r sa .  The  co r re l a t ion  be tween

sat isfact ion of Brand Competence is r=-0.162, <0.01 .

So,  i t  can be interpreted as say ing that  i f  the Brand

Competence inc reases  then the  sa t i s f ac t ion  o f  th i s

at t r ibute  wi l l   decrease and v ice versa.  Among the

attr ibutes Brand Awareness attr ibute (Brand awareness

i s  an  impor tant way of promoting commodity-related

products)  has the highest meaningful result for Indian

owners and the Brand Excitement attr ibute (consumers

a re  demanding brands tha t  can prov ide mean ing fu l

experiences) has the lowest score.

Conclusion

The research results indicate that Brand awareness and

brand sophist icat ion  play an impor tant role in sat isfy ing

Indian consumers. Manufacturers should increase their

control l ing and commanding, and monitoring on these

factors is vital. It is possible to use brands to differentiate

c o m m o d i t y - l i k e  B 2 C  s e r v i c e s  s u c h  a s  l o g i s t i c s .

Recognized brand names were repor ted to differentiate

the offers among manufacturers and to give a f i rm an

advantage over competitors. Customers repor ted they

were wil l ing to pay more to do business with automobile

manufacture with st rong, posi t ive brand. In order to

d i f f e r e n t i a t e  t h e m s e l v e s  f r o m  t h e  t h o u s a n d s  o f

competitors, logist ics manufacturers must be di l igent in

d e v e l o p i n g  a n d  c o m m u n i c a t i n g  t h e i r  d i s t i n c t i v e

capabi l i t ies, par t icular ly those that suppor t a superior

company posi t ion, and associat ing these capabi l i t ies

with their brand names.  Automobile manufacturers must

ensure that customers feel the manufacture r takes care

of them as a trade par tner by consistently delivering high

qual i ty performance. As more customers associate this

performance with the manufacturers’ name, the brand

wil l  not only dif ferentiate the offer from others in the

market, but also dist inguish the service as one of higher

value. Automobi le manufacturers and their  users had

different perceptions of the relative impor tance of brand

and car users’  sat is fact ion. This f inding is par t icular ly

impor tant  for  automobi le  manufacturers  of  log is t ics

serv ices as  they decide how to a l locate resources .

Ef for ts  may be better  expended in programmes that

assu re  a  pos i t i ve ,  cons i s ten t  b rand image ,  such as

employee t ra in ing ,  ra ther  than investments  in  cost ly

expenditures related to bui lding brand awareness, such

as adver t is ing. Customers expect ser vice providers to

consistently deliver high-quality performance. Dist inctive

brand awareness  i s  l i ke l y  to  be one tha t  ident i f ies

customers’ needs and places them at the hear t of the

value proposit ion. This means that manufacturers wi l l

need to  unders tand how the i r  pe r fo rmance dr i ves

business success for customers and then communicate

those attr ibutes in their brand.
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Super Power
in Higher Education

Venkatachalam S. and Palanivelu P.

E d u c a t i o n  p l a y s  a n  i m p o r t a n t  r o l e  i n  t h e  i n d i v i d u a l ' s  l i f e  a n d  a l s o  i n  t h e

s o c i e t y .  T h e  r e l a t i o n s h i p  b e t w e e n  e d u c a t i o n  a n d  h u m a n  b e i n g s  i s  v e r y  c l o s e .

A l l  d e v e l o p m e n t  a n d  a c h i e v e m e n t s  o f  p e o p l e  h a v e  b e e n  g a i n e d  t h r o u g h

e d u c a t i o n .  E d u c a t i o n  i s  a  p o w e r f u l  i n s t r u m e n t  f o r  e m a n c i p a t i o n  a n d

e m p o w e r m e n t  f o r  t h e  q u a l i t y  l i f e .  W h i l e  c o m p a r i n g  t h e  l i t e r a c y  r a t e  a t  t h e

t i m e  o f  i n d e p e n d e n c e  w i t h  r e c e n t  d a y ' s  i t s  v e r y  g o o d  i m p r o v e m e n t .

C o m p a r i n g  w i t h  t h e  r e s t  o f  t h e  w o r l d  t h e  p o s i t i o n  i s  f a r  f r o m  s a t i s f a c t o r y .  To

a c h i e v e  t h e  p o s i t i o n  ' S u p e r  P o w e r '  w e  m u s t  i m p r o v e  t h e  h i g h e r  e d u c a t i o n  i n

I n d i a  i n  t e r m s  o f  q u a l i t y  a n d  q u a n t i t y .
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D r. Pa l a n i v e l u  P. ,   C o n t r o l l e r  o f  E x a m i n a t i o n s  a n d  D i r e c t o r  o f  S c h o o l

o f  C o m m e r c e ,  K a r p a g a m  U n i v e r s i t y ,  C o i m b a t o r e  - 2 1 , E m a i l :

p a l a n i v e l u _ k u @ y a h o o . c o m

E
ducation plays an impor tant role in the individual’s

l i f e  i n  p a r t i c u l a r  a n d  a l s o  i n  t h e  s o c i e t y  i n

general.  Education helps people learn how to achieve

fundamental human

r ights  such as

hea l th ,  nu t r i t ion ,

s a f e  mo the r hood

and employment

whi le  improv ing

qual i ty of l i fe. The

relationship between

education and human

beings is very close.

Man has achieved

success in all most

every field and made

his life comfortable. All

these developments

and achievements have been gained through education.

It is right to say, education is a powerful instrument for

emancipat ion and empowerment for  the qual i ty  l i fe .

Educat ion not only

enhances man’s

knowledge,  sk i l l s ,

c o m p e t e n c i e s ,

potential values and

attitudes but also

transforms his belief

and thoughts. Edu-

cation, more par ti-

cularly higher edu-

cation, is generally

regarded as an effec-

tive instrument of

upward social mobility.
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The impor tance of education for social, economic, political

and environmental  progress is universa l ly recognized

without educational policies, policies aimed at alleviation

of pover ty, reducing infant mor tality and improving public

health, protect ing the environment, strengthening the

human rights, improving international understanding and

seeking to gain or regain competit iveness in advanced

technology are essentially incomplete.

Present Scenario of Literacy

India is one of the least literate countries in the world.

There were altogether 328 mill ion il l iterates in the country

according to the 1991 census. Of the 328 million ill iterates

in the country, 281 million live in rural areas, which is larger

than the total population of USA . However, for the first

time since independence, the census of India recorded a

declining trend in absolute number of il l iterates from 328

million to 296 million during 1991-2001. The population of

il l iterate in India is stil l greater than the total population of

any country in the world except China.

Table 1 shows that in India, l i teracy was 65.4 percent

according to the latest census in 2001. Not more than 10

percent of our populat ion has educat ion above 10 th

standard. Only seven percent of the age group (16-23 years)

is in higher education. But the developed countries are

moving towards mass higher education. In the US 81 percent

of the age group is in higher education; it is 80 percent in

Australia; more than 50 percent in all developed countries.

Table 1: Literacy Rates in India, 1951-2001
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Census Year Persons Male Female

1951 18.3 27.2   8.9

1961 28.3 40.4 15.4

1971 34.5 46.0 22.0

1981 43.6 56.4 29.7

1991 52.2 64.1 39.3

2001 65.4 75.9 54.2

Note: Literacy Rate from 1951-1971 censuses is based on population aged 5 and above, while Literacy Rates from 1981-2001 censuses are based on population

aged 7 and above. Source: Man and Development, March 2005, p.105.

Chart 1: Literacy Rates in India, 1951-2001
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Table 2: Growth of Educational Institutions in India
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Institutions 1950-51 1990-91 1996-97 2006-07

Univers i t ies   30   117   214    348

Col leges 750 7346 9703 17625

Enro lment( ‘000s) 263 4925 6755   9954

Teachers( ‘000s) 24.0 272.7   321     457

N o t e :  * i n c l u d e s  i n s t i t u t i o n s  d e e m e d  t o  b e  u n i v e r s i t i e s ,  b u t  e x c l u d e s  o t h e r  i n s t i t u t i o n s .

Source:  UGC Annual  Repor ts (New Delh i :  Univers i ty Grants Commiss ion);  and Selected Educat ional  Stat is t ics (New Delh i :  Min ist r y

of Human Resources Development) ( re levant years) .

Table 3: Enrollment of Students
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Year Total Enrollment

1950-51 173696

1960-61 1034934

1970-71 3001292

1990-91 4924868

2002-03 9516773

2007- 08 More than 99.54 laks

Source: www.educat ion.nic. in

Chart 2: Enrollment of Students 1950-2008

Present Scenario of Higher Education in India

Higher Education helps a student in thinking decisively and

inculcating a sense of responsibil ity towards the world

around him or her. It plays an impor tant role not only in the

progress of education but also in the overall development

of a society. In a way, the growth and status of higher

education indicates the development of a society.

Table 2 shows the number of Universities and colleges in
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India at the time of independence and in the year 2007. As

on today we have more than 340 Universities, institutions

of higher education and Deemed Universities, out of which

95 deemed to be Universities, 13 institutions of national

impor tance ,  19  cen t ra l  Un i ve r s i t i e s ,  and 203 S ta te

Univers i t ies ,  f i ve ins t i tu t ions establ i shed under s ta te

leg is la t ion act  and about more than 17600 col leges

including 203 autonomous colleges.

Education system has increased sixteen-fold in terms of

the number of Universities and thir ty two-fold in terms of

the number of colleges in comparison to the number at

the t ime of independence, 4.57 lakh teaching faculty

employed making India’s system of higher education the

second largest in the world. To finance this expansion, the

Government of India has consistently increased its share in

the total expenditure on higher education – from 49.1

percent in 1950-51 to more than 90 percent today.

The figures in table 3 show as to how the student’s strength

in higher education has increased from years to year. We

can see that there is an increase in the total enrollment

over the years. At present 99.54 lakh students are studying

in all over India 4.57 lakh faculty  are working in educational

institutions.

Figures in table 4 show the age group entering higher

education in some advanced countries and in India. The

enrollment of students in the field of higher education

works out at around seven percent while that in developed

countries is above 50 percent and in some countries it is

more than 80 percent. We cer tainly cannot be satisfied

regarding the enrollment rate, because seven percent is

too low as compared to the developed countries of the

world. Hence, there is an urgent need to evolve the ways

and means to increase the enrollment rate of students at

the higher educational level.

Table 4: Age Group Entering Higher Education in some Advanced Countries and India
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Country Enrol lment

Canada 88 %

Aus t r a l i a 80 %

USA 81 %

F in l and 74 %

U K 52 %

Ind ia 7 %

Source :  Un ive r s i t y  News ,  March  2006,  p .5 .

Chart 3: Age Group Entering Higher Education in some Advanced Countries and India
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Table 5: Distribution of the World’s Leading Universities in a few Chosen Countries
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Country Top 100 Top 200 Top 300 Top 400 Top 500

USA 53 90 119 140 168

UK 11 19 30 36 40

Germany    5 16 23 33 40

Japan    5 13 19 24 34

Ch ina    0   2   6 15 18

India    0   0   0   1   3

Status of Indian Universities

Tab le  5  p rov ides ev iden ce t o  t h e  S ta tus  o f  I nd i an

Universities. Our higher education system has not made

grade with the systems prevai l ing elsewhere including

such populous countries as China. A recent Chinese study

(SJTU-2005) which ranked the Universities around the world

us i ng  seve r a l  i nd i ca to r s  o f  academ ic  o r  r e sea rch

performance that included alumni and staff winning major

scientific prizes, highly cited researches, ar ticles published

in prestigious journals and ar ticles in major citation indices

(Table 5), clearly i l lustrates this point. As per that analysis,

the US undoubtedly is the world-leader with 53 of the

best 100 universit ies. The best three Indian universit ies

in this l ist are the Indian Inst i tute of Science, Bangalore

(301-400) ,  and the  I nd ian  I n s t i t u te  o f  Techno logy,

Kharagpur and the University of Calcutta in the range of

401-500. Even in the Asia Pacif ic region, these three

best Indian Universit ies are laggards, whi le China has 18

Universit ies in the top 500, India has just three.

Chart 4: Distribution of the World’s Leading Universities in a few Chosen Countries

Challenges for Higher Education

The coming years will be the years of youth. Pressure in

every where will be to put on institutions of the higher

education to expand enrolment. Higher education in the

coming  decades  w i l l  become un ive r sa l  and can  t ru l y

be  border les s  a s  wor ld  o f  knowledge  and ideas  w i l l

y i e ld  rec ip roca l  bene f i t s  to  a l l  na t ions .  The re fo re ,

t he  ma jo r  t h ru s t  w i l l  be  to  c rea te  v i s t a s  fo r  a  l a r ge

p e r c e n t a g e  o f  y o u t h  t o  a c q u i r e  r e l e v a n t ,  g o o d
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q u a l i t y  h i g h e r  e d u c a t i o n  w i t h  a n  i n c l u s i v e  a n d

f l ex ib le  approach .

It is also interesting to note that employment oppor tunity

patterns will also undergo a change. The world will be

looking for trained persons with sound knowledge and

with ability to adapt to new demands. Higher education

has been in crisis for the past decades. The confidence in

h i ghe r  educa t ion  ha s  been  e roded  by  g r adua te

unemployment and the brain drain. Fur ther financial crunch

on higher education has also retarded its growth.

In a global vil lage of tomor row, lack of access to the latest

information technology can have a negative impact on every

level of scientific and technical education. Learning about

science and technology must become an integral par t of

education for every one. The present system of education

is also facing quality crisis. There will be a need to make a

shift from quality assurance to quality enhancement.

Some points for developing higher education:

Quality enhancement in education will be remarkable by

looking into the following areas:

1. Quality will be enhanced when quality checks are

made on weak and inefficient administration, lack

of morality and pressure of politics.  We must plan

our actions in such a way so as to overcome such

conditions.

2. The Indian system of higher education has also

kept itself aloof from the local knowledge base

of the worker

3. The management of higher education and the total

networking of the system for effective management

has become an impor tant issue. The shif t can

occur only through a systemic approach to change

as also the development of its human resource,

and networking the system through information

and communication technology.

4. Evaluate a system, which will meet the demands

of the present society i .e., a system in which

academics and technical skill embrace each other,

a system whose creative capabilities can be used

for human and natural resource development.

5. Majority of the students join the universities or

colleges to get a degree and not to become

scholars. Institutions are encouraging the students

to do research in their respective fields.

6. The programmes of fe red in  un ivers i t ies  and

co l l eges  a re  t r ad i t iona l  o ld  f a sh ioned  and

ineffective. Improved programmes can be more

effective and technically  oriented.

7. The need is to respond to new and changing

demands and employment .   The need is  an

alternat ive system of education. i .e. ,  col leges

wh ich  wou ld  p repa re  s t uden t s  fo r  se l f

employment / spor ts and physical education /

cultural activities from drama and music / making

adver tisement and films would be considered.

8. Internal evaluation of students can be done by

teachers on different measures depending on their

ability and performance.  External evaluation can

be done by giving carefully designed assignments,

which provide learning in different fields.

9. UGC has r ig id control  to pr ivate educat ional

i n s t i t u t i ons  and  UGC mus t  con f i rm  p r i v a te

educational institutions are appointing qualified

faculties for their programmes.

10. India can no longer continue the model of general

education as it has been persisting in for the large

bulk of the student population. Rather, it requires

a major  investment to make human resource

p roduc t i ve  by  coup l i ng  t he  o lde r  gene r a l

disciplines of humanities, social sciences, natural

sciences and commerce to their applications in

the new economy and having adequate f ie ld

based experience to enhance knowledge with

skil ls and develop appropriate attitudes.

Conclusion

Whi l e  compa r i ng  t he  l i t e r acy  r a te  a t  t he  t ime  o f

independence with recent data the literacy rate increased

from 18.3 percent to 65.4 percent. In case of number of

universities it increased from 20 to 348; the number of

colleges increased from 500 to more than 17625, and the

enrollment of students in higher education increased from

2.63 lakh to 99.54 lakh. All these figures show a very good

improvement in Indian higher education system. But while

comparing India with the rest of the world par ticularly with
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the developed countries it is too small. In order to achieve

the position ‘Super Power ’ we must improve the higher

education in India in terms of quality and also in terms of

quantity. India recognizes that the new global scenario

poses unprecedented challenges for the higher education

system.
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‘‘Downsizing" on
Retainers' Behaviour

Dileep Kumar M.

D o w n s i z i n g ,  i n  g e n e r a l ,  r e f e r s  t o  t h e  r e d u c t i o n  o f  w o r k f o r c e  i n  a n  o r g a n i s a t i o n .

F o r  e m p l o y e e s ,  d o w n s i z i n g  i s  c o n s i d e r e d  a s  a  ' m a n a g e m e n t  w e a p o n '  t o

e n f o r c e  g r e a t e r  c o n t r o l  o v e r  t h e  w o r k f o r c e .  To  m a n a g e m e n t ,  i t  i s  a  s t r a t e g i c

m e a s u r e  t o  b r i n g  ' o p t i m i z e d  o p e r a t i o n a l  e f f i c i e n c y  a n d  p r o d u c t i v i t y '  i n

o r g a n i s a t i o n .   T h o s e  e m p l o y e e s ,  w h o  r e m a i n  a f t e r  " d o w n s i z i n g , "  s u f f e r  f r o m

s i g n i f i c a n t  p r o b l e m s .  T h e y  h a v e  g r e a t e r  c o n c e r n  o n  t h e i r  f u t u r e  w i t h i n  t h e

o r g a n i s a t i o n .   T h e y  a r e  f a c e d  w i t h  t h e  f e a r  o f  j o b  i n s e c u r i t y .  E m p l o y e e s  n o t

o n l y  h a v e  t o  c o p e  w i t h  t h e  e m o t i o n a l  t r a u m a ,  b u t  a l s o  w i t h  l o s s  o f  s e l f

c o n f i d e n c e ,  s e l f  e s t e e m .  T h i s  p a p e r  t r i e s  t o  a n a l y z e  t h e  e f f e c t  o f  d o w n s i z i n g

o n  e m p l o y e e s  o n  v a r i e d  s e r v i c e  y e a r s  w i t h i n  t h e  o r g a n i s a t i o n .  T h i s  p a r t i c u l a r

s t u d y  f u r t h e r  s u g g e s t s  m e a s u r e s  t o  i m p r o v e  t h e  m o t i v a t i o n  l e v e l  o f  r e t a i n e r s

a f t e r  t h e  d o w n s i z i n g ,  a t  v a r i o u s  l e v e l s  i n  t h e  o r g a n i s a t i o n .

A
noted scho la r  recent ly  assessed downs iz ing

as  “p robab ly  the  mos t  pe rvas i ve  ye t  under -

studied phenomenon

in the business world” (Cameron,

1994). As a par t of l iberalization

and privatization policies, many

of the Indian organisations are

implementing downsizing poli-

cies to curb the financial outlay

and  imp rove  t he  qua l i t y ,  t o

b e c o m e  c o m p e t i t i v e  a t  t h e

global market.  Organizations in

every industry and sector face an

environment of continuous and

accelerating change. The organi-

sat ional members vary in their

perception regarding the imple-

m e n t a t i o n  o f  t h e  d o w n s i z i n g  p o l i c y  w i t h i n  t h e i r

organ isat ion.  Research indicates that  cu l ture change

becomes  toughe r  a s  o rgan i -

zat ions become more establ i-

shed and successful. Some have

of the opinion that organisational

downsizing produce better result

in performance and productivity.

Whi le ,  others  ind icate down-

sizing as a threat to the human

resources and exist ing organi-

sational culture.

Definition

D o w n s i z i n g  i s  d e f i n e d  a s  a

deliberate organizational design

to reduce the work force that is
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i n t ended  to  imp rove  o rgan i z a t i ona l  pe r fo rmance .

Cameron, (1994:194) defines downsizing as a posit ive

and purposive strategy: “a set of organizational activit ies

under taken on the par t of management of an organization

and des igned to improve organ iza t iona l  e f f ic iency ,

productivity, and/or competit iveness.” Downsizing thus

defined, fal ls into the category of management tools for

achieving desired change, much l ike “r ights izing” and

“reengineer ing” (Kozlowsky, Chao, Smith & Hedlund,

1993).

Effect of Downsizing

Pro-arguments

Many researchers are suppor ted with the argument that

the downs iz ing  po l ic ies  improve the organ i sa t iona l

productivity and profit. The right sizing contributes to

better decision-making and the control of human resource

so  tha t  t he  cos t  o f  expend i tu re  can  be  cu t  sho r t

effectively. It develops a value system of proactive work

cu l tu re  where the members  in  the organ i sa t ion get

oppor tunity for better par ticipation and involvement in

the decision making process. It develops an ownership

mentality among members and they shoulder forward an

o rgan i sa t ion  w i th  more  co l l abora t ion , f ide l i t y , and

accuracy.

Downsizing has been defined as an attempt to increase

organizational effectiveness (Kozlowsky, et. al .  1993).

Freeman& Cameron (1993) and Tomasco (1990) indicate

f rom the i r  f i nd i ngs  t ha t  t he  p resumed bene f i t s  o f

downs iz ing  inc lude fas te r  dec i s ion  mak ing ,  g rea te r

f l e x ib i l i t y ,  imp rovemen t s  i n  qua l i t y  and  i nc rea sed

efficiency and productivity. Another survey profi led in

Wall Street Journal found that of the 1005 downsized

forms quest ioned on ly  46 persons had actua l l y  cut

expenses, 32 percent had increased profits, 22 percent

had increased productivity and 22 percent had reduced

productivity.   Research has identified that only one-four th

of f irms that downsized have achieved improvements in

productivity, cash flow or shareholder return investment

(Tomasko 1992).

Cameron et al (1991) conducted the most extensive single

study of  downs iz ing to date in  terms of  number of

organizations involved, breadth of investigation, and time

span. The authors conducted a four-year longitudinal

study of 30 organizations in the automotive industry. Their

v iewpoin t  was  tha t  downs iz ing  i s  a  necessa ry  and

affirmative approach to becoming more competit ive and

an appropriate response to the dispropor tionate growth

in the white-collar work force over recent decades.

Human Resources Management  repor t  ind icates that

(2001), “This mandatory retirement system  (VRS) gives

firms a slow but sure way to cut back employment levels

through attrit ion, whereas the call for voluntary retirement

is seen as a more proactive way to move ahead with the

reorganization of a f irm.”

“ I n  Feb r ua r y  2001  Mazda ,  t he  au to  manu f ac t u re r,

announced “Early Retirement Special Program” packages.

The packages targeted 1,800 employees engaged in

duties not directly related to production who were aged

40 or older, and had been with the firm for 10 years or

m o r e .  O f  t h e s e ,  3 5 0  p a c k a g e s  w e r e  a v a i l a b l e  t o

employees aged from 30 up to 40 with a minimum of f ive

years” tenure.  In the end 2,213 employees applied for

the plan. The company has not revealed how it handled

the excessive number of applications or the nature of the

incentives it actually offered to those applying for early

retirement.”

“Whi le the cal l  for voluntary ret i rement is seen as an

unaggressive way of reducing employment levels which

can result in solutions acceptable both to the employee

and to management, there is concern that f irms and the

gove rnmen t  pay  adequa te  a t ten t ion  to  t he  ca ree r

development of employees and to their smooth movement

through the labour market after taking such retirement.”

“In the communications industry, both NTT East and NTT

West called for voluntary retirement. Both firms aimed their

packages at employees aged 40 or older but younger

than 57 who had been at the firm for 10 years or more.

They expect a total of 6,500 applicants in fiscal 2000 and

2001 .  As  i ncen t i ve s ,  t hey  have  p roposed  spec i a l

retirement payments equivalent to 12 months’ basic pay

for those who retire in fiscal 2000, and nine months” basic

payments for those who retire in f iscal 2001. NTT West

announced that it already had 4,000 applicants from two

rounds in f iscal 2000 which exceeded the 3,500 init ial ly
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planned for  the  two f i sca l  yea rs  together ”  (Human

Resources Management  Vol.40-No.5 May 1, 2001).

Two studies of change at major U.S. corporations - Xerox

(Kearns and Nadler, 1992) and General Electric (GE) (Tichy

and Sherman, 1994) deal explicit ly with culture change.

Tichy and Sherman refer to a revolution at GE; par t of that

revolution, under Jack Welch, was to el iminate almost

170,000 posit ions. One of the basic assumptions at GE:

“The ult imate test of leadership is enhancing the long-

term value of the organization. For leaders of a publicly

held corporation, this means long-term shareholder value”

(p .367 ) .  GE  t u r ned  aga i n s t  t he  no t ion  o f  l i f e t ime

employment  in  favour  of  a  s ta ted goa l  of  prov id ing

employees wi th  the best  t ra in ing and deve lopment

oppor tunities, but only conditional employment. Xerox

also resor ted to massive layoffs. Like GE, this downsizing

was framed within the larger picture of adopting a total

qual i ty management culture. Kearns bel ieved that the

number one key to success was shift ing focus outward

to the customer.

Counter Arguments

While many others strongly disagree with those arguments

and indicates that i t  has devastat ing effect on human

morale, motivation, and productivity.   Many researches

repor ted that it would develop stagnation, deterioration,

low morale, low trust and productivity.   The downsizing

has more effect on the psychological contract that exists

i n  b e t w e e n  m a n a g e m e n t  a n d  w o r k e r s  w i t h i n  t h e

organisation. This indicates that the downsizing have more

deva s t a t i n g  e f f ec t  on  t he  human  r e sou rce  o f  t he

organisation. The fear and anxiety of the retainers of the

organisation is more, as there is more uncer tainty and

insecurity feeling among them. This is called as “retainer ”s

syndrome.”

Psychological Contract and Downsizing

The  ma jo r  i s sue  fo r  t hose  a t  t he  rece i v i ng  end  o f

downsizing-the survivors and the victims concerns.  This

term as  point  by Har ry lev inson (1962) ,  to descr ibe

people”s  unconsc ious choice of  an organ izat ion to

respond to their psychological needs and suppor t their

psychologica l  defenses in exchange for meet ing the

organization”s unstated needs. Brockner, 1992; Sherman

1993 indicate that incase of downsizing, the organization

breaks th is  impl ic i t  psycholog ica l  cont ract  between

employer and employee-a contract that implies l i fe time

employment in return for hard work and loyalty.  As a

result, the feeling of dependency that may have evolved

into entit lement is transformed into a sense of betrayal.

Morale and Productivity

According to a Director, the Wyatt Company Layoffs, and

restructuring have a severe adverse impact on the morale

of the surveyors.  Indeed 58 percent  of the surveyed

compan i e s  r epo r t ed  t h a t  emp loyees ’ mo r a l e  was

seriously affected (Bennet 1991). Cameron, Freeman, and

Mishra, (1993), repor ted that four-year study of thir ty firms

in the automotive industry, which revealed that “very few

o f  t h e  o r g a n i z a t i o n s  i n  t h e  s t u d y , i m p l e m e n t e d

downsizing in a way that improved their effectiveness.

Most of them deter iorated in terms of pre-downsizing

levels of quality, productivity, effectiveness, and the “dir ty

dozen,” e.g., confl ict, low morale, loss of trust, r igidity,

scape-goating.

However, research has identif ied that downsizing may

have unintended negative consequences for individuals

a n d  o r g a n i z a t i o n s  ( C a m e r o n  1 9 9 4 ;  C a s c i o  1 9 9 3 ;

Kozlowski et. al .   1993). In addit ion, downsizing is not

always effective the first t ime an organization attempts

i t .   Two-thirds of the companies that downsized had to

do it again a year later (Pearlsteain, 1994). Henkoff 1990

repor ted that “according to a survey by a society for

human resource management, more than 50 percent of

the 1468 rest r uctured f i r ms sur veyed repor ted that

productivity either remain stagnant or deteriorated after

downsizing stagnant or deteriorated after downsizing. A

study by an outplacement f irm noted that 74 percent of

t h e  s e n i o r  e x e c u t i v e s  i n  d o w n s i z e d  c o m p a n i e s

experienced problem with morale, trust and productivity.”

Stress and Downsizing

The research clearly shows that organizational downsizing

is a strong stress- inducing factor that has a profound

influence on the work behaviours and attitudes of the

rema in ing  work  fo rce .  These f ind ings  under l i ne  the

impor tance of managing interpersonal relations to help

employees deal with the stress caused by the increased
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level  of  uncer ta inty and ambigui ty generated by the

downsizing process (Gilmore & Hirshorn, 1984; Sutton

1987).  Job loss or the threat of job loss which makes for

feelings of loss of mastery and control over one’s and

threatens ones internalized concept of self, seem to be a

strong stressor.

Researches results have indicated that many organizations

have enjoyed an initial upsurge in productivity immediately

a f te r  downs iz ing  but  then  become depressed and

lethargic (Appelbaum, Simpson & Shapiro, 1987; Custer,

1994).  One consult ing f i rm repor ted that stop prices of

firms that downsized during the 1980s actually lagged

before the industry average in 1990s (Baumohl, 1993).

Organisational Culture and Downsizing

I t is argued that, ult imately, the most prominent effects of

downsizing will be in relation to culture change, not in

relation to saved costs or shor t-term productivity gains.

He notes three observations in relation to the impact of

downsizing on organizational culture. First, it clearly appears

that power has shifted away from rank-and-file employees

i n  t he  d i r ec t ion  o f  top  managemen t /owne r sh ip .

Accompanying this change is a shift in emphasis away from

the well being of individuals in the direction of the pre-

eminence and predominance of the organization as a

whole. Second, i t appears working relat ionships have

changed away from being “familial” in the direction of being

more  compet i t i ve .  Th i rd ,  t he  emp loye r -emp loyee

relationship has moved away  (Hickok, 2002).

Fur ther  the s tud ies  ind ica te  tha t  “A t r uer  and fu l le r

unders t and ing  o f  the  fo rces  shap ing  and th rus t i ng

downsizing forward today comes from an appreciation

of increased global competit ion; changing technologies,

which in turn are profoundly impacting the nature of work;

increasing avai labi l i ty of a contingent work force and

s h i f t i n g  b a l a n c e  o f  p o w e r  a m o n g  o r g a n i z a t i o n a l

constituents away from rank and fi le employees and in

the direction of shareholders and the chief executives

who serve  as  the i r  p roxy .  When we conceptua l ize

downsizing within these broader frameworks, it becomes

clear  that  we are speak ing of  downsiz ing both as a

response to and as a catalyst of organizational culture

change (Fierman, (1994).

Another reason that it is diff icult to draw a specif ic l ink

between downsizing and organizational culture is that

there are many different variat ions and approaches to

downs iz ing .  A d is t inct ion has  been made between

proactive downsizing, which is planned in advance and

usual ly integrated with a larger set of objectives, and

reactive downsizing, which would be typif ied by cost-

cut t ing as  a  las t  resor t  a f ter  a  pro longed per iod of

i n a t t e n t i o n  t o  l o o m i n g  p r o b l e m s  b y  m a n a g e m e n t

(Kozlowski et. al., 1991).

Cost Reduction and Downsizing

According to a Wyatt Company survey covering the period

between 1985 and 1990, 89 percent of organizations,

wh ich  engaged  i n  downs i z i ng ,  r epo r ted  expense

reduction as their primary goal, while only 42 percent

actually reduced expenses.

While substantiating the above discussion it is pointed

out that downsizing for the sake of cost reduction alone

has been castigated intel lectual ly as shor t-sighted and

neglectful of what resources wil l be needed to increase

the revenue stream of the future (Hamel and Prahalad,

1994).

Job Involvement and Downsizing

Leana and Flednan (1988, 1990) take a closer look at how

employees  d i f fe r  in  the i r  react ions  wi th  respect  to

downsizing…financial distress and previous detachment

to the job seem to have the greatest  negat ive impact .

For the victims of downsizing losing the job often evokes

r e a c t i o n s  c o m p a r a b l e  t o  t h o s e  e x p e r i e n c e s  w i t h

someone c lose  (Greenha lgh  and Rosenb la t t ,  1984 ;

Henkoff 1994). 

Feelings of desperation over job loss may even culminate

in violence in self destruction, as i l lustrated by statist ics

that denote murder in the work place as the fastest

growing form of homicides in the United States, with

about 40 percent  of these homicides followed by suicide

(Thornburg, 1992).

Downsizing and Coping

Other researchers have explored poss ible defens ive

reactions aroused by the downsizing process. One among

common reaction seems to be denial a coping mechanism

common to both management and employees in the
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downsiz ing process.   I t  has been suggested that  the

higher the organizat ional  level ,  the st ronger the denia l

tends to be (Noer  1993) .  

Researchers have a lso found var ious cognit ive coping

s t r a t e g i e s  l e a d i n g  t o  t w o  d i f f e r e n t  r e a c t i o n s  t o

downsizing: people either resor t to denial detachment-

thus d is tanc ing themselves psycholog ica l ly  f rom the

perceived threat ,  or show s igns of hyper sens i t iv i ty ,

closely monitor ing for dangerous s igns (Greenhalgh and

J i c k  1989 ) .   

Downsizing on “Survivors”

A stream of research, both laboratory and f ie ld,  has

p r o v i d e d  d o c u m e n t a t i o n  o f  t h e  h a r m f u l  e f f e c t s

downsiz ing can have on “surv ivors,”  these ef fects have

b e e n  d e s c r i b e d  i n  t e r m s  o f  l o w e r  m o r a l e  ( e . g . ,

Armstrong-Stassen, 1993),  h igh st ress (e.g. ,  Leana and

Feldman, 1992),  and a “syndrome” marked by anger,

envy,  and  gu i l t  ( e . g . ,  Noe r,  1993) .  The  pe rce i ved

f a i r n e s s  o f  t h e  d o w n s i z i n g  i s  c o n s i d e r e d  a  k e y -

media t ing  va r i ab le  (e .g . ,  B rockner,  1992) ,  as  i s  the

e f fec t i veness  o f  the  commun ica t ion  o f  i n fo rmat ion

(e.g. ,  Br idges, 1987).

Voluntary Retirement System

I t  i s  repor ted that “Voluntar y Ear ly Ret i rement a l lows

el ig ible employees to ret i re ear ly .  I t  does not matter

whether they are facing involuntary separat ion, t ransfer

to another commuting area, or immediate reduct ion in

the rate of basic pay. Their ret i rements create vacancies

that can be f i l led by employees who would otherwise

be  sepa ra ted  o r  downg raded”  (Edwina  B res se t te ,

2001).

The s tudies fur ther  indicate that”  the VRS now gets

“ i m p l e m e n t e d ,”  d e s p i t e  t h e  f i n e  t u n i n g  a n d

improvements,  in 50 to 60 percent of the cases the

in i t ia l  response is  dul l  and s luggish and the formulators

are the schemes spent nervous days wai t ing for the

clouds to par t and the son to sh ine again.   In a number

of instances the response is  so poor that the scheme

is scrapped with the management threatening act ion as

per law (Varma 2000).

C a m e r o n  ( 1 9 9 4 )  i n d i c a t e s  t h a t  “ b e c a u s e  o f  t h e

d o w n s i z i n g  m a n i a  o f  t h e  l a s t  s e v e r a l  y e a r s  m o s t

employees at al l levels is feeling very insecure about their

jobs.” Hemendra K. Varma (2000) stated that “there is a

sharp drop in morale, for everybody knows that VRS is an

admission of fai lure and helplessness; this takes its own

toll on motivation.”

Gopalakr ishnan (2002) indicates that “an unexpected

consequence of the VRS- “the Golden Shake hand” –

only led to the exit of the more competent employees

for whose services there was demand in the private sector.

The PSU”s were then saddled with employees who could

not gravitate to greener pastures.”

Varma (2000) views that” what is the effect on VRS on

people who remain?  In one word devastat ing.”

Rationale of the Study

The pro and contra argument c i ted in the rev iew of

l iterature clearly indicates that there are differences of

opinion in the implementation and benefits of downsizing,

within the organisation. Many researchers repor ted that

the downsizing has severe consequence on the human

resource of the organisation. It affects the psychological

contract between workers and management. It leads to

stress and stra in among members in the organisat ion.

Hence i t  is necessary to understand the att i tude and

feelings of the retainers towards the downsizing and the

remaining l i fe at work. This par t icular research tr ies to

ascer ta in the att i tude of the reta iners on downsizing

within the organisation.

Methodology

Population and Research Design

The population selected for this par ticular study is 200

employees of downsized pr ivate sector industr ies in

B anga lo re .  S i nce  t he  s t udy  fo l l ows  a  f ac t  f i nd i ng

methodology, the research fol lows descr ipt ive study

des i gn  a s  i t s  p l an  o f  ac t ion .  The  emp loyees  f rom

electrical, plant, instrumentation, materials and civi l , are

considered for the study.

Sampling

The sampl ing populat ion of th is research includes 200
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employees of  two of  the downs ized pr ivate sector

i ndus t r i e s  i n  Banga lo re .  The  ma jo r  depa r tmen t s  o f

technical and administrative areas are considered for the

research study. The study covered a population of 200

employees f rom di f ferent  ser v ice years .  The shor ter

service years belong to 1-10 and longer service years

belong to 11-20 years of service. The rationale behind

the selection of this par ticular group is considering their

level of services. They are in the middle years of service

h a v i n g  h i g h  a s p i r a t i o n  t o w a r d s  a c h i e v e m e n t  a n d

advancement in their work l i fe. This research followed

the systematic random sampling method representative

population. The population belongs to an age group of

30-40. Since the companies selected for the study is

having a few female employees, only male members are

considered in this research.
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             LEVEL

Sampling                  Shorter                     Longer                Total (N)

                                        Service                      Service

Organ i sa t ions  One E lec t r ica l 10 10 20

P lan t 10 10 20

Ins t rumenta t ion 10 10 20

Mater ia l s 10 10 20

C iv i l 10 10 20

Organ i sa t ions  Two E lect r ica l 10 10 20

P lan t 10 10 20

Ins t rumenta t ion 10 10 20

Mater ia l s 10 10 20

C iv i l 10 10 20

                    TOTAL 200

Objectives

o To understand shor ter years of service and longer

y e a r s  o f  s e r v i c e  r e t a i n e r ’s  a t t i t u d e  t o w a r d s

downsizing policy.

o To analyze the effect of moderating variables on

retainer ’s att itude towards downsizing policy.

o To analyze the socio-demographic var iat ions on

retainer ’s att itude towards downsizing policy.

Hypothesis

o There will be significant difference between shor ter

y e a r s  o f  s e r v i c e  a n d  l o n g e r  y e a r s  o f  s e r v i c e

members in their att itude towards downsizing.

o The moderating variables may have significant effect

on the retainer ’s att itude towards downsizing.

o The socio-demographic variable having significant

effect on the retainer ’s attitude towards downsizing.

Operational Definitions

o D o w n s i z i n g :  D o w n s i z i n g  i s  a  d e l i b e r a t e

organizational design to reduce the work force that

is intended to improve organizational performance.

Kozlowsky, Chao, Smith & Hedlund (1993).

o Feeling of  Uncertainty :  The degree to  wh ich
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members in the organisation feel uncertain about the

future of the organisation

o Feeling of Job insecurity: The degree to which

members in the organisation feel insecure about the

security of job.

o Feeling of Lack of relatedness: The degree to

which members in the organisation feel lack of group

cohesiveness at work.

o Feeling of lack of growth: The degree to which

members in the organisation feel lack of oppor tunity

for achievements and advancement at work

Tool of Data Collection and Reliability

A mul t id imens iona l  ana lys is  of  downsiz ing ef fect  on

organ isat iona l  members i s  the pr imary focus  o f  t h i s

research.   For the collection of data an inventory was

prepared initially involving 16 variables which closely related

to att i tude of e m p l o y e e s .  A  f a c t o r i a l  a n a l y s i s  w a s

conducted to ident i fy  the re levant var iable.  Out of  the

1 6  v a r i a b l e  w h i c h  c l o s e l y  t o u c h  t h e  a t t i t u d e  o f

employees four  var iab les are thus cons idered.  These

var i ab les  a re  Fee l ing  o f  Uncer ta in ty,  Fee l ing  o f  Job

insecur i ty ,  Fee l ing of  Lack of  re la tedness and Fee l ing

o f  L ack  o f  g rowth .  Accord ing l y ,  seve ra l  s t ages  o f

empi r ica l  research have assessed the psychomet r ic

proper t ies  of  th is  inventor y.  These ana lyses suggest

that  the seven d imens ions have acceptable re l iab i l i ty

est imates (Coef f ic ient  A lpha ranges f rom .75 to .85) .

The four  f ac tor  s t ruc tu re  was  a l so  found to  f i t  the

empi r ica l  data  reasonably  wel l .

Analysis and Results

The tab le No.2 ind icates  that  the re ta iners  of  shor t

yea r s  o f  se r v i ce  have  h i gh  mean  sco re  (77 .95)  i n

re la t ion to downs iz ing pol icy ,  compared to reta iners

of  long years  of  ser v ice (63.37) in  publ ic  sector,  in

th is  par t icu la r  research.
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Table 2: Mean SD and t-values of Retainer ’s with respect to Longer and Shorter Years of Service

       Sl.         Variable N                         Shorter Service                   Longer Service t               Df

       No.                               Mean             SD                    Mean SD

      Total                      200          77.95            11.65            63.37       11.37      4.15**      198

** indicates signif icance at 0.01 level
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Table 3:  Mean, SD and t-  values of Retainer ’s with respect to Longer and
Shorter years of Service Different Feelings

Variables                                    Shorter    Service         Longer  Service     t -value     Df           P

                                                           Mean  SD         Mean        SD

Uncer ta inty 10.94 1.06 3.77 0.56 3.85 198 0.01

Insecur i ty 22.57 4.12 7.05. 1.89 3.99 198 0.01

Lack of  re la tedness 6.87 0.56 30.83 5.96 2.11 198 0.05

Lack of  growth 37.57 5.91 28.77 2.96 3.12 198 0.01

Total 77.95 11.65 63.37 11.37 4.15 198 0.01

The above table No.3 indicates that the feeling of lack of

growth and job insecur i ty  have h igh mean score to

retainers of shor ter years service (37.57 and 22.57) in

relation to the downsizing policy. While the retainers of

longer years of service have high mean score in relation

to related-needs and growth needs (30.83 and 28.77) in

re la t ion to the downs iz ing pol icy,  in  th i s  par t icu la r

research.

Major Findings

1. There is  s igni f icant di f ference in the shor t  term
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and long term retainers in their att itude towards

downsizing policy.

2. The retainers of shor t years of service have high

c o n c e r n  t o w a r d s  t h e  d o w n s i z i n g  p o l i c y

compared to . the reta iners of shor t years of

service.

3. The reta iners  of  shor t  years  of  ser v ice have

concern towards the lack of growth and job

insecurity related to downsizing policy.

4. The re ta ine rs  o f  long yea rs  o f  se rv ice  have

concern towards re la ted needs and growth

needs towards the downsizing policy

Discussion

This section incorporates a shor t discussion on the major

two findings of the shor ter years service group and longer

years service group in the research finding. The finding is

in tune with the hypothesis formulated in the research.

There is signif icant difference between shor ter years of

serv ice and longer years of serv ice members in their

att itude towards downsizing.

The f inding clear ly pointed out the differences in the

needs of the shor ter years of members and longer years

of members in this research. The longer year members

are very much anx ious about the growth needs and

security needs. While the longer year members gives much

impor tance to the related needs and growth needs. The

common factor we can observe here in this research is

the att i tude towards growth needs. The shor ter year

service members give more impor tance to their growth

needs  wh i l e  t he  longe r  yea r s  se r v i ce  g roup  g i ves

comparatively lesser impor tance. The new comers in the

o r g a n i s a t i o n  h a v e  h i g h  a s p i r a t i o n  t o w a r d s  t h e i r

achievement and advancement in their l i fe. The members

of the shor ter year service have high work impor tance to

their career development. This is in correlation with the

Herzbergs two-factor  theor y.  Here the shor ter  year

members have high concern towards the motivat ional

needs l ike achievements, recognition and advancement

in their l i fe. The shor ter year service members consider

the downsizing policy as a threat to their advancement

and achievement in their organisational l i fe.

Whi le  the longer  years  members  have h igh concern

towards the related needs. Longer the service members

have within the organisation higher the social relationship

members have with co-workers. The implementation of

the downsizing policy breaks away these bonds that they

developed during their past years in the depar tment and

organisation and they have to work with different groups

and members in the future.  The longer year members

higher work impor tance related to the aff i l iat ion need is

very clear in these f indings. Thomas A . Hickok (2002)

rightly pointed out in this context that the most prominent

effects of downsizing will be in relation to culture change

that it appears working relationships have changed away

f rom being “ fami l ia l ”  in  the di rect ion of  being more

competit ive. The work relationship and work behaviour

will be based on the competition and meeting the targets.

The impact of downsizing is more at the psychological

level to the human resource of organisation. The move

shatters the psychological contract that exists between

the members and the management at work and work

organisat ion. The f inding indicates that the member ’s

aff i l iat ion need is affected by the downsizing policy.

The second finding indicates that the members of the

shor ter years of ser vice give much impor tance to the job

security. This indicates that to satisfy their growth needs

they should be able to continue in their job. In the wake

of downsizing there are chances that the members wil l

be down graded or transferred to the sister concerns.

The transfers affect their family relationship and the exiting

work relationship within the organisation. The concern

towards better compensation packages in the wake of

d o w n s izi n g  a l s o  d e v e l o p s  h i g h  c o n c e r n  a m o n g

members.  The members have to work in tune with the

expectation of the organisation in order to cope  with

the market changes and high competit ion. The job profi le

off members also changes, since it is necessary to suppor t

the organisation when they face acute competit ion. The

fear towards their job, job profi le, working relationship

and famil ial concerns develops deep anxiety and tension

among members within the organisation. Brockner (1988)

shows clearly that organizational downsizing is a strong

stress-inducing factor that has a profound influence on

the work behaviours and attitudes of the remaining work

fo rce .  These  f i nd ings  under l i ne  the  impor tance  o f

managing interpersonal relations to help employees deal

w i t h  t he  s t r e s s  c au sed  by  t he  i nc rea sed  l e ve l  o f

uncer tainty and ambiguity generated by the downsizing
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process (Gilmore & Hirshorn, 1984; Sutton 1987).  Job

loss or the threat of job loss which makes for feelings of

loss of mastery and control over one”s and threatens

one”s internalized concept of self; seem to be a strong

stressor.

The longer year members also have high concern towards

their career growth. The longer year service groups are at

sen ior  pos i t ions  wi th in  the organ isa t ion .  The sen ior

pos i t ions  a rea a t tached wi th  h igh power,  author i ty,

autonomy and prestige. The prestige is more associated

with the higher knowledge and ski l l  they have at work.

The probabil ity to dilute the authority and power is very

high in the wake of downsiz ing implementat ion. The

members can expect changes in the position and power

now they held within the organisation. This indicates that

members of longer years of service give higher work

impor tance to their existing privi leges and prestige. The

fear towards dilution of the roles and responsibil it ies and

the probability for down gradation etc are other concerns

in the downsizing implementation process. The senior

members cons ider  that  the i r  mot ivat iona l  needs l i ke

advancemen t  a nd  r ecogn i t i on  a r e  a t  s t a ke  i n  t he

downsizing implementation process. The high concerns

of the longer years, senior level people are then related

to member ’s anxiety towards lack of oppor tunity for

advancement ,  recogn i t ion ,  fee l ing of  insecur i ty  and

relationship at work.

Implications:

1. Fee l ing  of  fea r,  anx ie ty  and tens ion a f fects the

 productivity.

2. Fee l ing of  lack of  mot ivat ion a f fects  the work

 performance.

3. F e e l i n g  o f  h i g h  s t r e s s  a f f e c t s  t h e  p h y s i c a l

condition   of members.

4. Feeling of lack of oppor tunit ies affects the work

 oral .

5. Feeling of uncer tainty develops deep insecurity

feel ing.

6. F e e l i n g  o f  j o b  i n s e c u r i t y  d e v e l o p s  l o w

 commitment and involvement at work.

7. F e e l i n g  o f  l a c k  o f  s u p p o r t  s h a t t e r s t h e

psychological contract.

8. Fee l i ng  o f  un impor tance deve lops secondar y

impor tance to work.

9. Feeling of fear develops high resistant behaviour.

10. Feel ing of low aff i l iat ion develops al ienation and

estrangement at work.

Recommendations

To help members in downsizing implementation, more

effor t on the par t of policy makers, practit ioners, and

organizational management envisaged. The author, there

by  mak ing  a  few e f fo r t  to  sugges t  some e f fec t i ve

m e a s u r e s ,  t h a t  c a n  i m p r o v e  c o p i n g  s t r a t e g i e s  o f

employees that lead to better adjustment with in the

organisation.

They can be detailed as follows:

Ways to accept downsizing in the right spirit

1. Develop strategies to convince the reta iners

c o n t i n u o u s l y  t h a t  t h e  d e c i s i o n  r e g a r d i n g

downsizing was right to great extent.

2. Fo r  eve r y  r ewa rd  a l l oca t ion  conv i nce  t he

retainers that this oppor tunity you got because

of downsizing.

3. Continuously remind the employees that they

should be thankfu l  to the top management/

organizers that they have not chosen closure of

under taking considering employees l ife.

4. Develop effective plan to meet the needs of the

retainers family members also.

5. Conduct attitudinal survey to get the feed back

o f  t h e  r e t a i n e r s  t o  i m p r o v e  t h e  w o r k i n g

condition.
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6. Make the reta iners inform that there is more

oppor tunity for you to get reward as the volume

of employees downsized.

7. Engage outside institutions to make the retainers

more enthusiastic, positive and soothening of their

s t ress .

8. Do reduce the situational shock to celebrate the

occasions of joy and festivals.

9. Through immediate reward develop an employee

group to show others as they themselves are

beneficiaries of change effor t.

10. Develop a vision of future that draws retainers

towards doing right things.

11. Practise empathetic leadership than autocratic

bossy  way  o f  s t y le  o f  management  du r i ng

downsizing period.

12. Take confidence on union members to persuade

low performing employees to opt VRS.

13. Make clear the work design by informing the

worke rs  new ro le  and respons ib i l i t i e s  and

workload.

14. Making investment in the form of training and

education to the retainers to take up challenges

of new work schedule.

15. Management should well prepare to understand

the psychological problems of the workers to

respond in more empathetic way.

16. Reward system should be associated with cost

cutting effor t to be encouraged to develop new

behaviour.

17. Encourage broader par t icipation in diagnosis

and discussion with the retainers to develop a

new culture of sharing and empowering.

18. Reduce the number of employees who perform

same kind of functions.

19. Merge dif ferent depar tments, which per form

almost different functions.

20. Go for f lat organization structure cutting across

hierarchical levels.

21. Use self-managing teams to carry out functions

independently with specif ic tasks.

22. Considering cost effectiveness prefer outsourcing.

23. Lessen the differentiation at various managerial

and operational levels.

24. Give adequate t ime to adjust  wi th the new

changes to the retainers.

25. Concen t r a te  more  on  p roduc t i ve  wor k i ng

populations.

26. Analyze the probabil ity to offer par t t ime jobs

to those experienced downsized employees.

Conclusion

Organisat ional  downsiz ing is  common in the wake of

global izat ion, l iberal izat ion and modernizat ion process

ac ross  i ndus t r i e s .  Manage r s  have  to  pe r fo rm more

preven t i ve  ro le  tha t  cu ra t i ve  ro le  i n  the  advent  o f

downsiz ing or r ight s iz ing. The management should be

more proact i ve  than  react i ve  in  the  approach .  The

above f indings l ights upon the concerns of the longer

a n d  s h o r t e r  s e r v i c e  y e a r s  m e m b e r s  t o w a r d s

downs iz ing .  The author  expects  to inv i te  adequate

a t ten t ion  f rom po l icy  makers ,  consu l t an t s ,  t r a ine r s ,

management and men of eminence in the re lated f ie lds

of concerns to draw effect ive intervent ions in the sa id

issues.  I t  faci l i tates better integrat ion among members

in the organisat ion to or ient towards product iv i ty i f  any

and  bus i ne s s  g rowth .  HR  ha s  to  f unc t i on  he re  a s

s t r a t e g i c  p a r t n e r s  a n d  f a c i l i t a t e  m o r e  s t r a t e g i c

in ter vent ions that  suppor t  mentor ing ,  coach ing and

counsel ing is  envisaged here.
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Interpersonal
Relations and Competence

Kripa Kumar K.S. and Sonny V.A.

T h e  a r t  o f  M a n a g i n g  P e o p l e  p r o d u c t i v e l y  a n d  e f f e c t i v e l y  i s  p e r h a p s  t h e  m o s t

c h a l l e n g i n g  t a s k  f a c i n g  t o d a y ' s  m a n a g e r s .   T h e  p r o b l e m  f a c i n g  t o d a y ' s

m a n a g e r s  i s  n o t  l a c k  o f  e x p e r i e n c e ,  e n e r g y ,  i n t e l l i g e n c e  o r  d e d i c a t i o n  b u t

n e g l e c t  o f  b u i l d i n g  a n d  m a i n t a i n i n g  p r o d u c t i v e  r e l a t i o n s h i p s  w i t h  e m p l o y e e s

a n d  s u b o r d i n a t e s .   To u r i s m  h a s  b e e n  i d e n t i f i e d  a s  t h e  t o p m o s t  l a b o u r  i n t e n s i v e

a c t i v i t y  i n  t h e  s e r v i c e  s e c t o r .   T h o u g h  t o u r i s m  i n d u s t r y  i s  e x p e r i e n c i n g  a

s p u r t i n g  g r o w t h  a n d  a  p l e t h o r a  o f  s t u d i e s  a r e  a v a i l a b l e  o n  t h e  v a r i o u s  a s p e c t s

o f  t o u r i s m ,  I n t e r p e r s o n a l  r e l a t i o n s  a r e  s t i l l  a n  u n e x p l o r e d  a r e a  o f  a c a d e m i c

r e s e a r c h .
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T
he concept  o f  in te rpersona l  re l a t ionsh ip ,  be ing

Central to most peoples l ives, has developed as an

area of intense research over the years.  With rapid

growth of industries

and techno logy ,

Manag ing  techno-

logy  has  become

eas ier.   The ar t  of

Manag ing  Peop le

product i ve l y  and

effectively is perhaps

the most challenging

task facing today ’s

managers.  The  pro-

blem facing today ’s

managers  i s  no t

lack of experience,

energy, intelligence or dedication but neglect of building

and maintaining productive relationships with employees

and subordinates.

The service sector is

ga in ing increas ing

impor tance in Indian

economy.  Among the

service sectors IT and

Tourism have become

buzz words today.

Tour i sm has  been

identified as the top

most labour intensive

activity in the service

sector.  Though tourism

indust ry  i s  exper i -

enc ing a  spur t i ng
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growth and a plethora of studies are available on the various

aspects of tour ism, Interpersonal relat ions are st i l l  an

unexplored area of academic research.  Since tourism sector

is purely based on human relations and Interpersonal skills,

there is great significance to study the various aspects of

interpersonal relations.

Kerala Tourism Development Corporation Ltd. (KTDC), being

the premier organization in the State Providing tourism related

services, is one of the major public sector under takings in

Kerala.  India’s most idyllic state, Kerala is today one of the

most sought after tourist destinations in the world.  And

introducing the very best of Kerala to the world is the Kerala

Tourism Development Corporation, the off icial Host to

‘God’s own country.’  KTDC is Kerala’s largest tourism service

provider and has the largest chain of hotels in Kerala.  It is

the State’s premier destination developer with over 70

proper ties - ranging from luxury resorts to mid-market hotels,

motels and restaurants.  KTDC offers a comprehensive range

of services including package tours at some of its exotic

proper ties, Ayurveda rejuvenation packages and customised

tours besides Information centres, Central Recreation Cells.

Considering the peculiar nature of interpersonal relations

and communicat ion needed in tour ism industry ,  i t  i s

imperative to examine the various aspects of interpersonal

relations and competence in Kerala Tourism Development

Corporation, being the premier tourism provider in the state

of Kerala. For analysing the interpersonal relat ions and

competence in KTDC, various aspects of interpersonal

relations and competence such as Bond Creation, Employer

- Employee relationship, Organisational climate, Interpersonal

sk i l l s ,  Behav ioura l  aspects  o f  employees ,  Emot iona l

intell igence, Motivational aspects, Communication ski l ls,

HRDM prac t ice ,  Con f l i c t  management ,  Product i v i t y ,

Organ i sa t iona l  e f fec t i veness  e tc .  a re  t a ken  i n  to

consideration through structured questionnaire.

As a par t of Research Design, 42 questions are designed in

such a way to analyse the various asepcts of interpersonal

relations and competence of KTDC.  An average of 6 - 8

questions is designed to analyse each and every aspect.

Pr imary and secondary methods of data are used for

collecting relevant data.  Primary data are collected through

structured questionaire and interview whereas Secondary

data from KTDC’s annual repor ts, economic reveiw, book

review and other journals. With the help of five points scaled

questionnaire, data and response are collected from the

targeted respondents of KTDC through interv iew and

discussions with managers.  The sample, which consists of

30 respondents, is  fur ther classified in to three levels i.e.

top level managers, middle level managers and lower level

managers or supervisors based on their positions in KTDC.

This is intended to know the attitude and response of each

category towards the various aspects of interpersonal

relations and to know the degree of Interpersonal relations

and competence maintained by them.

The data collected through the questionnaire are processed

by using the statistical tools such as tables, char ts, arithmetic

mean and test ing technique of chi-square to test the

independence.  The following par t of this repor t makes a

brief study of sense of the respondents of this survey.

Organisational Climate is some what like personality for a

person.  Organisational climate conveys the impressions

people have of the organisational internal environment with

in which they work.  With regard to the internal atmosphere

- friendliness and cordialness of KTDC are concerned, most

of the respondents, irrespective of category, are not fully

satisfied.  Management rarely discusses the new ideas with

subordinates and the employees are strongly dissatisfied

with th is state of af fa i rs  ex ist ing in the concern. The

Management and co-workers ‘sometimes’ overwhelm the

person who suggests new ideas.  Most of the middle and

lower level managers are of the opinion that top level

managers do not praise the subordinates who suggest

innovative ideas.  They think that management does not

provide the plat form for employees to express thei r

opinions, views and feelings frankly in the meetings.  Most

of the respondents irrespective of category want their

subordinates/colleagues to be sincere and honest and have

a co-operative mind for the growth of the organisation.  They

think that environment at the workplace has a direct influence

in the motivational level of employees and the productivity

of the organisation.

To survive on the job, to get co-operation of others and be

success fu l ,  depend upon how we re l a te  w i th  ou r

co l leagues .  Co-opera t ion  i s  the  key  to  any  human

interaction. Co-operation brings harmony of relations and

happiness  and improves product iv i ty .   Most  o f  the
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respondents irrespective of category opined that managers

or staffs are friendly and approachable only to the similar

category of staff.  Most of the lower level managers are of

the opinion that their superior managers have the ability to

meet mutual expectations, develop trust and to influence

the subordinates but most of them do not have the initiative

in doing so.  Survey shows that managers and employees

are not ful ly honest, sincere and co-operative in their

dealings with the staff.  They are of the opinion that Managers

a re  r e l uc t an t  to  spend  enough  t ime  to  he lp  t he i r

subordinates or peers to develop their sk i l ls .   Most of

the respondents  a re  o f  the op in ion tha t  Managers /

Superiors do not al low subordinates or employees to

chal lenge their v iews and to quest ion the organisat ion

norms, pol icies, rules and objectives.  They also opined

t h a t  m a n a g e r s / s u p e r i o r s  a b s t a i n  f r o m  p r a i s i n g

subordinates even i f  they desire i t  and do  not mingle

freely with them.

Null Hypothesis (Ho): Organisational Climate has a direct

i n f l uence  i n  the  Mot i va t iona l  l eve l  o f

employees and the product iv i ty of  the

organisation.

Alternative Hypothesis (H1): Organisational climate has no

direct influence in the Motivational level of

employees and the product iv i ty of the

organisation.

Test Statistic : Chi - square Test

Chi - Square = (O - E)2

                                                             E
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Observed   va lues 18 24   48 16  17     57     17     27      46

Expected  Va lues 17 22.67   50 .33 17 22.67   50 .33       17      22 .67      50 .33

Ca lcu la ted va lue     = 3.81

Tab led va lu    X24   (0 .05)   =  9 .49

Since computed value of chi-square is 3.81 which is lower

than that of the tabled value of 9.49, falls in the acceptance

region.  Hence accept the null hypothesis ie organisation

climate has a direct influence in the motivational level of

employees and the productivity of the organisation.

On the basis of the analysis of data and interpretation drawn,

from the following suggestions are arrived at:

1. Internal atmosphere of the organisation has an

impor tant role in creating organisational climate.

2. Management  necessa r i l y  has  the  read iness

to discuss new ideas with subordinates and

praise them who suggest innovative ideas.

3. Management should provide the platform for

employees to express their feelings and reactions

f r ank l y  themse lves  o r  i n  meet ing  w i th  the

management.

4. Environment at the workplace has a direct influence

in the motivational level of employees and the

productivity of the organisation.

5. Managers will have the ability to meet expectations,

develop trust and to influence the subordinates.

6. Managers will show the readiness to help their

subordinates or Peers to develop their skills.

7. Subordinate or Colleagues are to be sincere and
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Good                       Satisfactory                         Unsatisfactory

   Top 18 24     48

   Middle 16 17     57

   Lower 17 27    46

Organisational Climate
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honest and have a co-operative mind for the growth

of the organisation.

8. Managers or Superiors have the readiness to praise

subordinates if they deserve it and to mingle freely

with them.

Human resource is considered to be the most impor tant

asset in an organisat ion.  Employees feel committed to

the i r  work  and the  o rgan i sa t ion  i f  the  o rgan i sa t ion

develops a feel ing of ‘belonging’ in them.  Employees

are l ikely to have a feel ing of ‘belonging’ in them if the

organisat ion adequate ly cares for  the sat is fact ion of

their basic and high order needs.  I t  is every manager ’s

responsibi l i ty to ensure the development and ut i l isat ion

of the capabil it ies of his subordinates, to create a healthy

and motivat ing work cl imate and to set examples for

subordinates to fol low.  With regard to the identif ication

of the capabi l i t ies and potentia l  of the employees and

bet ter  u t i l i sa t ion of  i t  for  the progress  of  KTDC are

concerned, the employees are not at al l  sat isf ied.  They

are of the opinion that, management should provide the

pla t form for  employees for  persona l  improvements/

g rowth .   Mos t  o f  t he  re sponden t s  i r r e spec t i ve  o f

category are of the opinion that management should give

due attent ion to the Fr inge benefits and social welfare

of i ts employees.  They are of the view that, in this fast

c h a n g i n g  w o r l d  o f  c o m p e t i t i v e  e n v i r o n m e n t ,

management should give due impor tance to the human

r e s o u r c e  d e v e l o p m e n t  a c t i v i t i e s  f o r  a c h i e v i n g

organisat ion’s success.

On the basis of the analysis of data and interpretation drawn,

from the following suggestions are arrived at:

1. KTDC Management should t ry  to ident i fy  the

Capabilities and Potentials of employees and must

be utilised for the development of the organisation.

2. Management has to provide the plat form for

subordinates/staff for personal improvements and

growth.

3. Management has to give due attention to the Fringe

benefits and social welfare of its employees.

Interpersonal sk i l ls  become paramount impor tance in

Management of an organisat ion.  I t  is easy to manage

technology, but difficult to manage people.  Most of the

lower level managers of KTDC are of the opinion that,

Superiors are reluctant to help their subordinates or Peers

to develop their skills.  They think that Managers or Superiors

should treat others in the organisation with respect and to

understand the viewpoints and interests of subordinates.

They are of the opinion that Managers or Superiors should

have the readiness to share knowledge with others and

should have enough time in interacting with others.  Most

of the respondents irrespective of category are of the view

that everyone should have an open mind in receiving

suggestions and ideas from others.  Respondents belonging

to the lower and middle level managers are of the opinion

that managers should develop necessary interpersonal skills

in dealing with colleagues and subordinates.  They think

that interpersonal relations have a direct relation to the

product iv i ty  and ef f ic iency of  the organ isa t ion .   By

maintaining good interpersonal relations with the staff,

product iv i ty  and organisat iona l  ef fect iveness can be

increased.  They are of the opinion that superiors or

managers are not successful enough to engage in mutually

helpful relationships.  They opined that managers should be

able to maintain co-operation, social skills such as affiliation,

inclusion and control.

No organisation can exist without communication among

i t s  emp loyees .   Commun ica t ion  se r ves  fou r  ma jo r

funct ions  wi th  in  the organ i sa t ion ,  such as  cont ro l ,

mot i va t ion ,  emot iona l  exp ress ion  and  i n fo rma t ion .

Re sea rch  i nd i ca te s  t h a t  t he  mos t  c i t ed  sou rce  o f
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Good                       Satisfactory                         Unsatisfactory

   Top 12 24     54

   Middle 15 29     46

   Lower 14 18     58

Human Resource Development Activities
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interpersonal confl icts is poor communicat ion.  So it is

n e c e s s a r y  f o r  a n  o r g a n i s a t i o n  t o  u n d e r s t a n d

communicat ion thoroughly and improve the process to

d e v e l o p  b e t t e r  i n t e r p e r s o n a l  c o m m u n i c a t i o n ,

interpersonal relat ions in the organizat ion.  The bui lding

b lock s  o f  i n t e rpe r sona l  commun ica t ion  a f f ec t  t he

performance of an organisat ion.  The survey shows that

there is communicat ion channel exists in KTDC between

m a n a g e m e n t  a n d  e m p l o y e e s .  B u t  t h e y  t h i n k  t h a t

ex i s tence of  a  s t rong and e f fect i ve  commun ica t ion

channel helps the management to meet the organisations

objectives and expectat ions.  Most of the respondents

feel that employees or managers have communicat ion

problems when deal ing with customers, employees etc.

They think, a strong communication channel is necessary

to express  the i r  ideas ,  thoughts ,  opin ions ,  fee l ings ,

frustrat ions etc.

On the basis of the analysis of data and interpretation drawn,

from the following suggestions are arrived at:

Interpersonal and Communication Skills
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Good                       Satisfactory                         Unsatisfactory

   Top 14 20     56

   Middle 13 25     52

   Lower 12 16     62

1. Managers or Superiors have to show the willingness

to treat lower category of employees with respect and

to  unders tand the  v iewpo in t s  and in te res t  o f

subordinates.

2. Managers or Superiors should have the readiness to

share knowledge with other staff and to find enough

time in interacting with them and have an open mind

in receiving suggestions and ideas from others.

3. Managers have to develop necessary interpersonal

skills in dealing with colleagues and subordinates.

4. Interpersonal relations have a direct role in increasing

productivity and efficiency of the organisation.

5. Managers are able to maintain co-operation, engage

in mutually helpful relationships and have social skills.

6. A strong communication channel in necessary for the

e m p l o y e e s  t o  e x p r e s s  t h e i r   ideas , though t s ,

opinions, feelings, frustrations etc.

7. The informal interaction between the management of

KTDC and the employees must be enhanced for the

smooth functioning of the organisation which will help

to enhance the productivity and efficiency of the

organisation.

8. Management should give due attention to overcome

the communicat ion problems when deal ing with

customers, employees etc. and to develop better

interpersonal communication.

Emotional  inte l l igence is ver y impor tant for a person to

succeed in Modern organisat ion.  Emotional intel l igence

is the capacity for recogniz ing one’s own feel ings and

those of  others ,  mot iva t ing onese l f ’ s  and manag ing

emotions wel l ,  in onesel f ’s  and in one’s re lat ionships.

Managers deal with people.  They need to manage their

emot ions and that of others in order to be ef fect ive.

Major i ty  of  the respondents are of  the opin ion that

Managers/ superiors have only l imited level of emotional

inte l l igence.

Todays ’  cha l lenge fo r  a  Manager  i s  not  techno logy

management ,  but  management  of  human resources .

Those who can understand the human behaviour and

human nature can adjust and manage the organizat ion

better.   Those who can handle human resources and

develop improved human relat ions wi l l  be successfu l

managers.   Major i ty of the respondents i r respect ive of

category are of the v iew that behavioura l  aspects of

employees/managers have a great role in mainta in ing

Interpersonal relat ionship. They think that understanding

of human behaviour is  fundamenta l  to the success of

both the individual and the organisation as a whole.



SCMS Journal of Indian Management,  July - September, 2009.                                                                                                      109

A Quarterly Journal

1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567

1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567
1234567

Emotional Intelligence
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Good                       Satisfactory                         Unsatisfactory

   Top 18 24     48

   Middle 12 26     52

   Lower 18 28     44

On the basis of the analysis of data and interpretation drawn,

from the following suggestions are arrived at:

1. Managers have to develop higher level of emotional

intelligence to deal with their own emotions and

that of others.

2. Understanding of behaviour of  employees is

necessary for the success of both the individual

and the organisation as a whole.

A l l  behav iou r  i s  mot i va ted towards  some goa l .   A

m o t i v a t e d  a n d  s a t i s f i e d  w o r k  f o r c e  c o n t r i b u t e s

significantly to achieve the objectives of the organisation.

So mot ivat ion is  the process by which behav iour  i s

energ ized and d i rected.   Most  o f  the respondents

belonging to lower level managers are of the opinion that

top officials of KTDC are reluctant to keep promises or

commitment towards employees and their needs.  They

are of the view that good working environment and good

salary packages helps in motivating the employees which

fur ther helps in maintaining good relationship with the

management.  Majority of respondents irrespective of

category are of the opinion that motivated and satisf ied

workforce resulted in improved Interpersonal relationship

and to achieve the objectives of the organisation.

An organisation is said to be effective only if it is able to

ach ieve i t s  goa ls .   The factors  which determine the

effect iveness of the organisat ion are communicat ion,

creativity, employee, customer satisfaction, morale etc.

An organisation is l ikely to be more effective if there is

two way communication and employees are co-operative

and have better perception of the organisation so that

e m p l o y e e s  h a v e  h i g h e r  j o b  s a t i s f a c t i o n  a n d  f e e l

c o m m i t t e d  t o  t h e  o r g a n i s a t i o n .   M a j o r i t y  o f  t h e

respondents irrespective of the category are of the view

that good working environment and good salary packages

help in motivating the employees which fur ther increases

the productivity of the organisation.  Top level managers

are of the opinion that employees or subordinates of the

organ isa t ion express  in i t i a t i ve in  the i r  work  and are

optimistic and deterministic.

Organisational Effectiveness
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Good                       Satisfactory                         Unsatisfactory

   Top 16 28     46

   Middle 14 24     52

   Lower 17 24     49

On the basis of the analysis of data and interpretation drawn,

the following suggestions are arrived at:

1. Management has to keep promises or commitment

towards employees and their needs.

2. Good work ing env i ronment and good sa lary

packages helps to motivate the employees which

helps in maintaining good relationship with the

management and increase the productivity of the

organisation.

Interpersonal conflicts occur in all organisations in varying

degrees and are natural par t of social relationship.  It will be

found whenever there are deal ings with people.  The
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Dealing with Interpersonal Conflicts
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Good                       Satisfactory                         Unsatisfactory

   Top 13 15     62

   Middle 12 24     54

   Lower 15 22     53

problem l ies  not  in  the ex is tence of  the conf l ic t  but  in

the management of the conf l ict .   Managers need strong

negot ia t ion s t ra teg ies  to dea l  wi th conf l ic ts .   Survey

shows that  most  of  the Managers  or  Super iors  a re not

f u l l y  s u c c e s s f u l  i n  i d e n t i f y i n g  t h e  p r o b l e m s  o f

s u b o r d i n a t e s ,  n e g o t i a t i n g  e f f e c t i v e l y ,  m a k i n g

decis ions and he lps in  problem solv ing .

On the bas is  of  the ana lys i s  of  data  and in terpretat ion

drawn,   the fo l lowing suggest ions are ar r ived at ;

1. Managers or  Super iors  should have to ident i fy

t he  p rob lems  o f  subord ina te s ,  nego t i a t i ng

e f f ec t i ve l y ,  mak i ng  dec i s ions  and  he lps  i n

problem solv ing.

2. Managers have to spend enough t ime to solve

e m p l o y e e s ’  g r i e v a n c e s ,  p r o b l e m s  a n d

conf l i c t s .

3. M a n a g e r s  s h o u l d  h a v e  a  b a l a n c e  a m o n g

author i ty ,  respons ib i l i ty  and accountabi l i ty  to

manage conf l ic ts .

Kera la Tour ism Development Corporat ion, (KTDC) being

the la rgest  tour i sm serv ice prov ider  in  the s ta te ,  wi th

i t s  ac t i v i t i e s  cen t r ed  a round  human  r e l a t i on s  and

interpersona l  sk i l l s  has  a  d i rect  in f luence towards the

at ta inment  of  customer sat i s fact ion and organ isat iona l

g o a l s .   S i n c e  m a n a g e r s  d e a l  h e a v i l y  w i t h  v a r i o u s

categor ies of  employees,  thei r  success depends upon

thei r  abi l i ty  to understand interpersonal  problems and

deal  ef fect ive ly with them.  Many managers t ry  to keep

the in terpersona l  problems out  by ignor ing them but

these problems appear  in  subt le forms such as  lack of

mot iva t ion ,  less  product i v i t y ,  l ack  o f  o rgan i sa t iona l

ef fect iveness,  communicat ion problems, interpersonal

conf l ic ts  etc .   Unders tanding of  the vast  in terpersona l

u n d e r w o r l d  b e c o m e s  a  n e c e s s i t y  t h a t  o p e r a t e s

beneath the obser vable behav iour.

I n t e r p e r s o n a l  r e l a t i o n s  h a v e  a n  i m p o r t a n t  r o l e  i n

improving the ef f ic iency of Publ ic Sector under tak ings.

I n t e r p e r s o n a l  r e l a t i o n s  h e l p  t o  c r e a t e  a  w o r k

env i r onmen t  whe re  emp loyees  c an  u se  a  g r e a t e r

por t ion of  the i r  la tent  potent ia l  to achieve organisational

goals.  This does not mean that there are no confl icts

between the achievement of organisational goals and the

attainment of individual satisfaction.  Interpersonal conflict

at work place is inevitable.  Interpersonal relations help to

allow the intelligent and creative resources of employees to

be applied to the resolution of the many conflicts that  occur

in the organisation.  The operational effectiveness and

development of Public sector under takings will very much

depend upon the human relations existing in the organisation

and the utilization of these resources by maintaining relations

among the employees and providing better motivation for

achieving work.
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n The Simplicity Survival Handbook ,  32  ways

to do less and accompl ish more ,  B i l l  Jensen offers

s tep-by-step techn iques on how to do less  and

st i l l  help you to keep your job and thr ive.  I t  i s  h ighly

readable,  with a pleas ing layout of text and graphics.

Crack the book open and you wi l l  immediately see how

it is  di f ferent f rom other business books,  which waste

chapte r  a f te r  chapte r,  desc r ib ing  and de fend ing  a

theory and f ina l ly gett ing on to the how-to at the end.

Th is  book gets  down to bus iness  qu ick ly.   You wi l l

rea l ize  very  soon tha t  much of

what you do dur ing your day is

supe r f l uous .  The re ’ s  too  much

si l l iness,  noise and crap coming

at you and you want a shut-off-

va lve. You want to make more of

a  d i f f e r ence ,  wo r k i ng  on  on l y

what t ru ly matters .

Jensen has come up with 32 ways

to cut down on the unnecessary

th ings you do each day, and has

b o i l e d  t h e m  d o w n  i n t o  t h r e e

s e c t i o n s :  D a i l y  R i t u a l s ,  C a r e e r

I
Milestones and Leader Essent ia ls .  In each, he provides

a ser ies of “How to-s” such as “How to Ignore Most

Co rpo r a t e  Commun i ca t i on s , ”   “How to  De l e t e  75

percent of your Emai ls ,” “How to Go to Fewer Meetings

and Get More Out of Them,” “How to get Better Budgets

w i th  a  Lo t  Les s  E f fo r t , ”   “How to  F i x  Pe r fo r mance

Management,”  “How to Spot Tomor row ’s Great P laces

to Work,” and so on. In a l l  these sect ions Jensen offers

proven strategies for communicat ing more effect ively,

sett ing prior i t ies and balancing the competing demands

on your t ime, whi le avoiding the

t ime-s inkers .

 Each of us has only 1440 minutes

in  a  day .  Use  them wise l y  and

respect others’  1440. This book

provides the reader with a bag ful l

of workplace tools and concepts

t o  m a n a g e  b e t t e r  t i m e  a n d

attent ion-both our own and the

people we work with.  As such,

the book wi l l  be of va lue to any

Employee, Manager Execut ive or

Professional who is chal lenged to
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f igure out how to balance f in i te t ime and attent ion with

inf in i te informat ion and choice.

You may be ready to take on your whole company and

engage in ful l-scale “push back,” but implementing even

one idea f rom th is book, could do a world of good for

you ,  your  job and your  ca ree r,  wh i le  he lp ing  your

company as wel l .  The format is  br i l l iant .   Because of i t ,

readers can make the i r  own “min i -book,”  read what

interests them,  and begin to apply i t .  For example, you

get too many messages f rom the outs ide of your team

and your depar tment, therefore you can’t pay attent ion

to a l l  the informat ion about your company that you are

supposed to know, there is s imply not enough t ime. To

f i x  i t ,  f i n d  o u t  t h e  two  e s s e n t i a l  p o i n t s  i n  y o u r

m e s s a g e s - a n y  a c t i o n  t h a t  y o u  m u s t  t a k e  a n d  t h e

deadl ines for these act ions.  I f  the message conta ins

neither actions nor shor t-term dates, ignore it ,  or delete

i t .  Regarding how to wr i te shor ter  emai l s  for  bet ter

resul ts ,  Jensen states,  voice messages are constra ined

b y  t i m e  a n d  e m a i l s  b y  s p a c e .  Yo u  m u s t  c a p t u r e

someone’s attent ion, connect with them and help them

to act ,  a l l  that  in 3"x5.” Otherwise you wi l l  become

par t of thei r  75 percent deleted messages.    In “How

to do Less and St i l l  Del iver an Awesome Presentat ion,”

three tools for cutt ing through clutter and compet ing

on clar i ty are strongly recommended by Jensen- Know,

Feel ,  Do - What do I  want people to know, how do I

want people to feel ,  and what do I want people to do?

This “how to” guide is a must-read to manage workplace

complexi ty and i t  del ivers on-demand answers for a

more-better- faster wor ld of work.  He a lso walks you

through how to be more product ive and take greater

control  of your work t ime and by extens ion, your l i fe.

The 32 chapters are in bi tes;  you can eas i ly devour in

shor t  s i t t ings.  But st i l l  Jensen’s advice is ,  i f  a l l  of  the

mater ia l  is  not re levant to a g iven reader ’s immediate

needs,  le t  h im p ick  out  th ree or  four  chapters  that

scream at h im and fol low the steps in those respect ive

chapters. I t  works equal ly wel l  for executives, managers

and worker-bees.  Best  of  a l l ,  i t  i s  not  t ied to some

product or technology. You can apply a l l  the tools in

ways that wi l l  work for you. Another interest ing fact is ,

the author,  even encourages readers  to sk ip to the

“Do-Less Toolk i t”  at  the back of the book, which dist i l s

every chapter into quick-read summar ies of the tools ,

you should be us ing in your wor ld of  work ,  and to

save even more t ime by not reading the book-Great

Idea.

Each of the regular  chapters is  int roduced by 3 “Less-

O-Meters.”  These graphical  gauges g ive you an “at a

glance” reading on how much courage you wi l l  need

to put th is  t ip in place, how di f f icu l t  i t  can be and the

possible y ie ld to your product iv i ty and happiness,  on

a scale of 1 to 10.  The author had asked 260 people

over a course of s ix months to evaluate test and the

contents in the book. Then he asked them to rate each

rule on the three cr i ter ia .  The rat ing provided is the

average of the rat ings of a l l  the 260 people.

Jensen’s techniques were developed over the course

of a decade long research project and he f requent ly

directs readers to the web site of his Change Consult ing

F i rm for addit ional  info.  His concise presentat ion, with

even more concentrated substance – lays everyth ing

out perfect ly the f i rs t  t ime. Moreover the book uses

pleasant ly di f ferent fonts and  s izes.   I t  i s  a lso f i l led

with drawings-often funny and explanatory diagrams of

a l l  k inds.

The Simpl ic i ty Surv iva l  Handbook thus leads you to a

level  of  how to complete cr i t ica l  tasks in a modern

business organizat ion with a minimum of t ime, energy

and pol i t ics.  Jensen shows no mercy, in f inding ways

to ci rcumvent or e l iminate everyth ing in your work ing

l i fe that gets in the way of gett ing the most impor tant

th ings done. B i l l  Jensen’s concentrat ion is  on the work

place and on what  can be done to make the work

envi ronment and exper ience more ef fect ive to att ract ,

opt imize and reta in top ta lent .   In shor t ,  th is  is  one of

the best books that deal  with the chal lenges of work in

these hyper-turbulent t imes.

B i l l  J e n s e n  i s  P r e s i d e n t  a n d  C E O  o f  t h e  J e n s e n

G roup  (www.wo r k2 . com) .  Founded  i n  1985 ,  t h i s

Change -Consu l t i ng  F i rm  ha s  he lped  c l i en t s  to  app l y

the  p r i nc ip le s  o f  s imp l i c i t y  to  bus i ness  managemen t

a n d  w o r k  d e s i g n .  H e  l i v e s  i n  M o r r i s t o w n ,  N e w
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Th is  book was reviewed by Dr.Ram Mohan R .,

Director - Research  and Training, SCMS-COCHIN

Prathap Nagar, Muttom, Aluva-683106, Cochin

E m a i l :  r a m m o h a n @ s c m s g r o u p . o r g

T
he authors make a reasonable attempt to provide a

broad jus t i f i ca t ion  fo r  e th ics  and its impor tance

in  business. An argument is made for corporate social

responsibility and its linkages which are traced to business.

The money issues involved in ethics are detailed in Chapter

2 and try to justify the cause of ethics in containing what is

termed as social excesses. There is an effor t to discuss

the organizational and social causes of ethics and its varied

manifestations. The conceptual basis for ethics and the

div id ing l ine between mora ls  in

various socio-cultural contexts and

ethics have been discussed. The

i n t r i c ac i e s  and  i n te r l i n k  ages

between ethics, morals and law are

deba ted  i n  some  measu re  i n

Chapter 6.

Ethical dilemmas are discussed with

ca se  s t ud ie s  and  t hey  a re

approached in a process mode.

However the context and scope of

such d i lemmas a re  l im i ted.  The

question of fostering ethics is also

discussed by the authors but in a broader sense, thus

making the discussions very general. The reasons outlined

are arrived in a theoretical plane bereft of practical modern

day demands. About 20 different cases are provided. They

can at best be called caselets and provide reasonable

insight to a beginner in the subject. However resolving

cases involving ethical dilemmas is often tricky and very

troublesome and may not be as easy as times it is made to

appear. The various challenges in balancing corporate social

responsibility is touched upon with

some examples.  However details

per taining to the complexities and

the  chang i ng  ho r i zons  and

yardsticks in various socio-cultural

po l i t i co  con tex t s  wou ld  have

provided more depth to the subject

dealt with.

The author proposes a model code

for business conduct. The positive

thing is that this is a good attempt

but there is room for improvement

as code for business conduct can
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be in te rp re ted based on  the  soc io-cu l tu ra l  po l i t i co-

l ega l  f r ame  wor k  o f  soc ie t i e s .  Th ree  ca se  s t ud ie s

m a d e  a t  t h e  e n d  o f  t h e  b o o k  m a d e  i n t e r e s t i n g

read ing .  A  de ta i l ed  b ib l iog raphy  i s  p resen ted .  The

prac t i ce  o f  p rov id ing  summar y  and  the  oppor tun i t y

p rov ided to  gauge  ones  p rog ress  th rough  mu l t ip le

c h o i c e  c o u l d  r e a s s u r e  t h e  p r o g r e s s  o f  a n  a v i d

lea r ne r.12345
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I
nd ia  today  i s  unde rgo ing  an  ex t r ao rd ina r y  t r ans -

fo r m a t i o n  a t  a n  u n p r e c e d e n t e d  r a t e  o f  c h a n g e ,

driven mainly by its entrepreneurs. A si lent revolution

is taking place in various par ts of our country, in factories,

in work places and in academic institutions. Emergence

of an entrepreneurial spirit is seen everywhere, not only

a m o n g  t h e  b u s i n e s s  e x e c u t i v e s ,  b u t  a m o n g  t h e

engineering students, B-school graduates and even High

school students. What is the reason for the sudden spur t

and the new interest in the country for entrepreneurship?

As observed by K laus  Schwab,

President and Founder of the World

Econom ic  Fo r um ,  I nd i an  com-

pan ies that  had ear l ie r  en joyed

p r o t e c t e d  m a r k e t s  h a v e  n o w

adapted well to the opening up of

t h e  e c o n o m y ,  m o v i n g  f r o m  a

managemen t  s t y l e  roo ted  i n  a

protected environment to one that

i s  focused on explo i t ing g loba l

competit iveness.

In a recent study commissioned by

‘Teamlease – MBAUniverse.com’

about the career aspirations of the countr y ’s el ite MBA

students, 82 pe rcen t  of the final year students said that

they are considering to become an entrepreneur sooner

or later. If this is so, it is a great change that is happening

among our youth today. What is surprising is that only 14

p e r c e n t  a m o n g s t  t h e m  d o  n o t  h a v e  t h e  i d e a  o f

entrepreneurship in their minds. Inspired by the Narayana

Mur thys and L. N. Mittals, Indian MBA students and IITians

are today wil l ing to forgo fat salaries and overseas jobs in

pursuit of entrepreneurial dreams.  No doubt, industry

sees this att itudinal change among

professionals as a big milestone.

The change of a cultural inclination

towards entrepreneurship in the

new generation has been fuelled,

t o  a  g r e a t  e x t e n t  b y  s e v e r a l

entrepreneur networks such as The

Indus Entrepreneurs (TiE) and the

National Entrepreneurship Network

( N E N ) . To d a y  t h e r e  i s  a  s t r o n g

realization that Entrepreneurs play

a vital role in economic develop-

m e n t  a s  k e y  c o n t r i b u t o r s  t o



SCMS Journal of Indian Management,  July - September, 2009.                                                                                                      117

A Quarterly Journal

technological innovation and new job growth. Realizing

both the economic and social impact of entrepreneurship,

many states and local communit ies have implemented

aggressive strategies aimed at cult ivating and nur turing

entrepreneurs. There is a need to complement these

effor ts by entrepreneurship education. As the new breed

o f  e n t r e p r e n e u r s  h a v e  t o  c o m e  m o s t l y  f r o m  o u r

educational inst itutions af ter graduation or later, these

institutions have to sow the seeds of entrepreneurship

that would germinate over the years. But the question is,

to what extent our educational institutions are  equipped

to take up this responsibil ity? The absence of the right

type of teaching materials, especially real-life  case studies

drawn from business  experiences from within the country

adds to the problem.

The book  Entrepreneurship Development – Indian cases

on Change agents by Prof . K. Ramachandran is a major

contribution to fi l l  this gap. It is a collection of 16 cases

in the Indian scenario that presents how entrepreneurs as

‘agents of change’ have contributed to economic and

social development in different par ts of the country while

striving for realizing their cherished dreams.  The Society

of Entrepreneurship Educators (SEE) has selected these

case studies through a national level competit ion. The

cases  d iscuss  how the ent repreneurs  spot ted the i r

business oppor tunity and went about building up their

business, the strategies adopted during growth stages

and the emerging challenges that they expect to meet in

future. No doubt, it provides a rich source of material for

classroom discussions and for developing insight into

the process of entrepreneurship.

The cases in the compilation are different in terms of the

nature of businesses involved, present phase of the firm

in the bus iness cyc le,  the cha l lenges faced and the

strategies adopted to overcome the challenges. The cases

are presented as an assor ted compilat ion, numbered

se r i a l l y  f rom 1  to  16 .   Sw i tz  Foods(1)  and  Fos te r

Foods(14) are cases that focus on Manufacturing and

distr ibution area. Subhiksha(12) represents the  Retai l

cha i n  bus i ne s s  and  i t s  eme rg i ng  cha l l enges .  F rom

Stabil izer to Theme park (13) is the case of a diversif ied

bus iness engaged in manufactur ing,  outsourc ing and

theme parks. Mahesh Edible Oils (4) is a traditional family

business involved in trading and manufacturing. Fact-Tree

Globa l  so lut ions (10) descr ibe the exper ience of  a

s o f t w a r e  c o m p a n y  t h a t  h a s  g r o w n  t o  b e c o m e

mult inat iona l .  Innovat ion in educat ion systems is  the

theme of two cases- Future Kids Schools(5) and WIMI

Long Duration Executive Education(16). Two cases are

examples of social entrepreneurship- The Banyan(2) and

Parivaar(11).  There is one case in the area of design and

marketing ser vices t it led Design Studio(3). Two cases-

Mess to Restaurant(6) and Nishotech Systems Pvt Ltd(9)

– are examples of entrepreneurs who use the knowledge

a n d  e x p e r i e n c e  g a i n e d  b y  w o r k i n g  w i t h  o t h e r

organizations to star t a related business on their own

and make it into success. The Knowledge Company(7)

and Emerging Trends in Outsourcing-eClerk (8) are cases

that share the experiences of organizations in the IT area

of Knowledge Process Outsourcing. These  sixteen cases

are presented following a general framework that star ts

with the genesis and growth of business, the challenges

faced and how they were successfully overcome. Some

cases present the di lemma of the entrepreneur at the

maturity phase of business, when they are required to

think of new strategies to sustain the growth momentum.

Some others present an overview of how the tools for

organization analysis such as SWOT can be effectively

used at  var ious s tages of  bus iness for  assess ing the

current business scenario and for developing appropriate

strategies to take the business forward. In general, these

cases are intended to provide the necessary inputs for

developing entrepreneurs and for gaining more insight

into the content and process of entrepreneurship.

The sixteen cases in the compilation provide variety in

terms of content also.

The case of “Switz Foods Private Limited”(1) is a detai led

account of an entrepreneurial organization in Kolkata, that

had adopted a strategy of innovation at al l stages in the

supply,  processing and distr ibut ion  chain, to move

closer to the customer and for meeting challenges on a

continuing basis. The case of “ Banyan”(2)  is the story of

a non-govt. voluntary organization in Chennai established

by two socially responsible women with limited resources

b u t  w i t h   r e m a r k a b l e  i d e a l i s m ,  c o m p a s s i o n  a n d

determination for helping and rehabil itating mental ly i l l /

des t i tu te  women.  The  Case  on “Aadharsh i l a  Des ign

Studio”(3) deals with a Design and marketing consultancy
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services firm set up by a marketing professional with MBA ,

who ventured out to establish a business of his own and

make it a success, turning down his campus recruitment

offers. The entrepreneur is now at the cross roads, not

sure of the direction he should take and the strategies to

be adopted to lead his business to fur ther growth.

“Mahesh Edib le Oi l  Indust r ies(4) i s  the case of  four

brothers who carr ied on with their family business of

trading mustard seeds, established a downstream Oil mil l

and made it into a  success by adopting competit ive

strategies in procurement , production, finance and sales,

following a SWOT analysis at various stages. “Future Kids

School(5) deals with an inst i tut ion star ted by a Post

Graduate in Child Development, who differentiated  her

school from the rest by offering education as “a child

would want it .” Mess to restaurant”(6)  is the success

story of an employee of a hotel who had ventured to

become an entrepreneur by taking up a  small contract

for running the mess for the students of a management

school and then grows  his business to establish a chain

of restaurants.

“The Knowledge Company ”(7)  i s  a  case s tudy of  a

m a r ke t i n g  R e s e a r c h  C o m p a n y  s t a r t e d  b y  t h r e e

management graduates, who after  f inding it diff icult to

keep pace with the h igh-tech bus iness envi ronment,

carr ies out a SWOT analysis, evaluates various options

and final ly decides to get into the new emerging field of

Knowledge Process Outsourcing. “Emerging trends in

Outsourcing–eClerk (8)  is a case of a BPO company

adapting itself to the rapidly changing Knowledge Process

Outsourcing  sector and growing its business in the new

area using technology and software capabil ity as their

key differentiators. “Nishotech  Systems Pvt Ltd.”(9) is a

ca se  o f  two  chem ica l  eng i nee r s  who  spo t t ed  an

oppor tunity while working in a f irm that impor ts water

fi lter systems, to indigenously develop the item at lesser

cost,  acquires special ized training in the f ield , quits

their  job and star ts a  new company, expands their

business  with focus on effective vendor management,

project planning and execution and finance management .

“Fact – Tree Global solutions”(10) is the case of a small

sof tware ser vices company star ted  by four  aspir ing

entrepreneurs which had grown into a mult i -nat ional

company  in a period of 17 years with presence in 45

countries, to become one of the top IT players in the

world taking advantage of the emerging new concept of

outsourcing in the 1980s,  with customer focus as the

core driving principle. Case (11) is an account of the

g e n e s i s  a n d  g r o w t h  o f  a  h o m e  f o r  t h e  d e s t i t u t e

established by an Engineering graduate from IIT Kharagpur

and a post-graduate in management from IIM Kolkota, who

turned to sp i r i tua l i t y  and f ind so lace in  serv ing the

communi ty  by establ i sh ing a fami ly  for  the dest i tute

children called “ Parivaar.” “Subhiksha”(12)  presents the

growth of a Retai l Chain from a single outlet in Chennai to

become the largest chain of supermarkets and  pharmacies,

by following a ‘ low cost and no fri l ls’ branding strategy

to establish the firm as one that cared for its customers

and ensured the best deals and savings.

Foster Foods(14), is the story of a Keral i te working in

Abhudhabi, who wants to star t a business in Kerala and

establishes a Biscuit manufacturing company  roping in a

few of his friends  for equity par ticipation. The case deals

with the star t up, growth and maturity phase of business

along with the ordeals the entrepreneur had to face in a

not-so investor fr iendly state l ike Kerala.  “Navnirmiti”(15)

is the story of an NGO involved in a different type of

social  programme  of taking  the underprivileged children

to the world of education by enabling them to master

mathematics and science ski l ls thorough innovative tools

and methods. What is of signif icance is that these new

tools and methods developed for the underprivi leged

children from the slums were embraced by prestigious

publ ic schools a lso, proving the point that impar t ing

quality education to the masses is possible at ‘ low cost,

no cost’ if we are innovative.

Out of the Sixteen cases, two cases standout from the

rest in terms of their content, presentation and scope

they offer for class room discussions and for capabil ity –

bui ld ing in  s tudents .   One is  the case  t i t led” F rom

Stabil izer to Theme Park(13) “ by Prof. K. J. Paulose and

Prof. Ranjan Varghese. This case presents the story of a

young Engineer f rom an agr icu l tura l  fami ly ,  who had

ventured into star t ing a voltage stabil izer unit in a small

way, by capital izing on his experience of working in an

electronic manufacturing f irm and later, by sheer hard

work ,  dedicat ion and s t rong ambi t ion ,  expands h i s



SCMS Journal of Indian Management,  July - September, 2009.                                                                                                      119

A Quarterly Journal

business with related products, diversifies into other areas

and final ly into the business of Amusement Parks. During

this period of growth and diversif ication, the company

had transformed from a par tnership firm to a proprietary

firm and to a private l imited company, getting his family

members also involved through the business journey. The

case describes the genesis, the development phase the

growth, divers i f icat ion phase and the chal lenges and

breakthrough which the company had faced in its journey.

The organizational evolution and the restructuring carried

out, the establishment of the supply chain management

system and the market ing and promotional  st rategies

adopted by the ent repreneur,  the f inanc ing pat ter n

fo l lowed and  the  managemen t  s t y l e  t ha t  nu r tu red

entrepreneurship within the organization are explained in

detai l . This case is different from others in as much as it

makes a crit ical analysis of the structure, processes and

strategies fo l lowed, and  how the entrepreneur had

succeeded in  p lac ing  innova t ion  as  a  cente r  o f  a l l

management processes. The case ends with the emerging

challenges, in a scenario of the older products entering

the maturity phase and the profit margins getting strained.

There are a number of questions that come to the readers

mind   as to the factors that contributed to the success

of the entrepreneur, the effectiveness of the strategies

adopted in the past and whether the same strategies are

going to take the company forward in future as well.  There

are enough oppor tunit ies  for an in-depth discussion by

relat ing theoret ical concepts and frameworks with i ts

application in real-l i fe situations.

The other case of interest is “WIMI Long Duration Executive

Education”(16) by Ranjan Das, Raveendra Chittoor and

Sougata  Ray ,   tha t  dea l s  w i th  the chang ing  face of

management  educat ion in  the count ry  and  how  a

corporate executive-turned visit ing professor in one of

the prestigious management institutes in the country could

spot an oppor tunity in Long Duration Executive education

and make it into a success, whi le al l  others were st i l l

competing with the run-of-the mil l type shor t duration

MDPs. The Liberal ization of Indian economy in the early

1990s had brought  cha l lenges  to  the Govt– funded

managemen t  i n s t i t u t i on s  i n  t he  coun t r y  to  su s t a i n

themselves, by being self-rel iant in terms of f inance. This

i s  a  case  on  how such  cha l l enges  can  be  met  by

developing and implementing innovative and effective

strategies that make competit ion irrelevant. This is also a

good example of  how the ‘Blue Ocean Strategy ’ coined

by Kim and Maughm could be used to gain competit ive

advantage in a situation where the existing market space

is crowded with a number of players who are competing

with each other and undercutting their  price to grab a

bigger share of the total pie. The case demonstrates that

new ideas and  innovat ive ways of  work ing can be

implemented in govt-controlled bureaucratic academic

institutions also, if the process of change management

has been under taken with proper planning and executed

with close monitoring. It fur ther shows that the strategies

l i k e  ma r ke t  segmen t a t i on ,  p roduc t  d i f f e ren t i a t i on ,

innovative systems of delivery and branding  are relevant

for academic institutions also as in industries, to ensure

i t s  su rv iva l  and growth.  I t   a l so poin ts  to the l i ke ly

problems that could arise due to sole dependence on

one man for the success of the programme and the need

for  institutionalizing the knowledge and ski l ls to ensure

that the success continues in future and does not remain

person-dependant.

One aspect to be mentioned  in this context is that  al l

the cases deal mostly with success stories only  and do

not elaborate on the fai lures, that are quite natural in an

entrepreneur ’s business journey. To that extent, these

cases l imit our thinking and learning to success factors in

entrepreneurship. But, experience shows that there are

more lessons to be learned from failures than from success

stor ies.  In fact ,  discuss ions and del iberat ions on the

experiences of companies that had fai led, the reasons

fo r  t he i r  f a i l u r e  and  how t hey  l e a r ned  f rom  t he i r

experiences and made a come back, provide valuable

inputs in the study of entrepreneurship. After al l , success

in entrepreneurship is measured not only by how many

times the entrepreneurs have faced successes in their

ventures, but on how they could aver t a fai lure  or  how

fast they could bounce back after the fai lure and take

charge of the s i tuat ion. Inclus ion of such  cases and

experiences  of entrepreneurs who have  dealt with such

fai lures without losing enthusiasm and have conver ted

such setbacks into oppor tuni ty would have been  a

valuable addition to this compilation.  Another aspect to

be mentioned is that  there are no cases dealing with

turnaround experiences, or about such turnaround heroes

who have reinvented or rebuilt their companies from a
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stage of sickness, or considered  as written off. I feel, as

Winston Churchi l l  remarked, “Success is moving f rom

fai lure to fai lure without losing enthusiasm” should be

the guiding spirit of entrepreneurs in the present dynamic

business environment. Abi l i ty to face fa i lures without

losing enthusiasm and learning from those fai lures are

impor tant qualit ies for successful entrepreneurship that

s h o u l d  b e  d i s c u s s e d  a s  a n  e s s e n t i a l  p a r t  o f

entrepreneurship education.

As Prof. Ramachandran, the Editor of this volume mentions

in the introductor y chapter,  cases are not an end in

themselves and are only vehicles to reach an end.  Each

case has one or more central themes. The  impact a case

can create and the value addit ion i t  provides to the

students wil l depend on selecting the right cases from

the compilation, keeping in mind the core purpose of

facil itating development of the desired capabil it ies. The

entrepreneurial journey begins with developing an attitude

for entrepreneurship, by which they spot oppor tunit ies.

As the business moves to the growth and maturity stages,

the ski l ls required to manage the venture are different. As

the business grows, the organizational processes also

become complex. At each stage, the entrepreneurs need

the r ight sk i l l s  and knowledge  to th ink st rategica l ly ,

c r i t ica l l y  ana lyze the in te rna l  and ex te rna l  bus iness

environment, evolve alternat ives and choose the r ight

option in the given situation. These phases demand lot

of analytical thinking also. It is hoped that the cases in

this volume wil l serve as a source book for teachers and

the students to gain knowledge and develop the right

skil ls for entrepreneurship. It can be a rich source of input

for practising managers also.

I t  is  sa id that entrepreneurs and not managers wi l l  be in

demand in organizat ions in the future.  Technologica l

obsolescence wi l l  become the order of the day and

new enterpr ises wi l l  be the main provider of jobs in

the emerging economy. And for th is to happen there

should be an enabl ing env i ronment and a congenia l

ecosys tem tha t  p romotes  en t rep reneu r sh ip  i n  ou r

count ry .  The book Ent repreneursh ip Deve lopment  -

Indian cases on change agents  wi l l  be a va luable input

in meet ing th is object ive.12345
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Book Title : Retailing Management
Text & Cases

Author : Swapna Pradhan

Edition : Third-2009

ISBN-13 : 978-0-07-026429-8

Pages : 613

Publisher : Tata McGraw-Hills Publg. Co. Ltd.,

New Delhi.

he book covers the spectrum of retai l ing in India -

from the rural mandis and haats to the sophisticated

store operations of city focused retailing juggernauts.

The author has touched upon the role of Foreign Direct

Investment in the growth of this sector, the operating

mechanics of various store formats, the role of IT and HR

as also many other topics of interest to a wide audience.

Each  chap te r  ha s  i t s  l e a r n i ng

objectives, real l ife case examples

and a summary followed by review

questions for the serious student.

The author has skir ted away from the

domain of controversies that have

so often been associated with the

int roduct ion of  reta i l ing in  many

pa r t s  o f  t h i s  coun t r y.   She  has

avo ided the pol i t ica l  context  in

wh ich  re ta i l i ng  has  been  e i the r

nur tured or obstructed by different

stakeholders.

T
The book would be sui table for students interested in

tak ing up reta i l  ass ignments in India as a career opt ion.

I t  w o u l d  s e r v e  a s  r e f e r e n c e  m a t e r i a l  f o r  b o t h

academicians and pract i t ioners involved in the f ie ld of

t ra in ing.

The book can also be used as a reference guide for those

involved in the broader fields of marketing and sales where

re t a i l  s egmen t  i s  t he  new

inescapable real i ty they have to

contend with sooner or later.

The prospective reader would be

advised to read this book only if

he has an elementary knowledge

of marketing and sales concepts.

Th i s  t h i rd  ed i t i on  o f  r e t a i l i n g

management vindicates the Best

Teacher in Retail Management award

received by the author from the

Dewang Mehta Foundation.
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Book title : Data Analysis in Business Research
A Step-by-Step Nonparametric Approach

Author : D.Israel

Edition : First -2008

Pages : 281

ISBN : 978-81-7829-875-7 (PB)

Publisher : Response Books, New Delhi.

[Business books from SAGE]

1234567890123456789012345678901212345678901234567
1234567890123456789012345678901212345678901234567
1234567890123456789012345678901212345678901234567
1234567890123456789012345678901212345678901234567
1234567890123456789012345678901212345678901234567
1234567890123456789012345678901212345678901234567
1234567890123456789012345678901212345678901234567
1234567890123456789012345678901212345678901234567
1234567890123456789012345678901212345678901234567
1234567890123456789012345678901212345678901234567
1234567890123456789012345678901212345678901234567
1234567890123456789012345678901212345678901234567
1234567890123456789012345678901212345678901234567
1234567890123456789012345678901212345678901234567
1234567890123456789012345678901212345678901234567
1234567890123456789012345678901212345678901234567
1234567890123456789012345678901212345678901234567
1234567890123456789012345678901212345678901234567
1234567890123456789012345678901212345678901234567
1234567890123456789012345678901212345678901234567
1234567890123456789012345678901212345678901234567
1234567890123456789012345678901212345678901234567
1234567890123456789012345678901212345678901234567
1234567890123456789012345678901212345678901234567
1234567890123456789012345678901212345678901234567
1234567890123456789012345678901212345678901234567
1234567890123456789012345678901212345678901234567
1234567890123456789012345678901212345678901234567
1234567890123456789012345678901212345678901234567
1234567890123456789012345678901212345678901234567
1234567890123456789012345678901212345678901234567
1234567890123456789012345678901212345678901234567
1234567890123456789012345678901212345678901234567
1234567890123456789012345678901212345678901234567
1234567890123456789012345678901212345678901234567
1234567890123456789012345678901212345678901234567
1234567890123456789012345678901212345678901234567
1234567890123456789012345678901212345678901234567
1234567890123456789012345678901212345678901234567
1234567890123456789012345678901212345678901234567
1234567890123456789012345678901212345678901234567
1234567890123456789012345678901212345678901234567
1234567890123456789012345678901212345678901234567

This  book was reviewed by Rama L., Lecturer-

Quantitative Techniques and Operation Research,

SCMS-COCHIN,  P ra thap Nagar,  Mut tom,

Aluva-683106, Cochin, Email: rama@scmsgroup.org

I
n today ’s technology dr iven world, informat ion and

data are plentiful. Successful managers, need to analyze

data and use it effectively. Data analysis and statistical

analysis skil ls are required in various disciplines.

Data analys is is a process of gather ing model ing and

transforming data, with the goal of highl ight ing useful

in for mat ion,  suggest ing conc lus ions and suppor t ing

decision-making. Data analysis has mult iple facets and

approaches, encompassing diverse

techniques under a variety of names

in different business, science and

social science domains.

While there are books focusing on

parametric tests the domain of non-

parametr ic tests, is mostly unex-

plored. DATA ANALYSIS IN BUSI-

NESS RESEARCH, A STEP-BY-STEP

NON PARAMETRIC APPROACH brings

under one umbrella al l the major

non-parametric statistical tools that

can be used by undergraduate and

postgraduate students of all disciplines especially students

of research methods in social sciences and management

studies, in their disser tation work.

Students face difficulty in analyzing data collected from

small samples. They end up repor ting mere percentage

analysis which results in the loss of information collected.

Hence there is a need to create awareness among students

and researchers about the appl icat ion of major non-

parametric tools that can be applied

confidently without worrying about

sample size, scale of measurement,

norma l i t y  assumpt ions  or  o ther

parameters of the nature.

The lucid presentation of the step-

by-step procedures, explaining in

simple English how to perform each

of the non-parametr ic tests, is a

major attraction of the book. The

tex t  conta ins  e igh t  chapters  as

follows:
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1. One-Sample Tests

The f i rst chapter focuses on the basic descript ion of

selected statistical terminologies for warming up before

proceeding into the tools sect ion. Here a l l  the non-

parametric statistical techniques that are used for analyzing

one-sample central tendency are discussed.

2. Two Independent Samples Tests

Chapter  2  descr ibes  the too ls  used for  tes t ing  the

significant difference between 2 independent samples.

3. Two related Sample Tests

Here the concern is to identify the significant difference

between 2 samples that are related to each other in one

way or another. Under this three tests have been identified

which include the sign test for matched pairs, Wilcox on

signed-ranks test for matched pairs and the mcnemar test.

The sign test for matched pairs is used for comparing the

resul ts  f rom the exper iment conducted on the same

samples in a before – after study.

4. K related Sample Tests

Chapter 4 focuses on major k related tests such as Friedman

two-way ANOVA, Cochran’s q, match test etc., while the

Friedman ANOVA is used to find out the consistency in

ranking the different objects by different respondents.

5. K Independent Samples Tests

In chapter five, the major analytical tools for testing the

significance differences among three or more independent

sample groups are discussed with appropriate illustrations.

6. Measures of Correlation and Association

In chapter 6 various measures of association are presented.

The tools used for measuring the relationship between two

ordinal variables, nominal variables each with ‘n’ number

of categories are discussed. The point biserial correlation

analyses the relationship between two variables in which

one variable is measured on a nominal scale and the other

on an interval scale.

7. Test of Interaction and Multiple Comparisons

Chapter-7 discusses the various comparison tests. In this

chapte r  the  ques t ion  “wh ich  o f  the  two g roups  i s

significantly different from the other has been answered.

This  requi res the appl icat ion of mul t ip le compar ison

techniques, which are discussed in detail.

8. Multivariate Non-Parametric

Test for Interdependence

The last chapter of the book describes the advanced

multivariate technique of correspondence analysis i .e.,

pe rceptua l  mapp ing ,  a  non-pa ramet r i c  tes t  usua l l y

performed through sophist icated software packages.

Ef for ts  have been made to descr ibe the object ives,

assumptions and major terms to il lustrate the application

of this versatile technique in a non-technical way. It helps

to locate those categories of variables that are highly

associated on a graphical map.

The text covers the most commonly used non-parametric

statistical techniques by emphasizing applications rather

than theory. Exercises and examples are drawn from various

disciplines including sociology, education psychology,

business and anthropology. This edition serves as a quick

reference book which offers clear, concise instructions

on how and when to use the most popular non-parametric

procedures. The book creates awareness about several

statistical tools that are widely available for application in

research projects for making meaningful interpretation by

extracting most of the information available in the collected

data. Many a times students and researches are baffled by

the data analysis stage. The book contains all the necessary

statist ical tools that can be used as repository by the

s t uden t  and  re sea rch  commun i t i e s .  I t  a l so  ha s  a

comprehensive question bank.

What makes this book useful is that it is written from the

view point of the active student researcher. This book will

also be informative for marketing research professionals

and organizat ions, consultancies and organizat ions of

economic research.1234567
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Book Tit le : Operations Management
Author : Wil l iam J .  Stevenson

Edit ion : Ninth Edit ion

ISBN-13 : 9 7 8 - 0 - 0 7 - 0 6 6 8 2 1 - 8

P a g e s : 9 0 6

Publisher : Tata McGraw-Hills  Publg.  Co.  Ltd. ,

New Delhi .

A
n y  b u s i n e s s  o r g a n i z a t i o n  h a s  t h r e e  b a s i c

func t i ona l  a r e a s  –  F i n ance ,  Ope r a t i on s  and

Marketing. While the finance takes care of al l the

capital requirements, it is the operations that manufactures

goods or delivers the services. The sales and customer

feedback about these goods and services are obtained

through marketing.

Operations Management is evolving and growing. The

success and fai lure of operations

functions impact the economy of

a nation.  Operations Management

i s  v iewed as  a  sys tem and l i ke

o t h e r  f u n c t i o n a l  m a n a g e m e n t

areas; i t  has got a major role in

strategic decision making.

The book ‘Operat ions  Manage-

men t ’  by  W i l l i am  J .  S tevenson

introduces the concept of opera-

t i o n s  m a n a g e m e n t  t o  n o v i c e

students in simple language with de-

tai led cases studies and readings.

The book devotes an ent i re chapter on forecast ing,  i ts

process and techniques/methods, for i t  being the f i rs t

s t e p  i n  a n y  k i n d  o f  b u s i n e s s .  T h e  o p e r a t i o n s

envi ronment is  af fected by the changes in economic,

soc ia l  and demograph ic ,  po l i t ica l ,  l i ab i l i t y  or  lega l ,

compet i t i ve ,  cos t  o r  ava i l ab i l i t y  and techno log ica l

f ac to r s .  Any  change  i n  t hese  f ac to r s  l eads  to  t he

redesign of the product or serv ices for the focus being

customer sat is faction.

Produc t  and  Se rv i ces  cho ices ,

c a p a c i t y  p l a n n i n g ,  p r o c e s s

se lec t ion  and l ayout  o f  f ac i l i t i es

have  l ong - t e rm  consequences

f o r  a  b u s i n e s s  o r g a n i s a t i o n .

These  a re  the  mos t  bas ic  s t r a -

teg ic  dec is ions a  manager  has  to

m a k e .  W i t h  t h e  h e l p  o f  c a s e

studies the author has descr ibed

in  de ta i l  how these  f ac to r s  o r

parameters  have to be eva luated

c a r e f u l l y  b e f o r e  m a k i n g  a n y

dec i s ion .
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Location decisions represent a key par t of the strategic

planning process of vir tually every organisation. The need

for location decisions, its nature and a general procedure

for developing and evaluat ing locat ion a l ternat ives is

examined. The reader f inds the s imple mathemat ica l

il lustrations given for location analysis very comprehensive

and understandable.

The author has detai led one of the oldest aspects in

operations management, the Work Design. This concept

i s  i m p o r t a n t  f o r  p r o d u c t i v i t y  a n d  f o r  c o n t i n u o u s

improvement of resources. Design of the work system,

the job design, Method and Time study forms the integral

par t of Work Design. The book devotes a ful l  chapter

with the descriptions and i l lustrat ions of this concept

that makes it reader fr iendly.

Quality is the abil ity of a product/ service to consistently

meet or  exceed customer expectat ions.  A book on

opera t ions  management  i s  not  complete un less  the

‘Quality ’ component is mentioned. The author explains

the dimensions of product quality and service quality that

are very much needed in manufacturing/service industry

for customer satisfaction and orientation. The reader gets

an insight to the impor tance and relevance of quality in

manufacturing/ service sectors.

A section on Supply Chain Management with readings,

cl ippings and the case studies makes it an interest ing

reading for the reader and he understands the concept

of SCM, logistics and reverse logistics. The technological

advances in the field of SCM with init iatives l ike RFID, CPRF

(Collaborative Planning, Forecasting and Replenishments).

The concepts  l i ke  supply  cha in  v i s ib i l i t y  and event

management that contributes for the effective supply chain

management is dealt with substantial ly in this section.

Another impor tant activity in Operations Management is

‘ Inventory Management.’  For the business and supply

chain to be successful good inventory management is

impor tan t .  The four  c lasses  o f  mode ls  in  inventor y

management; the EOQ (Economic Order Quantity), ROP

(Reorder Point), F ixed-order-interval and single-period

mode l s  a re  desc r ibed in  the  chapte r  on  Inven to ry

Management. The section on Inventory Management and

Schedu l i ng  a l so  cove r s  t he  concept  on  agg rega te

planning,  MRP (Mater ia l  Requi rement P lann ing,  MRP I I

(Manu fac tu r i ng  Resou rce  P l ann ing) ,  ERP  (En te rp r i se

Resource Planning) are also covered in detai l . MRP is a

p lann ing  and schedu l ing  techn ique used fo r  ba tch

production of assembled items. All of these are computer-

b a s e d  i n f o r m a t i o n  s y s t e m s  t h a t  a r e  u s e d  i n  t h e

manufacturing and scheduling process.

The Just-In-Time (JIT) technology which was broadened

and is associated with the term the lean operations is

also covered in this section with suitable readings and

case studies so that the reader f inds easy to conceive

the topic. Lean operation is that where there is high degree

of coordination wherein it uses minimal resources and

produces high quality of goods or services.

P ro jec t  management  –  a  te rm-based approach  fo r

managing projects – its uses, relevance, success factors

and the tools associated with it are explained substantially

with cases, problems and readings.

Final section of the book deals with wait ing l ines and

simulat ion process. Each concept is fol lowed by the

r e l e v a n t  o p e r a t i o n  r e s e a r c h  t e c h n i q u e s  a n d  t h e

appl icat ions of  these techniques are expla ined with

i l lust rat ions so that  the reader is  able to imbibe the

concept and its applications in a simple and easy manner.

From a  s tuden t ’s po in t  o f  v i ew,  the  concepts  and

applications are narrated in such a manner that even a

novice in the field of operations management can get a

g e n e r a l  i d e a  a b o u t  Pr o d u c t i o n  a n d  O p e r a t i o n s

Management.  Though it lack in the examples and case

studies in the Indian Context, from the teaching point of

view, the addit ional readings and case studies in the

chapters as well as the supplementary chapters for the

application of operations research techniques makes it a

simple and easy ready-to-reference book.1234567
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