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Prologue 
The present business environment is witnessed by distinctive capabilities both disruption 
and eruptive mechanics making competition and sustainability more and more volatile. 
This demands a unique blend of strategies and techniques to surpass and sustain in the 
present.  

Since the ever growing competitiveness across all organizational resources are expanding, 
more innovative ways of running business have become significant and challenging 
especially in context to emerging economies and markets. 

Understanding the relevance of these key issues, deliberating on the best practices of 
industry across different sectors based on the challenges and opportunities that Emerging 
Markets have aroused, Amity Business School, Amity University Noida organized Case 
Study Competition RENVOI on October 30, 2017 on the theme, “Business Perspectives 
in Emerging Markets”.  

The present Case Study Book titled “Business Perspectives in Emerging Markets” reflects 
upon different business practices and managerial implications across different sectors and 
industry based on the theme. It will help in developing insights upon varied practices to 
make business more and more sustainable and expanding.  

The objective of the event is re-strengthening the research excellence and developing new 
insights with the rising opportunities and challenges in the 21st century, it is seen that the 
world economy is characterized by greater complexity, interdependency, velocity, 
transparency and diffusion of power, thus the importance of Emerging Markets in terms of 
international cooperation, political blocks, economy and demographics becomes 
important.  

The book provides useful insights on the strategic perspectives of various organizations 
globally to strengthen its sustainability in the Emerging Market economy. The discussion 
and deliberation will help in generating and analysing the contemporary practices with 
respect to Emerging Markets. 

Realistic cases based on different industry practices from varied sectors were presented 
which highlighted different distinctive practices, challenges and emerging trends in both 
manufacturing and service industry. It is expected that the present cases will help in 
providing cognizance of business contemporaries thus reinforcing effectual outcomes.  
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APOLLO TYRES: LEARNING FROM GST IMPLEMENTATION 

Aahat Chitkara1 and Ms. Lakhwinder Kaur Dhillon2 
Student1 MBA (General) and Assistant Professor2, Amity Business School, AUUP, Noida 

ABSTRACT 

The rationale of this study is to do a pre and post analysis of implementation of GST in Apollo Tyres Ltd. It is 
a study about understanding the need of GST, Impact of GST on logistics and tyre industry, Understanding 
of tax structure followed by replacement sales, duty paid, duty free and import traders. This study was 
conducted to find out present tax system and proposed tax system.Benefits of GST for Business and Industry. 
Benefits of GST for central and state government and benefit of GST for consumers.GST effects on purchase, 
sales, services, automobile sector, transport industry and logistics.Challenges faced and various changes 
done that are required for implementation.  

The objectives of the study are: 
 Understanding of various tyre related rules given by CBEC under GST. 

 Actual implementation of GST across functions and departments and their effects. 

 Coordinating with various departments and functions for collation of data and analysis of the same. 

This study was an exploratory study, which was done in regard to implement GST in Apollo Tyres Ltd. This 
study involved preparation of a summary sheet for the number of above mentioned proposals by performing 
the various steps and their effects required for implement GST, and then analyzing them using reports 
generated by SAP system used by the company and then, Finally comparison between pre and post GST 
implementation was done and various challenges were found. 

It was found that as multiple taxation will be eliminated and replaced by a single tax, GST is expected to be 
much easier to understand. Paperwork will become simpler and there will be a reduction in accounting 
complexities for businesses. A simple taxation regime will also enhance the ease of doing business. 

Keywords 
 ATL- Apollo Tyres Ltd. 
 CGST- Central goods and service tax 

 CVD  - Countervailing Duty 

 GST- Goods and Service Tax  

 GSTN- Goods and services tax network 

 IGST- Integrated goods and service tax 

 ITC- Input tax credit 
 ROI- Return on investment 

 SAD  - Special Additional Duty 

 SGST- State goods and service tax 

INTRODUCTION 

1.1 What is GST? 
The defination of the GST clearly defines it to be the unification of taxes. It is a solitary expense on the 
supply of products and enterprises, ideal from the maker to the shopper. Credits of info charges paid at each 
stage will be open in the subsequent period of huge esteem expansion, which makes GST essentially an 
expense just on regard development at each period of offer or it can be  a purchase.  
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The last purchaser will along these lines bear just the GST charged by the last merchant in the inventory 
network, with all the advantages at all the past stages. This duty binds together assessment of state and focal 
government which is known as State GST and Centre GST.  

It is a single tax on the supply of goods and services, right from the manufacturer to the consumer. Credits of 
input charges paid at each stage will be accessible in the resulting phase of significant value addition, which 
makes GST basically an tax just on esteem expansion at each phase of sale or buy.  

In other words, GST is a consumption tax that is collected on sale  and purchase of manufactured goods 
and services.  Since it is a consumption tax it is passed on until the last stage, wherein the customer bears the 
tax, just like excise duty is imposed currently there and then. 

BACKGROUND 

Apollo is the leading global tyre company.it has presence across India, Europe and other growing economies 
of Asia. The net sales are of US$ 1.8 billion in the financial year 16. It has extensive distribution network of 
4900 retail dealers in India and 3550 dealers’ outlets in Europe. It has one of the largest radial tyre capacities 
in India (FY 2016). It also deals with UHP and winter tyres capabilities. It is one of the largest players with 
25% market share in truck type. It also has largest talent pool of 15,500 employees worldwide.  

BRIEF HISTORY 

Apollo Tyres 
Founded by Matthew T Marattukalam in 1972 

Ventured into the international tyre market in 2006 

In 2009 Apollo Tyres acquired Vredestein Banden BV in the Netherlands, adding Europe as its third crucial 
market.  

Products are available in over 100 countries 

New production facility in Hungary 

500 retailers in India and over 9000 sale points in Europe 

IMPLENTATION OF GST IN APOLLO TYRES  
Today in every organization it is important that we stay update whether it should be any internal planning or 
any external reform, same way GST is the major change that one should implement so as to stay update in 
the business environment both externally and internally. GST in a broader way means integration of all the 
taxes resulting in less paper work and making business transactions easier. GST is one of the major tax 
reforms in India. However it is important to consider various changes of tax structure and IT practices 
according to GST in order to have a better financial structure in the organization. The finance and accounts 
department in the organization helps to make these changes better and analyze how these changes effect each 
department. However GST plays an important role in today’s tax structure. This study deals with various 
challenges and suggestions to deal with implantation problem in Apollo tyres. 

WHO WILL BE THE TAXABLE PERSON UNDER GST? 
I. Under Schedule III who is registered or required to be registered. 

II. Liability to pay tax arises only when the taxable person crosses the exemption. [Rs. 10 lakhs.] 
III. The Central/State Government and local authorities are regarded as taxable person. 
IV. Persons who are not regarded as taxable persons under GST: 
1. An agriculturist  
2. An employee providing services to his employer  
3. Person dealing with goods and/or services that are not liable to tax under the Act 
4. Personal use goods or services would not increase in the amount prescribed. 



 

 

 
Business Perspectives in Emerging Markets: Business Management Cases  

    3 

HOW VALUATION WILL BE DONE UNDER GST? 
• Valuation to be done on the basis of transaction value. 
• Transaction value is the price actually paid or payable for the goods and/or services. 
• Transaction value shall, inter-alia, include: 
 Any taxes, duties, fees and charges levied under any statute other than CGST/SGST/IGST Act (e.g. 

Imports – with customs duty). 
 Incidental expenses, such as commission, packing etc. charged by the supplier to the recipient of supply. 
 Royalties and license fees related to the supply of goods and/or services (e.g. Royalty – receivables from 

CIL on ‘CHALLENGER’ brand). 

 Subsidies provided in any form or manner including subsidies (e.g. investment subsidy etc.) provided by 
the Government.  

VAT/CST incentive available to CTP is an Investment promotion subsidy as per MOU. 

Issues 
 What about CTP tax refund?  Implications of GST on such refund in the form of subsidy. 

 Whether VAT incentive will be treated as an adjustment / credit in tyre cost? 

 Any discount or incentive that may be allowed after supply has been effected (Turnover discount, Slab 
discount, Prompt payment discount, Surprise discount etc.). 

 Whether Dealers’ meets/ foreign tours or freebies under various schemes will be treated as integral part of 
transaction value?  If yes, how to determine, and when? 

 Transaction value shall not include trade discounts allowed before or at the time of supply. 

 Determination of value by comparison 

 Computation method. Cost of production plus an amount towards profit and general expenses. 

 Residual method using reasonable means consistent with the principles and general provisions of 
valuation rules.   

Business needs 
 TO ENSURE THAT :  GSTN system electronically prepares purchase statement for tax payer based on 

sales invoice details uploaded by the seller 

 Taxpayer accepts/rejects/modifies electronically prepares purchase invoice details 

 Input credit not available for valid purchase invoice details not reported by sellers. 

Impact under GST regime 
 Gross turnover gets reduced due to exclusion of excise duty 
 Inter-state purchases and sales will be costlier due to levy of 1% additional non-creditable tax (likely to 

go) 
 Vat @ 5% payable on purchase of natural rubber at Cochin is now creditable in GST regime 
 CST @ 2% on inter-state purchase is not payable in GST regime 
 Entry-tax / Octroi is not payable in GST regime 
 Tax on Services will be enhanced from 15% to 18% 
 (Revenue Neutral Rate) 
 All taxes will be paid at the time of clearance of goods from factory in case of inter-state transfers – 

adverse cash flow impact 
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BACK-END PROCESS OF ADJUSTED TYRES 

Present Status 
 All the Claim adjusted tyres would be sent to our  Plants for factory analysis. 

 Since these tyres are not being re-sold and despatched only for the purpose of scrapping after factory 
analysis, the value is declared as Nil in our Stock Transfer Advice /challan and moved to factory. Due to 
this reason, there is no F-Form involved  for such cases. 

• 1. Excise Duty is paid in full by the buyer for the tyre so replaced at  NDP. 

• 2.  12.50% VAT is charged on Award  + Excise Duty 

Gst on Claim Tyres 
• 1- Nil Value for dispatch from Depot to Plant (No IGST/GST) 

• 2- Award Value to be taken for Billing. GST to charged on 10% Value 

PROBLEMS UNDER GST IMPLEMENTATION ON AUTOMOBILE SECTOR 

 Two-wheelers, small cars and mini sports Utility vehicles (SUVs) are likely to emerge as the biggest 
beneficiaries of the roll out of the GST, as the segment would adopt a much lower rate of tax than 
prevailing rate.  

 The government definition of small cars – those which are less than 4,000 mm, with petrol engines not 
exceeding 1,200 cc and diesel engines not more than 1,500 cc. 

 Currently, the excise duty for cars of smaller engine capacity and length (less than 4 metres) is 12.5%, 
which goes up to 30%, for SUVs. If a single GST rate is applied to all passenger cars, the consumer 
preferences may undergo major changes. 

 The cost of logistics and supply chain inventory will be slashed by almost 30% to 40%, the benefits 
of which would be passed to the consumers. 

ON TRANSPORT INDUSTRY 

 Trucks in India average just 270 km a day against 800 km in the United States, on account of the check-
post delays at the state borders, and GST is hoped to slash these. It is, hence, projected that the GDP will 
improve by over Rs. 100,000 crore. 

 Octroi check-posts in cities would disappear, while check-posts at state borders will remain. However, the 
delay would be restricted by the abolition of any sort of entry tax. 

 Currently, the truckers in India, on an average lose about six hours daily in tax compliance related matters 
at various entry points, adding to inefficiencies in logistics and transportation.  

 GST implementation would lead to faster movement of goods within the country without the trucks 
being stopped at check-posts. No truck can be stopped, except at the starting point or at the end point.   

ON LOGISTICS INDUSTRY 

• The logistics industry and warehousing , are among the key sectors that are predicted to fare better after 
GST is implemented. 

• Trucks move around 65% of the county’s freight and face 5 to 7 hours delay at check posts. The unending 
queues of trucks at state borders represent the hiccups , resulting in India’s low ranking in global ease of 
doing business index, as per World Bank. 

• Under the GST, the entire landscape is going to change for the better as the country will become a single 
unified market. Over the last decade, many players have been  holding up their plans for expansion of 
warehouses. Now, with the passage of the Bill, the logistics and supply chain companies can think of 
future strategies and policies. 
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CHALLENGES 
• Calculation of revenue base of Centre and states, along with compensation requirements of Centre. 

• GST rates structure  

• List of exemptions 

• Forming of consensus on model GST bill. 

• Threshold Limits: The turnover floor, proposed at Rs. 10 lakh in draft model law, cannot be very low to 
ensure small businesses are not burdened. 

• Compounding Limits: The limit for companies which want to pay tax at a flat rate instead of dealing 
with paperwork will depend on the threshold. 

• Cross-empowerment: Centre and states quite clear about ensuring that businesses are not saddled with 
dual control. 

• Old / Slow moving Stocks should be liquidated on monthly basis as Input tax credit in respect of such 
stocks transferred twelve months prior to the appointed date shall not be allowed. Decisions w.r.t 
additional discount for clearance sale should be taken immediately. 

• Initiative to be taken to minimize old litigation cases w.r.t. Excise, VAT  & Service tax, as duty 
determined as payable pursuant to Assessments (at a later date) after appointed date will not be 
admissible as Input Tax Credit. 

• SKU wise stock requirement of each region to be estimated by 15th Feb’ 2017 and replenishment of stock 
required for the month of March from each plant should be determined quite well before hand. 

• Excise Duty Paying Document – Excise Invoice issued before 01.04.2017 may not be enough - to claim 
Input Tax Credit. 

• Reconciliation of Excise payment by plant to Feeder Godown - An Issue  

• Related Abatements/Provisional vs. Final Excise assessment - A challenge for obtaining Input Tax Credit 

• Feeder Godown to Depot – No Excise Invoice (How will Depot get Excise input tax credit) 

• Depot to Dealer – How will dealer get Input Tax Credit on Excise during transitional period? 

• In the event of non-fulfillment of export obligation, the company shall be required to discharge Basic 
Customs Duty (BCD), CVD as well as SAD including Cess on Imports made under Advance License. 
The Credit is available on items other than BCD, which may lapse under GST regime for following 
reasons: 

• Not only imports, but exports were also made before 31.3.2017 

• Department may specifically deny availment of Cenvat Octroi / Entry tax pertaining to old cases, even if 
paid after 1.4.2017 shall not be eligible under GST regime.  

SUGGESTIONS ON GST 

• An appropriate dispute resolution mechanism should be put in place to harmonised GST laws. To deal 
with such disputes, Article 279A (11) of the GST Bill confers powers on the GST Council to establish the 
mechanism to adjudicate any such dispute, which arise out of the suggestions of the Council. 

• Any valid legislation enacted by Parliament or state legislature should be subject to scrutiny by the 
Council. Such scrutiny may also not be free from constitutional challenge. 

• Provision in its present form might also be in violation of the basic principle of natural justice as GST 
Council has been given the powers to adjudicate the disputes arising from its own recommendation. 

• Under Article 131 of the Constitution, the Supreme Court has been granted an exclusive jurisdiction for 
nay dispute between the Centre and states. 
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• Creation of any alternative dispute resolution mechanism without having sufficient constitutional 
sponsorship may also be open to constitutional challenge. 

IMPLICATIONS 

The introduction of GST, probably the most important indirect tax reform in India since independence, 
is expected to not only make the tax system simpler but also help increase tax compliance, boost tax 
revenues, reduce tax outflow in the hands of the consumers and make exports competitive 

As multiple taxation will be eliminated and replaced by a single tax, GST is expected to be much easier to 
understand. Paperwork will become simpler and there will be a reduction in accounting complexities for 
businesses. A straightforward and simple tax collection administration will likewise upgrade the simplicity 
of working together as business, making the manufacturing segment more aggressive, saving both cash and 
time. Specialists opine that the execution of GST would push up the GDP by 1%-2%.  

By disposing of hindrances, for example, passage and entry charges, GST will bring about a bound together 
national market for merchandise and enterprises that will be available to the small business visionary. It 
could possibly make sourcing, circulation and warehousing of products simpler and speedier between the 
Indian states. Likewise, as organizations will never again need to pay interstate assessments, usage of GST 
will free up capital that they would now be able to use in their business.  

In spite of the fact that GST is not the answer for every one of the issues of India's economy, it is all things 
considered a progressive and long-pending change. It is trusted that GST will help monetary development 
and occupations, the simplicity of working together, and higher assessment gathering. Despite the fact that it 
might be generally advantageous, the usage of GST will represent some getting teeth issues in the transient, 
which would should be examined and investigated. 

RECOMMENDATIONS 
The managers from the branches other than Delhi from all over the world facing problems to implement 
GST reasons of non-performance due to queries in some areas that have been given by the territory 
managers are quite serious and need to be taken care of. Some recommendations and suggestions to improve 
the working of some branches are as follows: 

 Query solving program should be done for multiple queries related to installing GST in SAP. 

 Focus meetings and brainstorming with monthly targets should be held with all managers. 

 Training programs should be held at all branches for clearer understanding of SAP functionalities. 

 New rules, formats and regulations to be followed should be transferred to every territory manager. 

 Regular meetings with other departments should be conducted for improving the understanding on the 
proposed issue and communicating the results to all the branch managers. 

These suggestions would surely help the employees and managers to stay update with government 
regulations. 
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GO SHOPPING! AT SELECT CITYWALK: AN EXPERIENTIAL INSIGHT 

Aayush Manchanda1 and Dr. Ruchika Nayyar2 
Student1- MBA (General) and Assistant Professor2, Amity Business School, AUUP, Noida 

ABSTRACT 

The case study talks about the journey of Select’s Citywalk mall in context to all the aspects of managing a 
mall that have helped, and will help the mall attract, engage and retain its patrons. A decade is a 
significantly long stretch of time for customers’ behavior, preferences and expectations to change. 
Moreover, things may get obsolete within such a time frame. It is the same duration of time that the mall has 
been functional for and coincidently the same stretch in which mall culture has evolved. Like every business, 
Select Citywalk too had to face its own challenges time and again to make the most of its resources. From 
monitoring tenant performance, to identifying un-catered needs, to devising strategies to keep customers 
coming back, It is the whole spiel that it has had to go through, which has only added value to the mall and 
in some cases guidance as to what doesn’t work, thanks to the opportunities of improvement these challenges 
have brought along with them. Although it is the tenants of the mall that have been attracting customers, 
there are other aspects that are a result of key decisions which have also proved to attract and increase 
footfalls.  

This case highlights the developments through which the mall had gone with reference to three key aspects – 
customer attraction, customer engagement and customer retention. It draws out the ways the management’s 
decisions have been different and which have created the difference from other malls in areas like parking 
fees, footfalls etc. It identifies challenges of the present day that the mall faces and how it has chosen to 
tackle them. It also contemplates possible problems it may face in times to come as well as the direction in 
which it needs to head in for the future. 

Keywords: Customer Attraction, Customer Engagement, Customer Retention, Footfalls 

INTRODUCTION 

When the Select Citywalk mall was on paper and the founding team was to decide on its positioning and first 
set of tenants, there were a few things that were very clear and had been decided from day 1. First and 
foremost, the mall was to be positioned at a premium segment with the utmost level of premium quotient 
possible. Secondly, the mall was destined to be primarily a fashion and lifestyle mall. Third, the mall was to 
be designed keeping the woman of the house in mind primarily. This is because it was the woman who was 
more indulgent in shopping as an activity. Fourth, the catchment identified to be catered to was to be the elite 
from posh areas of South Delhi like Gitanjali Enclave, Malviya Nagar, Greater Kailash, Defence Colony and 
the likes as is confirmed by Yogeshwar Sharma the Executive Director [1] . The starting thoughts was to 
give the well-travelled Delhi resident, the international shopping experience he or she has got overseas in 
countries like Singapore, Hong Kong etc. It was also decided that the mall will cater to those who are 
genuine shoppers and not those who would come to spend time just to enjoy the ambience or atmosphere. 
This meant that the team had to take many decisions that would be an industry first for Delhi. This included 
decisions like tenant-mix, positioning, infrastructure, facility management decisions and others that would be 
required to take to create the difference. 

Select Citywalk was to be built on a land that was auctioned by the DDA for a district/community center. 
The directives by DDA required all the four malls on the land to have uniformity in the external appearance 
and division of the same buildings to be built by roads that proved to be the biggest challenge for the Select 
Citywalk. Mr. Yograj Arora who is one of the partners in the project convinced and sought approval for 
construction of the iconic Dome like structure that initially housed Shopper’s Stop’s Arcelia. He was also 
successful in seeking approval to join the two main retail building with the building that now houses Muji. 
Moreover,  
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[1] What makes Select CITYWALK India's successful mall, reveals Yogeshwar Sharma. | ET Bureau | 
Avinder Batra | economictimes.indiatimes.com | 20/03/2015 

the team was confident on the requirement of an additional level of parking in the basement which was 
otherwise restricted to two levels as per the by-laws. The construction costs of the basement parking are the 
most expensive and the longest to recover. Thus the bold step to seek approval for a third level was one with 
a vision and that has paid off which was realized when they ran out of parking space on the night they 
opened for public. However, not all decisions and investments got results. The fountain system in the plaza 
outside the mall was an expensive investment with a lot of technology that was to be used to create open air 
theatrics with the use of water and light. The open air plaza never got the kind of the crowd initially that the 
team expected to see simply because the space back then had no relevance as such for the customers until the 
management brainstormed of ways to make most of the space. 

A part of the art also went into the way the leasing team managed the available spaces. The team not only 
took the risk of showing that the mall was full even when there were only a few spaces taken, it mapped out 
various sections of the mall and based on experience of the team from the mall visits of malls in Dubai, were 
able to decide as to whether a particular space to a particular tenant was ideal for it or not or was to be given 
to it or not. Moreover, the team had decided that it wanted tenants that were either a first at Select or an 
upmarket iteration of the brand. For this reason, it had to advise many brands to open as a different iteration. 
For example, Big Bazaar, was too big to be refused a space, however it was positioned more on the mass 
segment side which is what Select Citywalk did not want in among the tenants. So it set a condition for Big 
Bazaar, leading them to enter as Gourmet which primarily focused on food and consumables only, primarily 
stockinh SKU’s that were imported. Not only in retail, in entertainment too, It was the first to house PVR 
Gold Class which sold a minimum ticket of roughly Rs.800 which is still expensive as per today’s standards, 
but then it was the kind of seating, experience and service that it was providing which added to the cost. 
Talking about customer attraction and attention, the efforts started way before the mall even started booking 
tenants. The “Go Shopping” phrase was printed and put across the face of the dome. That was the first 
marketing effect that caught the attention of those passing by face of the mall. Even the countdown to 
opening was another marketing stint which it had even when it was not certain of its opening date; however 
it was all there to create a sense of excitement and engagement right from the beginning. 

BACKGROUND 

During the initial days when the doors of the mall were open for the public, it were the unique tenants, the 
atmosphere and the environment that were the primary reasons that customers came and that the mall was 
seen as the new hotspot for shoppers . It stole the light from the Greater Kailash 1 – M Block Market almost 
immediately. It successfully convinced a brand like MAC to set shop and the huge demand was clearly seen 
on the first day when there was a long waiting line right outside the MAC store. It brought many firsts both 
from the International Market and from Indian business owners. Apart from the tenants, the exhibits and 
promotions in the atrium were the only other traffic attractors which were more like a surprise element 
because back then social media was not adopted by businesses to communicate with the public or the 
customers. That was the only extent till which the malls would go and as customary, Select Citywalk did. 
However, it had to be different and had to offer the extra, which others didn’t.  

The first efforts started in the form of décor set up according to the festivals, or important days for the nation. 
This caught the attention of the patrons, and after a few experiences, this became a part of the customers’ 
expectations in such times thus making this practice as standard. Soon this practice turned out to be 
vulnerable and a victim to imitation and thus it made the team think of other ways to delight customers. This 
led to creating exhibits that were one of a kind or that were interactive or one of a kind which would require 
the kind of investment that other malls would think twice before spending. It could afford to do that thanks to 
the relatively higher rentals it enjoyed and was in a position to ask for. Further, as and when the use of social 
media digital age caught pace, the mall resorted to making most of their posts on social media sites not only 
to communicate about things like a new brand/shop or upcoming/new promotions, but also triggers of 
underlying motivation to shop at/ eat at or visit Select Citywalk. For instance, a sudden rain shower would 
trigger the digital marketing team to create and post content that makes the audience relate with the mention 
of the weather as well as the associated recommended activity, or food to complement it, or a post about a 
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certain product category with mentions of the names of the brands that keep those products. The socially 
media platforms became the primary channel of communication for the mall. From information about new 
events to posts summarizing recent developments and events to fun info-graphic quotes, facts related to 
shopping, it covered it all.  

Then the management came up with the idea of holding events that would not only attract a lot of interested 
audience but also a lot of participants. These efforts were the first to create customer both customer attraction 
and customer engagement. To be a part of the events, the customers were required to register by giving in 
their details. This not only helped assured turn up of customers, it helped create customer database for 
communication of further events on a personal level which it believed would prove to be more beneficial 
than mass-aimed communication. By this time, food, travel and shopping blogging became prominent on the 
web landscape and Select partnered with famous individual bloggers as well as sites like sodelhi.com, 
lbb.com that have a good number of visits. These would cover events, launches, and upcoming 
developments, summary of events in a much more detailed manner. By this time, it had created enough 
awareness and could very well rely on the patrons’ will to explore more in terms of new product categories, 
brands and food and beverage outlets. Customer preferences and tastes were going through a lot of changes, 
which kept the mall management team to constantly reconsider tenant mix.  

When the tenant-mix composition started to get stable, there came another problem and that was online 
retail. Online retail stole the customer base for whom convenience and the offers or the discounts were of 
prime importance if could be availed at almost the same set of merchandise. This disrupted the revenues 
from the retail outlets however not from the food and beverage outlets. This created a new insight for the 
team. It taught that shopping was not the prime motive of the majority mall patron database. Even though 
revenues were substantially high, there was no way to determine what percentage of patrons came with 
motives other than shopping until it noticed changes during the days online shopping caught pace with many 
shoppers. However, this was only limited to the apparel category. This led to another idea of a flea market 
that not only attracted customers to a street side like market set up with exclusive off the usual items, in an 
urban environment, but also gave people the opportunity to get a platform to sell unique items that they wish 
to venture in, to see the response their present offerings get. This also opened the up the opportunity for 
retailers selling specialty items that helped diversify the tenant-mix. Happily Unmarried is one such retailer 
that has been given the smallest of spaces, yet generates high revenues for the kind of space it has.  

As for retention, the services the mall offered were what the mall relied on thanks to the variety and unique 
services that they started to come up with. Although not all of them were successful. For instance, the porter 
service that allowed a customer to hire someone by the hour to help shoppers carry their bag [2], doesn’t get 
enough takers whereas the free home delivery of shopping bags at the asked for time and date has been a 
success amongst the customers. The most successful effort however has been the rewards system. At Select 
Citywalk, the team has taken a slightly different approach to customer loyalty. The focus on retention is 
based on instant rewards that customers can enjoy and the end of his or her shopping. A percentage of the 
total bill is the amount against which a customer can choose from a selection of vouchers as the rewards of 
shopping which can be used within a specific period. In contrast to other retention strategies set by other 
malls, this system not only pumps in some strong dose of motivation to shop in the first place, and shop for a 
higher value, shop for the sheer excitement of vouchers, - it also ensures quicker redemption and benefit and 
decent rise in footfall in time slots that were otherwise seen as “lean time” slots by malls.  

Looking at the way forward, it identified the need to be able to communicate with patrons with more focused 
and relevant pitch/messages. A creative and successful idea implemented by the team was to incorporate 
voucher for redemption/ freebies on the completion of a system generated feedback on the customer’s mobile 
phone. Since it included the contact details as mandatory fields, and the input of data is digital, there were a 
higher number of responses and a higher degree of accuracy of information. As a customer, the pitch 
message for the feedback does not ring a bell about the details being grabbed and hence they are less likely 
to shy away from feeding in their details or from feeding in incorrect details. Moreover, redemption required 
the customer to show the bill thus giving the opportunity to study purchasing patterns and preferences of 
individual customers. Talking of reaching out to existing customers, social media  

sites have been significant in helping malls achieve the same, however, the message used to 
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[2] Malls adopt innovative strategies to attract consumers | www.fashionunited.in | 10/10/2014 
communicate is composed in such a manner keeping in mind the large audience it is intended to be sent out 
to. This gives the sense to the audience that the aim is to spread a word and enjoy the chances and 
opportunities that arise out of their efforts. So in such cases it boils down to the impression that customers 
keep of being deliberately attracted to seek conversion. The alternative solution in that case was direct 
communication through SMS/E-mail, both having their merits and demerits. Short message services are 
more likely to be read by customers and E-mails have greater freedom when it comes to designing the 
content, however short message services may fail to deliver on mobile numbers that are set on DND mode, 
whereas, servers of e-mail systems are quick to identify a mail as Spam despite commonly agreed set of 
instructions, tips and tricks to avoid the same. Both involve substantial costs and ensuring success rate of 
delivery and opening of the message in both cases is difficult.  

Also, malls in the west have already started seeing shut downs due to over-supply and the competition from 
online retail. To tackle that, the new aspect of experiential retailing is setting in the mall landscape. It would 
not be long before the same becomes the need of the hour or the fresh weapon of choice to attract, delight or 
retain customers. Though still at a nascent stage in the United States, it is bound to be the key strategy every 
mall would have to resort to, in order to stay fresh and keep customers getting attracted and giving them 
experiences for engagement. Retailers would have to induce the element of experiential retail on their own 
according to their product type or category to stay relevant. This would require a lot of use of technology and 
thus space. Enough care would be required to ensure that the lines between online and offline retail don’t 
fade because of the interface systems that stores with experiential retail are already exploiting. 

PROBLEM STATEMENTS 

Q1. What do you feel can be the right ways in which malls can keep in touch with and communicate to their 
patrons? 

Q2. In this age of fierce competition, where imitation and inspiration are the biggest deterrents to the 
advantages that first movers enjoy, what are the ways in which a mall can stay different in a way that is hard 
to replicate? 

Q3.Do you feel malls in India will require incorporating the aspect of experiential retail in their malls and if 
Yes, ideate strategies for the same which will be beneficial for malls? 

SUUGESTED OUTCOMES 

The case highlights the fact that while malls are the most preferred choices for both those looking to make 
money and those willing to spend money, no matter how well a mall is initially planned out, it cannot remain 
immune to external factors such as alternatives, trends, customers’ shopping behavior and preferences. For 
the same reason, a mall’s management team may have to change the way it leases the spaces it has and in 
turn change the way how a customer’s footsteps flow in the mall. The reason malls attract customers is 
because of the social aspects of people’s lives. In metro cities, where time is the new money, and almost all 
members of the family now starting to be independent, social aspect of the lives of the people has taken a 
back seat and this is detrimental for establishments like malls. That is because in a country like India, where 
there is a sense collective society, it is this sense that draws people together to come to particular point. As 
for almost all things as time has shown, the lifestyle and the daily routines of working professionals keeps on 
getting more akin to how things are in the West. This hurts the advantage of the economies of scope that 
malls have otherwise been enjoying all this while.  

Online shopping even though has captured the minds of the youth and all those who are computer literate;  a 
report from the Internet and Mobile Association of India and market research firm IMRB International, said 
that the overall percentage of internet penetration in India is a staggering 31 % [3]. This shows that the 
convenience and value that online shopping brings is hard to match for malls, but it is going to be a while 
before online retailing becomes the obvious or the preferred choice of customers in the entire nation, and that 
means that till then, malls can focus on other issues that keep customers from visiting malls. When DLF Mall 
of India opened for public, patrons of Select Citywalk from Noida and East Delhi had new option closer to 
them, and it turned out to be an option that was too good to let go off. Despite the inconvenience that visitors 
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face on weekends in peak times, proximity and accessibility are factors that mall developers have to consider 
with a long term perspective in the mind, re-designi 

[3] Number of Internet users in India could cross 450 million by June: report | www.livemint.com | 
02/03/2017 

-ng, relocating or reconstructing a mall is not an option that a mall developer can choose. Thus loyalty as an 
aspect, is always hanging in the air. In times of such tough competition, guaranteeing loyalty is tough but 
never the less; it is the sole aim with which malls will have to work so as to retain footfalls and the scope for 
revenue generation. Since customers are being more experienced and aware with time, mere offers and 
promotions would soon begin to lose their effectiveness as strategies for attracting customers. Marketing 
efforts are more or less evident to customers in terms of their underlying motive, and thus strategies have to 
be designed in a manner that affect the customers’ mind/ psyche directly thus triggering an expected or 
desired response.  

When online retail started denting and eating into revenues of offline retail, it was technology that became 
the reason for such a drastic impact. Technology created a competitive advantage in this case. Another thing 
that technology is expected to change is customer experience in offline retail. Décor, quality of offering, 
promotions, consumer psyche are all things that have been explored to create conditions that could increase 
revenue. Even customer experiences for that matter have been dealt with, but that has only been limited to 
experience that results out of the overall infrastructure and atmosphere. Experience using technology that is 
interactive, dynamic, artificially intelligent that increases the motivation or the dire need to visit a store or a 
mall, is something that is relatively unexplored and has a quantum of scope to be utilized to exploit by malls.  

IMPLICATIONS OF THE STUDY 

The study gives a clear insight as to not only how malls have come a long way through changes to stay 
relevant ever since the inception of mall culture in India, but also what status they face at present due to 
competition, changing customers’ expectations, trends and preferences. It gives an insight as to what drives a 
customer to a mall and what keeps him/her at bay. It also highlights that marketing efforts are paramount 
right from the when the mall location and positioning decisions are in light. Moreover, the concept of cause – 
effect – and remedy is a cycle that constantly repeats itself in the marketing function of a mall. The 
observation of changes that the marketing function of a mall conducts through revenues and footfalls acts as 
a constant source of learning, indication, guidance and feedback for a mall to head in the right direction or to 
change course of action. Customer motivations are a direct result of what goes on in their head and it is that 
psychology that one has to crack to understand how they relate to a particular mall or a particular move taken 
by a mall. 

Customer base in a metro city like Delhi, is a complex mix of people from all walks of life. Communicating 
with customers is important to keep them updated and reminded of a mall. However communicating to such 
a diverse base is not easy and being able to successfully register an acknowledgement of a communication 
effort or the effect that it has had on the target audience is difficult yet the need of the hour. Social media, 
being the most, sought after mode of communication by business, acts as a single flow channel of 
communication and the other limitation that it has is that the content of communication does not vary across 
the various types of people in the target audience. This is a big reason that communication efforts are not 
very effective. They are more like hit and trial and they still work because of the number of target audiences 
involved in such efforts. Devising a way to communicate that is one to one with personalized offers, 
messages or the perception of being personalized is not only the need of the hour, locating, identifying and 
reaching out to potential customers that may be promising is what malls would benefit from if they are able 
to do so. All this requires the mall management team to think ahead of time and to solve problems keeping 
the customer’s psyche in mind.  
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IRCON WORLDWIDE RESTRICTED IS RELATED WITH WELLBEING, DEPENDABILITY 
AND NATURE OF WORK 

Abhishek Haritosh 1 and Ms. Tavishi2 
Student1 (MBA) and Assistant Professor2, Amity Business School, AUUP, Noida 

IRCON INTERNATIONAL LIMITED (IRCON), an administration organization joined by the Government 
of India (Ministry of railroads) under the organization's Act, 1956 on 28th April, 1976 initially under the 
name as Indian rail route development organization constrained, it is the main turnkey development 
organization known for its solid image picture, quality, responsibility and consistency as far as execution. It 
has been met with the miniratna classification – I CPSE status by Government of India since 1998. The 
essential sanction of the organization is the development of railroad extends in India and abroad.  

The organization has since enhanced into other transport and foundation fragments and with its extended 
extent of operations around the globe now IRCON is specific development association covering the whole 
range of development exercises and administrations in the framework segment. In any case, Railways:- 
Services, for example, development of new railroad lines, recovery/change of existing lines, station 
structures and offices, spans, passages, flagging, and Tele-correspondence work, among others.  
Flagging and Telecommunication:- Turnkey answers for a wide range of flagging and correspondence 
ventures including strong state interlocking, sound recurrence track suits, hub counter lounged piece 
flagging, CTC and hand-off based interlocking, and HF advanced radio framework, among others.  
Mechanical:- Supply of traveler autos to railroads, diesel electric trains for agent necessities and plant and 
hardware for workshops. It additionally embraces renting and upkeep of diesel trains.  
Streets and extensions: - Construction of streets, Highways and freeways. It likewise attempts development 
of scaffolds and flyovers including viaducts, link stayed extensions and solid supports, among others.  
Structures:- Construction of business, private and institutional structures, modern buildings, airplane 
terminal, holders, healing facilities, business focuses, workshops and so on and giving administrations like 
zap, plumbing, putting out fires and so on.  
Electrical: - Turnkey extends administration incorporates configuration, supply, erection, testing and 
charging in the fields of sub-station, Transmission and conveyance lines and railroads zap ventures.  
Amid its 41 years of operation, IRCON has risen as front positioning development organization of universal 
notoriety having executed renowned undertakings. IRCON has so far finished around 400 or more 
framework extends in India and 127 undertakings over the globe in more than 24 nations. IRCON global is 
by and by executing a few activities in India and abroad in Malaysia, South Africa, Nepal, Bangladesh, 
Algeria and Sri Lanka. A portion of the significant customers of IRCON incorporate NHAI, AAI, Port trust 
of India, NTPC, Border street association, and Bangladesh railroads, Malaysian Railway and Ethiopian 
Electric Power Corporation, among others.  
IRCON has around 1000 prepared specialized faculty having skill in Railway ventures. IRCON has ability to 
activate sufficient assets for huge ventures because of its solid specialized labor base, money related position 
and solid brand picture among its clients. Other than its own particular assets IRCON draws its quality from 
161 years experience of Indian railroads in all parts of Railway development and administration. Turnover of 
IRCON universal constrained for the year 2015-2016 was around 2703 crores. The different finished 
undertakings are  
MALAYSIA  
Planning, Construction, Testing and Commissioning and Maintenance of the Double Track extend amongst 
Seremban and Gemas all are completed by IRCON the Value of the venture is USD 1.04 Billion.  
IRCON has done Rehabilitation of 327 km track (mtr. Gage) from Paloh to Singapore and from Slim River 
to Seremban fundamental line and Double following of Rawang - Seremban railroad line (126 km) and KL 
Port Klang rail line line– 105 km  
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IRAQ  
IRCON has effectively developed a fast railroad line (250kmph) on MUSSAYEB-KERBALA-SAMAWA 
SECTION in Iraq. The estimation of the venture is USD 350 Million.  
IRCON has done the Construction of new Railway line at Al Muthanna in Iraq on turnkey premise the 
estimation of the venture is around USD 135 Million.  

MOZAMBIQUE  

Activities of Rehabilitation of Railway track, on Sena Line (652 Km)  

SRI LANKA  

IRCON has executed the up degree of Colombo-Matara Coastal Railway line, Restoration of 
Medawachchiya - Madhu Road and Omantai-Mankulam Railway line Km 207 (USD 259 Million) 
Reconstruction of Madhu Road to Talai Mannar Railway line – USD 150 Million, Re-development of Pallai 
to Kankesanthurai Railway Line – USD 149 Million.  

INDIA  

IRCON has finished the significant venture in Kashmir Valley New BG rail interface Qazigund-Baramulla 
railroad extend the estimation of the undertakings is USD 456 Million, Lucknow-Mugalsarai Electrification, 
Gage Conversion from Rewari to Ajmer in Rajasthan, Aligarh-Ghaziabad third line with zap.  

IRCON has built Rail cum Road Bridge crosswise over stream Ganges at Patna, Bihar the estimation of the 
venture is around USD 250 Million.  

PROJECTS OF METRO RAIL  

IRCON has built 57.00 km of Ballast less track for Phase-II Corridor (Central Secretariat to Gurgaon) 
IRCON has plan and Constructed a 6.54 km of passage for Metro Corridor between ISBT and Central 
Secretariat, as consortium named IMCC and 3.11 km of Tunnel by shield TBM strategy as consortium 
named MTG.  

MAJOR FINISHED STREET VENTURES  
IRCON has developed an aggregate of 4900km in which IRCON has built 354km of national parkways, 
1185km of state thruway and 3361km different streets were built.  

The length of street is developed for NHAI around 243km, for state government is 966km, for RSVY is 
around 330km, for PMGSY is 2524km and the outside undertaking of street development is 637km.  

IRCON IN BUILDING VENTURES  

IRCON has embraced development of different sorts of business, private and utility structures i.e. Railroad 
stations, Freight taking care of offices, Corporate Buildings, Hospitals, Training Institutes and Residential 
edifices with interior streets and other advancement works. The major finished undertakings are corporate 
office working of IRCON at New Delhi, Station working with shopping arcades for CIDCO at Mumbai, 
Institutional complex for ICAR Pusa, New Delhi and Specialty healing facility for gas casualties at Bhopal 
and so on.  

IRCON has finished different undertakings on Bridge/ROB are Construction of ROBs for NHAI in Northern 
Region (J&K and Punjab) and numerous progressively and same as finished many ventures of air terminal, 
Railway jolt activities, Signaling and media transmission ventures and different S&T extends in India and 
outside and has manufactured an in number and sound brand picture among the clients of IRCON there are 
59 noteworthy tasks are on pipe line and IRCON has understood the request book of the activities around 
13k crores.  

Amid the time of 2015-16, IRCON has embraced CSR (Corporate social obligation) and Sustainability 
exercises in the field of wellbeing, instruction, expertise advancement, country foundation improvement, 
condition (sun oriented vitality), sanitation and cleanliness, and financial improvement. Furthermore, the 
Company has taken up an uncommon drive to help contrastingly abled people by giving different sorts of 
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helps and assistive gadgets. 384 people with physical incapacities in Jammu area in the State of Jammu and 
Kashmir have profited by such guides and assistive gadgets appropriated in the therapeutic camp held at 
Jammu. The Company has proceeded with its responsibility regarding add to the target of national 
development like 'Clean India (Swachh Bharat)' and 'Clean Ganga', and has contributed a measure of Rs. 
1.93 crore to 'Swachh Bharat Kosh' and Rs. 1.27 crore to 'Clean Ganga Fund'. The CSR Budget for the 
monetary year 2015-16 has been Rs. 6.03 crore  

IRCON worldwide has a main mission and vision which give speed to the representatives and give them a 
goal to take a shot at. The vision and mission of IRCON worldwide constrained are as take after:- 

VISION  

To be perceived broadly and universally as a development association tantamount with the best in the field 
covering the whole range of development exercises and administrations in the framework division.  

MISSION  
i) To viably position the Company to meet the development needs of foundation improvement of the 
changing monetary scene in India and abroad.  

ii) To gain worldwide acknowledgment by giving fantastic items and administrations in time and in 
similarity with the best designing practices.  

The Company has rich experience of opportune execution of an expansive number of global tasks, 
particularly in creating nations. Its key qualities keep on being amazing financials (reflected in the steady 
benefit and solid monetary record of the Company), built up accreditations, and skilled labor. The Company 
has a reputation of value execution so as per the general inclination of clients. The Company has increased 
profitable involvement in executing turnkey ventures for DBFOT ventures. Because of chances in the offing 
in the ranges of EPC and DBFOT, an incorporated group of railroad and roadways, plan and execution 
designers and business advancement supervisors have been assembled to take a shot at such open doors. A 
portion of the expansive foundation organizations can't activate extra assets to subsidize framework ventures 
attributable to obligation and so forth. Nonetheless, IRCON can use its money related assets to secure 
DBFOT ventures both in Highway and Railway part. This may empower the Company to be most aggressive 
on these undertakings and serves to developed brand picture of the association as the quality of the 
organization. 

Various full scale level and sectoral activities attempted to enhance financial development combined with 
restoration of enthusiasm for the advancement of foundation division over the most recent couple of years in 
India and in addition Abroad, especially in Railway area, has opened up a few open doors for securing more 
business. The Company's push to use its budgetary assets to get repeating business has brought about 
securing coal availability extends in the State of Chhattisgarh, Odisha, and Jharkhand. Endeavors to create 
greatest number of other related and gainful undertakings in these States and different States may acquire 
more business the coming years.  

The Company has involvement in undertaking ROB ventures for Railway substances and State 
Governments. IRCON has additionally conveyed vast number siding ventures for different PSUs and 
customers. Amid the year, the Company secured one Railway contract through open aggressive offer under 
Indian Lines of Credit in Bangladesh and is endeavoring endeavors to secure further activities in the said 
nation. The dedication of Government of India for new credit extensions adding up to USD 10 billion for 
Africa, would manage the cost of chances of securing works in nations like Ghana, Kenya, Ethiopia and so 
on are the open doors from the solid brand picture of IRCON INTERNATIONAL LIMITED.  

The Company is engaged towards vital business advancement to maintain and enhance its request book 
position by giving a push to its ranges of center ability and worldwide business. Center fitness of the 
Company in particular, Railways, Highways, Electric substations, S&T, and Railway Electrification, is by 
and large additionally combined. There is having to relook at IRCON's methodology in offering for contracts 
in the foundation division in perspective of the difficulties being postured by the above imperatives. The 
reconsidered methodology should consider the Company's quality regarding its accreditations to execute 
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super activities and money related assets and its shortcomings because of being an administration element 
restricting its capacity to go for broke, to secure undertakings in a higher aggressive condition.  

The Company likewise needs to expand its endeavors in Metro Railway to sack contracts through vital tie 
ups with neighborhood organizations in the Indian market and International organizations in the outside 
business sectors. 

IRCON has packed away a few honors and honors amid its trip of 41 years for its magnificence in execution 
of foundation ventures from different lofty organizations, for example, Dun and Bradstreet, Indian pride 
grants, Dainik bhaskar, EEPC and CIDC. Additionally, IRCON has been perceived for its commitment 
towards corporate social duty and manageability by India Today gathering and SCOPE. 

CONCLUSION 

The conclusion of the study is that IRCON international limited has developed a solid brand picture among 
its clients by the quality, responsibility and consistency and the auspicious conveyance of the fulfillment of 
the tasks in India and foreign. The Marketing and business development assumes imperative part in looking 
for the chance of the business for association by Bidding and by checking whether organization is satisfying 
the demands of the clients (Technical, financial related and so on.) IRCON international limited has picked 
up the sound picture as a brand in infrastructure segment by adopting proficient methodologies and by 
having specialized abilities to do innovative and imaginative jobs. 
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TRANSPARENCY IN PERFORMANCE APPRAISAL AND ITS FUNCTIONAL OUTCOMES 

Aditi Pandey1 and Dr. Vijit Chaturvedi2 

Student1 MBA (HR) and Associate Professor2 ,  Amity Business School, AUUP, Noida 

ABSTRACT 

Training and Development is one of the most important aspect of an organization’s success and in the recent 
times have been getting the due importance, it deserves. Training is done to improve the efficiency of 
employees, while also giving them opportunities to grow in their respective fields. Training is a strategic tool 
that cannot be dispensed, and is a must for enhancing the employee’s performance and organization’s 
competitive edge. 

Though training has been, in recent times, getting the importance it deserves, the organizations still do not 
get its importance, and it is not taken seriously by the departments or the employees. For the department 
heads, training is something which would take their manpower for a few days, making it difficult for them to 
fulfill their designated targets. This is the reason, why whenever any training schedule crops up, the 
departments send the employee whose productivity is the minimum, because they feel it would not cause 
stagnation in their daily working targets. Whereas, the person with the highest productivity is the one who 
should be considered first for any training requirements or programs. For the employees, who haven’t 
grasped the full importance of it, training is something which would waive them off from their work, and they 
will just have to sit in a seminar, have lunch and snacks. They don’t look at it as an opportunity to grow in 
their respective fields. 

Therefore the organizations have to understand the full benefits of training, what it can do for their business 
and their employees; it should be looked upon as an asset, rather than a liability. 

The study undertaken was restricted to three hierarchical levels of TATA Teleservices, which are; Deputy 
Managers, Managers and Senior Managers. Also the study was conducted at the Noida office of the 
organization. The three hierarchical designations that have been taken are the primary decision makers of 
the organization, and these also serve as the link between the higher ranked executives and the in-line 
managers, therefore serving an important function. 

The focus of the study was to answer the following questions, which are as follows: 
 How is the training environment at the organization 

 Does it fulfill the requirements of the organization 

 Is training taken seriously, or is just a customary process 

Keywords: Training, Development, Strategic management 

INTRODUCTION 

ECL Teleservices is a global leader in the telecom sector, and has recently embroiled in a long-standing 
mergers and acquisitions, and has acquired three premium telecom companies, which has been hailed as the 
biggest deal of the year so far. The company is the flagship holder in the field of dongle internet provider, 
and the wireless landline services. The company is a Strategic Business Unit (SBU) of the ECL Group, 
which is the biggest brand name in the country. 

It has consistently been one of India’s leading mobile telecom service providers delivering mobile 
connectivity and services to consumers across the nation. 

Training comes into the picture, when the organization feels it needs to inculcate some changes because the 
existing levels of output are not in line with the expectations of the higher management. So the management 
has to make decisions regarding how to train their employees to do better, and increase the output, so they 
can be a valuable asset to the organization. 
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Training is imparted because, any given organization, at any given time cannot lay off the existing 
employees and hire new ones, to meet the requirements. It is time consuming and also the new employees 
would not be familiar with the system, and would take time with the orientation and the induction process. 
Resources would have to be utilized for their orientation and induction, and also it is no guarantee that their 
skills would not get old. In today’s time technological changes are happening every day, so it is a wise 
decision for any organization to train their employees with the need of the time, which would help the 
organization and also help the employees grow. 
The study was conducted within only three hierarchical levels, which are as following: Deputy Manager, 
Manager and Senior Manager. These are the primary decision makers in the organization and oversee which 
department needs what training, and what employees are to be provided with the training. They see which 
designation holders require the training. 
PROBLEM STATEMENT 
The basic aim of any organization is to make sure that its manpower is working at the optimum level. It can 
only happen when the employees are aware of the most recent technological advancements, and are trained 
such, that they can use those advancements to increase their outcome. To make sure that the employees are 
at their best, the training has to be imparted in their respective fields.The scenario depicts a case, where the 
employees are not aware of their appraisal criteria, as to why they have been appraised, what were the 
factors that were considered before their appraisal. The appraisal criteria let the employees know what are 
their positives and shortcomings. It lets them know where they need to improve upon and what behaviours, 
if any, they should relieve themselves of. An appraisal is a formal way for the employee to know about their 
performance, which the employees were not made aware of.While interacting with the employees, a third 
party observed that while all were informed about their duties and responsibilities, and the training program 
followed within the organization, they were unaware of their appraisal procedures. 
Mr. Tapas Mukherjee, a recently promoted Sales Assistant Manager visited his superior Ms. Megha 
Malhotra, who is an HR Senior Manager. Tapas, though aware of the appraisal methods being used in the 
organization, he was unaware whether the appraisal and his recent promotion from the post of Senior 
Executive to Assistant Manager was based on the training program he had attended, which gave him 
additional qualifications in the field of direct customer interaction via visitations. 
He basically wanted to know of his recent performance, rather than just going by the appraisal he was given. 
So when he asked Ms. Megha, regarding the same, he was told that it is classified information, and he cannot 
be informed about that, as it is linked to the internal administration of the organization. He was very 
perplexed with this reply, because according to him, he had not asked for somebody else’s personal 
information, but about his own performance, and what was the basis for the appraisal. When further asked he 
was told in a very rude tone, that if he was unsatisfied with his appraisal, or had many questions, then his 
appraisal would be looked upon from next time, which was an indirect threat to his place in the organization. 
Being a young professional, who does not have a habit of buttering or being waved off or threatened, he told 
Ms Megha, in a polite tone that what he is asking for is not some classified information, but something he 
should be entitled to, as it is his own work. He just wants to know of the parameters based on which he was 
appraised. His argument was of no avail and Ms. Megha did not tell him anything on the related matter. He 
could not argue anymore or cross question Ms. Megha, as she was his senior, and in corporate organizations, 
the general perception is to be on good terms with the seniors. 
After leaving from her cabin, Tapas was very dissatisfied; being a motivated, young and determined 
professional, the basis of his appraisal mattered to him a lot. He talked to his colleague Devika and Piyush 
about the same, and told them all that had happened, and the indirect threat he had received regarding his 
employment. Devika and Piyush who were at the same level as him, Assistant Manager in Sales, advised 
him to raise the matter to their seniors in the sales department itself, and told him that even they would want 
to know the basis of their appraisals, and that it was a very good question he had raised with the HR. After 
much discussion, it was agreed upon that this would be the right thing to do, so he went to his immediate 
senior Mr. Girish Agarwal, Manager, Sales, and again recounted the whole story. Mr Girish agreed with him 
and told him that he would raise the issue in the next monthly meeting, which was to be held on the coming 
Saturday. 
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Mr. Girish in the meeting, where, in the ascending order of hierarchy, Manager, Senior Manager, Deputy 
General Manager and General Manager of Sales and Marketing resided the chairs; told them about the issue, 
after the discussion relating to the monthly sales targets of the organization. He told the senior executives, of 
the issue Tapas had talked about. Mr Girish put forward the issue by saying that the Executive, Senior 
Executive and Deputy Managers are people who have direct contact with the customers. They are the ones 
responsible for customer queries, and being a part of Sales team, they should be told of the parameters for 
their appraisal, because a good sales team, which is aware of its shortcomings can improve further, but if 
they are not told of their shortcomings, or the areas where they are doing good, then that would impact the 
organization negatively. An informed appraisal procedure for the Sales team is very much the need of the 
hour. 

Mr. Girish put more pressure by saying that a well informed Sales team would give optimum level output 
and results. The senior officials agreed to what Mr. Girish said, and told him that in the next inter-
departmental meeting which is attended by the General Managers of all departments, and would raise this 
topic, and also about the way HR is managing the employees, because threatening someone is not the ethical 
manner, and that ECL group of companies are known for their ethics and business conducts. 

In the inter-departmental meeting, after the discussion of the main agenda, the issue of appraisal procedure 
was raised by Mr. Alok Nanda, General Manager, Sales and Marketing. He told of the incident which 
occurred with Mr. Tapas, and told the executives that this type of behavior by the HR would discourage the 
employees, which would impact their performance negatively. He said that being a part of HR does not 
mean that they can say anything without being held liable or just by the virtue of their position and seniority. 
He said that apart from the basic changes that has been suggested and discussed in the meeting, this should 
also be taken seriously, and a decision should be reached upon in the matter. 

After a lengthy discussion in which the HR General Manager showed no objection, as it was the mistake of 
one single employee, for which the whole department cannot be held in bad light. The HR General Manager 
agreed that they can arrange for a meeting department wise, where the employees would be told of their 
appraisal parameters, and of their shortcomings, if any. Ms. Megha was given a warning and a fine of 25% 
salary for unethical conduct. 

OUTCOME 
From the following case, it can be inferred that the appraisal plays a big part in the employee’s career, and 
that he/she should be well informed about it. Most of the organizations follow a rating method after the 
appraisal is done. The rating is usually done from 1-5, 1 being the lowest, and 5 being the highest. They are 
not made aware as to why they got a certain rating. Informing about the appraisal makes the organization 
transparent, and raises the employee satisfaction level, because they are made aware of where they need to 
improve upon, what their shortcomings are. It also helps increase the retention level. 
The outcome in the organization mentioned in the case was that the HR department held half yearly sessions 
with different departments, informing the employees of their appraisal and the reasons for a particular rating, 
due to which the employees were highly satisfied. This should be followed by all the organizations. The 
employees should be kept well informed of their performance, what improvements they need, or if they 
should carry on with their current performance. It keeps the employees satisfied, as they are aware of their 
capabilities and how to use them for their bright future, and the organization also gains from it tremendously. 
IMPLICATIONS 

From the following case, it can be implied that the manpower plays a big role in the organizations, and if an 
organization wants to create a name for themselves in the market then they have to keep their employees 
happy. The present generation of working professionals is very bold and determined about the work they do, 
and very professional, practical and sensible in handling work pressures. They want the system to be 
transparent, and they don’t shy away from raising their voice against any injustice meted to them. It keeps 
the administration on their toes, and makes sure that every department is efficient and working properly. 
This results in overall positive outcomes for the organization. 
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SALES PROMOTION OF RMGT 928P IN INDIA 

Akshay Kaushal 1 and Dr. Rahul Gupta2 
Student 1MBA (M&S) and Assistant Professor 2, Amity Business School, AUUP,  Noida 

ABSTRACT 

The case brings to light the printing machine 928P from one of the giants in the manufacturing of the high 
speed offset printing machines in the world, Ryobi MHI Graphic Technology Ltd. (RMGT).The purpose is to 
highlight the different problems faced and the sales promotion strategies used by RMGT to promote their 
worldwide in-demand machine model 928P in India. The sales promotion strategies that the Indian market 
requires differ from that of other countries as many factors are holding back the customers from making 
investments in this product. RMGT has taken up different strategies to tackle the low demand of the product 
in the Indian market such as direct customer interactions through the distributors, user report circulations 
and many more. 

Keywords: RMGT, 928p, printing strategies 

INTRODUCTION: PRINTING INDUSTRY 

Printing Industry in India is growing at a rate of 12% per annum, comprises more than 250,000 big, small 
and medium printers. The current annual turnover of the industry is more than INR 50,000 crores (USD 11 
Billion). 
The industry has undergone a revolutionary change in the last decade. In 1990, India initiated a process of 
reforms aimed at shedding protectionism and embracing liberalization of the economy. Privatization was 
initiated with the aim of integrating the Indian economy with the world economy. This change opened the 
doors for the Indian Printing Industry to modernize, by investing in the latest of technology and machinery. 
In recent years, the printing industry in India has seen record level of growth, owing to liberalized regimes, 
globalization and progress. The industry has grown leaps and bounds due to the latest technology and 
machinery, quality standards and production capacities. 
The booming Indian economy, increasing consumerism, entry of global brands in the country and opening of 
the sector to foreign investors are bound to offer growth opportunities to the industry. 
The Printing industry today is an extremely hostile and competitive environment. To maintain a competitive 
edge in this industry, companies are continually charged with the task of reducing costs, improving designs, 
and increasing efficiencies. To that end, the search for cost reductions has gone global.  
RMGT 

RYOBI MHI Graphic Technology Ltd. which is one of the leading manufacturers of offset Printing 
machines worldwide was launched in January 2014, inheriting and fusing the respective strengths of RYOBI 
LIMITED and Mitsubishi Heavy Industries Printing & Packaging Machinery, Ltd. Moving forward, 
committed to expanding their product lineup and strengthening the development, manufacturing, sales and 
service capabilities. 

In terms of products, RMGT’s renewed press lineup now encompasses former Mitsubishi sheet-fed models 
in the B1 (1020/1050 mm) and larger size formats, together with previous Ryobi sheet-fed models in the A1 
(920/940 mm) and smaller size formats. Beyond external design appearance, RMGT will integrate the 
technologies and features of both lines to ensure even greater press performance. 

RMGT 982P 

The RMGT 982P is a high-speed A1-size 8-color convertible perfector (front and back printing in one pass) 
offset printing machine, which is a model of the RMGT 9 series. With its ability to print various print jobs 
with exceptionally high performance makes it one of the highest selling models of the company worldwide. 
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The main printing jobs the machine is used for are 
 Printing on both the sides (front and back) of the paper in a single pass. 

 Printing books catalogues, posters, etc. 

 Multiple jobs done by online printers to meet quick delivery demands of the customers. 

 All other types of commercial printing. 

The configuration of this machine is the ideal configuration, which is useful for the publishers and the online 
net printers. 

The online net printers majorly use this product across the world for meeting demands for bulk printing 
orders that require high quality printing. 

PROBLEM STATEMENT 

India as considered by RMGT is one of the most profitable markets for them. The demand for 928P 
worldwide is huge and the machine is sold in numbers in different parts of the world. India being few of 
those countries where the demand for the 928P is less makes it a country to be looked after to increase the 
overall sales of the product. This requires RMGT to come up with different sales promotion strategies and 
also keep in mind the factors, which restricts the demand for 928P in India. 

CURRENT TRENDS IN INDIAN MARKET IN RELATION TO 8-COLOR MACHINES  

 Presently the customers in India prefer purchasing second hand 40-inch presses, as they are able to 
purchase 8-color machine at a lower cost. 

 Customers give first preference to second hand Heidelberg presses that are available at low prices. RMGT 
982P is a very good alternative to replace these second hand machines as the customers will be able to get 
a brand new machine by making a little more investment. This demand for some aggressive promotions 
for 982P in India. 

 Publication printers require similar kind of configuration for the kind of jobs they need to print. But the 
policies regarding the publication sector are very unstable right now which is holding the publishers back 
from making any kind of investment. 

 Consumables required for using a LED-UV machine are available at very high costs as compared to the 
conventional inks and conventional UV inks. This also sometimes holds the customers back from 
investing into a LED-UV machine. For example - The average cost of oil-based inks in India is around 
200-400 rupees per Kg, conventional UV inks is around 800 rupees per Kg and that of LED-UV is around 
1500 rupees per kg. 

STRATERGIES 

 Current user reports – By circulating the reports of the existing users of 982P in India with the help of 
their distributor present in India, stating the advantages they gain from using the product in terms of price, 
competition, overall cost reductions, etc. can serve as a sales promotion tool for the company. 

For example  
Welfare Printing Ltd. (Macau, China) 
One of the Macau’s largest printing companies has newspaper printing as one of its major job out of many 
jobs done by the company. Other jobs include magazine printing; book printing, catalogue covers and 
printing on specialized substrate such as metalized paper and pearl-tone paper. 

Now after purchasing 920PF – 8 A1 size convertible perfector with two eco-friendly LED-UV curing units, 
they have benefitted in the following ways – 

- One-Pass instant-curing perfecting increased the number of jobs they could handle and shortened work 
time by more than one hour. 

- Instant-curing also enabled the printed sheets to be directly sent for binding process, shortening the time 
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by more than one day. 
- Production costs came down drastically. 
- Printing quality of halftones and contrast also increased. 
- Colour newspaper customers also were extremely pleased that the ink no longer rubbed off onto their 

hands. 
- This in turn increased the overall sales greatly. 

 Hitting customers mind with numbers – Constantly hitting the mind of the customers with the existing 
user base of 982P outside India and how and why the demand for the product is high in developed 
countries. 

For example  
RMGT has installed 42 presses of 982P with LED-UV curing lamps since January 2014 and 15 presses of 
back order as of June 2017. That makes 57 machines, which is a large number. 

 Low cost of ownership – One of the USP’s of RMGT machines and in particular the 9 series model is 
the low cost of ownership of the machines. This means that the cost of owning and maintaining the 
machine is much lesser as compared to other competitor’s machines. There are many reasons as to the 
low cost of ownership of the machines. These are – 

- Lesser initial investment as configuration similar to the 982P is only available in bigger size machines 
(i.e. 40-inch presses) and no other competitor supplies this configuration in similar segment machines. 

- Plate cost reduction by almost 27% of the cost incurred in 40-inch presses. 

- Electrical consumption is also reduced by 37%. 

 Inviting customers – This requires RMGT to invite a very few selected customers to Japan and arrange a 
visit to one of the online printers or publisher so as to show the Indian customers the different advantages 
and the benefits that the customers using 982P are gaining. This will induce the customers to think more 
aggressively and take decisions. 

Currently many printers are willing and also in financial condition to buy the machines, but due to certain 
factors (which we will be discussing below) they are uncertain that should they invest in the machine or not. 

Some factors affecting their decision  

- Unstable status of the publication status as discussed earlier. 

- Price related to the consumables required for LED-UV is available at a very high cost at present. 

- Not many jobs are available at present for LED-UV. 

- Customers mind set is if they invest in this configuration machine, then they will be stuck only with one 
type of a job. 

 Comparison – All the features that make the RMGT 9 series superior to its competitors should be explained 
and a feature-by-feature comparison should be show to the customer. This also involves the element of 
transparency between the customer and the selling company, which in turn helps in gaining the confidence of 
the customers. Red markings show the technical superiority of the machine over its competitors. Please refer 
to the comparison chart. 

COMPARISON / TECHNICAL DATA TABLE FOR SHEETFED OFFSET PRINTING MACHINES - SIZE 
36" PRESS 

PRINTING MACHINES 
S. NO.  TECHNICAL 

DATA 
RYOBI 920 KOMORI A37 KOMORI GL 37 Heidelberg CS 92 

1  PRINTING 
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  Printing Units 2 to 10 Colors + 
Coater (UV& 

WBC)  
+ Perfector + 
Inter decks + 

end of press Eco 
UV or LED UV 

2 / 4 / 5 Colors - 
Only Straight 

 Options 
Available End of 

press H UV  
Perfecting - 2/ 4 

colors 

2 / 4 / 5 
Colors - 

Only Straight 
 Options 
Available 

End of press 
H UV 

4 / 5 colors - Only 
straight 

 1 Max sheet size 
(straight) 

920 x 640mm 940 x 640mm 940 x 
640mm 

650 mm × 940 mm 

 2 Max sheet size 
(perfecting) 

920 X 635mm 640 X 940mm - - 

 3 Min sheet size 
(straight) 

410 x 290mm 420 x 297mm 420 x 
297mm 

340 mm × 480 mm 

 4 Min sheet size 
(perfecting) 

410 X 370mm Single Sided - 297 
x 420mm, Double 

Sided - 350 x 
420mm 

 - 

 5 Max printing 
area 

900 x 615mm 930 x 620mm 930 x 
620mm 

640 mm × 920 mm 

 6 Min printing area 390 x 265mm ? ? ? 
 7 Stock thickness 0.04 - 0.6mm 0.04 - 0.6mm 0.04 - 0.6mm 0.03 mm – 0.6 mm 
 8 Gripper margin 10 +/-1 mm 10 +/-1 mm 10 +/-1 mm 10 mm – 12 mm 
 9 Printing speed 

(straight) 
3000 - 16200 

SPH 
3000 - 13000 SPH 3000 - 15000 

SPH 
15000 SPH 

 10 Printing speed 
(convertible 
perfector) 

3000 - 13000 
SPH 

3000 - 13000 SPH  - 

 11 Machine 
Structure 

Frame Mounted 
on U shape 
solid Bed 

Frame mounted 
on Rail 

Frame 
Mounted on 

U shape 
solid Bed 

Frame Mounted on U 
shape solid Bed 

 12 Frame thickness Feeder：40mm 
Printing 

unit：60mm 

Feeder：19mm 
Printing 

unit：50mm 

NA ? 

 13 Operation side 
foot step 

Standard Standard Standard Standard 

 14 Control desk PCS G KHSI (Option) KHSI Printing Press Centre 2 
 15 High sped 

startup 
Yes Yes Yes Yes 

 16 Cylinder cocking Plate cylinder 
remote control 

Transfer Cylinder 
remote control 

Transfer 
Cylinder 
remote 
control 

? 

 17 PQC Monitor 
Display 

Standard Standard Standard Standard 

       
2  PLATE CYCLINDER 
 1 PLATE SIZE (W 

X L) 
910 x 665mm 945 x 700 945 x 700 721 mm × 930 mm 
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 2 PLATE 
LOADING 
SYSTEM 

Semi Automatic 
Plate Changer - 

SPC (STD) - 
Tool Less 
Loading 

Fully 
Automatic - 

FPC (Optional) 

Standard Plate 
Changing System 

with Tool less 
Loading (STD) 
Semi Automatic 
(OPT) Tool Less 

Loading 

Standard 
Plate 

Changing 
System with 

Tool less 
Loading 
(STD) 
Semi 

Automatic 
(OPT) Tool 

Less Loading 

Semi Automatic Plate 
Changer - Auto Plate 

(STD) - Tool Less 
Loading 

Fully Automatic 
(Optional) 

 3 Cylinder Surface Chrome Coated Anti rust 
treatment for plate 

cylinders 

Stainless steel 
Anti rust 

treatment for 
plate 

cylinders 

Chrome Coated 

 4 Distance from 
leading edge  

of plate to start 
of printing 

28mm ? ? 43 mm 

 5 Distance from 
plate clamping 

on plate tail edge 

22mm ? ? ? 

 6 High precision 
register punch 

with plate bender 
(ccd camera) 

RP 920-780MB 
(Opt)      

(Vision Punch 
with bender) 

NOT 
AVAILABLE 
Only Manual 

Punch 

NOT 
AVAILABL

E 
Only Manual 

Punch 

NOT AVAILABLE 
Only Manual Punch 

 7 Plate cylinder 
cocking device 

Yes NOT Available NOT 
Available 

Yes 

3  BLANKET CYCLINDER 
 1 BLANKET 

SIZE 
941 x 681 
x 1.95mm 

955 x 780 955 x 780 840 mm × 1,052 x 1.95 mm 

 2 BLANKET 
TYPE 

Aluminum 
bar 

Aluminum bar Aluminum bar Aluminum bar 

 3 BLANKET 
THICKNESS 

1.95mm 1.95mm 1.95mm 1.95mm 

 4 Cylinder Surface Chrome 
coated 

Anti rust 
treatment 

Stainless steel 
Anti rust 

treatment for 
plate cylinders 

Chrome coated 

 5 Under blanket  
packing 

thickness & size 

905 x 630 
x 0.65mm 

(paper) 

NA NA 735 mm × 1.030 x 2.30 mm 

 6 Over bearer 
clerance 

0.05mm NA NA ? 

 7 Automatic 
blanket cleaning  

device 

Available 
(OPT) 

Available 
(OPT) 

Available (OPT) Available (OPT) 

 8 Impression 
pressure preset 

Available 
(STD) 

Available 
(STD) 

Available (STD) Available (STD) 

       
4  Impression and transfer cylinder/geometrical configration 
 1 7' O CLOCK Double 

Diameter 
Imp & 

Double 
Diameter 

Imp & 

Double 
Diameter 

Imp & Transfer 

Double Diameter 
Imp & Triple diameter 

Transfer 
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Transfer Transfer 

 2 Cylinder Surface Chrome 
coated 

Anti rust 
treatment 

Stainless steel 
Anti rust 

treatment for 
plate cylinders 

Chrome coated 

 3 No. OF 
GRIPPERS ON 

IMP CYC 

16 Nos NA NA 13 Nos 

 4 No. OF 
GRIPPERS ON 

TRANSFER 
CYC 

 

17 Nos NA NA 13 Nos 

 5 Max gripper 
height opening 

5.5mm NA NA ? 

 6 Lubrication free 
gripper shaft 

Yes Yes Yes Yes 

 7 Gripper hight 
adjusment 

NOT 
REQUIRE

D 

? NOT 
REQUIRED 

NOT REQUIRED 

 8 Lubrication 
system 

Automatic 
Centralize

d Oil 
Lubricatio
n System - 
Drip Off 

Oil Bath 
Lubrication 

System 

Oil Bath 
Lubrication 

System 

Oil Bath Lubrication System 

 9 Transfer drum Solid 
Cylinder 

Solid Cylinder Solid Cylinder Solid Cylinder 

5  Feeder & delivery 
 1 Feeder system V series 

feeder 
WITH 4 
Lifting 

sucker and 2 
Forwarding 

sucker 
(STD) 

Stream 
Feeder 
(STD) 

Stream Feeder 
(STD) 

Preset Plus feeder (1) with 
Preset air settings 

 2 Feeder board Suction 
Tape (Two 

Suction Belt 
+ Two 

Belts) with 
brush & 
wheels 

Suction Tape  
with brush & 

wheels 

Suction Tape  
with brush & 

wheels 

Central Suction Tape 
without brush and wheels 

 3 Feeder pile 
height 

800mm 
(1000 MM 

Option) 

800mm 1100 MM 1,320 mm 

 4 Infeed system Under 
Swing 

Gripper  
& Paper 

Feed Drum 

Under Swing 
Gripper  
& Paper 

Feed Drum 

Under Swing 
Gripper  

& Paper Feed 
Drum 

Under Swing Gripper  
& Paper Feed Drum 

 5 Non stop feeder Available 
(OPT) 

Available 
(OPT) 

Available (OPT) Available (OPT) 

 6 Paper pre loader Available 
(STD) 

Not 
Available 

Pile less skid 
loader 

Not Available 
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 7 Feeder side 
blower 

Available 
(STD) 

Available 
(STD) 

Available (STD) Available (STD) 

 8 Automatic feeder 
pile lateral  
alignement 

function 

Available 
(OPT) 

Not 
Available 

Available (OPT) Available (OPT) 

 9 Ffeeder pre pile Yes Not 
Available 

Not Available Not Available 

 10 Feeder 
boardover shoot 

stoper 

Available 
(STD) 

Available 
(STD) 

Available (STD) Available (STD) 

 11 DELIVERY 
PILE HEIGHT 

900mm 
(1000 MM 
as option) 

900mm 1100 MM 1,295 mm 

 12 PAPER SIZE 
PRESET (Feeder 

& Delivery) 

Available Available 
(OPT) 

Available Available 

 13 STATIC 
ELIMINATOR 

Available 
(STD) 

feeder and 
delivery 

Available 
(STD) feeder 
and delivery 

Available (STD) 
feeder and 
delivery 

Available (STD) feeder and 
delivery 

 14 FAN OUT 
ADJUSMENT 

YES ON 
FIRST 

TRANSFER 
CYLINDER  
(OPT) RC 

DESK 
ADJUSMN

ET 

YES ON 
SWING 

GRIPPER 
MANUAL 

ADJUSMNE
T 

YES ON 
SWING 

GRIPPER 
MANUAL 

ADJUSMNET 

YES ON SWING GRIPPER 
MANUAL ADJUSMNET 

 15 Delivery jam 
detector 

Available 
(STD) 

Available 
(STD) 

Available (STD) Available (STD) 

 16 NON Stop 
delivery 

Yes with 
racking 
system 

Yes with 
racking 
system 

Yes with 
racking system 

Yes with racking system 

 17 Sheet de-curler Yes Yes Yes Yes 
 18 Air blower above 

delivery 
Yes Yes Yes Yes 

 19 Anti static bar Yes Yes Yes Yes 
 20 Delivery sheet 

anti deviation 
device 

Yes Yes Yes Yes 

 21 Chain guide 
lubrication 

Auto Auto Auto Auto 

 22 Safety feature Entry 
restriction 

bar and 
delivery area 

sensor 

NA Delivery area 
sensor 

Delivery area sensor 

 23 Delivery pile 
upper limit 

sensor 

Yes Yes Yes Yes 

 24 Powder spray 
device 

Graphix Cosmotech Cosmotech ? 

6  INKING & DAMPENING 
 1 No. Of rollers 19 / unit  

(Including 
Ink 

21 / Unit 21 / Unit 20 / Unit 
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Fountain 
Roller) 

 2 No. Of ink form 
rollers 

4 / unit 4 / unit 4 / unit 4 / unit 

 3 No. Of ink 
oscillating form 

rollers 

1 / unit 
(STD) 

1 / unit (STD) 2 / unit (STD) ? 

 4 No. Of ink 
oscillating rollers 

4 / unit 4 / unit 4 / unit ? 

 5 No. Of 
dampening 

rollers 

4 / unit 5 / unit 5 / unit 4 / unit 

 6 No.  Of 
dampining form 

rollers 

1 / unit 1 / unit 1 / unit 1 / unit 

 7 No. Of 
dampening  

oscillating rollers 

2 / unit 2 / unit 2 / unit 2 / unit 

 8 No. Of bridge 
rollers 

2 / unit  
(1 Ink & 1 

Damp) 

2 / unit  
(1 Ink & 1 

Damp) 

? ? 

 9 Automatic ink 
roller cleaning  

device 

Available 
(OPT) 

Available 
(OPT) 

Available (STD) Available (STD) 

 10 Inking roller 
temperature  

controler system 

Available 
(OPT) 

Available 
(OPT) 

Available (STD) Available (STD) 

 11 Ink volume setter 
- cip 4 (ppf) 

Available, 
CIP 4 
(OPT) 

Available 
(OPT) 

Available (OPT) Available (OPT) 

 12 Automatic 
dampening 

solution supply 
device 

Available 
(OPT) 

Available 
(OPT) 

? ? 

 13 Ryobi-matic-d 
continious 
dampening 
system with 

hickey removing 
function 

Available 
(OPT) 

Available 
(OPT) 

Available (OPT) ? 

 14 Oscillating 
bridge roller 

Available 
(STD) 

NA NA ? 

 15 One set of Roller Available 
(OPT) 

NA Yes ? 

 16 Ink Duct interval 
adjustment 

Yes 
remote 
control 

Yes Yes ? 

 17 Motorized Ink 
Fountain roller 

Yes ? Yes ? 

 18 Ink roller Nip 
following 

Yes ? Yes ? 

 19 Ink oscillating 
timing manual 

adjustment 

Fix NA Yes ? 

 20 Dampening R-Matic Komorimatic Komorimatic ? 
 21 Oscillating rider 

roller on damp. 
Yes ? Yes ? 
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Foam roller 
 22 Dampening form 

roller speed gear 
declutch 

? ? Yes ? 

 23 Water level 
sensor 

Yes Yes Yes Yes 

 24 Ink washing tray 
ON/OFF 
function 

R C desk  Pneumatic ? 

7  REGISTRATION 
 1 Registration 

system 
Pull Side Guide, 

Drop away front lay 
(STD) 

Pneumatic Pull Side 
Guide (OPT) 

Pull Side 
Guide 
(STD) 

Pneumatic 
Pull Side 

Guide 

 

 2 Sunction wheel Front lay suction 
wheel 

NA NA ? 

 3 Vertical image 
micro adjustment 

range 

+/- 1mm by plate 
cyc 

+/- 1mm by front 
lay 

NA ? ? 

 4 Vertical image 
rough adjustment 

range 

+/- 20mm by plate 
cyc 

NA ? ? 

 5 Lateral image 
micro adjustment 

range 

+/- 2.5mm by pull 
side guide 

+/- 2mm by plate 
cyc 

NA ? ? 

 6 Diagonal image 
micro adjustment 

range 

+/- 0.2mm by plate 
cyc  

(Max printing area) 

NA ? ? 

 7 Register 
detection 

Yes, Slewed paper 
detector and side lay 

sensor 

 2 step  

 8 Ultrasonic 
double sheet 

detector 

Yes Yes Yes Yes 

 9 Suction side lay 
Guide 

Yes Yes Yes Yes 

 10 Mechanical 
double sheet 

detector 

Yes NA NA NA 

8  OTHER DETAILS 
 1 PCS - Printing 

Control System 
PCS - G (Single 
Monitor) (STD) 

Single 
Monitor 

Single 
Monitor 

Single Monitor 

 2 PQS - Inline 
Printing Quality 
Control System 

Available as 
option 

Not Available Yes ? 

 3 Smart make 
ready function 

Available - only 
with Full - RPC 

Not Available Not 
Available 

? 

 4 Power 
consumption 

52 kw with 
energy efficient 

motor 

53kw 60kw ? 

 5 DIMENSIONS 
(L x W x H) IN 

MM 

7726 x 3010 x 
1870 

8169 x 3320 
x 1851 

8199 x 
3499 x 
2196 

10590 x 4780 x 2720 

 6 Weight 21.6 T (21,600 20.6 T 22.3 T 28.33 T 
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RETURN ON INVESTMENT  

This requires RMGT and its distributor in India to explain the ROI that the customer will be getting from the 
machine in the longer run. Until and unless it is clear to the customer or is not absolutely certain he/she will 
not make any kind of investment.  

For Example (Please refer to the ROI sheet attached at the end of the report) 

Considering the value of the machine as 120 million JPY, exchange rate from JPY to INR as 0.60 and 
Import duty as 26%, the landed cost of the machine in India will amount to around 90 million INR. This 
becomes the initial investment made by the customer. 

Now, the present scenario in the Indian market related to 982P+LED-UV will be as follows- 

The printers who will be looking for this kind of configuration will be mainly publishers for the publication 
of books for children, which requires printing on some special papers with some fancy and attractive images. 

The kind of LED-UV jobs the printers will be doing will be categorized into two parts – 

- Commercial jobs (Short Run) and Publication (Long Run) 

The amount of sheets the printer will expect to print for publication jobs will be around 100000 sheets per 
day and that of commercial jobs will be around 30000 sheets per day. 

- If we look at the short run UV jobs (commercial jobs) a printer will have, the number of jobs that he will 
have per day will be around 15 sets. The rate per job (excluding plate cost) up to 3000 sheets will around 
5000 rupees and additional cost for 1000 sheets will be around 2000 rupees. So looking at the information 
available we can find will find out the revenue that he will be generating from short run in the first year 
and then year after year. Similar process can be followed for long run UV jobs. This will give customer 
the idea about the revenue that he will be generating from UV jobs that he will be doing. 

- The most important part of an ROI is to find the total expenditure that the customer will be incurring by 
making this investment. We take into consideration the principal repayment per year + Interest, 
Manpower cost, cost of consumables for using LED-UV, the power consumption costs and the other 
overheads that the consumer has to bear. 

- Calculating the ROI form the above information we can easily interpret that the ROI generated in the first 
year itself amount to 16%, which also keeps on increasing year after year. If we look at the bigger picture 

kgs) (20,600 kgs) 
 7 Warranty 24 months 

comprehensive 
12months 12months 12months 

 8 Compressor Yes (OPT) ? ? ? 
 9 Sheet Detector/ 

Sensor 
● Double Sheet 
Detectors 
(mechanical) 
● Ultrasonic type 
double sheet 
detector                       
● Slewed paper 
Detector                                             
● Paper Transfer 
Jam Detector 

● Ultrasonic 
double sheet 
detector 
● Delivery 
area sensor 

●Ultrasonic 
double 
sheet 
detector 
● Delivery 
area sensor 

● Ultrasonic double sheet 
detector 
● Delivery area sensor 

 10 Sheet de-curler Yes Yes Yes Yes 
 11 Fan on delivery Yes Manual Manual ? 
 12 Lubrication on 

chain delivery 
Yes Yes Yes Yes 

 13 Safety Features Entry detection 
sensor and entry 
restriction bars on 
delivery 

Not Available Entry 
detection 
sensor 

? 
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we can find out that the accumulated returns over the years amounts to around 195%, which turns out to 
be very profitable for the customers. This gives the customers some realistic benefit that he can attach to 
his purchase. 

FINDINGS 

The most important finding is that the Indian market has a lot to offer in the future in terms of sales and 
overall development. The market has a good potential for the machine 982P provided the policy related to 
publication stabilizes, customers are educated on a constant basis about the benefits the machine has to offer 
and also taking up sales promotion of the machine aggressively. 

To attract the Indian customers it becomes imperative on part of RMGT to formulate a sound sales 
promotion strategy and emphasing on the KPI’s of the machine 928P such as – 

- Installations in large numbers worldwide. 
- Low cost of ownership of the machine. 
- Faster returns on the investment made by the customer. 
- Important role of comparison chart as it serves as a major differentiator between different machines in the 

same segment. 
- Inviting the customers to Japan to show them the capabality of the company and its product 928P. Also to 

show them the different kinds of jobs done by the printers on the same machine in different parts of the 
world. 
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THE RISING SUN:  A NEW PERSPECTIVE OF CUSTOMER ORIENTATION 

Akshita Srivastava1 and Dr. Shikha Mishra2 
Student1 MBA (HR) and Associate Professor2, Amity Business School, AUUP, Noida 

An U.K brand is largely known for their housetop windows and sky confronting windows. The brand is 
controlled by VKR Holding A/S, an obliged association totally asserted by foundations and family. Its fiscal 
results are joined into VKR Holding's consolidated records. In 2016, VKR Holding's salary indicated Euro 
2,434.4 billion and net advantage for the year came to Euro 350.9 million. They have creating associations in 
11 countries and arrangements associations in barely short of 40 countries, are a standout amongst the most 
grounded stamps in the overall building materials subdivision and offer their things in many parts of the 
world. Built up in 1954 this U.K brand now has around 10,000 delegates. Social event head office is 
arranged in Hørsholm, north of Copenhagen yet the UK base camp and customer contact center are in 
Glenrothes, Scotland. The things fuses housetop windows and disconnected straight windows, and 
furthermore an extent of breathing life into parts, blinds, roller screens, foundation courses of action and 
remote controls..  

"Today, with respect to the previous 75+ years, the company is the world pioneer in rooftop windows and 
sky facing windows. This is no mishap. It is an aftereffect of our extreme concentrate on making the best 
quality, most vitality proficient day lighting items accessible. Throughout the years they have attempted to 
recognize the key parts vital for practically any effective day lighting undertaking, and have made our item 
program to coordinate. The outcome is an entire arrangement of day lighting items unmatched anyplace. 
Exploit our experience by fusing the total framework into your day lighting venture."- These are the correct 
words composed by the organization on its page on the web  

In 2004, the Executive Director of the company in the U.K ,stated  that Being a Director of the Danish 
window maker was, on paper, the dream work. The association was the primary supplier of housetop 
windows on the planet. Despite attempts from various suppliers, most by far of who were giving win-dows at 
a more affordable esteem, it summoned the market. The association had the most significant bit of the 
general business and a strong edge. Most bosses would have put their feet up and valued the blessed position 
of being the market pioneer. In any case, Barrett wasn't content. He thought about a relentless undercurrent 
of customer frustration. In any case, the situation was passed on to a head when a disappointed customer sent 
a recorded movement letter to every official of the association. The letter connected at each official's home 
on a Saturday morning and caused turmoil on the Monday morning  

A change advisor was brought in to help. However, the company had its own center UK and ROI call focus, 
focused in Scotland, overseeing and going to a scope of approaching enquiries from both private and 
exchange clients. Though with expanded clients, issues and request, it was neglecting to address clients 
issue, throughout top circumstances. The advisor's first move was to assemble a group of cutting edge of UK 
staff to investigate the idea of client contact request and concentrate the esteem made for the client. It was 
found that the level of disappointment request was around 45%. The organization additionally had a 
motivator conspire for administrators to upsell window blinds. This just exacerbated the issue.. Executives 
were tuning in for customers who were set up to buy; any visitors with questions not related to a brisk 
arrangement were passed off to various zones. Besides, to fuel the circumstance, if once the request had been 
tended to the customer by then made a request to purchase, they would then get backpedal to yet another 
expert in the organization center. This sort of a system was making deferment and customer dissatisfaction; 
they constantly felt rejected and disregarded for their inquiries were not being clarified in a blaze at the need 
bases. This client disappointment was a consistent reason for fall in incomes and benefit of the organization. 
Individuals began to lean toward various organizations for a similar reason. 

INQUIRIES 
1. What is the key issue with Velux UK frameworks and what sort of risk does it posture for the 

organization? What sort of initiative association do you think exists in defeating those dangers?  

2. What change program steps should the expert propose to conquer the issue and enhance process? 
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NEED OF MICRO MARKETING RESEARCH IN MOTORCYCLE INDUSTRY 

Ashfaque Ahmad1 and Dr. Kalyan Kumar De2 

Student1 MBA (M&S) and Professor2, Amity Business School, AUUP, Noida 

ABSTRACT 

Research conducted by Marketers often tends to generalize the results on geographic area more than it 
should. Especially in country like India, where taste, preferences, mindset and culture of people changes at 
every few miles, these generalization at a country or even at a state level may severely affect the potential 
sales of the company that it can achieve if the marketing and sales practices are streamlined in accordance 
with the smaller geographical areas. This case study shows how out of sixteen factors influencing customer 
purchase decision of motorcycles, obtained from macro marketing researches, only five factors are 
significant for the people of a district in Bihar. The separation of significant factors (or other similar objects 
of research), from the insignificant ones can be done only by conducting micro marketing research. A 
motorcycle firm can achieve much better return on investment if they focus on the significant factors in their 
promotion and sales and ignore the less significant factors.  

Keywords: Micro Marketing Research, Niche Marketing, Factors Influencing Purchase Decision, 
Motorcycle Firms, Two-wheeler Industry 

INTRODUCTION 

According to the American Marketing Association, Marketing research is the function that links the 
consumer, customer, and public to the marketer through information-information used to identify and define 
marketing opportunities and problems; generate, refine, and evaluate marketing actions; monitor marketing 
performance; and improve understanding of marketing as a process. Marketing research specifies the 
information required to address these issues, designs the method for collecting information, manages and 
implements the data collection process, analyzes the results, and communicates the findings and their 
implications.  

Niche Marketing can be defined as “a method to meet customer needs through tailoring goods and services 
for small markets”. (Stanton et al.) 

The above definition points out the need for tailor made goods and services that are for small markets. To 
make these goods and service according to the needs of the small market, a marketers needs to know these 
needs at individual level or group of individuals’ level, this again can be known only with the help of micro 
marketing research. Undoubtly, small markets that are served at the best possible level can together give 
outstanding results to the marketers. 

Often there is debate about the effect of failure of a successful marketing on sales. The industry today 
accepts that, as the success of sales is dependent on the success of marketing so does the success of 
marketing is dependent on a well carried marketing research. 

Training of salespersons is a part of organizational activities these days in organizations. Training is a 
rigorous activity that also includes training the salespersons about which product features or specification 
should they emphasize more on and which can be avoided in a conversation with a potential customer. 
Certainly a product, for example a motorcycle, have many features like its design, colour, engine capacity, 
ignition technology, break technology, alloy used, types of tires used, mileage, capacity of petrol tank, 
comfort, price, after sales service, resale value and many more. 

A salesperson can neither describe all the features to the customer as it will not be effective nor can he talk 
randomly about few features which can be based on hit and trail or guess as it will result into loss of sales. So 
what is the solution to this problem? Effective salesperson knows which features of the product matter more 
to which customer and which features can be totally avoided in the sales conversation. These more important 
features can be easily found through a well-planned marketing research. 
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BACKGROUND 
A study was conducted at “Shree Bajaj”, which is an exclusive showroom of Bajaj Auto at Darbhanga 
District of Bihar. The district has only one showroom of Bajaj which not only covers the area of main town 
but also the surrounding areas of villages. The showroom has served its customers with two wheeler 
motorcycles for more than a decade now. 

Stanton, W.E.J., Etzel, M.J. and Walker, B.J., Fundamentals of Marketing, McGraw-Hill, NewYork, NY, 
1991. 

Darbhanga is a district located at North of Ganga River in Bihar. It is almost 120 km from the capital city 
Patna. Though Darbhanga and Patna are in the same state, there are many differences that one can notice on 
his visit to both the district. The majority of the population at Darbhanga speaks Mathali while at Patna 
people speak Hindi. According to census 2011 data, the population of Darbhanga 2,96,039 with average 
literacy rate of 79.4% while of Patna is 16,84,222 with average literacy rate of 83.37%. The population 
density of Darbhanga is lower than that of Patna and the lifestyle of people varies greatly. Differences can be 
noticed even in the food habits and family structure. 
PROBLEM STATEMENT 

The manager at the Shree Bajaj determined that the organization needs to increase the conversion rate of 
footfall i.e. the ratio of number of customers actually buying a motorcycle per day to the total number of 
customers who enter the showroom per day.  
The manager knew that the conversion rate can be increased only if the salespersons were trained well. For 
training the salesperson, the organization must know factors influencing customer purchase decision of a 
motorcycle which are specific to the customers in the area covered by the showroom.  
Only if these factors influencing customer purchase decision were listed and arranged in the order of its 
significance and separated from the less significant factors, the organization can yield better results. Once the 
factors have been listed according to its significance, the salespersons can be trained to emphasize more on 
these significant and important factors and ignore less significant factors in their day to day dealing with the 
customers.  
RESEARCH STUDY 

To solve the above stated Problem, the organization designed a marketing research which initiated by finding 
all the factors that influence that customer purchase decision of a motorcycle. For this purpose, a qualitative 
research was done to find out all the factors that can affect the customer purchase decision of a motorcycle 
from previously published researches. A list of all the factors was developed which had total 16 factors. On 
the basis of judgment of the manager, senior salespersons and other senior employees of the organization, the 
list was reduced to eight factors that needed further reduction through quantitative research. These eight 
factors are as follows: Brand Trust, Showroom Experience, Variety available, After Sales Service, Price, 
Quality, Performance and Resale-value. 
A questionnaire was prepared using these eight factors. The questionnaire, refined and improved through a 
pilot survey, was used to collect the data from 200 customers within a period of 15 days. The sampling 
method used was convenience sampling as the questionnaire was filled by those customers who entered the 
showroom.  
After the collection of data, a linear regression analysis was conducted which shows that Brand Trust, 
Showroom Experience, After Sales Service, Price and Quality are significant factors while Variety available, 
Performance and Resale-value are not very significant for the customers of that location. Thus top five 
factors that influence that customer purchase decision of two-wheelers in Darbhanga district of Bihar was 
found out. 
SUGGESTED SOLUTIONS 
Based on the results of the conducted study, following solutions can be suggested for problems faced by 
Shree Bajaj: 
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 The firm must train salespersons to emphasize more on these significant factors in their conversation with 
the potential customers and should avoid insignificant factors, unless very much necessary. 

 The firm should use these significant factors influencing customer purchase decision, which was found in 
study, in their promotion mix like print advertisement in local newspaper, in the showroom 
advertisement, etc. 

 Such micro marketing research should be conducted at regular intervals so that changes in the factors 
influencing consumer purchase decision can be incorporated with the organizational strategy accordingly. 

IMPLICATION OF THE STUDY 

 The study clearly shows that “micro marketing research” is the need of hour and every firm should 
conduct it a regular intervals to yield higher return on investment. 

 A broad research cannot be generalized for a vast country like India. 
 The marketing mix and retail mix should be aligned with respect to the findings of the micro marketing 

research for its success in the target market. 
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ORGANIZATION LACKING WORKER’S WELFARE, DEVOID ITSELF FROM VICTORY! 

Avantika Saxena1 and Dr. Rosy Kalra2 
Student1 MBA (General) and Associate Professor2, Amity Business School, AUUP, Noida 

ABSTRACT 

One can always get fantasized with the outlook of an organization, the working conditions one would dream 
of living in reality, or may be with the level of the in-house knowledge of the organization. The land 
conquered by the world class infra-structure established, award your eyes a blissful sight. And what not! 
Back of the fancy truth there rests a pain in the foundation of such organizations. A foundation that is no one 
but the labors that are the most exploited population however they are the strongest force in the 
organization. These people are robust enough to destroy the company disregarding their welfare; therefore 
this case study unveils labor exploitation. It consists of problems labors face today notwithstanding the 
development India has underwent in recent years and the measures that helps the company circumvent 
vulnerable image of self. This will also provide an insight to the reader about the cardinality of maintaining 
healthy relationships in the organization.  

Keywords: labour welfare, industrial relations, statutory compliances  

INTRODUCTION 

‘The struggle for India being called- ‘a developed nation’ will continue until it stops yearning for being 
able to serve its people equally however will be developed then, when each soul on this land is served 
enough!’ 

2012 had been a devastating year for Maruti if we do not forget the frightful event that happened in Manesar 
leading to the demise of an HR executive and numerous injuries to 200 employees. If we contemplate on to 
the situation and the demands of the labors, it revealed the inconsistencies in the provisions of welfare for the 
labors which evoked a sense of rebellion that damaged the functioning of the company.   

It is integral to keep up the labour welfare and maintain a harmonious relationship with the ground level 
workers because of one, they form the most required force, two, they are the strongest force in the 
organization. One mistake from the employer and the industry can face the repercussions. Labor welfare 
means “the efforts to make life, worth living for workmen.” 

According to (Todd) “labor welfare means anything done for the comfort and improvement, intellectual or 
social, of the workmen over and above the wages paid which is not a necessity of the industry.” 

Forget intellectual and social well being, are all Indians even fed enough to have a proper sleep in the night? 
Can they even fill their stomach 2 times a day? As per the UN report India still had 194 million people 
starved in 2014-15. (ndtv, 2015) 

On an emotional front these people are the most exploited out of all since they are barely aware about their 
rights. Companies often fail to tackle the fetched out demands of the labors to deal with their grief and thus 
the labors start vying with the management.  

If we consider the scenario of a country like India we still focus on the skill based wage determination 
(Unskilled, semi- skilled and skilled). Workers migrate to places in search of better standard of lifestyle and 
job opportunities but  the deficient facilities and inferior working conditions worsen the conditions anywhere 
and everywhere in India. If we consider solely the cases of the women workforce their conditions have even 
been worsening since they are constrained to work mainly in agricultural sector which pays less than livable 
salary. 

Every organization must feel the dependence on this pillar who is nobody else but the workers of the 
organization whose truancy could shatter the existence of the company and therefore it becomes integral to 
maintain amicable relationships with the labors. The relationships developed overtime have been given a 
name called- industrial relations.   
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BACKGROUND 
ASM ltd. (Aaron Superior Machines) is the power business subsidiary of Indian conglomerate Rayzak Group 
with head office in Hyderabad. The company happens to be one of the elite power producers in India, ASM 
is ranked 214th in the top companies of India in Fortune India 500 list of 2010. ASM ltd is amongst those 
power producers which have enjoyed the success of ultra superior technology in the country. It is a company 
with a capacity of 2970 MW power generation extent evidently. This company has acquired huge lands in 
India and caters to many Indian houses by supplying electricity. 

ASM Ltd falls in the western extremity of India. This belt is anytime prone to natural calamities. Henceforth 
the uncertainty and the stretch to workers’ homelands make it abstruse for the company to fasten much of 
people in the site. This company highly depends on the lower level workforce which is a well founded reason 
for any company’s existence.  

PROBLEM STATEMENT 
Mr. Joseph, the senior executive lately joined this company with pride as it is a power plant that happens to 
be amongst the pioneers to have generated electricity in India. 

He describes the company saying- it is an organization one could always get fantasized with. Entering the 
doors one can find the working conditions, one would dream of living in reality. Entering in depth one would 
realize the level of the in-house knowledge of the organization. Going even further one could apprehend the 
salary structure of the employees which is not less than handsome. Walking around in not easily ending acres 
of land beautifully dressed with greenery makes one experience paradise. The land conquered by the world 
class infra-structure established, award your eyes a blissful sight. The people in the organization represent 
the hardcore combination of competencies and what not! 

 But latterly witnessed eventuality of the company made him acutely aware of the exploitation of the Indian 
labour class. The agonizing revelation of the labourers of the company gave him the entire comprehension of 
the untold truth of the back of the fancy stories he heard. These untold truths can drive the company towards 
obnoxious backlash. 

Now Mr. Joseph faces a dilemma of either letting things be untouched or should he initiate to cull off the 
deficiencies of the company by reaching the supreme authorities? Will his move be taken as an 
infringement? What should he see – his package in lakhs per annum and family or the blue faces that became 
the cause for his sleepless nights? 

Notwithstanding being among the visionary organizations something lags in some companies, often 
companies fail, ASM might fail as well. There is always a necessity to apprehend the loopholes.  

While on an informal meeting with the workers, Mr Joseph encountered certain issues that ASM has been 
facing these days. Labors told Joseph that they usually go with concerns to the management and are sent 
back answerless.  

 Lately Raghu from Bihar, aged 48, working as a helper in the conveyor line lost his father for which he 
was intimated after 10 hours of his afternoon shift. He reached bihar 3 days after the demise. This delay 
prevented him from paying his last respects to his father. The policy of ASM strictly prohibits the usage 
of cell phones in the plant premises. The company believes that the use of cell phones can distract the 
workers and hence affect their productivity also it might lead to dangerous accidents. ASM also doubts 
that they may capture and viral critical videos of the power plant or leak out critical processes which can 
put the company in danger.  Raghu grumbled to the company and demanded for the permission of using 
cell phone. Is raghu’s stipulation considerable? 

 Qasid from MP a technician working with ASM for more than 8 years grieved that despite serving the 
company for this long his salary never reached beyond Rs 12000 per month. He has a family dependent 
on him sitting far away from him expecting a livable lifestyle. The contractor sneers when a hike is 
claimed. Is he not skilled enough?   
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 ASM ltd has approximately 2000 labors. It entails one canteen for the employees which lies in the mid of 
the plant, a traveler is provided besides to help the employees reach food, and a canteen for contract 
workers for which the labors have to walk nearly 4 kms to reach if working in areas like storage yard that 
is built in the periphery of the plant. Bala working in the yard area complaints that often workers have to 
skip their lunch since an hour is wasted in walking the spread land. There is no service provided for them 
to reach to the canteen. Moreover Shumair stated that the quality of the food provided is not acceptable. 
However the price for the food costs them a good percentage of their bare minimum wages. 

 Sharda a sweeper working with a contractor under ASM ltd on asking about her wages happily acclaimed 
that she is remunerated with Rs 4500 for 26 days multiplied by 8 hours! a good example of a victim of 
deception!  

 Moving further lets spot on the variations in the overtime paid to workers working more than 8 hours a 
day, captured during a survey conducted sometime back. Mentioned scattered diagram (figure 1) in 
annexure 1 represents the rates of Overtime at which the workers are paid for extra hours of work. Out of 
the 47 % respondents who said YES, the rate of overtime varies between 0.5 times to 2 times the normal 
hourly wage. Isn’t this revealing the lack of awareness of workers like Sharda? or is this just revealing the 
exploitation practiced by the contractor? Or is that unfolding the lack of supervision of ASM ltd? 

 Vinay a painter from contractor P works for scoff holding gets paid Rs 15000 per month and kartik a 
painter of scoff holding, from K contractor is paid 12000 per month. If we consider the skills, 
establishment, working conditions, efforts and responsibility these workers are nowhere less than each 
other then what is that factor which restrains the contractor K to pay kartik at par with wages of vinay? 
Which laws promote the employers to practice wage discrimination and why aren’t these being adhered 
by Indian companies like ASM? 

 Going further in depth Joseph on asking the labours came across an objectionable fact that ASM ltd has 
no trade union for the labours. Though the issues between the labours do not take treacherous turn as most 
of the things are crushed at an initial level yet the probability of things going unfavorable does exist. 
There is nobody to voice up for labours. Neither are the workers aware about their rights. Mr Joseph 
audaciously once asked the welfare officer about it. He was snubbed indirectly by saying not to be 
involved into such matters and let the company go its own way. 

 While on a survey with labors it was found that the amount of bonus paid to the workers is not being 
abided by the contractors under the company. Annexure 1 shows the figure 2 stating the level of bonus 
being paid to the workers in ASM. Out of 100 respondents surveyed 75% said that they are paid bonus 
every year.  Out of 75, 48% (36 workers) joined the company in 2016 whose bonus is supposed to be 
calculated on a wage ceiling of 3500 however they were not being paid as per the payment of bonus act 
1965.  66% of 75 workers receive below rs 7700 which is against the statutory compliance.  Therefore 
only 34% workers get bonus as per the payment of bonus act 1965. 

SOLUTIONS 

Mr Joseph as a concerned player in the organization decided to voice up for the labourers in the strategy 
development meetings. He has gathered some valid points to assist his protest against exploitation of the 
workers. Mr Joseph is wondering if his initiative will be perceived as offense or/and what steps will ASM 
take to eliminate such disparities in order to avoid unforeseen circumstances? 

 Every worker must be allowed accessibility to a bar phone which could be used for basic communication 
with the people they want. Stringent security check should be made before they commence working so 
that they don’t carry cell phones in the work area and the possibilities of accidents are reduced. Also a 
common office number could be provided for their family members, to contact in case of emergencies. 

 As per equal remuneration act 1976, workers performing similar duties and functions as discharged by 
other workers are entitled to draw wages at par with each other. The constitutional principle of equal pay 
for equal work has been upheld by the supreme court of India. ASM by implementing this act in the 
organization must make sure that the contractors abide by this act.  
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 As per the minimum wages act 1948 an employer is obligated to pay the workers as per the minimum 
wages defined by the central and the state government. Gujarat pays Rs 297 to unskilled, 303 for semi 
skilled and 313 for skilled per day as from 2016 October. (wageindicator2017, 2016) The minimum 
wages change every 6 months as per cost of living and various other factors.  Thus no worker should be 
paid less than he is righted with. 

 According to the minimum wages laid down by the Gujarat state government the minimum bonus 
calculated on the minimum wage should be Rs 7718 per annum. According to the survey conducted 
(annexure 1) it is quite evident that only 34% of the workers are privileged to receive bonus as per 
payment of bonus act 1965.  However a company must pay bonus to all the workers irrespective of the 
profit gained or loss suffered and a person who has worked for minimum 30 days in an accounting period 
drawing less than Rs 21000 (basic) is entitled to receive bonus. (raghvan, 2016) 

 Since the unrealizable hard labour is done by the ground level workers it is of paramount importance on 
the part of the contractors and ASM that every worker is fed without any fail. A canteen could be built for 
the workers that is accessible from every corner reducing their time to walk kilometers long. May be a 
Tiffin service could be provided to some common points from which the food could be fetched.  

 There should be a scope of management sponsored trade union to balance things between the workers and 
the management. Why to make a worker feel alone when he has an opportunity to have support from his 
fellow workers. Companies often tend to defeat the intensions of workers by bypassing their welfare and 
being cost effective but they forget the fact that this ignorance can cost them mammoth! A trade union 
creates a balance between the workers and the management thus maintaining peace. Also it gives an 
honor of being called as organized workers. Most importantly this is the ultimate solution for every 
unpleasantness a worker goes through in an organization.  

 The welfare officer of the organization must keep a constant care of the needs and demands of the 
workers. This gives a sense of belongingness to the labours and thus works with admirable tenacity. 

IMPLICATION 

The vast number of workers works in an informal environment in India. In the recent years there had been a 
shift of workers from agricultural sector to constructions; however the new jobs created in the formal sector 
are still unorganized since the workers are deprived of employment benefits and social security. (Sher 
Verick, 2016) Already the amount of wages paid in developing countries are way less than that of developed 
countries which forces people to accept wages and unsafe conditions and if at all people choose to work for 
low wages and in unsafe conditions it’s because it is their only alternative to starvation or scavenging from 
garbage dumps, this cannot be seen as any kind of "free choice" on their part. Also if a company intends to 
sell its products and services in the first world, it should pay its workers by first world standards. Also it 
should make sure that the workers are satisfied in serving the company without any objections because these 
objections can turn into a revolt at a later stage. 

It’s not just the obligation of an employer to comply with the statutory compliances and maintain a 
harmonious relationship within the organization also lie there the strategic play that keeps the organization 
away from unwanted damages to its image in the market. 

The private organizations perhaps may not be forced to implement all the laws amended by the supreme 
body yet a quality organization would never want to see its members deprived of their rights. 

How will India become a developed nation by just building structures? It’s important to understand that 
developing people and their lifestyles would suffice to fit in those beautiful structures. 

The solutions suggested here may solve the issues satisfactorily but important is the intension of getting 
things to perfection. Companies are generally one decision away from the betterment of the workers. This 
gap when abridged by companies like ASM could head itself towards victory. 

This case study could be used for further research and projects in industrial relation as it holds certain 
unavoidable, common yet critical issues which need viable solutions to accommodate featureless working of 
the companies, with the fact of it being one of the most sensitive parts of human resource management. 
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ABSTRACT 

The main purpose of this project is to examine the working capital management (WCM)in JINDAL 
STAINLESS (HISAR) LIMITED. Ratio analysis has been conducted by the usage of its financial analysis to 
determine to determine working capital needs of JINDAL STAINLESS (HISAR) LIMITED have been 
computed along with its competitors Inducto Steels Limited,Shah Alloys Limited, Mukand Limited, Usha 
Martin Limited.As per the analysis the company stands at a moderate position in comparison to its 
competitors in ability to    pay current liabilities through its current liabilities.  JINDAL STAINLESS (HISAR) 
LIMITED is at a moderate position amongst all companies and its need for the extra working capital loans 
also will not be high . JINDAL STAINLESS STEEL (HISAR) LIMITED has the strongest position amongst all 
its competitors due to highest creditworthiness.  

Keywords: Working Capital Management, Ratio Analysis, Operating Cycle Analysis. 

INTRODUCTION 
The case study is all about working capital management of the company through ratio analysis. 

PROBLEM STATEMENT 

A very well planned and implemented working capital management in the organization contributes quite  
positively to the creation of the value of an organization . The most important purpose of this project is to 
have a thorough examination of  the working capital management in JINDAL STAINLESS (HISAR) 
LIMITED. It provides the judgment on the working capital position of the company on the basis of  ratio 
analysis. 

WORKING CAPITAL MANAGEMENT 

The working capital is a very important financial measures which represents the operating liquidity which is 
being available with an organization business or an entity. Along with all the fixed assets like plant and 
machinery, land working capital is being considered as a very important part of the operating capital of the 
organization. The net working capital is being calculated by subtracting the current liabilities of the 
organization from the current assets of the organization. It is the derivation of the working capital that is 
being commonly used in the various valuation techniques the discounted cash flows. If the current assets of 
an organization and more than the current liabilities of an organization it means that working capital also 
known as working capital surplus. However, if  the current assets of an organization and less than the current 
liabilities of the organization and entity has a working capital deficiency also being known as deficit working 
capital. 

JINDAL STAINLESS (HISAR) LIMITED 

Jindal Stainless (Hisar) Limited  has been manufacturing and selling stainless steel products nationally and 
internationally. The company offers a wide range of products, enculcating the  slabs, hot and cold rolled 
coils, blooms,strips, plates, coin blanks, blade steel and , precision strips. It also provides various customized 
stainless steel products, technical value engineering, warehousing, inventory management, and material 
testing services. In addition, the company offers stainless steel products so as to use in modular kitchen,  
home and footprint office accessories, kitchenware  as well as the cooking utensils under the Arttdinox, 
Krome brands, and Stainless Steel Modular Kitchens,  and also operates a network of various steel service 
centers. Its products are being used in various type of  applications, including the process and engineering; 
architecture,; automotive, railway, and transport; building, and construction and consumer durables. The 
company has also been exporting its products worldwide. Jindal Stainless (Hisar) Limited has been 
incorporated in the year 2013 and is based in the capital of India, New Delhi, . Jindal Stainless (Hisar) 
Limited is actually a subsidiary of Jindal Stainless Limited. 
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WORKING CAPITAL MANAGEMENT THROUGH RATIO ANALYSIS 
Findings: The comparative ratio analysis has been conducted and the following results have been found: 

RATIOS JINDAL STAINLESS 
(HSAR) LIMITED 

MUKAND 
LIMITED 

USHA MARTIN 
LIMITED 

INDUCTO STEEL 
LIMITED 

SHAH ALLOYS 
LIMITED 

Current ratio 1.09 times 1.38 times 0.56 times 0.92 times 0.14 times 
Quick ratio 0.51 times 0.72 times 0.24 times 0.23 times 0.04 times 
Cash ratio 0.0062 times 0.029 times 0.0013 times 0.0030 times 0.0039 times 
Inventory 

turnover ratio 
4.58 times 1.462 times 2.331 times 0.9038 times 3.16 times 

Working capital 
turnover ratio 

3.79 times 3.45 times -2.86 times -7.13 times 00.30 times 

Debtors 
turnover ratio 

7.56 times 2.60 times 10.84 times 1.36 times 20.73 times 

Average 
Collection period 

43 days 139 days 33 days 265 days 16 days 

Creditors turnover 
ratio 

3.63 times 1.33 times 1.008 times 1.04 times 2.89 times 

Average 
Payment  period 

98 days 269 days 365 days 345 days 124 days 

Interpretations: The interpretations from the data  accounted above is as follows: 

 Current Ratio: As it is clearly visible from the data above the current ratio of MUKAND STEELS 
LIMITED is highest i.e. 1.38 which means that is has the highest ability to convert all its current liabilities 
into cash. It also implies that the requirement of working capital will not be very high for the organization. 
However the high current ratio is because of very high amount of inventory which means a lot of funds 
are blocked. INDUCTO STEELS LIMITED which has  ratio of 0.92 which is close to the ideal  ratio i.e. 
1.  USHA MARTIN LIMITED with a moderate current ratio of 0.56 which means a firm may face 
difficulties in the repayment of the current liabilities and more short term loans could be needed. JINDAL 
STAINLESS (HISAR) LIMITED  has a current ratio of 0.62 which means the ability to repay the current 
liabilities is quiet low implying more requirement of the extra working capital for the company. The 
poorest position of the ability to repay the current liabilities is that of SHAH ALLOYS LIMITED i.e. 
0.14.  

 Quick ratio: MUKUND LIMITED has the highest liquidity i.e. it has maximum ability to repay all the 
current liabilities as inventory has been excluded from the computation of the liquid ratio. JINDAL 
STAINLESS (HISAR) LIMITED whose liquidity ratio is 0.51 which although less than the ideal ratio but 
still needs to improved else more working capital would be needed.USHA MARTIN LIMITED has a very 
low close liquid ratio i.e. 0.24 . This ratio is much less than the required liquid assets for the repayment of 
its current liabilities necessitating higher borrowings of working capital for the organizations. The 
liquidity position of the INDUCTO STEELS LIMITED is similar to that of USHA MARTIN LIMITED 
i.e. 0.23 which is very low again. SHAH ALLOYS LIMITED has the poorest liquidity position in 
comparison to all other sample organizations i.e. 0.04 which is financially very low. The company is 
suffering from high financial risks and might not be able to pay its liabilities. 

 Cash ratio: MUKAND LIMITED has the maximum cash available to pay all its expenses and liabilities. 
Ultimately, the requirement of cash by the organization would be least amongst all is competitors. 
JINDAL STAINLESS STEEL (HISAR) LIMITED also has a good amount of cash  and cash equivalents 
in comparison to all its competitors i.e. 0.0062. SHAH ALLOYS LIMITED has a cash ratio of 0.0039 
which means the company doesn’t have a policy to keep more of cash while operating its business 
.INDUCTO STEELS LIMITED has a cash ratio of 0.0030 which is very poor in comparison to other 
companies and it might face various difficulties in the payment of all its obligation. USHA MARTIN 
LIMITED has a negligible cash ratio i.e. 0.0013 which implies that the availability of cash in relation to 
all the current liabilities is very low. The main reason for the non availability of cash is very high 
blockage of funds in its inventory depriving the organization from the cash needed to pay liabilities. 
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 Inventory turnover ratio: As per the data observed JINDAL STAINLESS (HISAR) LIMITED has the 
highest turnover ratio amongst all the competitors. This means it has the maximum capacity to convert all 
its inventory into sales. Hence the blockage in the funds would be the least amongst the competitors. 
Moreover the position of liquidity would be quite good and it also indicated better amount of sales than 
other companies. SHAH ALLOYS LIMITED stands next in inventory turnover ratio i.e. 3.16 which 
shows the capability of the organization to convert its inventory into sales and  a good liquidity position. 
USHA MARTIN LIMITED has an inventory turnover ratio of 2.31 which is not have a very optimum 
liquidity position..MUKAND STEEL LIMITED has the lowest turnover ratio implying that it takes 
maximum time to convert its inventory into sales. Hence more of its funds would be blocked in inventory 
for a long period of time and it might lack funds to pay for its obligations due to the poor liquidity 
position of the company. 

 Working capital turnover ratio: The negative working capital turnover ratio may occur as some 
companies, particularly those which are going through periods of rapid growth, do                          
however run with negative working capital . On the contrary, the companies on the verge of the 
bankruptcy ,  may have a  negative working capital , so it is very important to ensure that it must have low 
inventories and account receivables. The inventory turnover ratio of JINDAL STAINLESS (HISAR) 
LIMITED and MUKAND STEEL LIMITED  are 3,79& 3.45 i.e much more than 1 i.e. the ideal ratio and 
shows efficiency of company to increase the sales revenue using total working capital. INDUCTO STEEL 
LIMITED, SHAH ALLOYS LIMITED, USHA MARTIN STEELS LIMITED and have a negative ratio . 
However the situation is wrong only when there are high inventories and receivables. This is the case with 
INDUCTO STEEL LIMITED, SHAH ALLOYS LIMITED, USHA MARTIN STEELS LIMITED where 
the value of stocks is more than 80% of the current assets. 

 Receivable turnover ratio: SHAH ALLOYS LIMITED has the highest receivable turnover ratio which 
means that the company has a great capability to convert its  credit sales into cash. This would reduce the 
operating cycle of the company and hence the requirement of the working capital loans would be the least 
for the company. USHA MARTIN LIMITED has the second highest capacity to convert all its sales into 
cash amongst all its competitors and for this company also the requirement of the extra working capital of 
the company would be comparatively lower than that of its competitors. JINDAL STAINLESS (HISAR) 
LIMITED has an average receivable turnover ratio. Hence this company also has a decent capacity to 
convert its credit sales into cash implying not a very long operating cycle in comparison to  its main 
competitive companies. MUKAND STEELS LIMITED has a low ratio in comparison to all the 
competitors which means it doesn’t convert its sales into cash quickly and might need high amount of 
borrowings as working capital. INDUCTO STEELS LIMITED has the lowest turnover ratio in 
comparison to all the competitors and might require huge amounts of working capital. 

 Average collection period: As per the data which has been observed in the financial statements of SHAH 
ALLOYS LIMITED the least average collection period is 16 days which means it converts it receives 
cash for its sales very soon. However it would also mean that its credit policy is not very liberal and it 
might bring losses for the organization. USHA MARTIN LIMITED has an average collection period of 
33 days i.e. around a month. This  implies its liquidity would be quite strong but it might affect its sales to 
a great extent as it credit period is low in comparison to other competitors. JINDAL STAINLESS 
(STEEL) LIMITED has an average collection period of 43 days which is neither to high nor too low in 
comparison to all its competitors Its liquidity position would also be quiet good and its sales will have 
good potential due to a good credit collection period. MUKAND LIMITED has an average collection 
period of 139 days which is quite high. This might provide good competition to all samples as longer 
credit period would mean more sales. But too long period might affect the liquidity position of the 
company. INDUCTO LIMITED has the longest credit collection period of 265 days. This might provide a 
competitive edge over other competitors due to high sales because of high collection period . However the 
liquidity position might be the poorest due to high blockage of funds in receivables. 

 Creditors turnover ratio: JINDAL STAINLESS STEEL (HISAR) LIMITED has the highest creditors 
turnover ratio i.e. 3.63. This implies that the organization is highly creditworthy and pays off all its debts 
timely and the company would easily avail credit. Hence the organization will not be required to keep 
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much of funds blocked in its inventory and the working capital position of the company would be the least 
amongst all its competitors. SHAH ALLOYS LIMITED has a ratio of 2.89 which is quite close to the 
highest ratio. Hence the company would also be creditworthy and will be able to avail easy credit and 
hence the amount of working capital needed would be less. MUKAND LIMITED has a moderate creditor 
turnover ratio i.e. 1.33 which means the credit worthiness of the company is just satisfactory. It might 
need the working capital in future if the situation continues. INDUCTO LIMITED has a low creditor 
turnover ratio in comparison to all its competitors. It might face a difficulty to avail credit from its 
suppliers and the working capital requirement would also be more in comparison to all the other samples 
due to more storage of inventory. USHA MARTIN LIMITED has the lowest ratio which means that 
company might need maximum working capital due to highest stock of inventory needed to run the 
business. 

 Average payment period: JINDAL STAINLESS STEEL (HISAR) LIMITED has the least average 
payment period. This implies that the organization pays off all its debts in minimum time and is highly 
creditworthy and the amount of working capital needed will be less.SHAH ALLOYS LIMITED pays off 
all its debts within 124 days which is quite good considering the average payment period of the other 
competitors as well. Hence the company would also be creditworthy and will be able to avail easy credit 
and hence the amount of working capital needed would be less. MUKAND LIMITED has pays off for its 
purchases within the span of 269 days which is average in relation to all its competitors. Hence the 
company might enter into difficulties if the same situation continues .INDUCTO LIMITED has a very 
high payment period in comparison to all its competitors. It would face difficulties to avail credit from its 
suppliers and the working capital requirement would also be more in comparison to all the other samples 
due to more storage of inventory. USHA MARTIN LIMITED has the highest payment period which so  
company might need very high stock of inventory to run the business. 

RECOMMENDATIONS 

JINDAL STAINLESS STEEL(HISAR) LIMITED has clearly been seen as a sure shot winner          amongst 
Mukand Limited , Usha Martin Limited, Shah Alloys Limited, Inducto Steels Limited whether  its about 
repaying all the current liabilities, converting sales into cash ,payment period, creditworthiness, good 
collection policy ,financing inventories through working capital etc. however if the following steps are taken 
it would further make the working capital management more efficient are. Hence, the recommendations are:    

 Although the company has a good liquidity in comparison to its competitors, but still cash position can be 
improved  to pay off its current liabilities.  

 Similarly, the working capital turnover ratio is the best but a lot of amount of its current assets include 
inventories so it might not be able to generate high sales through its existing working capital. Hence it 
could be improved.  

 The collection policy of the company seems to be quite appropriate when compared with the other 
competitors but still it needs can be enhanced so that there is low blockage of funds in the inventory and 
its working capital management would improve.  
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ABSTRACT 

This paper presents a case study from a large government organisation with more than 100,000 dedicated 
employees. In 2003, top management of the organisation felt that due to lack of competitive environment, 
supervisor levels employees were not performing to the best of their abilities and grossly lacking in initiative 
while selection process and training imparted to these employees were excellent. Performance of these levels 
of employees was constantly deteriorating. Top management of the organisation decided to change its 
promotion policy for these levels for achieving desired output by generating competition among them.  The 
new promotion policy could not achieve the desired results, rather there was a negative impact on the 
employees. Further, overall performance of the personnel and organisation culture deteriorated. When whole 
case was looked from different perception, reasons and solution for low motivation and initiative was found 
different than perceived by the organisation’s top management. Also, measures taken were more damaging to 
the organisation. This paper briefly brings out all important HR related factors involved in the case.  

Keywords – HR Policies, Negative Impact, Promotion Policies, Motivation 

INTRODUCTION 

ABC is a government organisation with more than 100,000 employees on its strength. The organisation was 
known for an excellent output from its employees including those are at supervisors levels. It was considered 
that excellent outcome of the organisation was due to absolute involvement of these middle level employees. 
Off late, it was observed, employees of supervisor levels were not performing at the desired level. In most 
cases there output was considerably reduced. Also, their level of initiative was constantly deteriorating. In 
2003, at the top management, there was a feeling that due to lack of competition among the employees of 
supervisor levels (levels 3 to 6), they were not performing to the best of their abilities. Existing selection 
procedure of ABC organisation was ensuring employment of most suitable Human Resources available in the 
country. Further, it was supported with suitable excellent induction and in job training to make them 
available with high professional knowledge and skills for various assignments in the organisation. Despite all 
efforts of HR Department of ABC organisation, performance and initiative of supervisors (levels 3 to 6) kept 
on deteriorating constantly. Top management of the organisation decided to change its promotion policy for 
the employees of levels 3 to 6, for getting the desired output by generating the competition among them with 
intention to  improve their performance and level of initiative. But the new promotion policy could not 
achieve the desired results, rather there was a negative impact of the policy on employees. Overall 
performance of the supervisors deteriorated further. Also, as the new policy was providing a very small 
number of promotions and very small percentage of supervisors could get out of turn promotion, the new 
policy could bring up motivation level of best performing group only and in a small numbers while among 
the others the policy lead to increase dissatisfaction. After 12 years of 2 implementation of new promotion 
policy, HR department of ABC organisation realised the adverse effect of the policy and corrected partially 
the policy by cutting down percentage of out of turn promotion.  

MAIN OBJECTIVE OF HR POLICIES IN GENERAL 
An efficiently/effective run Human Resources Department can provide the organisation with a suitable 
organisational structure and ability to meet business needs through managing the organisation most valuable 
resources i.e. its employees. The overall HR policy defines how the organization fulfils its social 
responsibilities for its employees. 

HR policies and procedures are required to ensure that Human Resource management issues are dealt with 
consistently in line with the values of the organisation on how personnel should be treated while achieving 
the organisation goals and objectives. This has direct impact on motivation level of its employees and their 
output.  
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Policies of an organisation are formulated with intention to provide base for the organisation for smooth 
functioning and assist in motivating its employees for achieving efficient and effective output. When the 
policies are not formulated carefully by taking into account the culture and other relevant factors, it may have 
adverse effects/ impact on psychological state of the employees and may affect their motivational level. Also, 
organisation culture is likely to get affected adversely. It also affects output in terms of quality and quantity 
both. Also, this may affect availability of suitable human resources for hiring due to poor image of the 
organisation among the potential candidates. This study is about one of the government/Public undertaking 
organisation where it's one of the promotion policy affected motivational level of employs adversely and 
ultimately resulted in putting them in high-pressure for achieving better output. Brotherhood feelings among 
these levels of employees were also reduced considerably due to competition. Up to some extent competition 
became unhealthy. 

PROBLEMS IN ABC ORGANISATION 
Problems Symptoms: ABC organisation was facing the following problems, among the employees of level 
3 to 6 (supervisors)               

(a) Supervisors were avoiding decision making and in most cases looking upward for decision making which 
were falling under their area of responsibility.  

(b) Supervisors were not getting involved their own in organisation activities until they were not assigned the 
responsibilities. Their initiative level reached to a considerably low level. This also affected work output 
of the employees below the supervisor level. Their overall work out put reduced considerably. 3 

(c) Quality output is of very high importance in ABC organisation to achieve various systems reliability to 
maximum extent possible. As effectiveness of supervisors reduced up to the great extent, this resulted in 
compromising with quality of work output.  

Effect on the Organisation:  Above mentioned behaviour of supervisors resulted in 
(a)  Overall low output of the organisation in terms of qualitative and quantitative. 

(b)  As decision making reduced at supervisors level, it moved upward resulted in over burdened at lower     
management level 

(c) It had impacted adversely the Organisation Culture.  

PROBLEMS ATTRIBUTION AND REASONS 

(a) Problems in ABC organisation were attributed to low self motivational/ motivational level and lack of 
initiative.  

(b) In ABC organisation, new sophisticated equipments were introduced in year 2000 and subsequent. 
Introduction of these equipment were demanding much higher quality output from the ABC employees. 
Also, promotion policy for managers were changed where selection for higher positions were replaced 
from Time Scale cum Merit to Deep Selection. Towards this, for getting better AR ratings, managers 
wanted to achieve Zero Error and they started not only monitoring activities more closely, but also they 
started interfering in day-today /routine functioning which was the job of a supervisor. Most of time, in 
place of supporting supervisors decision, they started questioning decision taken by the supervisors. Few 
managers moved one step ahead and discouraged supervisors for making decisions their own. In long 
run, this resulted in reduced decision making by the supervisors, overall low output, lack of initiative 
and most of time looking at managers for decision making. These all were attributed to low motivation 
level and low confidence level at supervisor’s level. 

(c) Low qualitative and quantitative output attributed to low motivation/ self-motivation level. 

REASONS PERCEIVED BY ABC ORGANISATION 

In year 2003, a study was conducted by a study team formed by the top management of ABC organisation for 
studying the problem of low initiative and low output of supervisors and to make recommendations for 
remedial measures to be taken. The study team concluded its study that cause of low output and low initiative 
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was attributed to low motivation level. For improving motivation level, the team recommended to change its 
promotion policy for generating the competition among the employees of level 3 to 6. The study team did not 
find the reasons for low motivation and did not make any recommendations towards this ie removing the 
cause of basic problem. 

IMPLEMENTATION OF NEW HR PROMOTION POLICY 
A new promotion policy was formulated in 2004 was implemented with immediate effect. As per the old 
policy, for promotion to higher level, there was a qualifying service cum merit based on numerical gradings 
awarded in the appraisal reports.     

Time frame for promotion in the old promotion policy: 

LEVEL OF PROMOTION QUALIFYING SERVICE PERIOD 
Level 3 to 4 17 years 
Level 4 to 5 23 years 
Level 5 to 6 28 years 

For bringing competition among the employees of level 3 to 6, HR department decided to give out of turn 
promotions to the selected 40% employees with 5-10 years lesser service and having exceptional appraisal 
reports. Qualifying service and percentage of vacancies divided for various grades as given in the following 
table. 

Time frame for promotion in old promotion policy 

Appraisal Report of last 10 years is considered for formulating merit. 

EFFECT OF NEW PROMOTION POLICY 

Following were the effect of new policy 
(a) A considerable large percentage of level 3 to 6 employees were not taking initiative but at the same time 

made an impression of taking lot of initiative. 

(b) In ABC organisation, those who were employed in small units and in most cases senior employees were 
initially getting better grade. This resulted in many 5 

(c) Undeserving employees getting promotion while those who were performing better were left behind. 
40% of total vacancies of higher levels were filled by promoting 5 to 10 years junior employees. This 
de-motivated large percentage of employees as in ABC organisation position of functioning has great 
importance and matter of pride for its employees. 

(d) Qualitative output and initiative from most of the employees reduced. 

(e) Gradually a large number of excellent employees left the organisation.  

(f) Quality of supervision at ABC organisation had gone down. 

(g) Quality of candidates seeking employment in ABC Organisation reduced due to reduction in pride. This 
had spread with words of mouth. 

(h)  Adverse impact on culture of the organisation as seniors always maintained higher position and had 
pride. This policy was contrary to the existing organisation culture. 

LEVEL OF 
PROMOTION 

QUALIFYING SERVICE PERIOD 

Qualifying service Gr-III (10%) Qualifying service Gr-II (30%) Qualifying service Gr-I (60%) 

Level 3 to 4 17 yrs to less than 19 yrs 19 yrs to less than 23 yrs 23 yrs & above 

Level 4 to 5 23 yrs  to less than 25 yrs 25 yrs to less than 29 yrs 29 yrs & above 

Level 5 to 6 28 yrs to less than 30 yrs 30 yrs to less than 34 yrs 34 yrs & above 
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(i) It reduced availability of human resources with desired quality for hiring by the organisation. Large 
number of employees due to their dissatisfaction spoke negative about the organisation to their families 
and people in immediate close vicinity, which travelled out of the organisation and spreaded through 
word of mouth in a larger area.  

REMEDIAL MEASURES 
(a) To overcome the effect of HR promotion policy, a new HR policy in year 2016 was issued where  

promotion to grade-III (10%) was abolished. 

(b) This remedial measure is likely to have only partial impact on motivation level of the personnel.  

INCORRECT AND INCOMPLETE ANALYSIS BY THE STUDY TEAM 

The study team/ HR department could not analyse the reasons correctly and in totality for low motivation 
level of the employees and missed out the following basic  reasons for lack of adequate motivation among the 
level 3 to 6 in ABC organisation; 

(a) Interference by managerial levels (level 7 and above ie managers & senior managers) in routine 
functioning of supervisors. 

(b) In most cases, non-acceptance of solutions provided by supervisory levels.6 

(c) For achieving perfection, occasionally partly taking over the duties by those placed above supervisors. 

(d) Reduction in authorities of supervisors while they remain responsible for the same tasks. 

(e) Deterioration in culture of ABC organisation. 

(f) The new policy was implemented immediately of its’ formulation without giving adequate notice while 
the policy should have been implemented at least 4 years after its announcement, which should have 
given time for personnel to write appraisal reports giving correct & true picture, qualities and 
achievements of the employees.  

LESSON DRAWN 

(a) HR policies are to be formulated after careful study, on the basis of the organisation culture and other 
factors.  

(b) Implementation of policy at a right time is essential.  

(c) Not only direct impact of the policy is to be looked into but also impact of its associated factors are also 
to be studied. 

CONCLUSION 

(a) HR policies have direct and indirect impact on moral and motivation level of the employees in any 
organisation. Therefore, the policies need to be formulated carefully and to be tailor made/ suitable to 
the organisation. 

(b) While formulating the policies, not only immediate and direct impact/ output to be looked into, but also 
overall impact/ outcome is to be considered. 

(c) Time for implementation of a policy have an utmost importance in getting the desired result.So right 
time for implementation of the policy is to be worked out and to be implemented accordingly. 
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INTRODUCTION 

On 18th November 2016, after few days of demonetization Mr. Hari Dutt Tiwari, a small grocery shop owner 
in the Nainital District of Uttarakhand narrated his harrowing tale of cashlessness that has drastically hit hard 
mostly the cash based retail business in India; witnessing an estimated sharp plunge of 25% since 
Government banned Rs. 500 and Rs. 1000 currency notes. 

Mr. Tiwari’s grocery business was heavily hit by the reduction in the trade amounting to more than 70% 
resulting which, he had to shut down his shop.   

“Now a days few people are visiting to our shops and we have suffered huge losses”, said the owner. Some 
people making the purchase of a mere amount of Rs. 100 and give us Rs. 2000. We need to return them Rs. 
1900. This consumes a large number of small value currencies; which are already in short supply”. 

The fixed limit in withdrawing money has caused the ripple effect in the business, as Mr. Tiwari had to make 
payment to his wholesalers and suppliers also, which is supposed to be done generally in cash that is another 
issue that he was facing. 

Though the Government has asked people to encourage paying through cards or e-wallets, but given the poor 
penetration of such facilities in hilly areas and due to lack of technical expertise and low financial literacy 
among the poor people in backward and hilly regions, further makes it impossible for everyone to get used to 
cashless transactions; he said. 

Mr. Tiwari also went for a temporary solution to the cashlessness of his customers. He started buying goods 
on credits and selling them on credit as well which comes with the risk of non-payment also. 

 On November 8th, 2016, the Government of India announced the demonetization of India’s two largest 
currency bills, accounting 86% of the total circulation in the country, which brought a severe cash crunch 
promoting India to go cashless. Low penetration of non-cash instruments, lack of confidence of the public on 
digital payment has forced India to evolve as a 98% (by volume) a cash based economy; accounting for 
around more than 70% of the total transactions (by value)1. 

1. http://www.businesstoday.in/current/economy-politics/here-are-the-top-cashless-countries-in-the-
world/story/241430.html 

Some of the challenges faced by such shopkeepers and retailers in these areas are 
 Lack of PoS (Point of Sale) Terminals in the hilly and backward areas. 

 Lack of ATMs and Bank branches penetration. 

 Low encouragement in the retail sectors: food sector runs on low margins (sometimes below 5%); which 
prompt kirana2 store owners for its customers to pay –in cash to cut in expenses incurred in having a high-
speed broadband connection; 2% charge on payment made through credit cards etc. Therefore, Kirana 
store generally refuse payment digitally. 

 Mobile and Internet Connectivity: lack of purchasing power of costly data pack and less interest shown 
by mobile operators to provide connectivity in rural areas and hilly regions.  

 Smartphone penetration: Major population still doesn’t use the new- tech phones due to less familiarity 
and cost. 

 Affordability: with less public Wi-Fi access; the internet connection is an added burden over the existing 
transaction cost both to merchant and the customer. 
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 Large country with less band width: after the demonetization India recently faced an unprecedented 
digital payment with almost 10 times in card payment and acceptance of wallets like Paytm3, led to 
clogging of network due to high volume payments. 

 Security and privacy: Is India ready with security systems in place is the biggest question above all. 

Is switching to digital economy in a digitally under-evolved country like India can be accepted and 
implemented by shopkeepers like Mr. Tiwari? 

2. Kirana store:  a small neighborhood retail store in the Indian Subcontinent 

3. Paytm: Paytm is an Indian e-payments and e-commerce brand based out of Delhi NCR, India. Launched 
in August 2010, it is a consumer brand of parent company One97 Communications. The name is an 
acronym for "Payment Through Mobile" 
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ABSTRACT 

World today has become a mechanical place to stay in. Health sector is gradually emerging as the biggest 
industry. As more and more diseases are spreading so are the inventions to prevent them by discoveries and 
researches on medicines, vaccination, techniques of surgery ,equipment’s handling pathological findings etc. 
The actual application of most of the findings in this sector is done by doctors and nurses. They have now 
become an indispensable part of every human beings life . They now carry a bigger responsibility towards 
the society than in the past as the dependencies on them have incredibly increased. Profession of faith and 
trust carries the onus of the society’s physical and mental wellbeing. Amidst this fact we also need to 
understand that doctors are not supernatural and are themselves human .Therefore as much as the others 
need to be fit so do the doctors and nurses themselves. They need to be engaged in their profession to justify 
their duty. The changes emerging in the health care sector in the past years have brought forth the 
importance of employee engagement as employees who in this case are physicians and nurses seem to be 
constant in healthcare equation. It has therefore become very essential for the hospital management to look 
into the engagement strategies of their employees not only for retention but also for better productivity and 
output. High levels of engagement is related to improved quality of patient care and safety, better 
productivity, higher efficiency which is critical for a successful hospital to thrive in a competitive 
environment in addition to higher retention of satisfied physicians. 

Keywords: Healthcare, Employee Engagement, Patient Satisfaction 

INTRODUCTION 

Ado lifestyles have given a substantial rise in health problems in the last decade. Environmental issues also 
have led to the invention of many diseases .With so many health related issues coming up the importance of 
health care sector cannot be ignored. Increase of health awareness amongst people, rise in the number of 
vaccinations as well as upcoming of new diseases has made the presence of health sector almost inevitable in 
every household. Medicines are now a must have in almost everyone’s life. A common man in all age groups 
is therefore directly or indirectly dependent on doctors and nurses for physical and mental ailments. 
Hospitals have now become an important part of a man’s day to day life for preventive, operative or 
diagnostic care. Having said this we also need to understand that the employees of the health care sector 
doctors and nurses in this case play a crucial role in satisfying the needs of the patients and have a greater 
responsibility of not only keeping their patient’s care as the top most priority but at the same time 
maintaining their own mental balance and motivational vigour. A very critical factor in order to keep oneself 
self-motivated one needs to be engaged towards their job and be self-committed to the cause. Employee 
engagement is critical to every organization as with the changing norms of any industry the organizational 
business model also changes. Healthcare industry is not an exception to the same. Having engaged 
employees increases the productivity and efficiency of an organization. An employee engagement expert 
Vicki Hess and author of the book, "6 Shortcuts to Employee Engagement: Lead & Succeed in a Do-More-
with-Less World" (Healthcare Edition, August 2013), in his interview with Becker's Hospital Review 
discussed that  employee engagement in healthcare sector can create a drive within organizations and in turn 
drive  physician and staff engagement .The two being the touch points of the patients .Since Health care 
sector is a service industry and emotions play a vital role in terms of healing or treating patients. At the same 
time Employees to have their own level of handling emotions and work stress and to maintain a balance 
between the two may prove to be difficult. Thus employee engagement factors should be incorporated in a 
health care organization for increasing productivity of the employees effectively. 
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EMPLOYEE ENGAGEMENT FOR HEALTH CARE SECTOR 
Researchers in their previous studies have clearly defined a positive relation between employee engagement 
amongst the healthcare employees and organizational effectiveness. Keeping in view the changing trend of 
the health care industry it has become utmost important that the hospital management keeps its employee 
well engaged for better retention, good patient care and safety. 

The concept of employee engagement is being stressed and more emphasis is being given to enhancement of 
workplace environment. According to England’s National Health Service the healthcare organizations who 
have highly engaged employees have a better response towards their patients and provide timely and better 
quality care and perform better financially. As per the study of The US Joint Commission on the 
Accreditation of Healthcare Organizations: “A healthy work environment is one in which workers will be 
able to provide high quality care and one in which worker health and patients’ care quality are mutually 
reinforcing”.  

Graham Lowe (2012) .In his research regarding engagement among healthcare employees , he identified 
that  job, work environment, management and 

Organizational factors are  the main drivers of engagement.He summarised that high level of employee 
engagement is associated with retention, patient centred care and patient safety which consistently show a 
strong relationship between Employee engagement and organizational performance.  

Max Caldwell(2012) concludes that health care providers are poised to experience tremendous change in the 
next decade, and thriving in the midst of this change will require a highly engaged, high-performing 
workforce. Health providers will need to focus on leader led change, role of the manager and development 
opportunity and other important factors, of course, including rewards and recognition, well-being and 
internal communication. 

Rick Sherwood(2013) outlines the drivers of an engaging work experience within the health care industry. 
Administrators can’t forget that patient care is delivered by their employees.  Engaging those employees 
around the behaviours and skills that drive clinical excellence and a positive patient experience is going to be 
a key factor in determining whether a hospital thrives – or even survives – in this new environment. 

 
www.gallup.com (2014) state that employee safety is directly related to employee engagement which 
synergise to improve patient safety.The lower the level of uncertainity amongst the employees positive is the 
effect on patient care and organizational productivity. Gallup and Loma Linda University Medical Center 
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studies show When healthcare employees work in a safe environment and are engaged, the chances are much 
greater that they will perform activities that are known drivers of patient safety outcomes better. An engaged 
workforce would be more emotionally connected to the hospital's mission workforce, this healthcare 
organization implemented three key interventions: and willing to go the extra mile to meet and exceed 
expectations. To build and sustain an engaged  

1. Select employees based on talent.  

2. Invest in on-going employee development. 

3. Emphasize engagement from the top down.   

A Research Summary for Healthcare Human Resources Leaders (2012) reveals in its studies that the most 
dramatic way to improve the quality of patient care and patient satisfaction is to take immediate action to 
increase the engagement levels of healthcare employees. Recognition and incentive programs have proven to 
be extremely effective in increasing engagement while delivering a high return on investment. 

Effects of Higher Employee Effects of Higher Employee Effects of Higher Employee
Engagement Levels on Employees Engagement on Patients Engagement on Financial Performance

• Lower employee recruitment,
• Improves employee productivity • Improved care quality retention and training costs
• Improves relationships with • Increased patient satisfaction • Higher patient loyalty to the
management • Increased patient loyalty organization
• Reduces job stress • Improved word-of-mouth • Lower costs related to the
• Increases employee satisfaction recommendations of the delivery of patient care (because
• Increases retention & loyalty organization of shorter patient stays)

Impact of Higher Employee Engagement

 

Increasing Employee Retention, Involvement & Effort
Hospital “Best Practices” 
• Recognition of employee milestones and • Better communication of goals and decisions from
accomplishments corporate and between departments
• Family-like atmosphere among long-term employees • Empowerment/involvement in decision making
(good co-worker relationships) • Improve work relationships between supervisors and
• Financial bonds including salary and benefits their departments and physicians and nurses

Ways to Improve

 
Curt Coffman, Ashish ambasta (2014),projects that the employment context has changed over the past few 
years but we are still using the old practices to manage employees. Money is not the only motivator for 
employees they look for a greater meaning at work. They do not have any fixed time or place and are 
constantly looking out for a change. The role of HR has also changed from supply to driving business. Hence 
the focus should be in directing individual energy and using it in organizationally productive ways. Hence 
the organizations have to focus on getting the right talent such that the organizational success lies within the 
heart and head of the employees. They also say that each employee brings certain amount of energy with 
himself who according to the work environment gets utilized in positive or negative activities. Hence the 
organizations need to manage that energy by hiring right people whose purpose is in alignment with 
organizational goals they need to create values that evolve positive energy and emotions in the employees. 
Develop managers to coach their teams and bring out the best in them at challenging times. If employees 
know how they contribute to the organizational success individually which provides them to connect with the 
organization? Organisation needs to take interest in people and maintain strong relationships. They need to 
give the employees an opportunity to innovate and be creative and run behind their dreams. This people’s 
virtue would be unique from its competitors and cannot be replicated like technology and processes. 
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EMPLOYEE ENGAGEMENT AND PATIENT SATISFACTION 
According to a HR Solutions case study survey done on around 29,000 healthcare employees it was very 
evident that patient satisfaction is directly related to employee engagement. The results were as follows: 
 Engaged employees were having a more caring attitude towards patients. 

 Around 91 % of engaged employees were more dedicated to patient care and would avail the facilities 
where they worked. 

According to a study in Forbes by Kevin Kruse” Employee engagement is the emotional commitment 
employees have to the company and its goals. “If an employee is completely engaged the commitment comes 
from within and the care and concern for their patients, hospital and colleagues is of utmost importance. The 
thought to give is effortless. Some of the key signs are: 
 Having eye contact with visitors and escorting the family members. 

 Maintaing self-hygiene or check IV lines 

 Recognising patient tag and helping them based on their need . 

 Being a good listener to the patient as they ask about their medications and discharge orders 

 Maintaining decorum as per hospital rules . 

 Providing hot meals as scheduled and needed. 

 Maintaing hourly rounds. 

 Making less mistakes regarding cautious care and medications. 

FACTORS AFFECTING ENGAGEMENT  

We are convinced that engaged employees remain happy committed and supportive and provide diligent 
patient care. According to Tower Watson’s global workforce study high employee engagement in any 
employee shows that they have clear cut understanding of what drives their performances and they have 
clear measurable goals which match the goals of the organization they work for. But they also need guidance 
and feedback so that they do not deviate from their goals. There are software tools for connecting individual 
goals with organizational objectives and providing a recognition program with constant feedback all-round 
the year but system can’t alone generate improvement. There needs to be a work culture in the environment 
of the organization which instils engagement in employees. 

WE CAN IDENTIFY A FEW STRESSORS IN HEALTHCARE SECTOR 

1. Complex decision making between Life and death: Doctors and nurses deal with life on a day to day 
basis and they see close calls of life and death as a routine. Disengaged employees tend to make more 
mistakes if they are unhappy and uninvolved.  

2. Constantly changing shifts: For staff such as nurses, there is a constant change in shifts .change in shifts 
means dealing with a new team altogether .If the employee is not engaged adjusting to this change make 
bring a drop in the performance. 

3. Monotonous Routine: "In some healthcare jobs, the work is repetitive," Ms. Hess says. Certain jobs have 
the same process to be repeated for the entire day. This may increase repetitiveness and cause boredom and 
cause distraction. Burned-out employees need to find ways to become more engaged in their work. 

Hospitals are engaging themselves in ways and means which are creating intense pressures to improve 
quality and better patient outcomes .Cost control also has become a top priority for HR in healthcare sector. 
The competition has grown in this sector for skilled healthcare talent and just increasing the incentive and 
salaries may not be the only solution for retention of the talent. Despite an 8.2 %t jump in health care 
executive compensation in 2015 (most of it in the form of performance-based incentives), according to 
Modern Healthcare, the turnover rate was 19.2 % across the health care industry in 2015, according 
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to Compdata.with tough competition and available choices in the job market ,employees have an option to 
themselves as to where they would like to work and healthcare industry is no exception. 

CHALLENGES REGARDING EMPLOYEE ENGAGEMENT IN HEALTHCARE INDUSTRY 

Engagement is a crucial factor when it comes to healthcare sector as it directly affects positive patient 
outcomes and hospital’s profitability. Healthcare employees like nurses ,doctors etc. interact directly and 
frequently with the patients and are the touch points of the hospitals .So when they feel disconnected from 
the organization or the hospital they work they fail to provide patient satisfaction which affects financial 
profitability.  

The major challenges that a health care organisation faces According to Chicago-based Career Builder's  
“Turnoverx: How to Cure the Retention Problems Ailing Your Health Care Organization.” 

1. Lack of performance training and development opportunities 
Around 51% of healthcare employees faced lack of performance training and development opportunities 
posed a significant challenge in their careers. 49 & of nurses and 52 % of other healthcare 
professionals. According to the Career Builder survey where the healthcare workforce was asked if they 
were involved in any employee development programs .They were given 0 different listed programs like in-
house skills training, education reimbursement, technology training and opportunity for innovation. Only one 
— in-house skills training — was answered "yes" by more than 50 % of survey takers. Rest of the programs 
were not given importance .In absence of advancement opportunities the healthcare professionals get bored 
of the monotony in their jobs and feel dissatisfied and also causes hindrance to grow in their careers. 

2. Low turnover and employee burnout 
The CareerBuilder survey discovered that the healthcare professionals were overloaded with job especially 
nurses.41% of healthcare workers responded that they felt challenged by work overload at their jobs and 48 
% when the pool was limited to only nurses. The survey also identified a key turnover issue in healthcare 
workers taking on additional responsibilities above their comfort level. The increase in work pressure 
which could be due to increased fatigue, work-life imbalance, and multiple shifts affecting physical 
and mental health. Lack of enough workforces leads to division of vast workload in few workers thus 
increasing exhaustion. This leads to attrition. 38% of respondents rated shortage of workforce as a 
factor. The consistent shortage of staff leads to employee burnout. Healthcare staff are touch points of the 
hospitals with patients hence Burnout of healthcare staff can have a negative effect the patient outcome .If 
employees are exhausted ,mentally and physically they will not be able to give their best 
professionally.Surveys suggest 70% burnout for nurses and around 50% for doctor’s .The high burnout rates 
reflects badly on patient outcomes and they report very low satisfaction in hospitals. Other reasons for 
burnout are feeling underutilized or unappreciated. 

Nurse-to-patient ratios range anywhere from 1:4 at best to 1:8 at worst, and those nurses with higher patient 
loads have double the chance of burnout and an increased risk of patient mortality. 

3. Poor Organisational culture and Salary: CareerBuilder researchers found  that organisational culture 
and salary can conribut to the dissatisfaction amongst employees ad can be a reson for dis engagement.As 
per the survey the results were: 

 Around 41% of healthcare employees believed poor salary was an issue . 3 

 According to the survey 37% cited Poor culture as a challenge  

 Less than 50% of employees cited that factors like opportunity to innovate, autonomy in job position and 
flexible work schedules were not available  

 one-quarter of healthcare workers thought opportunity for innovation was encouraged at their institutions. 

4. Lack of mentoring and healthy boss-subordinate relationship. Where healthy mentoring and boss-
subordinate relationship was considered the survey results were as follows: 

 25% of employees felt their organization offered too little mentoring.  
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 37 % of employees thought their organizations provided the opportunity to mentor others.  

 One-quarter of healthcare workers felt they suffered from a poor relationship. with their boss . 

This discrepancy also shows that there is a lack of healthy boss –subordinate relationship.  

5. Absence of Standard Procedures to Measure Performance and Goals 
It was found that there is an inherent need to measure accountability and performance. There needs to be a 
system and procedure in place to measure performance and set performance goals so that employees feel 
responsible for their job and are made aware of what is expected out of them. In absence of good 
performance evaluation and lack of accountability may lead the hospital dealing in adverse issues. When 
individual goals are I alignment to the organisational goals the performance of employees inevitably grows 
up.Continous performance reviews help the individuals to identify areas of improvement. 

6. Limited or not enough access to technology 
Healthcare professionals always are tongue tied when technology comes into picture. While practising their 
professional skills they face continuous struggle with technology.23% of healthcare professionals felt they 
had insufficient access to technology; the number was slightly higher for nurses . 

7. Inadequate time with patients 
Based on CareerBuilder poll ,the patient –healthcare provider ratio was not satisfactory.The reasons 
identified were increase in administrative tasks and non-clinical assignments which leads to lack of interest 
in such assignments and leaves inadequate time with the patient. 

It is quite clear from the above mentioned challenges that employee turnover is high only when employees 
are dissatisfied with their current work environment .Increase in workload, lack of recognition for their work, 
poor access to technology, absence of training and development program for self enhancement and 
uncomfortable work environment may lead to burn out of employees and provokes them to quit jobs. 

OPPORTUNITIES OF EMPLOYEE ENGAGEMENT IN HEALTHCARE INDUSTRY 

As Crucial as the healthcare industry, is the implications are very clear. There need to be systems and 
processes in place and find out better ways to attract and retain health care talent. Commitment and highly 
engaged performance is vital for healthcare industry.Organisations need to have a highly competitive HR 
strategy to cater to employees expectations with respect to organizational work culture, compensations and 
perks vis-à-vis low cost maintenance and positive patient outcomes. 

Need to engage is the Key phrase when it comes to healthcare sector. In 2015, healthcare staffing consultants 
B.E.smiths suggested that 51% healthcare workers reported being disengaged. Hence it is a no brainer that 
driving employee engagement is an absolute must in health care sector in a competitive work environment to 
avoid any serious health and financial implication. 

CREATING A CULTURE OF ENGAGEMENT 

 Monitoring, Acknowledging and Rewarding work Performances: As emphasized healthcare workers 
are continuously in touch with the patients directly, it’s their response which drives the patient outcomes. 
Their emotional connect and rapport with the patients gives the patient an impression of the hospital 
where the patient or a family member visits. Their positive response can be acknowledged and rewarded 
to be an example for other works to be equally motivated.Performnace based pay can be introduced as an 
incentive to those going an extra mile to do their jobs.  

 Providing training and development opportunities: Consultants Bersin & Associates, found in their 
research that when training and development programs are introduced in organizations employee 
retention and productivity is quite high. They have turnover rates that are 27 % lower than other 
organizations, and each "developed" employee generates twice the revenue of an undeveloped employee. 
Giving an opportunity to enhance skills is imperative to engagement. When the staff realizes that their 
skill advancement will result in their personal growth, people perform better and stay longer. They will be 
more engaged and provide better results. 
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 Introduce technology as an Engagement-Driving Tool: Having a real-time system in place in today’s 
mobile age and with healthcare facilities having advanced technological solutions can engage staff. 
Making employees technologically savvy in this technologically driven work culture would add and 
enhance the performance of employees. When they are able to see their performance in form of data the 
high performers can be identified easily, transparency in parameters for performance measurements as 
well as rewarding systems can be introduced. An application can be introduced which can empower the 
employees to recognize the efforts of others ,give feedbacks and suggestion to keep them involved and 
make them feel important by recognizing their good suggestions and bring them into practice. Feedback 
can also be given by the patients and their family members who can encourage their positive efforts and 
keep them motivated. Patient stories can inspire, as can stories of how health care employees have gone 
above and beyond the call of duty for patients. Stories can be used to inspire employees and remind them 
why they became health care professionals in the first place. 

 Effective and Efficient Leadership: A highly engaged leader can lead by example .A self-motivated 
superior having a high emotional quotient can develop an engagement oriented work culture in the 
organisation.Subordinates can follow them as mentors. Good mentorship leads to effective working 
environment. Positivity between relationship in a boss and subordinates eliminates the dissatisfaction an 
employee may be having with the organizations .A highly engaged leader cultivates and channelizes the 
efforts of the employee in positive direction and motivates the employee to align his goals with the goals 
of the organization. 

EMERGING SCOPE IN HEALTHCARE INDUSTRY 
“Patient Care is the Priority but Employee Engagement is the Key”. Employee engagement is an important 
but often neglected in a healthcare setting.Disengaged employees may increase the risk of adverse events in a 
healthcare setting which can be very crucial. Engaged employees on the other hand are essential for the 
success of any organization. The constant high stress nature resulting in burn out and fatigue may make 
engagement tough in a healthcare setting. But at the same time having engaged, committed and motivated 
employees can increase patient satisfaction scores and in turn the profitability of the organization. 

The healthcare sector continuously works under stressful condiions.They are similar in most ways to other 
industries with an exception that they have one to one connection with their customers on a daily basis. 
Hence the more driven they are to perform their job the better are the patient outcomes associated with them. 
The incredible level of stress they deal with is very critical to their job as it is directly related to the health 
and wellbeing of others. Hence employee engagement needs to be partners with healthcare practitioners in 
improving quality of care their health centres provide to patients.  

In the coming decade the health care sector is all set to experience a tremendous change and to strive and 
thrive in this competitive environment  a highly engaged, high-performing workforce will be required which 
needs to be skilled and compassionate and the management will need to retain and attract scarce clinical, 
professional and technical talent despite the increasing cost pressures. Employee engagement ensures that 
physicians and staff have everything they need to put patients first. It’s going to be a key element that will 
impact patient satisfaction, health outcomes and profitability and productivity in the longer run. 
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ROLE OF E-HRM IN EMPLOYEE TRAINING EFFECTIVENESS 

Dikshita Sehgal1 and Dr. Amit Kumar Pandey2 
Student1 MBA (HR) and Assistant Professor2, Amity Business School, AUUP, Noida 

ABSTRACT  

E-HRM provides HRM services to various organizations. It focuses on promoting electronic learning’s as 
well as electronic recruitment, probably the first dimensions of human resource management. With this 
incorporation E-HRM has expanded to deliver classic electronic expansions in all HR policies. The purpose 
of the study is to focus on the emergence of E-HRM and how it plays an important role in the working of the 
organization. The ultimate objective aims to highlight the emergence E- HRM and how, in a technological 
driven environment, it helps in increasing effectiveness of the organization’s training and development plans. 

Exploratory cum descriptive design was used for the research process. The research process was formal and 
structured. Inductive and Deductive approach has been undertaken to pursue this study. It tends to identify 
the change in functions and role of HR with reference to E-HRM within a company in Dubai.  

The Introduction of E-HRM was done in order to improve service delivery, efficiency, organizational image 
and standardization, to bring a transformational change of HR functions into strategic functions and 
empower manager. Efficiency, service delivery and standardization goals were commonly realized. Some 
evidence of a transformational impact of E-HRM was also found.  

Keywords: E-HRM, Effectiveness, Effective T&D, Motivation, Performance. 

INTRODUCTION 

A brand so established, Diamond Rocks Real Estate is committed to winning hearts with their impressive 
human expertise. The company holds in itself a valuable number of area’s top developers, property owners 
and investors. From the beginning, they have always made great efforts for people to find places of their 
comfort, business is kept simple which becomes the key to their business, it is about people and their homes. 
People are the heart and soul of their business and incorporation of many new services what they have as a 
future plan. They believe in building long-lasting relationships with their clients in order to always be their 
agent of choice. Almost 40% of their businesses come from recommendations & referrals by delivering 
exceptional service. 

27th July, 2017, Diamond Rocks Real Estate, was wandering how the incorporation of E-HRM into their 
business functions has brought a change in the attitude of employees within the organisation and to 
understand the same this study has been conducted. 

E-HRM made use of electronically developed methods or technology in the field of Human Resource 
Management to enhance the working of the respective department as well as improve its effectiveness. 

BACKGROUND 

About The Industry 
Real Estate has remained much untouched when it comes to its Human Resource practices. It is often 
thought that the industry does not pay much attention to this function of management. Due to rapid 
urbanization this sector had been growing at a very huge pace. Considering the Real Estate sector of Dubai, 
the country is already known for its vivid infrastructural developments and had been appreciated for its 
distinct architecture all around the world. 

The emirate had been known for its affinity to grandeur, luxury and fine tastes. With Expo 2020 
on the horizon, Dubai had flooded the upcoming premium real estate and mega projects 
in the commercial sector.  

About The Topic 
“Role of E-HRM in Employee Training Effectiveness” – Well, E-HRM had been the most talked about 
concept in the field of Human Resource Management and to understand how it had made the working of 
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Human Resource activities a lot easier was an interesting idea. HRM previously included Recruitment, 
Selection, Development, Compensation, Retention, Evaluation as well as Promotion of employees within an 
organization. It faced challenges of being non virtual and hence needed E-HRM to grow further. The 
emergence of E-HRM led to easy and detailed record keeping of the respective employees placed in various 
locations as well as hiring of new candidates from around the world became a lot more convenient.  

This Real Estate Company thought about incorporating E-HRM in its HR activities and changed completely 
the then scenario “HR not so much in Real Estate Companies”. After this, it was correct to say that every 
organization needs to focus on its HR activities as much as it does on any other function.The reason behind 
conducting the study in this sector was to understand what level of complexities the Human Resource 
Department of Real estate Company would have. Electronic Human Resource Management was understood 
as the double edged weapon of the big MNCs around the world but yet its involvement in the Real Estate 
sector was confined to a major extent. 

PROBLEM STATEMENT 

Does the incorporation of E-HRM practices create an impact on effectual workforce effectiveness?  

The study was aimed to understand whether with this incorporation employees feel motivated to work or not 
and that is it responsible for bringing about any increase in the effectiveness of their performances. 

SUGGESTED OUTCOMES 

The following outcomes were observed from the study: 
 Less time was spent on paperwork. The problem of tracing old records was minimized. 
 More effective HR teams were created because of which proper time utilization was done with respect to 

priority matters. 
 Small jobs were easily done with the help of technology. 
 There was steady collection and production of results. 
 An easy Employee Communication Software became the essential benefit of E-HRM. 
 The receipt of information could be challenged along with documentation support. 
 It was also found that the employees definitely felt motivated to work with the incorporation of such 

technological advancements. 
 The incorporation of E-HRM came as a huge cost but yet was able suffice its worth in the long run. 
 Availability of User Support came as a big problem in the initial time period. 
 E-HRM software’s also contained some amount of Hacking risks. 
IMPLICATIONS 

E-HRM had its own worth and the organizations that were able to make use of this experienced its 
extraordinary benefits. The study helped to analyze what difference it made for the company to get such an 
expensive system into its working. 

Organizations at different level availed the following set of benefits with such incorporation. 
 Assessing the Flexibility of the HR Technology 

 Service Delivery Applications 

 HR Service 

 Outsourcing HR administration 

 Creating an Effective E-Statement 

 Use of Case Management Tools for Compensation Planning 

 E-Recruitment 
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 E- Retirement 

 Data mining tools 

 Investing in Portal Technology 

 Best Practices of HR Portals 

 E-learning 

 HR intranets 

 Web 2.0 and Social Networking Applications 

 Strategic HCM Applications 

Diamond Rocks Real Estate, Dubai followed the approach of E-profiling of employees and connected the 
same to its training and development policies. Under this software employees were able to set their goals, 
objectives, missions for a respective period of time and also the employers were able to track the activities of 
their employees from anywhere and anytime storing the same on the cloud. The employees were also able to 
feed in their data with respect to what training requirements they have and the employers made sure that they 
get their respective set of training. Apart from this E-HRM was also used to maintain the databases of 
employees. 
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SALES AND AFTER SALES AT BAJAJ AUTO 

Inayat Ullah Khan1 and Dr. Rosy Kalra2 
Student1 MBA (General) and Associate Professor2, Amity Business School, AUUP, Noida 

ABSTRACT 

It is an attempt to guide the after effects of recent management decisions taken by Bajaj auto ltd. Which did 
not contributed much to increase sales. It is an all encompassing study of various variables which are 
significantly important when purchasing decisions are taken by any automobile customer. The parameters 
used in the study are strictly in adherence to the components of the Buyers journey. Inputs through 
structured questionnaire are personally taken by me from the existing and active customers of Bajaj 
automobiles at the service station. Descriptive statistics tests have been run on them to derive and deduct 
conclusions from them. Price, mileage, comfort, luxury and durability are considered the product 
parameters however hosting of customers by the sales team is further classified and anaylized against 
demographics and individually. Upon anaylizing it is deduced that Bajaj’s motorbikes doesn’t have a 
competitive advantage when comfort is considered and its sales team also lacks when comparison to similar 
products is supposed to be made. Also, the promoters of the company are sensitive to other allied after sales 
services that are offered and have a direct and positive correlation, and make word of mouth accordingly. 
Recommendations are also provided to develop and restructure the inconsistencies, flaws and loopholes. 

Keywords: Sales, after sales services, Bajaj motorcycles, product characteristics, Sales team, customers and 
promoters. 

INTRODUCTION 

To the company: Bajaj Auto Limited is an Indian bike and three-wheeler manufacturing company. Bajaj 
Auto makes and offers bikes and auto rickshaws. Bajaj Auto is a part of the Bajaj Group. It was established 
by Jamnalal Bajaj in Rajasthan in the 1940s. It is situated in Pune, Mumbai, with plants in Chakan (Pune), 
Waluj (close Aurangabad) and Pantnagar in Uttarakhand. The most seasoned plant at Akurdi (Pune) now 
houses the R&D focus 'Ahead'.  

Bajaj Auto is the world's 6th biggest maker of cruisers and the second-biggest in India. It is the world's 
biggest three-wheeler manufacturer. 

On May 2015, its market capitalisation was ₹640 billion (US$9.9 billion), making it India's 23rd biggest 
traded on an open market organization by showcase value. The Forbes Global 2000 rundown for the year 
2012 positioned Bajaj Auto at 1,416. 

To the authorization: Royal Bajaj Rampur is an authorized facility of Bajaj automobile ltd. It was 
estabilished in the year 2003 by Mr. Santosh kapoor and it deals in the SALES, SERVICES AND SPARES 
of all the two manufactured by Bajaj auto ltd. It has an average sales of 800-1000 two wheelers in a period of 
a month and provides after sales services to around 2000 bikes in the same period. It has a staff of 60 people 
inclusive of labor. 

Royal Bajaj Rampur has 12 Dealers in the remote areas and is a supplier of Bajaj’s Sales and services to one 
district, five tehsils and more than a Hundred villages in Western Uttar Pradesh. 

Being located on a semi urban area, Royal Bajaj has both Rural and Urban customers. Hence the customer 
relationship Management adopted by it is distinctive and simple yet indulging tools are used by the facility to 
gain customers. 

BACKGROUND 

About the industry: The seeds of two wheeler industry in India were sown back In 1955 when Indian army 
commissioned Bullet 350 cc in the year 1955.These were assembled in Tamil nadu and manufactured in 
United kingdom. The industry is classified into three segments, which are motorcycles, scooters and 
mopeds. This paper only studies about motorcycles manufactured by Bajaj auto ltd. 
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The economic reforms adapted by the country in 1993 has significantly spurred Foreign direct investments, 
which consequently resulted in rapid sales of Motorbikes within the country. 

Globally India is the largest manufacturer and producer of motorbikes in the world, China being the second, 
however Indonesia being the third largest producer is followed after China. 

The biggest Motorbike player in terms of sales in India is Hero Motocorp, followed by TVS motor company, 
then Bajaj auto ltd. These three companies have a bigger footprint in Motor bike manufacturing than other 
rivals such as Yamaha, Royal enfield, Honda, Suzuki and other marginal brands. 

With easy credit availability, and plunging fuel prices, normal monsoon, salary hike of government 
employees the demand of Motorbikes are likely to increase in the country as people hav more disposable 
income, which in the past four to five years have increased at the rate of 4 per cent. 

ABOUT THE TOPIC 

“Customer relationship management through sales and after sales services”, the topic is suggestive by its 
name that attracting and retaining customers through improving sales and services has been envisaged. 

It is a domain which companies observes as a long term orientation with their business relationships with 
customers and the major objective is to fix all the customer leakages through Planning, strategizing, 
managing and anaylizing data which contributes to customer lifecycle. 

Data is the building block for customer relationship management, repositories are maintained and outsourced 
to study the needs, wants and desires of a consumer and strategies are made accordingly to approach to an 
invidual set or segment of consumers. 

PROBLEM STATEMENT 

Bajaj auto ltd. Motorbike segement faced a dip in sales in the June quarter of 2017, as it failed to clear its 
BS-3 Stocks, and its management’s decision to not pass the rise in prices of the motorbike models added fire 
in the fuel when irrespective of holding prices, the sales did not catch up. Hence it is indispensable to 
account the factors responsible for dipping sales in the June quarter for Bajaj sales. 

 
SUGGESTED SOLUTIONS 

The sales team has to be trained in a dynamic environment and they should not only know about the 
characteristics of their own bikes, but also where their competition stands. This is the only parameter where 
one sample t-test conducted on a sample of 150 respondents (Bajaj customers) holds a neutral view. Filling 
the gap could bridge the clarity in the mind of customer and he/she can be ensured about the purchase 
decision with more conviction. THIS COULD BE DONE BY 

a) Asking them to read ratings and blogs and develop a better sales pitch. 

b) Inspecting them on the weekly basis for this. 

c) Providing them the comparisons in hard or soft copies. 
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With a statistical relationship between AGE AND COMFORT.Demographic based Marketing could be 
relevant tool here. With most of the bikes bought by the younger group (18-28) a Marketing campaign 
emphasising comfort would be profitable for Bajaj. 

Independent T-test has been conducted to verify the impact of After sale services on Referral marketing and 
it was found that there is a relationship between Technical faults in the bike, Disturbance by mechanic during 
service, Improper seating arrangement and no problems faced and customers who will turn into promotors. 
Technical faults could be resolved by INSPECTION AND REINSPECTION. Although it is not possible to 
eliminate technical faults completely, but after the inventory arrives a team should be assigned to ascertain 
the fitness of the model. Disturbance by the mechanic in the Motorbike could be overcome by effective JOB 
MONITORING and adherence of the servicing norms provided by Bajaj. So no inconsistency would be able 
to affect the Motorbike. 

Improper seating arrangement includes NO POWER BACKUP, NO VENTILATION, UNAVALABILITY 
OF DRINKING WATER, UNCLEAN TOILETS, NO NEWSPAPER OR MAGAZINES AVAILABLE or 
NO PROPER SEATING ARRANGEMENT. Hence all of this is to be ensured. And eventually no problem 
faced by the customer turns him into a blatant promoter therefore is his highly and positively correlated to 
Referral Marketing. 

IMPLICATION OF THE STUDY 

With India overtaking China to become the largest two wheeler market, sales and after sales service is the 
need of the hour for country. Sales and after sales services are the  foundation. Having resources at your 
disposal is just not sufficient, but timely and mannerly distribution of the same is responsible for surviving in 
the cut throat competition today. The margin of error is too low in motor bike segment where a miniscule 
deficiency could make the consumer flight to the competitor. 

It is imperative to assess your strengths and weaknesses from a multi-dimensional perspective of the product 
and every possible allied service associated with it. Great products often fail with even a single inconsistency 
associated with them, and vice versa. Sales and after sales services here is defined as ‘Gathering all the 
information of a customer that an organization have, and deriving knowledge about the taste of the customer 
for the desired product and services, and tailoring the practices in such a manner that he does not find any 
gap between the expected and the actual product’. 
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ABSTRACT 

SRF ltd, an Indian Multi National is the winner of two Deming prizes. The company traces its origin to the 
famous DCM group of companies which was initially founded in 1889 as North India first textile mill. In 
1970, Shri Ram Fibres was incorporated by DCM to manufacture nylon cord tires in Manali near Chennai. 
In 2017 it is a multi-business entity well recognized and respected for its R&D capabilities globally, 
especially in chemical business. Other business of SRF include packaging films, technical textiles, belting 
fabrics, etc.  

This case of SRF Ltd. describes employee recognition and employee engagement practices. The employee 
engagement survey was done of SRF Ltd. in July 2017. Company introduced praise policy in year 2016 with 
purpose of implementing a fair and transparent officer’s appreciation and recognition program across 
business with view to motivate officers and make them happy. 

As it is the new policy and will need more time by people to accept and follow it. The case study discusses the 
importance of recognition in the organizations. How employee respond to new policies and what possible 
steps HR have to take to implement the policy to the core. 

Keywords:  Employee Engagement, Praise Policy and Recognition.  

INTRODUCTION 

In mid-2016, Mrs. Jatinder Sodhi and Mr. Nitesh Mathur, Senior Manager HR and Admn. of SRF Ltd. along 
with their team conducted an Employee Engagement survey in Chemical Business of SRF Ltd.  

The organization has very good score in employee engagement. But the Concern areas highlighted from the 
survey done in 2016 were career opportunities for employees, Employee recognition, availability of 
resources, infrastructure, etc. which were used to conduct the survey of year 2017. The result of every area 
came out to be above 80% satisfaction of employees. But the recently made policy of the organization, praise 
policy parameters showed that it is not being followed properly. About 25% of employees feel that they lack 
recognition and appreciation practices. Due to which the employee engagement score of the organization is 
impacted. Even after making the policy on recognition, PRAISE policy and introducing it to employees. 
There is need of some practice which can help organization to implement praise policy efficiently. SRF 
introduced Praise Policy in year 2016. But some employees still are not able to get timely recognition. Every 
policy needs time to implement. In the same way, employee recognition policy needs more efforts by HR 
manager to implement it to the core. 

SRF Ltd. Gurgaon is a manufacturing company incorporated as Sri Ram Fibers Ltd. in 1970 by Delhi Cloth 
Mill (DCM) as a wholly owned subsidiary. Initially, its focus was on nylon cord fibers which is used in 
manufacturing tires. Its first manufacturing plant was setup in 1973 at Manali. As the company grew over the 
year, it diversified into other products like packing films, technical textiles and engineering plastics. Its name 
was changed in 1990 to SRF Ltd. Currently, it has plants in 3 countries and it export its products to 75 
countries. It has 9 manufacturing plants in India and 4 plants that are overseas. The company is employee 
centric. It has concern for its employees and value their employee. Company encourages and engages 
employee in the best possible way it can.1. 

Different business of SRF Ltd are growing with time into further different divisions. With time, it is gaining 
respect for its amazing inventions. 

Under Chemical business of this company, which is the niche domain of this company. There is sub division 
of employees for different business under CB (Chemical business) as Fluoro Chemical Business, Specialty 

                                                             
1 www.srf.com 
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Chemical Business and the Common employees that work for both. There are plants of CB in Bhiwadi in 
Rajasthan and Dahej in Gujrat. Chemical business having niche of B2B model.  

It is continuously expanding its business. Company has its focus on employees and their satisfaction. SRF 
believes employees are the main part of SRF family. And they do their every best effort to improve 
employee engagement and employee satisfaction.  

EMPLOYEE ENGAGEMENT 

SRF Ltd. is an employee oriented company. The organization want their employees to be satisfied and do as 
many engagement activities as possible. 

In last year, 2016 employee engagement survey was conducted to find what employees feel about their 
engagement on career opportunities, recognition, availability of resources, independence, work life balance, 
clarity and training and development activities. The gap areas were identified and HR Department of the 
organization started making relevant changes in the work process and bridging the gap. They also introduced 
PRAISE Policy, in order make a platform for employees on which they can recognize their subordinates.  

The employee engagement survey was conducted in SRF Ltd. It took almost one month to know the real 
scenario in the organization. There were the different aspects of survey were career opportunities, 
recognition, infrastructure, availability of resources, etc. among which praise policy scores came least. 25% 
of employees feel that praise policy is not being followed in the organization and 15% of the employees in 
the organization are not aware about recognition policy of SRF.  

PRAISE POLICY 

Praise policy, defines the philosophy of appreciation and recognition culture across SRF ltd. and provide the 
businesses various platforms to appreciate and recognize individual and team contributions.  

The philosophy behind PRAISE is: 
 Personal: the appreciation must be in person and genuine. (personal touch) 

 Relevant: there must be equity in award and achievement and both must be complementary to each other. 

 Appreciate: it should aim to increase the appreciation culture and aims to appreciate team members 
regularly 

 In time: the appreciation must be done without any delay.  

 Specific: it must be communicated clearly to the individual or team 

 Engage: it must aim at engaging employees and make them feel valued in the organization. 

RECOGNITION 

"The challenge today is not to only make policies, but motivating employees to follow them." 

Recognizing employees has become important now a day and is the crucial part of employee engagement. 
For getting a competitive edge as well as making employees retain for longer period organizations have 
made many changes in the existing scenario. In today's corporate scenario, there is the major problem of high 
attrition rate and employee dissatisfaction due to one or another factor. Recognition is one of the way by 
which the problem of attrition and employee dissatisfaction can be solved. The organizations are becoming 
more competitive in terms of their internal customers, i.e., employees. Employees hold the goodwill of the 
organization. If they are not satisfied, there might lockouts, strikes and other problem causing activities 
which further harms the organization in many ways. 

Dissatisfied employee may tend to leave the organization and join the competitor’s organization. Which may 
hamper all the functioning of the organization. In today’s world, organization provide better salary with other 
benefits like recognition, promotion, career opportunities, and other resources to employee so that they may 
leave their previous organization and join their organization.  
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One of the way to improve retention ratio is to improve employee satisfaction and making them loyal to the 
organization. Recognizing employees for their work and achievements must be done personally by which 
employees feels the relevant concern for appreciation. Including the time constraints for specific work by 
engaging employees more and more.  

PRAISE POLICY which is already being introduced in the organization includes all the important features of 
recognition. It says that recognition must be Personal, Relevant, Appreciative, In time, Specific and 
Engaging. It also mentions the way employee must be recognized. It has following reward categories of 
Formal Recognition and Informal Recognition. Formal Recognition is to be done by Protsahan Awards, Spot 
Awards, Special Achievement Awards, Long Service Award, and Organizing Team Awards/ Recognitions. 
Informal Recognition includes Promotion Appreciation, Work Anniversary, Peer-to-Peer, Happy Hours, 
Appreciation Cards and Team Lunch. Day-to-Day Recognition includes Verbal Appreciation, Written 
Appreciation, Team Appreciation and Appreciation Wall.  

The achievement awards and long service awards are being decided.  These include monetary as well as non-
monetary recognition. Recognition helps the organization in long run as it improves the productivity and 
efficiency of human resources in the organization. Employees get good rewards for their work. And that too 
timely. This is the best motivator to an employee. The Businesses are required to budget the expenses under 
‘PRAISE’ every year depending on the initiatives planned for the year. The Reporting Managers, department 
HOD’s and UHR/ BHR teams need to ensure that there is a personal touch to the Appreciation recognition 
initiatives. The Reporting Managers, before nominating their team members should carefully identify the 
right mode of Appreciation & Recognition for the achievement/ contribution to be rewarded. All Officers 
across the organization are encouraged to be more appreciative of the efforts and contributions of the other 
team members. The Appreciation & Recognition should be carefully timed and should not be delayed, as far 
as possible. All Appreciation & Recognition initiatives should highlight the achievement or contribution of 
the individual Officer or team. All ‘PRAISE’ initiatives should focus on improving the entire experience of 
appreciation/ recognition. 

Recognition has become important part of employee engagement today. It boosts employee morale and 
loyalty to the organization. Employee feels to work an extra mile for the organization. People today in the 
organization needs to be valued for their contribution in the organization.  

PRAISE Policy was introduced to employees of SRF Ltd. a year ago before the research was conducted. But 
as of now any employees are not able to follow the same. Some feel they are not being PRAISED. There is a 
need for management to be reinforce. Employees were surveyed for employee engagement and results came 
that PRAISE Policy is not being followed and even some employees were unaware about praise policy. 
Dissatisfied employees may get demotivated because of no recognition.  

The reason for the PRAISE Policy not being followed in the organization efficiently may be Lack of time, 
tools or resources for managers, Employees may be reluctant in accepting the new policy as it is new and 
they may not want change in existing systems. Lack of information about PRAISE Policy to Non-
Management Staff and other employees working in other states may be one of the reason. Or there might be 
other reason which still need to be explored.  

Employees who praise must also be appreciated for giving praise. The culture of PRAISE will be in 
organization slowly, Management must do efforts to encourage employees to follow PRAISE Policy. 
Meetings with different department heads must be done to make PRAISE Policy highlighted again and 
again. While in induction, every employee must be made aware about PRAISE Policy. There may be some 
quiz of PRAISE Policy so that it come into the notice of employees. 

IMPLICATIONS 

The case study implies that the survey regarding PRAISE Policy must be done in depth so that main reason 
of PRAISE Policy not being followed may come into the notice. The earlier survey done in the organization 
included five questions of praise policy. To know what stops employees to follow praise policy an in-depth 
interview and focus group surveys must be conducted in the organization. Employees must be trained to 
follow PRAISE Policy whether he is managerial, non-managerial or zonal level employee. Employees who 
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praise must also be appreciated for giving praise so that employees get motivated to follow praise policy. 
The culture of PRAISE will be in organization slowly, Management must do efforts to encourage employees 
to follow PRAISE Policy. Meetings with different department heads must be done to make PRAISE Policy 
highlighted again and again. One to one survey must be done on finding the reason that why praise policy is 
not being followed. While in induction, every employee must be made aware about PRAISE Policy. There 
may be some quiz of PRAISE Policy so that it come into the notice of employees. Other efforts may be done 
according to need of organization. 

APPENDIXES 
According to research done in June’2017 Following results were observed. The number of employee being 
asked this question were 32 employees which came under FCB (Fluoro Chemical Business) of chemical 
business, SRF. The research was done as employee engagement survey. The problem area came to be the 
PRAISE Policy introduced on April’1st 2017.  

 Praise policy was made in the organization a year ago which tends to make culture or appreciation of 
employees by its superior and other employees. The area focuses on the same policy with different parts of 
it. 

Questions Mode of 
responses 

Number of 
employees 

Are you aware about recognition and appreciation policy of SRF 
completely? 

Somewhat agree 32 

Do you feel PRAISE policy is being followed in letter and spirit? Somewhat agree 32 
Does your reporting manager/ HOD/ Team members recognize you 

for your good work? 
Strongly Agree 32 

Do you feel engaged and motivated with present recognition process 
at SRF? 

Somewhat agree 32 

Average Somewhat 
Agree 

32 

 
Employees need recognition for their contribution in the organization, some lack recognition and hence are 
less motivated. 

1. Praise policy is not being followed properly and they have hardly seen anywhere being implemented. 

2. Some employees also felt that they are little aware about PRAISE Policy. 
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ABSTRACT 

This study is to analyze the success of introduction of New Management system & new marketing strategies 
to increase the buying behavior of the consumers, expanding the business portfolio in B2B & B2C 
environment, To know about the receptiveness of our new systems and polices and brand Tiger at various 
organizations and distributor’s outlets, Analyzing the new launched products business and understanding the 
customer feedback for the product Awareness of PVC (Poly vinyl chloride) Hdpe (High Density Poly 
Ethylene) and many more by gaining insights in the end segment. Working on the project was a great 
learning. There was a lot of scope for the innovation and implementation of new ideas to resolve the 
problems of the company. Like the biggest problem for the interviewers that complaints for the shop address 
that was given by the researchers and clients. The positive aspect of the study was that every interviewer 
easily comfortable. But as most of the Interviewer fills the questions without measuring the exact and correct 
measurement so that it will affect the final result of the project also some members do not have interest in 
this study, due to meet people from the different industry because this would take a lot of effort, time and 
energy of the interviewer. For this, a proposal was put forward to top management of the organization. 

INTRODUCTION 

TIGER is brand name of Cobef International Limited which deals in piping’s i.e PVC PIPES,HDPE 
PIPES,WATER TANK,SUCTION HOSE,CORRUGATED PIPE,LAPETA and more  This kind of 
industries have a huge market either B2B,B2C and C2C (C2C is Customer to core consumer) market place 
where the users prefers different variant of products and quality. In this industry there is huge alternative 
opportunity because of too many similar products availability in market, even this field needed much more 
research work as the material used in making pipes are recyclable and non-poisonous. As of present state 
COBEF International Limited is at number one position among same type of industries, since last 10 years 
this company is holding this position because of their quality products. Many brands are available in market 
but the quality is the major concern of the consumer either from B2B or B2C etc. 

Now company has decided to touch unattained market area of the country and region. Previously we are not 
entertaining low budget dealer or distributor in our company but as the country economy is going down and 
down, then we put our suggestion to management to open or to flexi company police to became a dealer or 
distributor because competition is too tight with the competitors. Tiger brand is easily spotted in and around 
the city and town, in almost all shops you can spott tiger brand rather than others like cico, Geepee, Zero, 
Zena, Eagle, Mario etc. 

Also, the company has used its extensive distribution chains to develop a strong market base for their 
product. It has developed a considerable market share in the rest of piping market or industries. Now after 
this study  we have to be known about the public demand about the quality & Non-quality of pipes .Whether 
they are in favor of our brand in the market or not . The new players play a very important role in the piping 
industries  to determines the demand of piping and on the bases of demand quality is also get determined. 
There are many category of piping in market ,so from their like iron pipe. Pvc pipe, ppr pipe cpvc pipe,upvc 
pipe and many more ,so from all the category mentioned  now how we  drag a group of people to use our 
product is a difficult task which we did best in all aspect. 

Beside all this we have to now talk about the other quality consumer want to be added in the Cobef Product . 
How many competitors are there in the market for the selling of the pipes. And for which brand the 
competition is there in the market.  
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STRATEGIES TO BE ADOPTED IN IMPLEMENTING NEW MANAGEMENT SYSTEM 
Cobef have rivalry in pipe industry, with GEE PEE, PANAR ,NIGER,SACVIN.ANGLE and many more.  
Marioplast is another player which has as of late entered this Business. There will obviously be various 
players entering this section soon. Be that as it may, the key  

Factor truly is innovation and the administration system and necessity of urbanization. What we offer our 
customers is an administration arrangement, customer relation with promise of quality product where we 
give them in our relationship and furthermore keep up it. We should likewise guarantee that if our customers 
need, any assistance on behalf of our product & services we are always ready to help them at any point of 
time. 

For getting desired out of manpower in a manufacturing unit, management system should be active and 
capable . because if Human Resource and Administrative department of any organization fails to get the 
accurate result from the hired manpower from their job to organization make any profit either in monetary 
value neither in non-monetary value. 

"Keeping in mind the end goal to have a devoted client base we need to make our brands important to our 
customers in their lives. Where, when, how, with whom they drink these perspectives matter. We ought to 
convey our brands in the correct way and make our items accessible at an arm's span.  

The quality & standard confronting the pipe industry is how would we make them an applicable for all kind 
of domestic of non-  domestic use .As the life style of every human kind is changing every second and every 
minute and along with this we all are  now very concern  to our health , In the past time we had water in 
plenty but as time passes we human kind never took water as import for our living because we are getting 
water as free but now we at the edge where we have to think to safe water and to minimize the use .So in this 
area of conserving water these PVC and HDPE piping industry.  

As in the earlier era we were using iron pipes in water reticulation in domestic and non domestic use, by 
which we were facing numerous problem in respect of money and life too. We all know the iron catches rust 
when comes in contact of air or water which lead to threat for life and Heath But as the introduction of PVC 
& HDPE pipes in place of IRON pipes life has became easier ,because  pvc & hdpe pipes will not catches 
rust and even life span of these pipes are more than 30 – 40 years in given condition , no threat to life ,easily 
available ,easy to assemble etc. 

In Nigeria a country where development ha just started, actually in name of development here is nothing , the 
living  condition of 90% hank kind is worst even we can never imagines ,how people are leading their life 
without life ,water or even without their basic necessity of daily life. 

PROBLEM STATEMENT 

 During the market survey it was found that pipes of the competitor brands were placed in the market. The 
competitors are GEE PEE, PANAR ,NIGER,SACVIN.ANGLE etc. 

 The Consumers were not satisfied with the company service ,as their customer relation management is 
not working well. 

 Retailers/Distributors in some market areas such as Port Harcourt-outer, Aba, Imo state , Onitsha-ogidi 
,Lagos ,Abuja were unaware about our product & their benefits. 

 Corporate Offices have a different procedure in accepting any company as supplier or contractor. The 
Factories ask for the demonstration of the product first. The employees working in the organization if 
they satisfied with our testing & the demos then they are considering our product to be supplied to them 
according to the project requirement. This is a time consuming process. 

 Cost is not an important factor for some corporate offices. The Offices are concerned with the brand 
worth and Quality. Generally corporate offices prefer brand name & quality and fast service . Thereby 
convincing the managers about the quality, pricing and after sale services the admins in the organizations 
are informed about the benefits of the pricing strategies.  
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 Pricing strategies is not costumer favorable 

 Marketing Strategies is also not appropriate and product allocation is not appropriate. 

 Decision making authorization is centralize only which make marketer very clumsy in talking to customer 
directly. 

 Goal & Vision of the company is not clear to the employee 

 Flow of information is not perfect , percentage of educated staff is less. 

 Decision making process is hassy and time taking. 

 Consumers generally prefer smooth functioning system where they do business with peace. This is a 
major factor for the ignorance of cobef brand whereas in some corporate offices they are left with no 
options to use our product because of quality concern and capacity of production 

 Before pvc & hdpe  piping was not consider as  good because most of consumers were not aware of the 
benefits  this comes out to be a drawback in the begging but later no this type industries crate strong 
foothold in market  

 Cobef crate their name by manufacturing quality product and by giving first and prompt service to their 
customer but as time passes they didn’t modified their system according to the demand of time .which 
affected the sale and profit and name of the company among their competitor in market. 

STRATEGIES 

 Plan - map out an action plan and set goals for your business 

 Know your point of difference - customers need to understand why they should choose you  

 Set up good systems as they can increase your efficiency by 30% 

 Hire the right staff who would be aligned with your business vision and values 

 Hold yourself accountable with others - business growth takes discipline and feedback. 

Good general management can produce organic, steady business growth. However, update and refresh your 
business with these five foundational steps in mind to see quantum leaps that are sustainable. 

1. Have a vision and plan to get there 
Understanding where your business is and where you want it to be is the first step in planning. Ask yourself 
'What do you imagine your business to be in five years' time and how will this fit into your lifestyle?' 

Make sure your plan: 
 is simple (even if it's just one page) 

 is not just ‘in your head’ or ‘in your bottom drawer’ 

 has any vision you choose but it must have one 

 includes goals and steps to be taken to reach those goals 

 aligns your business with family and lifestyle aspirations 

 has mitigation strategies to cope with change, survive the bad times and prosper in the good 

Whether you prepare it yourself or use a business professional for an objective outside view, remember the 
thinking that goes into a plan is as important than the document itself. 

2. Be clear about your differences 
Often businesses have a product or service and assume that people will love it or it’s enough to say ‘our 
product is great quality’. It’s not enough and if potential customers don’t understand why they should choose 
your business, they will judge on price alone. If you want to grow successfully, ask yourself: 

 Why are you different? 



 

 

 
Business Perspectives in Emerging Markets: Business Management Cases  

    71 

 Who (which customers) will value this difference? 

When you promote a difference, identify what an outsider would see that would make this strength obvious 
to them. It must be something they can identify by one or more of their five senses, or else it is not real! 

Include the answers in a marketing plan and don’t rely solely on organic word of mouth. Your objective is to 
create ‘top of mind awareness’ so that, anytime anyone in your marketplace needs or wants your product or 
service they call you first. 

3. Build business systems to alleviate growing pains 
Want to increase your efficiency by up to 30%? This is what good business systems can do for you. Without 
systems you just have a job with overheads. Like a brain surgeon who concentrates on just surgery and a 
pilot who flies by only six gauges in a cockpit, you can guide and monitor your business to produce 
consistent, predictable results. 

Many businesses fail as they expand because their systems are inadequate. When developing systems: 

 start with an organization chart (even as a sole trader as this may give you ideas on what you can 
outsource) 

 track the process from customer contact to payment to understand where you add the most value  

 identify major business operations (such as finance, administration, operations, people, marketing and 
risk management) and create templates or recipes for these activities 

 Teach any staff to use the systems because if the system is not followed, you don’t have one! 

4. Align your staff with your business 
Motivating staff so that your success is their success too is important. If your staff are aligned with your 
business, they will want success as much as your personal commitment to this goal. A good ‘people system’ 
will help attract and retain good people! Formalise roles for your staff for better understanding and 
accountability of the tasks for which they are responsible. Make sure your staff know what a good job looks 
like and reward good performance. If performance does not meet your expectations, help improve 
performance with options such as mentoring and training. 

5. Be disciplined with your growth strategy 
Working in small business can be a lonely pursuit. Imagine investing in developing your business and 
marketing plan, putting business systems in place, engaging your staff … then doing nothing with these 
things. Instead of seeing profits soar, your business stagnates or declines. Like a board does for a large 
company, you need to find a way of holding yourself to account if you have made a conscious effort to grow 
your business. 

You could: 

 talk to other business owners 

 join a business peer group 

 seek the services of an independent professional advisor    

 Create your own 'board' of a couple of trusted people to check regularly on your progress. 

With personal investment often at stake, growing a business can be daunting and risky. It takes courage. Start 
planning your growth journey by creating a Mission Statement or a New Year’s Resolution for your business 

SUGGESTED OUTCOMES 
1. Perform a detail demand survey at regular interval to know about the unique needs and requirements of 

the customer. 

2. The company should make hindrance free arrangement for its customers/retailers to make any feedback 
or suggestions as and when they feel. 
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3. Cobef distribution channel is mostly through Dealers only. Whereas the competitor also concentrates 
more on the retailer, distributors or on sub dealers and retailers, Cobef Tiger should try to increase their 
distribution in these areas. 

4. The company must keep a watch on its primary competitors in market in order to be able to compete with 
them. 

5. The company should use new attractive system of word of mouth advertisement to keep alive the general 
awareness in the whole market as a whole. 

6. The company should be always in a position to receive continuous feedback and suggestions from its 
customers/ consumers as well as from the market and try to solve it without any delay to establish its own 
good credibility. 

7. A strong watch should be kept on distributors so that the goodwill of the BRAND doesn’t get affected. 
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INTRODUCTION 
Life Insurance has become a fundamental aspect for everyone in today’s time.It’s a written contract that 
offers protection against the future loss.  A contract used to insure the lives of people. It is a definite 
composition which is provided to the insured person by the insurer.When on the other hand, the non-life 
Insurance companies provide a financial support to people or the companies to overcome any losses. The 
basic human trait is to avoid any risk and protect them from any risk. These risks we talk about include fire, 
deaths or accidents and many more. These risks are insured by the insurance companies against a certain 
premium commensurate with the risk involved. It is thus the idea of collective bearing of the risk that gives 
the insured a sense of security and a degree of assurance against any calamity.  

INSURANCE SECTOR IN INDIA  

 
Source: IRDA Annual Report 

The Insurance sector in the country has a very huge market waiting to be harnessed. It accounts currently for 
less than 1.5% of the world’s total insurance whereas in the Life insurance sector it accounts to nearly 2% 
despite the country being the second most populated. India currently has the 15th largest market for insurance 
in the world. 

The Indian Life Insurance industry is in a state of flux. Even though there seems to have been a perceptible 
change in the dynamics of the market ever since liberalization and other economic reforms, there is still a lot 
to be done in order to develop the market and for a better future growth. Notwithstanding the improvement in 
the density and the penetration in the last ten years but India has majorly remained an un-penetrated market. 
The insurance market today is highly dependent on the push and the tax incentives they receive. There is 
hardly any pull from the customer side with regards to the financial awareness. Until then the stakeholders 
involved will strive for simplification of the products, increasing the cost and pricing transparency and better 
customer satisfaction. It is in t he long run that the Indian domestic market will grow and hence it is still 
poised for a strong growth leading to a rise in the disposable income and the per capita income.  

It was for the first time in twelve years that the Indian life Insurance industry faced a decline in the premium 
collected (first year) in the year 2012.A decline from INR 1.258 billion from INR 1.142 billion. This was 
because of the perceptible shift of the customers from ULIP policies towards the traditional products. The 
business models of a lot of companies have been changing because of the regulatory authorities, however 
because of this sudden shift which was aimed at bringing about transparency in the costing a pricing, rather  
brought about an uncertainty in the market.  The Industry is currently at an inflexion point but despite the 
signs of a lot of stress there is still a silver lining. Life Insurance still stands at a threshold of becoming much 
more stable and profitable.  
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EMERGING TRENDS IN THE INDUSTRY 
1. The penetration in the industry has gradually and eventually increased due to the various modes of 
distribution. These modes being: Online and offline Modes and through telemarketing.  

2. Innovation in the products: With the industry coming in the rise, the variety in the products through 
customizations, the trusts of the people on the products has increased. People now feel safer to opt for the 
products available. Also, through online market the cheaper option for the products has led to an increase in 
the market share.  

3. Ever since 1999, when IRDA(Insurance Regulatory and Development Authority came in to existence, 
the insurance sector got authorized and more regulated with various terms and conditions leading to a safer 
transaction between the  customers and the industry people.   

PROBLEMS WITH THE INDIAN LIFE INSURANCE  

The Indian life insurance industry has grown nearly 15-20%, however this is very less when compared to its 
global counterparts. The major reasons behind this are:  

1. The insurance industry in India creates its products and goes out in search of the policyholders. They 
don’t customize products according to the market needs.  

2. The awareness amongst the public is very low. Insurance is sold not for the purpose of investment in a 
better future but rather as a tax saving instrument.  

3. Term-plans are not promoted well by the insurers however; the need to promote the same is very high in 
today’s time.  

4. Insurance covers are usually very expensive and hence not affordable by major section of the consumers. 
The need to create new policies for the youth is a major requirement.  

5. The return on investment in life insurance is not much, so there is a need to offer more assured returns.  

6. There is great need to revitalize their promotional strategies. The importance of unit-link assurances is not 
realized and hence now they feel a tough competition with the other instruments of the financial market.  

7. Most agents are focusing on creating new customers and there is less focus upon the existing customers. 
Their primary aim is new associations as that will provide them with more incentives.  

THE PROMINENT REASONS FOR THE FAILURE OF LIFE INSURANCE INDUSTRY 

1. Beneficiary:  The beneficiary clause is the most prominent clause of the life insurance policy facilitating 
the transfer of money to the successors.  However, the insurer has to aware of the various kinds of 
beneficiaries in life insurance. They can have their children as multiple beneficiaries by just indicating 
their names and the amount of proceeds that they will receive. The practical option is to always name 
contingent beneficiaries.  

Let us suppose, the first beneficiary dies due to some accident close to the time of death of the insured, in 
that case the contingent beneficiaries can claim to the assets of the insured. A contingent beneficiary can 
claim assets if the primary beneficiary dies before receiving the claimed asset. 

2. Policy Lapsation: Another major cause for the failure of Life Insurance Industry is the lapsation policy 
by the companies. It might happened that due to some reasons the insured is unable to pay the due 
premium even after the passage of his grace period, but unfortunately the companies in this case either 
stop covering or will reduce the amount of insurance coverage.  

3. Value of Cash Surrendered: The life insurance policies which are permanent in nature like ULIP or 
variable and whole life insurance policies seem more attractive to the consumers as they have the 
presence of what is called built in cash-value. However, the term plans do not offer any built-in-cash 
values. The outcome of this is that people surrender their policies in order to attain the accrued cash 
amount. Cash value here is the amount of money from the premiums which is either put into savings or 
invested (according to the policy purchased). 
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4. Policy Loans: Another add on for the consumer but disadvantage for the life insurance industry is the 
feature of policy loans which are given out to the policy holders against their policy in case of any 
emergency. The interest in this case is very low and in case of incapability to pay back, the insurance 
company will use the cash value to settle it.  

5. Sense of belongingness  : Once a customer gets himself a policy he/ she develops a sense of 
belongingness with that sales person, with the constant withdrawal of the people in the industry that sense 
of belongingness is lost, creating fear in the minds of the people about trusting the company 

6. Customer Loyalty: When a sales person leaves the job his policies are characterized as orphan policies. 
There is no one who will now be rendering those services to the customer. This creates distrust in the 
minds of the customer, hence breaking his loyalty.  

THE FIVE SIMPLE RULES FOR LIFE INSURANCE  

In any event of misery or affliction, a well planned life insurance policy is of great help but most people fail 
or find it difficult to estimate the right value or worth for their insurance needs fairly because life insurance 
involves changes with time in a person's life 

Five simple rules or methods that are widely available to estimate an individual’s life insurance needs are: 

1. Income : The most fundamental rule of thumb when it comes to insurance needs of an individual is one's 
income which implies that the insurance cover must be eight to ten times higher than his/her annual income. 
For example, an individual who earns an annual income of 50,000/- must have an insurance cover of 4, 
00,000/- or 5, 00,000/-. 

2. Income (+) Expenses: This ruke implies that an individual should not only have an insurance cover ten 
times higher than his annual income but also the amount of added expenses like personal debt, child's 
education, car or housing loans.  

3. The family needs approach: This rule says that one should purchase enough insurance in order to fulfill 
his family expense in case of death. The needs in this case are divided into two categories: The immediate 
needs and the ongoing needs.  

4. The rule of Capital-Fund: This rule says that if a person needs Rs 1 Lakh per annum in order to meet his 
family needs when there is no other source for his income generation, then he might want to create a capital 
of 12.5 lakhs which will yield him 1 lakh annual earning at the rate of 8 percent per annum. Hence the policy 
should be of 12.5 lakhs.  

5. Premium as percentage: This rule says that payment of premiums for insurance depends upon the 
disposable income. Therefore, one should decide the premium amount after realizing his regular outgo of the 
salary. This will help in committing an appropriate percentage of the income for the payment of premiums.  

QUESTION 

 What suggestive measures can you give to improve the condition of the Indian Life Insurance Company?  

 Do you think these are also the main causes for the Industry to face high rate of attrition?  
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ABSTRACT 

Absenteeism is an employee’s habitual or intentional absence from work. Every employer expects that 
employees miss only a certain number of workdays in a year because excessive absences can lead to 
decrease in productivity and can majorly affect on company’s morale, finance and several other factors. It 
has been a major problem in Indian industries and start-ups or small businesses are too affected by it. This 
case study focuses on the issues, causes and measures regarding absenteeism. 

Keywords: Absenteeism, productivity, start-up, small businesses. 

On July 3,2017 ,a meeting was held in the conference room at Bubblefly Technologies Pvt. Ltd. where the 
Chairman of the company was concerned about the lack of motivation in some of the employees due to 
regular absenteeism of some from work. Since the Director and the Joint Director who also doubled up as the 
Marketing head of the organization were too busy to acquire business from clients, everyone in the meeting 
turned up towards Mrs.Vashishta, the administration head who also happened to be the HR head for the 
organization. The company had hired Mrs.Vashishta, who had previously worked in a shipping company, 
after a few months of starting up and business coming in so that they could focus more on their fundraising 
and clients. Mrs.Vashishta had put a lot of her time to understand how the organization was running and 
stated that she was aware of the employees rate of absenteeism and that her observation with the attendance 
record for the past three months few of the employees were a part of regular absenteeism. She further stated 
that the irony is most of these were handpicked by the director and the Joint Director some of the employees 
were handpicked by the Director and Joint Director themselves. Mrs.Vashishta had identified few problems 
that were leading to absenteeism of employees and tried to ensure to stop it but Bubblefly being a start-up 
and she herself being new to the organization, her concern was barely noticed except for this day when the 
Chairman himself had showed up in the office and found out less number of employees at work.  

Absenteeism is one of the biggest problems for organizations as it impacts on staff morale, delivery of 
service and could also lead to financial losses. Sometimes the cause for an employee’s absenteeism may be 
identified and solutions therefore can be implemented but if the employee continues his absence from work 
disciplinary action is what is needed. It is usually established that a contract of employment is based on 
agreement linking two parties, an employer and an employee. Upon agreement tendering his/her services to 
the employer is a fundamental obligation of the employee. If the services are rendered by the employee 
contractually the employer is obliged to pay but if the employee fails to report to work his absence is 
recorded for absenteeism. However, absenteeism , carries different meaning for employers and employees. 
An employer perceives absenteeism as a massive problem for the organization because it impacts the 
revenue, puts pressure on other employees who are working. For an employee they may not accept that they 
are failing in their obligation to the employer to provide service when workstations are not allotted to them to 
do what they are paid to do. The employees see themselves at work while the employer might see them as 
unproductive and non-focusing on organization’s objectives and goals. This case study focuses on the issues, 
causes of absenteeism and remedial measures that can be taken by a new organization to avoid to avoid 
employee’s absenteeism. 

BACKGROUND OF THE COMPANY 

Bubblefly Technologies Pvt. Ltd. is an Unmanned Aerial Vehicle/Drone technology provider company who 
expertise in successful application of UAVs/Drones and GIS solutions. Bubblefly provides comprehensive 
enterprise solutions for various sectors like Water and irrigation ,Power , Agriculture , Roads , Forest , 
Mining ,Defense , Police Law and Order Maintenance, Logistics and Transportation, Oil and Gas, Land 
records etc. covering all aspects holistically such as monitoring , surveillance , inspection , Surveying and 3D 
mapping , thermal imaging etc. 
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It also offers supports for their international technology partners in completion of project operations and 
implementation in India. 

Vision: Offering enterprise solutions to diverse sectors thus maximizing application of UAVs. 

Mission: Integrating Unmanned Aerial Systems with existing Technologies. 

DEFINITION OF ABSENTEEISM 
The definition of absenteeism is being absent from a workstation. There can be several reasons for an 
employee to be absent from his/her workplace. This may include absence due to ill health, extended tea or 
lunch breaks, shopping during working hours, absenting without leave. In such cases the employee might 
intend to return to work hence the organization’s management need to deal with absenteeism so that 
employees fulfill their obligations towards providing service. 

Nicholson (1977) in his model for attendance motivation believes that attendance is a normal behaviour and 
that to search for a cause of absence for factors that disturb the regularity of attendance. 

Steers and Rhodes (1978) in their model suggest that job satisfaction and pressure to attend work interact to 
determine attendance and motivation and that actual attendance depends on both motivation and ability to 
attend, pressure to attend could come from the employee’s fear of losing his/her job. 

The vast definition of absenteeism does not include desertion as a deserter is someone who is absent from the 
workplace and does not intend to return. Presenteeism is another part of absenteeism as it refers to an 
employee who is physically present at the workplace but does not render a service due to numerous reasons. 

STATEMENT OF THE PROBLEM 

Bubblefly Technologies Pvt. Ltd. is a new firm started in 2016.With time the company has acquired a 
handful of employees who are under constant pressure for developing surveillance and mapping solutions to 
its clients in various sectors. The firm has been growing since its foundation but meeting deadlines from the 
clients becomes a great issue majorly due to employees absenteeism.  
MRS.VASHISHTA IN THE MEETING STATES FEW IDNTIFIED CAUSES OF ABSENTEEISM IN THE 
COMPANY 

Manual attendance record keeping: The company, Bubblefly Technologies, being new and having few 
employees have not invested in any electronic equipment for attendance record keeping. A manual register is 
maintained which nobody seemed to sign upon entering and leaving from the office. Since focus of the 
company is to meet deadlines from their clients the higher authorities also don’t seem to bother about the 
issue. This gives a chance to employees to absent themselves from the workplace whenever they feel like. 
Most of the time it is extended tea breaks with no record of time 

Late Shifts: A large lot of employees at Bubblefly Technologies Pvt. Ltd. work late shifts under the 
supervision of the director which causes changes in the sleeping pattern of the employees and sometimes if 
they work too late to complete a project the next day is automatically a off in their views. Sometimes they 
even extend a day or two. 

Lead-Lag: Since the company takes more projects than their capacity each employee wait for other to finish 
their job on the designed framework. It was observed that junior engineers wait for their senior counterparts 
to finish the designing and fabrication of essential parts of the project. This sometimes leads to their absence 
from the workplace or being present at the workstation without contributing for work output. 

No process ownership to deliverables: It was observed a lot of the times it was that even after rigorous 
pressure from the director few employees liked to work at their own speed. These employees would take a 
day or two off without informing to the company. 

Leniency in administration process: Though the company houses an HR department, it is busy handling 
mostly the administration and is not given a free hand when it comes to employee management. The HR 
department is forbidden to intervene in cases of employees who are considered as an asset by the director. 
This gives them a chance to work with their own comfort and deviance of workplace policies. 
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Health problems: It was also found that few employees have taken numerous sick leaves on various 
occasions sometimes even for a week with full pay and no proof such as prescription or a medical certificate 
being provided by them. 

High workloads: A large number of employees in the company are fresher. It is difficult to manage young 
talent and when the work pressure seems to rise they were found taking leave without informing the 
organization. 

Cultural differences: A major chunk of the organization’s employees are from Southern part of India and 
hold senior positions. They report directly to the director. It was felt that sometimes there are clashes of 
opinions and work style among the employees who are local and the ones from Southern India. These locals 
wouldn’t show up the next day after their tussle with the seniors. 

Social and religious ceremonies: It was found that employees who would take leave for any social or 
religious ceremonies usually extended their leave causing loss in productivity to the organization. 

Attending private business during working hours: It was also found that employees who would go on 
official duty would usually return to the office late from the scheduled time and in some cases would not 
even return to the office. 

There are several factors contributing to adverse effect on an organization’s objectives and the most costly is 
absenteeism because it eventually degrades the productivity of the organization. There are several reasons 
that lead to absenteeism of employees from the workplace , these can be health issues, conflicts at work 
place, domestic or personal issues, avoidance of work due to liberty. 

DIRECTOR’S CONCERN- ALTERNATIVES SUGGESTED BY MRS.VASHISHTA 

Mrs.Vashishta recognizes that Bubblefly Technologies is a new and emerging firm and it is quite difficult in 
the early stages for any organization to run smoothly but absenteeism is one aspect every organization new 
or old has to take care of to grow with the required pace. She summarized the meeting stating that 
absenteeism can be controlled or minimized with implementation of good policies. Employees are assets for 
the organization but practice or habit of being absent from workplace can be a loss to the organization 
because employee outcomes determine organization outcomes and financial outcomes. Hence the 
organization should take a step forward to overcome such habits of employees by: 

 Installation of Bio-metric systems: A proper process for attendance keeping for example a bio-metric 
scanner can be installed in the office not only to record attendance but in turn it will also help to record 
the amount of time employees contribute to the organization. 

 Compliance of company Leave policies: The company should implement a stringent workplace policy 
to avoid late night shifts which leads to absence of the employees the very next day. Instead of letting the 
employees work in the late hours they should be instructed to take up work in early hours of the day. This 
way the employees will get proper rest and will perform well. A leave policy should be structured, 
implemented and administered in the organization to stop absenteeism. All types of absenteeism of each 
employee for each month with duration and reason should be meticulously recorded. The HR department 
should be given a free hand to follow up each case of absenteeism. 

 Creation of Job Descriptions: A standardized job description should be developed for the employees 
over every project so that the workflow continues and no one sits idle for others to complete the job first. 
This will also help the company in dealing with the employees who like to work with their own pace. 

 Culture for commitment at senior level: The existing HR department can be given a free hand in 
managing the junior level and senior level employees as well because if they are forbidden from 
intervening in the absenteeism of senior level employees the others might feel discriminated and de-
motivation follows. 

 Salary deductions: A policy for deductions in salary can be drafted for irregularities to the workplace or 
outnumbering the allowed number of leaves in a month. This step can immensely help the organization in 
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stopping absenteeism of employees. However it will also help the organization in saving funds that it pays 
to its employees in full each month regardless of their leaves and absence.  

 Creating a Grievance cell: Regular sessions can be conducted with the employees to understand their 
problems or issues at the workplace and a regular performance appraisal would also help in avoiding 
absenteeism. 

Hence upon summarization by Mrs.Vashishta, the Chairman was wondering what course of action to be 
taken in the situation that was in best interest of the company. 

QUESTIONS TO BE ANSWERED 

1. If you were the Chairman of Bubblefly Technologies Pvt. Ltd. are you convinced with the antecedents 
stated by Mrs.Vashishta to the problem of Absenteeism? Would you like to add more reasons? 

2. Do you agree with the alternatives given to resolve the absenteeism in the present case? Examine the 
alternatives on cost, possibility for implementation within a start-up. Suggest a framework for overcoming 
the present situation. 
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CASE STUDY:  MOTIVATIONAL SCHEMES IN SAIL, CMO 
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KEYWORDS 

 Executive: person with senior managerial responsibility in the organisation 

 Non-executive:  person at a level in the organisation who is not responsible for making decisions but 
ensures that decisions carried out by senior level are implemented. 

Reward:  Any form of recognition given for performance, effort or achievement in the service. 

 Motivational scheme:  Schemes adopted by organization so as to recognize them for their efforts in their 
performance and to motivate them to give their best. 

INTRODUCTION ON SAIL, CMO 
SAIL's marketing set-up, the ISO 9001:2008 certified Central Marketing Organization, is India's largest 
industrial marketing set-up. CMO is primarily responsible for marketing of steel items, including carbon; 
alloy and special steel products, as well as stainless steel produced by the steel plants of SAIL. 

OBJECTIVE 
The purpose of the case study is to get insight into the existing motivational schemes adopted by SAIL CMO 
and to analyze its impact on the employees of sail both at the executive and non-executive. After having a 
general idea about the organizational climate a detailed study was carried out on the motivational schemes 
adopted in SAIL CMO to understand its effectiveness and efficiency in fulfilling its purpose using 
questionnaire tool to carry out survey and to get a brief about the views of the employees on the existing 
motivational schemes and its implementation. After completing the survey statistically tools like means, 
correlation and graphs were used using the SPSS software to draw inference from the collected responses 

The data collected from the responses is analysed with the help of the SPSS software using tools like 
correlation, graph, and means. 

CASE 
After collecting the responses the next step was the analysis of the data collected using statistical data on the 
SPSS software like Mean, Correlation and graphs. 

A few questions were taken as base, for example the awareness of the individual regarding the schemes and 
then related questions were analyzed on the basis of these base questions.  

For a general understanding a particular scheme is taken up in this case from all the schemes and analysis is 
carried out. 

PROBLEM 

Jawahar Award is taken in this case as a representative of all the schemes to study the employees response 
towards the motivational setup of SAIL, CMO. 

JAWAHAR AWARD 
The objective of the scheme is to encourage and reward extraordinary, innovative or exemplary work done 
by any Executive in any area directly or indirectly contributing to improvement in the area of Marketing / 
Maintenance / Services / Quality / Cost / Employee Relations / Health / Administration / Safety etc. 

The award is only for individual achievement and not for group achievement. All executives who are in 
regular employment in CMO (i.e. excluding consultants and deputationists) are eligible for consideration 
subject to the following 

 



 

 

 
Business Perspectives in Emerging Markets: Business Management Cases  

    82 

CONDITIONS 

 There should not be any disciplinary / Court case / Vigilance case pending against the executive. 

 The appraisal rating of the executive during the last three years should be at least'A'. 

 The executive should have put in at least seven years of service in the company, including the training 
period. The year of consideration will be from 1st April of previous year to 31st of March of current 
year. (For example, the year of consideration for 2016-17 would be 01/04/16 to 31/03/17.) 

NUMBER OF AWARDS AND AWARD AMOUNT 

 The maximum number of Jawahar  Awards for CMO are three per year. 

 Each Award will consist of cash award of Rs. 7500/- and a Memento. 

Jawahar Award 
Case Processing Summary on Jawahar Award derived using SPSS software 

 Cases 
Included Excluded Total 

N Percent N Percent N Percent 
An employee once awarded under this scheme is not 

eligible for a second nomination.Do you think its 
correct?  * Do you understand the evaluation 

procedure of the award? 
60 100.0% 0 0.0% 60 100.0% 

 

Report 

An employee once awarded under this scheme is not eligible for a second nomination. Do you think its 
correct? 

Do you understand the evaluation procedure of the award? Mean N Std. Deviation 

Strongly Agree 2.0000 4 1.41421 

Agree 2.6333 30 1.15917 

Strongly Disagree 2.6000 10 1.26491 

Disagree 2.5625 16 1.03078 

Total 2.5667 60 1.14042 

From the above data as analysed by the SPSS software it is clear that the majority of the employees are in 
consensus with the company policy that once an individual is awarded under this scheme should not be 
eligible for a second nomination. This shows that the employees are satisfied with the policies formulated by 
the Management. 
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Scatter Diagram showing correlation amongst the parameters considered to study JawaharAward. It shows 
that employees understand the scheme and are moderately in consensus with the policy laid down by the 
scheme. 

CONCLUSION 

After carrying out the study it was inferred that the motivational schemes adopted by SAIL CMO are 
successful in fulfilling its objective to motivate the employees to give their best towards the organisation. 
From the analysis carried out it is very well understood that most of the employees at the executive level are 
very much aware and have a good understanding about the motivational schemes adopted by co. and agree 
with the parameters adopted by the authorities to award the deserving employee,also they cooperate and 
strive at fullfilling the parameters required to be fullfilled to be worthy of award . 

The employees of the organisation do understand the value of recognition that comes with the award and try 
to improve their productivity which favours both the organisation and the individual. 
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ABSTRACT 

There’s an old game called ‘word association’ which has become very popular in the recent times. It has one 
basic rule: say the first thing that pops in your head when a person says a word. For instance, if someone 
says ‘clouds’, the first word that strikes is ‘rain’; so, when the word ‘sourcing’ is said the first thing that 
probably strikes is ‘acquiring’ something. Similarly, if we talk about sourcing as a part of the recruitment 
process, the first thing that comes to our mind is that it constitutes calling people, evaluating their 
candidature and asking them their interest in a job. But, it’s not that simple! The sourcing process is defined 
as a talent acquisition discipline that focuses on identifying, assessing and engagingcandidates with required 
skills by using proactive recruitingmethods. To break it up in simple terms, sourcing is a process where the 
recruiters identify talent, sell them the job profile and make sure that they buy it. It is considered the most 
difficult step of recruitment because of the challenges it poses to a recruiter’s already challenging job. With 
development of technology various new options are available to the recruiters but still it continues to be a 
challenge for the recruiters. One such gift of technology is the online job portals which allow the recruiter to 
do everything from posting a job post to looking for resumes that match the requirements of the company. 
The present case study aims to highlight the before and after version of a direct channel’s recruiter’s 
perspective: the ‘with’ and ‘without’ scenario of their favourite portal in the company.  

Keywords: Direct Channel, Recruiter, Sourcing.  

INTRODUCTION 

Just like a screwdriver is the most important tool for an electrician, the online job portal is the most 
important tool for a recruiter. For every recruiter the online job portal is like the holy grail of sourcing. It 
provides all the options for sourcing such as posting a job post on the portal, finding profiles to push 
messages and mailers and last but not the least, to carry out the traditional sourcing activity of calling on the 
profiles found on the portals. Since every organization uses different portals, each recruiter becomes fond of 
certain portals on the basis of the quality of profiles they provide and ease of use. Same is the case of the 
team in discussion. Changing with the changing times and adapting to these changes is the way an employee 
survives. But just because an employee adapts to a certain change, does not necessarily mean he is happy 
with the change. This is due to the fact that most often than not the change is introduced by an external party 
and that change is not something that the employee desired. The present case represents the impact of the 
management’s decision to discontinue the use of an online portal which has been used by the recruiters for a 
very long time and the challenges the recruiters face in such a situation. The case revolves around the 
company’s Direct Channel’s use of online portals for sourcing, how and why the presence of the portals 
affects the sourcing process, what all factors influence the availability of these portals in the organization and 
the after effects of the management’s decision to take away one of the most popular portals among the 
recruiters.  

BACKGROUND 

The case is of a leading BPO in Noida. The company in the case has been awarded as “The Best BPO 
Employer” in the year 2016 by a leading international agency.  

Business Process Outsourcing or BPO is a sub-division of the major activity known as outsourcing. It 
incorporates the transfer of various responsibilities and operations of a particular business process to a third 
party that provides this service. 

The ‘Direct Channel’ is the recruitment team that directly sources the candidates based on the requirement 
stated by a business (process). Indent sheets are created for each of the clients which state the manpower 
requirements. The ‘Direct Channel’s’ recruitment team works for the different clients of the BPO. The 
profile of the recruiter is two- fold: one aspect is to post jobs on the portals, screen the profiles and invite the 
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shortlisted candidates for an interview; and the second aspect is to poach the best talent in the industry by 
calling the suitable profiles found on the online portals and creating their interest in the job profile. Each 
indent sheet consists of the skill set required by the candidate on the basis of which the team begins the 
sourcing activity. The team uses various modes like online job portals, calling, text messages and mailers to 
source the candidates for the given indent sheet.  

USE OF ONLINE PORTALS BY THE DIRECT CHANNEL 

The first usage of the online portals for sourcing is job posts. The company uses various job portals which 
are Monster.com, Naukri.com, Shine.com and Timesjobs.com. These online portals have a specific section 
where the recruiters can post their job posting. Each job posting has extensive details aboutrequired skill set, 
required educational qualification, the number of years of experience of the candidate, the salary range and 
possible incentives, key job responsibilities, location, shift timings or the window in which the shift timings 
would fall and the department which the candidate will be working in, and details of the interview like 
address of the interview venue, time and date of the interview, the documents to be carried at the time of the 
interview, as well as the contact information of the recruiter.The second usage is the advanced search option. 
The recruiter uses the job portals to search profiles of the candidates using the advanced search according to 
the requirement raised by the business clients. It is an option on every job portal wherein the recruiter can 
use keywords related to the set of skill sets they are looking for in the candidate. The online job portal also 
allows the recruiter to put other filters to find relevant profiles. After the application of all the required filters 
in the search, the recruiter searches for profiles of candidates and recruits them for the job. The profiles 
acquired with the help of the advanced search are called the data bank.The third mode of sourcing is 
poaching wherein cold calling is done to get the best candidate on board. The recruiters make approximately 
125-150 calls per day to source and then recruit candidates (the contact numbers of potential candidates are 
acquired by the recruiters from the advanced search applied on the online job portals). After finding relevant 
profiles the recruiters call the potential candidates and inform them about the opportunity for a job in the 
company. The fourth and fifth modes of sourcing are mailers and SMS push. The recruiter uses the option of 
advanced search on the job profile to create a data bank of the potential candidates. The contact details like 
phone number and e-mail id are also acquired in the same process. Each recruiter compiles the data of this 
data bank and forwards it via e-mail to the team leader along with the details that are to be sent to the 
potential candidate via an e-mail or an SMS.  

 
Figure-1: Modes of Sourcing of Direct Channel 

S. NO. MODE OF SOURCING PROCESS IN BRIEF 
1. Job Post Done through online job portals where extensive details about the job 

are provided to the potential candidates. 
2. Advanced Search Searching of profiles using keywords and filters. 
3. Calling Using the profiles of advanced search and calling the candidates to 

create their interest in the job opportunity. 
4. Mailers Mails are sent to potential candidates with details of interview and job. 
5. SMS Text messages are sent to potential candidates with details of 

interview. 
Table-1: Summary of Modes of Sourcing of Direct Channel 
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COMPLEXITY AND ALL ITS FRIENDS: CHALLENGES OF SOURCING 
Because of the multiple factors that affect the sourcing process, the process becomes a little complex and we 
all know that most often than not complex things and processes bring their own challenges. Firstly, the 
number of relevant profiles is limited due to the usage of multiple filters in the advanced search. Second, the 
salary grid of the company is lower than other companies for the same set of skills, same job profile and 
same key responsibilities that an employee has to perform. When the recruiters make calls to potential 
candidates, not all the calls are complete. This means that for example, a recruiter is making calls on a data 
of 100 potential candidates. So, 40 of these will be not responding, 20 will not be interested, 10 would either 
lack the communication skills or the required domain knowledge and 10 will not be okay with the salary, 
shift or location of job. Among the remaining 20, only 5-7 candidates would be willing to appear for the 
interview. 
THARUN THOMAS JOINS AS AN INTERN 
Tharun Thomas joined the ‘Direct Channel’ (recruitment team) of the BPO in the last week of May 2017 
which marked the beginning of his two-month internship. It was everything any intern could ask for in the 
first internship of his life - a big multinational firm, the brand name, a big office with state of the art 
provisions, good team members, and an even better team leader who was the industry mentor for the 
internship and most importantly, a great learning opportunity. Tharun’s internship began with ‘candidate 
processing process’. It involved conducting the preliminary screening and interview rounds. 
After a week he was moved to the ‘sourcing process’. The sourcing floor was busier than the processing 
floor and it was filled with recruiters, as far as the eyes could see, who were sourcing for various profiles. On 
the first day of sourcing itself, Tharun was given the job that everyone else on the floor was doing. The skill 
set being searched for was explained to Tharun along with the salary structure and other relevant details to 
be disclosed to the candidate at the time of pitching them for the job.  
Since all the team members were supportive and cooperative, it became much easier for Tharun to conduct 
one-to-one sessions with them and understand how the sourcing team works. It was at that time that Tharun 
realized that the usage of online job portals played a key role in the process of sourcing. The online job 
portals have various implications in the process of sourcing – job posts, the option of advanced searches for 
finding relevant profiles, making cold calls on the numbers from the profiles and sending mails and text 
messages based on the contact information provided. The job portals in use at the time were Naukri.com, 
Shine.com, Timesjobs.com and Monster.com. The process involved that each recruiter logged in on one 
portal at a time, searched for the relevant profiles as per the requirement and either called on the contact 
number provided for the potential candidate, or sent text message with details of the interview or mailed 
with details of job profile and interview details. The data given to Tharun for calling was acquired through 
the job portals. In the first two weeks of the internship it also became clear to Tharun that Naukri.com was 
the most popular job portal among the recruiters of the ‘Direct Channel’ because of the quality and relevance 
of the profiles found on it. It was also relatively easier to use. It also provided a large database of job-
seekers. It has been continuously ranked as India’s number #1 job site on all parameters- page view, reach, 
and traffic. The rest of the weeks of the first month involved understanding how sourcing in other channels 
of recruitment in the company work.  
The online portals are a great success in the companies in the BPO sector because these companies serve as 
third party operators to whom the processes have been outsourced. The BPO where Tharun joined as an 
intern, was hiring for it’s clients and the targets were as big as 300-400 candidates in a month’s time. 
Towards the end of the first month of the internship, an interesting turn of events took place. It was 
announced that based on the management decision, from July 1, 2017 onwards, Naukri.com would no longer 
be used by the Direct Channel. Since the team leader was the one to break the news to the team, he was also 
the one who had to answer the questions of the team members. The very first question that was asked by the 
recruiters was the reason behind the decision. It was then informed to them that it was the decision of the top 
management to do so as a part of the process of cost reduction. The team members were also informed that 
since Naukri.com was no longer going to be in use in a few days, it was best that a data bank (a collection of 
relevant profiles of the potential candidates) was collected for different skill sets in the coming days so that 
even when the portal could not be used, its data was still available.  
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It has often been said that when any change happens in an organization, whether it is good or bad, the 
employees have a difficult time accepting it and adapting to it. Same was the case with the members of the 
Direct Channel of recruitment in the company. To start off, the portal being taken away was actually the 
most popular and liked portal among the team members. So, it was difficult for the team members to accept 
the fact that it was not going to be available after a few days. They had even suggested that instead of taking 
away that one portal, the other three could be taken away. The members of the team felt that the quality and 
relevance of the profiles found on Naukri.com were equal to the quality and relevance found on the rest of 
the three combined. They also felt that this would present a big challenge to their already challenging job of 
sourcing. The management had made its decision on the basis of the fact that the return on investment of the 
portal was not as expected and that it was a decision in the best interest of the company. 
As a result, the recruiters of the team had no option but to start collecting a data bank of different skill sets 
on the basis of the current trends in sourcing. They weren’t exactly thrilled by the idea of the change, but 
they had no choice except for adapting in order to survive. 
WITH OR WITHOUT? 
It was obvious from the reaction of the team members of the Direct Channel that they weren’t happy with 
the decision of the portal being taken away. They weren’t happy because it made their already difficult job 
all the more difficult.  
If we consider the “with” scenario of the portal, the job was a bit more easy because it was a portal every 
member of the team was most comfortable with. They also felt that this particular portal in question 
provided more quality profiles which were also more relevant to the skill set they were searching for. The 
portal also had exclusive features (as told by one of the recruiters) that were not present in the other portals. 
Also, this particular portal was much easier to use and operate on due to the directness of the terminology 
used for various sections. The “without” scenario when taken into consideration did not make the recruiters 
as happy. They now had to rely heavily on the other three portals which they felt did not provide the same 
results combined as that one portal did. To help the recruiters make their job a bit easier, other social media 
options like LinkdIn was suggested. It’s a popular saying that the employees of the company have a unique 
love-hate relationship with the human resource department of the company. But what happens when the HR 
recruitment team itself is in a bind?  
QUESTIONS 
1. Highlight the major issues of the case. As an intern, what would be your learning from the case? 
2. If you were a recruiter in the Direct Channel team, what options you would have explored in the absence 

of access to Naukri.com? 
TEACHING NOTES 
Objectives: The case study aims at introducing the students to the concept of sourcing as a part of the 
recruitment process and the challenges involved in the process. 
For Whom: The case is for students pursuing MBA with specialization in Human Resources who are 
studying Recruitment and Selection as a part of their course. 
Expected Batch Size: 40-50 Students 
Class Handling: Divide the whole class into 5 groups with 8-10 students in each group. 
Student Preparation needed before the class:  Reading on the recruitment process, sourcing challenges 
and online portals. 
Time Allocation: 90 minutes (two sessions of 45 minutes each) are required to discuss the case and the 
supporting facts. 
CASE SUMMARY 
The case talks about the sourcing process in the company and challenges involved. It places special focus on 
the effect of the management’s decisions on the job of the recruitment team and their response towards those 
decisions. Also, it places a focus on the kind of challenges the team faces when their holy grail is, as they 
feel, being meddled with and how their eventual settlement happens with the idea of their favourite portal not 
being available any more.   



 

 

 
Business Perspectives in Emerging Markets: Business Management Cases  

    88 

DON’T COUNT ON WORDS ONLY 

Rama Singh1 and Dr Puja Sareen2 

Student1 MBA (HR) and Associate Professor2, Amity Business School, AUUP, Noida 

ABSTRACT 

The greatest asset of any organization is its employees; they are the Brand Ambassadors of the organization, 
they are capable of projecting the brand in a positive light which is helpful in increasing the brand 
awareness as well as the sales of the organization. Hiring people with the right kind of attitude will 
determine the service standards and the reputation of the organization. Hence, the organization needs to be 
cautious while hiring a new employee. It has been rightly said: “Hiring a new employee is like getting a box 
of chocolates, you never know which flavour you are going to get”. While hiring, organization verifies the 
skills and competencies of a candidate, through various tools. ‘Background check’ has gained prominence in 
recent times as it is a vital part of the recruitment process. Organizations verify the credentials of hires by 
checking the genuineness of given information using certain screening tools (education verification, 
employment verification, address proof, criminal record check, reference check, passport verification, 
driving license, pan card verification, CV validation, credit check verification, Voter ID verification) to 
identify the various discrepancies/issues regarding the applicants. These reference checks identify the 
discrepancies, if any, which are uncovered by each screening tool, the actions are then taken by the 
management. Through reference check process, organization tries to make sure that they hire a right 
employee.  

Keywords: Reference check, Background verification. 

INTRODUCTION 

On June 16, 2017 an article was published in ‘India Today’ which drew the attention of Mr Rajesh Singh, a 
Hiring manager of Ocean Electric Limited. Rajesh read the shameful incident of a prominent cab provider, 
whose driver was found guilty of raping a 27-year-old woman during her ride home. The investigation report 
revealed that the driver had past criminal cases against him and the organization was not aware of the same 
because they did not go through his background check properly. The documents which he submitted were 
fake. After going through this whole incident, a need was felt by the concerned authority that the background 
verification of an employee is of great importance for an organization. 

The dictionary definition of the term ‘reference’ means the use of a source of information in order to 
ascertain something. Dr Phil stated “the best predictor of future behaviour is relevant past behaviour”  which 
means if you want to predict the best future behaviour then you need to check past behaviour also. The main 
purpose of the reference check is to identify the behaviour; positive and negative traits of a candidate. 

There was an urgent vacancy of Senior Sales Executive in Ocean Electric Limited; many candidates applied 
for the position, many were interviewed but there was one candidate who was a good match for the profile 
which Rajesh was looking for. Rahul Gupta was the candidate having a good combination of academics, 
skills, experience and attitude. 

THE ORGANIZATION 

Ocean Electric is an Indian consumer electrical equipment manufacturing company. It manufactures and 
exports various products like: Fans (Ceiling, Wall, Stand, Table, Exhaust, Multi-utility), Lighting products 
(LED Bulbs and Luminaires, Plum Lighting, CFL, FTL and GLS, Conventional fittings), Consumer 
appliances(Air Cooler, Room heater, water heater, Dry iron, Hand blender, Mixer grinder, Juicer mixer 
grinder, Wet grinder, Kettle, Rice cooker, Sandwich toaster, Pop up toaster), Switchgear (Miniature circuit 
breaker, Residual circuit breaker, Distribution board, Isolator, Accessories). Ocean Electric is the largest 
manufacturer and exporter of fans in India. It has more than 60% share in exports as well as a dominating 
presence in more than 35 international markets. 
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There are two types of reference checks in Ocean Electric 
1. Internal reference check: In the first step, check is carried out after short listing a candidate for a 

particular job, or before offering him LOI (Letter of Intent)/Pre-offer.  
2. External reference check: In the second step, check is carried out when the candidate joins the 

organization, verification is done with the help of the external agency/third party.  
INTERNAL REFERENCE CHECK 
It is done within the organization wherein the hires are asked to give contact details of reporting 
manager/immediate boss or the concerned HR person of their previous two companies except for the 
immediate one/current organization. The concerned HR executive speaks to the concerned reference and 
finds out some of the details of the candidate like behaviour towards work, performance regarding the 
projects handled, responsibilities of the position held, leadership strengths, honesty and commitment towards 
work and reasons for leaving. 

EXTERNAL REFERENCE CHECK 
In external reference check, the soft copy of all the documents of the hires is sent to the external agency, to 
verify the genuineness of the documents. External agency applies a screening tool, to find out the correctness 
and genuineness of the documents. Thereafter, they generate a report on each hire with an individual case 
reference number. Generally, there are four colour codes used in the reports. These are Red, Yellow, Orange 
and Green. Each colour code has a different meaning, which is described by external agency according to 
their parameters; to put different cases into different colour code. 
A third party/external agency which is hired by Ocean Electric on a contractual basis has different 
parameters to categorize the cases into different colour codes. 

S.No. Colour 
Code 

Status of 
verification 

Description 

1 Green 
Colour 

Clear All details are verified accurately. 

2 Orange 
Colour 

Review Inaccessible for verification / Unable to verify / More inputs required. It 
indicates that the case is not completely verified – either additional 
document is needed or there is a lack of response from the verifying 

authority. 
3 Yellow 

Colour 
Evaluate There is a minor discrepancy and is usually addressed through 

counselling and flagging off the candidate as an acceptable risk. 
4 Red 

Colour 
Discrepancy There is a major discrepancy with clear evidence that there is no 

possibility of giving any benefit of the doubt to a candidate. This is a 
decision taken by the employer, depending on the severity of the 

discrepancy and its repercussion. 
Source: Organization handbook of Ocean Electric 

As per the organization norms, for an internal reference check, Rajesh had asked Rahul to provide at least 
two references from the previous employment. But due to the urgent requirement for this position, Rajesh 
sent the joining letter to Rahul without spending much time on an internal reference check.  
The report generated by the external agency was Orange which meant it was unable to verify the details 
provided by Rahul. In the organization details of Cambrige Rupparel(Ex-employer), Rahul mentioned his 
reporting manager’s name as Mr. Atul Tiwari and his official email id, which was later found to be incorrect. 
Hence the verification was kept pending. 
THE VERIFICATION REMARKS SENT BY EXTERNAL AGENCY WERE AS FOLLOWS: (ORANGE 
REPORT) 
Statement 1: July 8, 2017 
Email was sent to organization’s official id i.e. hr@cambridgeapparel.com, to verify details of Rahul Gupta. 
Statement 2: July 14, 2017 
When no reply came, a reminder was sent to the same email id. 
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Statement 3: July 18, 2017 
Since no reply came from the official id, email was sent to reporting manager Atul Tiwari.  

Action: After many attempts, the first tracker was sent to Hiring manager, Rajesh. 

After going through the details, Rajesh discussed the concerns with Rahul and asked him to send the updated 
contact details of Atul Tiwari (Ex-Reporting Manager of Rahul). Rahul learnt that Atul also left Cambrige 
Rupparel a year after he left, hence no reply was forthcoming. So, he sent the updated contact details and 
personal email id of Atul for verification. Now Rajesh was expecting the report to be Yellow in colour. But, 
the report generated by the external agency was Red which reflected a major discrepancy. 

THE NEXT VERIFICATION REMARKS SENT BY EXTERNAL AGENCY WERE AS FOLLOWS: 
(RED REPORT) 

Statement 1: August 22, 2017 
Email sent on personal email id of Atul Tiwari, to verify the details of Rahul’s employment in Cambrige 
Rupparel. 

Statement 2: August 25, 2017 
Verification was obtained from Atul. He was not sure about the employment details as he was not having the 
organization’s data to verify the exact service period of Rahul in Cambrige Rupparel. But regarding 
performance, he commented that Rahul was an excellent performer. He performed well in a group as well as 
individually. He always took initiative in new projects. Overall a positive feedback was given by Atul 
Tiwari. 

Statement 3: August 26, 2017 
Verification was obtained from the Human Resource Department of Cambrige Rupparel. There was a major 
issue in the service period as well as the designation. 

Designation: The designation which Rahul mentioned in background verification form was of Territory 
executive; but the concerned HR said, he worked as a Sales executive. They did not specify whether both the 
designations were same or there was a difference between them. Due to this issue, it reflected a minor 
discrepancy and hence Yellow coloured report was generated. 

Period of employment: Rahul mentioned his service period in Cambrige Rupparel from March 2010 to July, 
2013 but concerned HR person said, it was from October 2010 to June 2012. There was a huge gap of twenty 
months during his tenure. This reflected a major discrepancy and hence a red report was generated. 

Action: The final report was generated by an external agency and sent to Rajesh.  

Ocean Electric Ltd is a large electrical goods manufacturer which ensures internal background verification of 
candidates before hiring. After joining, the services of an external agency are utilised to carry out the 
background verification.  

During this whole process, numerous discrepancies were found in the case of Rahul Gupta. On application of 
screening tools for verification of employees, a maximum number of discrepancies were detected in case of 
‘previous employment’. In-depth analysis of employment background check revealed more issues like 
external agency was not able to verify the details from HR/Reporting manager in case of previous 
employment. Updated details were not available if service period was 5-6 years ago. Sometimes agency was 
not able to contact the concerned reference person. Due to lack of documents such as service 
certificate/relieving letter etc, the employee mentioned wrong details of joining and relieving date which also 
led to the discrepancy as ‘the wrong period of employment’.  

Rajesh, the Hiring manager, finds himself in a dilemma. He has two options- either to count on positive 
feedback given by ex-reporting manager, Mr. Atul Tiwari and continue with Rahul’s employment or to take 
a stringent action based on the third party background verification report for Rahul which is flagged in ‘Red’ 
colour and reflects a major discrepancy in terms his previous designation and service period. Rajesh calls a 
meeting of the hiring team to discuss the issue. 
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QUESTIONS 
Q1 Highlight the major issues in the case which occurred in background verification process. 

Q2 Place yourself in Rajesh Singh’s position and suggest your course of action with regard to Rahul Gupta’s 
employment.  

Q3 Discuss the importance of background verification and its impact on effectiveness of recruitment and 
selection process. 

TEACHING NOTES 

Objective: The case study aims at introducing the students to the concept and process of background 
verification. 

For Whom: The case is for MBA students who are having Recruitment and Selection as one of their 
specialization subject. 

Expected Batch Size: 40 - 50 students 

Class Handling: Divide the whole class into 5 groups of 8-10 students in each group. 

Student Preparation needed before class 

Readings 

1. Types of reference checks 

2. Meaning and purpose of using different screening tools  

3. Importance of reference check process 

Time Allocation: 90 Minutes (two sessions of 45 minutes each) are required to discuss the case and 
supporting facts.  

The focus of the first session will be on providing a deep insight of reference check process, to the students. 
The second session will be dedicated to case discussion exclusively based on the process of reference check. 

SYNOPSIS OF THE CASE 

Background of reference check 

Background check’ has gained prominence in recent times as it is a vital part of the recruitment process. The 
reference check is an important step in the recruitment process. It is helpful in securing the highest standards 
of integrity, efficiency and competence in the employees in any organization. It is a common and familiar 
hiring practice these days.  

The case begins from the perspective of Rajesh Singh, a Hiring manager of Ocean Electric Limited. As per 
the organization norms, for an internal reference check, Rajesh had asked Rahul to provide at least two 
references from the previous employment. But due to the urgent requirement for this position, Rajesh sent 
the joining letter to Rahul without spending much time on an internal reference check. But, the report 
generated by the external agency was ‘Orange in colour’ which meant it was unable to verify the details 
provided by Rahul. In the organization details of Cambrige Rupparel(ex- employer), Rahul mentioned his 
reporting manager’s name as Mr. Atul Tiwari and his official email id which was later found to be incorrect. 

After going through all the details, Rajesh discussed the concerns with Rahul and asked him to send the 
updated contact details of Atul Tiwari (ex-reporting Manager of Rahul). Rahul learnt that Atul also left 
Cambrige Rupparel a year after he left, hence no reply was forthcoming. So, he sent the updated contact 
details and personal email id of Atul for verification. Now Rajesh was expecting the report to be Yellow in 
colour. But, the report generated by the external agency was Red which reflected a major discrepancy. The 
major issue occurred in Service period as well as the Designation. The case highlights the importance of 
background verification and ends with a problem situation. 
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ABSTRACT 

The case is an examination on how big data analytics helped the retail market manipulate their strategy, 
product presentation and others. Case study about emerging trends in retail market of gathering massive 
amounts of information related to their customers and other tracks and studying that information 
analytically then using those analytical results to form a strategy, to gain customer equity and profits. This 
case help us to know the potential of big data analytics, how information is being gathered, has helped in 
increasing the revenues of retail industry and how various customer relationship management challenges 
faced in retail marketing got resolved via big data analytics.Impact of big data analytics for resolving issues 
like improving store layout, optimizing e-commerce retailing and others. 

The case focus on ways through which information of customers and their buying behavior are gathered 
online and offline, this information used to advertise and profile customers with the apt segmentation of 
retailing. It shows recent situations where support of big data been taken for predictive analysis and how it 
lead to profit maximization. Cases when leading technology corporations, social media organizations and 
retail channels formed a conglomerate to gain benefit from big data analytics, collaborated with each other 
which in turn resulted in efficient working, earning huge profits and better stability but mainly gaining 
customer equity in market for the conglomerate. 

Keywords: big data, conglomerate, customer equity, customer relationship management, retail marketing, 
segmentation of retailing. 

INTRODUCTION 
Marketing analytics is collecting a chunk of data and then analyzing it computationally to make future 
strategies for corporation’s benefits in order to improve marketing performance, maximize its efficiency and 
increase return on investment. This also allows marketers to be more efficient than before with minimum 
utilization of corporation’s resources. Multiple expansions of retail channels and introduction of competitors 
lead to immense increase in competition to sustain and capture market share as much as possible. To find 
how instead of hectic field work and manual survey, study of large data sets analyzed computationally reveal 
patterns, trends, and associations which helps in designing strategies for retail marketing, especially relating 
to customer behavior and buying pattern.  

Retail market is a monopolistic competition market where there are big numbers of competitors, that are 
close substitute to each other and there is immense differentiation amongst all making retail market a 
dynamic market. Being a gigantic market, comprises of huge numbers of customers with different demands 
and variation in buying behavior, for which targeted  market strategies needs to be prepared about how to 
advertise the brand, optimizing placement of products, identifying  the customers and many others, here big 
data analytics proved to be of great help. 

The analysis developed by integrated data via several online and offline mode helped to generate an 
attractive in-store experience for tech savvy customers. There has been misconception that people of 
marginalized communities gets mishandled or this gathering of information used for analyses and is not in 
favor of the community as it increases threat for possible discrimination such as color, social groups, etc., 
which will hinder the normal lifestyle and public sentiment, but in reality big data analysis helps to identify 
the customers and their needs which in turn helped sellers to provide right product and service which the 
customer desires which resulted in increased customer satisfaction  helping the organization gain customer 
equity and  profits, a win-win situation for both parties. 

This shows retailers’ efforts of gathering information and analytical process of that information in shaping 
marketing strategies like real-time predictive intelligence and big data technologies that helped corporations 
in gathering information about various sets of population to strategically take business decisions. Being a 
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trillion dollar industry, attendance of numerous retail chains and customers looking for the best deal possible 
while the seller fight for maximum market share makes retailing tough and filled with rivalry, big data 
analytics helped in these situations efficiently such as big data analysis being used for profiling of 
consumers, prediction of operations that are efficient, etc. 

TRACKING OF CONSUMERS INDUSTRY WIDE 
Numbers of databases with huge capacity are required to store the collected data. The information of the 
customer consists of: 

Technical information 
 Each item and page viewed online. 

 System information such as device used and its OS version type used for accessing online platform. 

Non-technical information 
 Demographical and geographical information which account data sets of contact number, email 

addresses, etc. 

 
SWOT ANALYSIS OF BIG DATA IN TERMS OF RETAIL MARKETING 

How Big Data Analytics Helped Retailers 
For retailers and brands, analysis played a situation changer. Retail information analysis gave the power of 
assisting corporations with several aspects information such as searching and likings by 
relating client analysis to know act and interpret  

SWOT ANALYISIS OF BIG DATA 1 
On meaning information insights, together with online buyer and in house buying pattern. The retailers of  
online and offline platform are embracing the big data analyses to understand shopping pattern of customers, 
planning the bought product and come up with promoting methods to hawk their product to record multiplied 
profits. 

How big data helped offline retailers 
Like taking case of WALMART 
 Gave the capacity to trail the consumer movement in the store through in store Wi-Fi. 

 Hitting the customers with right product suggestions when they visit any e-commerce website or on their 
social accounts in order to gain their attention. 

How big data helped online retailers 
New trend of online retailing, the retail chains team up with social media giants and internet players to 
customer equity and profits providing their customers satisfaction and value for their expenditure. Cases 
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when a customer visit pages such as Google, Facebook, etc., a list of specifically profile ads of product and 
services are shown, this is profiling done via machine learning and data analysis. 

A case of such type in India took place with a B-school professor, when his child was born he looked out on 
the internet platform for searching baby napkins pack for his new born baby. After searching it for some time 
when he didn’t found the right baby product for his baby he went offline and got busy with his works. Later, 
past some time when again he went on internet for going through his email and social account, he was 
floated with bunch of ads related to baby napkins and other baby products. One of those ads attracted him 
and when he went on to open that advertisement he was sent towards a particular e-commerce website where 
he got an apt baby napkins pack and also some other baby products too. 

Sellers now have come up to realize new ways to attract buyers from increasing quantity of unstructured and 
structured information offered regarding their customer buying behavior. Large information analysis is being 
bought into functionality at each  phase of  the retail process all the way on or after forecasting the most 
chosen product to distinguishing the shopper’s square measure possible to have an interest in the goods and 
next what to be sold. 

Many retailers have already made use of analytical technology to advance processes 
 Goal has one among the preeminent understood huge data examples of overcoming adversity. By 

connecting its child give composed record its Visitant/host ID platform, the distributer were prepared to 
decide elective item that ladies expecting baby were perhaps to buy. The Visitant/host Guest ID 
composed record trails of data like returns, buying history, WebPages checked, net snaps and customer 
support. Subsequently, Goal was prepared to target ladies expecting baby with unique proposals, as for 
saturating moisturizer. Indistinguishable methodology is being connected to elective customers age, 
training, legitimate status and that's only the tip of the iceberg. 

 Fast food chains provide customers with application for mobile promoting and to distribute exciting deals. 
By using applications, consumer information was easily accessible and the fast food producer 
was capable to provide exceptional offers to clients not able to cook during shortage of cooking materials. 
The Smartphone geo-tagging based program generated a twenty percent come back frequency. 

 Retailers provide offers in shops/outlets for customers who choose in, deals are provided through 
Smartphone. Like, suppose customers stop over the footwear section, mobile application associate their 
browsing and shopping history and provide an instant voucher for the footwear they viewed online. 

CHALLENGES & SOLUTIONS 

Various challenges were faced in the process: 
1. Collection of Data Sets 
Challenge: since analytic requires data sets without which it is useless, the retailers faced several challenges 
to collect data as the population was large in number to. 

SOLUTION: third party support was taken, membership cards which were given to customer were 
introduced and many other modes which gave details about the customers gradually. 

2. Interpretation of Analysis 
Challenge: although the organizations managed to collect data, they faced the challenge of interpreting the 
data correctly like regression analysis, sampling, descriptive probability, etc. 

SOLUTION: they hired trained professional analysts to get support and used analytical software & 
languages. 

3. Technological Issues 
Challenge: it was difficult to manage garbage value and huge chunks of data due to lack of technology like 
lack of database, efficient system, etc. 

Solution: new innovations were introduced which lead to correct data recognition and help to fulfill the 
technological needs. 
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HOW THE BIG DATA GAME IS PLAYED TO WIN THE RETAIL INDUSTRY 

1. With the Medium of Mobile or Smarthone 
More than half of the world’s total population owns either a mobile phone or a Smartphone. These devices 
have owner’s valuable information such as email id; contact no, social accounts, etc. Since it’s quite a handy 
device and stay with the owner almost all the time throughout the day, shopping coupons and offers being 
sent via text messages or emails can help in getting the attention easily. 

2. By Means of Weather Channels 
One such incident was the partnership between hair shampoo brand, retail chain and also the Weather 
Channel. By the data collected, the knowledge obtained by the Weather Channel, shampoo brand and retail 
chain were able to anticipate on one occasion moisture within the air would be at its highest, 
prompting girls to hunt out a product at their native retail shop to stop frizzy, rough and dirty hair. This was 
branded as a “hair cast” and caused an increase of more than 10% in sales of that shampoo brand at the retail 
stores for the months of Gregorian calendar month and August, alongside a 45% increase 
in sales rose across the complete hair care class at retail outlets. It additionally spurred the creation of social 
media discussions below the hashtag #haircast 

Another  example involves an area food retail chain obtaining a  response rate through the mixture of a 
location-based text promoting campaign as well as weather condition and also the potential for power 
outrages, which lead to choosing that retail chain as food source. 

3. With the Help of Computaional Algorithms 
The process started with creation of huge database that consisted of information about its buyer’s 
professional and personal aspects which helped to record customers buying behavior. Further, this went on to 
development of a personalized search engine. This search engine used algorithms which showed results 
based on the items consumers have recently bought. This additionally helped in knowing the customers’ 
buying pattern, and getting answers to questions such as how the retail outlet store should be and how to 
advertise itself on online platform. Thereafter, getting help in designing strategies to compete in the 
monopolistic competitive market. 

4. Introduction and Innovation of New Technologies 
The Scan & Go technology offers Walmart extraordinary insight into shoppers’ behavior. 
Not solely apps embrace a geo-location feature, however they additionally provide users coupons and offers 
whereas they navigate the shop, as cased within the media and borne out by their own in store check. This 
can be a primary step for the corporate in learning how customers answer ads whereas they look. Shop 
front return sees Scan &Go’s potential for following this way, however mobile CRM [customer relationship 
management] is doubtless far more complete than plastic CRM. Not solely will it embrace each item 
scanned, however it would understand each item scanned and so swap (deleted). It might knowledge long 
that item had been within the cart and specifically wherever customers were once the choice was 
apparently created. Did some accumulation modification their mind? Was it a unique product? Was 
it once the client was close to a free sample area? And if it absolutely was mobile accumulation, the 
system might search to work out actual the precise} ad being delivered at that exact moment. 

CONCLUSION 

The knowledge gained from this case study can be used as a guide in different industries. Although data 
analytics will never replace the creative minds behind the best marketing campaigns, it definitely helped to 
provide the marketers with the tools to perform better. Whether it was the case of product recommendation 
or new business strategy designing or get a 360 view of customer, big data helped in these situations in a big 
way. In a retail industry if it’s the case where there is a dilemma of price optimization, workforce & 
inventory optimization or fraud detection retail industry collaboration with analytics is decent conglomerate. 

Business analytics may sound as a highly confusing practice, yet its usefulness cannot be questioned as there 
comes a point in every business where it clamors to decide what to do next. 
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TEACHING NOTE 

1. Objective of the Case 
To know how big data analytics emerged as a new game changer in retail marketing. 

2. Student Prepration Needed 
 Student should a basic knowledge about analysis such as interpreting data. 
 Student should be updated by the current scenario related to big data analytics. 

3. Background Information and Technical Notes that Have to Be Supplied 
Book like STATISTIC FOR MANAGEMENT and various papers available on EBESCO can be referred. 

4. Major Issues and Concept to Be Covered 
 Challenges in retail marketing and data handling. 

 Concepts such as regression analysis should be covered as they help in interpreting the data. 

5. Teaching Strategies 
Various cases of e-commerce websites like Amazon and retail outlets such as walmart should be bought for 
better understanding of the case. 

6. Analysis 
There are numerous cases available online which can be studied and be used to analyze any given situation. 

7. Cross Refrence to Other Cases 
Cases of walmart, various e-commerce website can be referred. 

8. Assignment to the Students 
Firstly, the student should get acquainted with the concept of big data analytics and then a situation related to 
retail marketing should be solved via big data analytics. 
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ABSTRACT 

Training is considered as solution for every possible problem. This is the reason that with the changing 
environment the effectiveness of training is also reducing as it is not taken seriously by the employees. To 
start with any training program firstly needs should be analyzed taking the requirement of the organization 
into consideration. 

This study was restricted to the service department of Eicher Tractors where the primary focus of this study 
was to identify possible needs, their root cause and developing a training program which could possibly fill 
the gap so arising between the actual performance and standard. 

The focus was to get possible solution to these question which effect the training taking place in the 
organization- 

 What is to be done? 

 For whom it is to be done? 

 When it is to be done? 

 How it is to be done? 

Keywords: Training, Development, Performance  

INTRODUCTION 
This study focus on troubleshooting the problem arising on the field so that possible solution could be taken 
by providing training.For troubleshooting the problems there are certain standards that must be set to make 
training more effective. The standards are the benchmark which provides a clear picture of what is expected 
from the employees once training is provided to them. These benchmarks were set with having a focus group 
discussion with Senior Executives of Service Department which include Regional Managers, Zonal Mangers 
and SHQ Team (Service Headquarter Team). 

With the changing priority and needs the demand for manpower, skills and ability to perform the task also 
changes and there is where training comes into the picture. Thus training helps the employees to get a hand 
on experience to effectively the perform the task. 

Service Department is the one which is concerned with maintaining relationship with the customer not only 
with sale of product but during the entire life cycle of the product. This department is based on 3 pillars 
which could be their 3 most important areas to be looked upon that are Customer Experience, 
Responsiveness and Service revenue. 

The Standards was set taking in mind the objective of the organization  
 They want right person with right skill set for particular job 

 Employee should work with passion as in, efforts required are more than recognition you get. 

 Works towards achievement of SMART Goals  

 Proper utilization of resources 

 Ongoing Feedback System  

 Proper way of communication 

 Update to the changing technology 
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 Problem solving Approach 

This study is limited to the service department for whom training calendar is prepared. It is applicable to 
service engineers where no external party is taken into account that is customers, suppliers and competitors. 

PROBLEM STATEMENT  

Organisation wants its manpower to be effective with the changing scenario this is possible only when we 
provided right training to the service engineers. To provide right training to the service engineer it’s very 
important to gather right set of information from right people. The role of service engineer was to 
immediately address the customer complaints and perform some function which is important for the smooth 
working of the organisation. 

The scenario depicts that a service engineer was completing his one year of service with Eicher Tractors in 
service department where his task was to provide possible solution for the problems arising on the field and 
address the customer complaints immediate by satisfying their needs. 

The service engineer Mr. Raj Sharma was as usual busy with his routine work but some unexpected thing 
happened which was not at all pleasant. He was having discussion regarding the upcoming targets to be met 
with his boss who was about to go for an office trip so the workload of Raj was about to increase and he need 
to put more effort and time because  it was month closing .He received a call from the dealer whose 
dealerships was in Hisar. Raj was responsible for this dealership. The dealer said that he is frequently 
addressing one complaint from the farmer that the tractor model 333 is making very much noise and this 
problem need to be addressed as soon as possible. The problem was not easily identified as the service 
engineer was not having proper product knowledge. So such circumstance helps to identify the various gap 
areas. 

One situation that Raj faced was that when he personally met a farmer who was already a jonder customer 
said that if the same noise is coming from jonder tractor that is coming from Eicher Tractor then he will take 
the tractor without making any replacement. In this situation as Eicher doesn’t take competitors view into 
consideration Raj was finding difficult to answer to the question of the farmer and thus which could create a 
bad image of the company in the minds of customer .So the problem so identified was that there should be 
proper feedback system where in you are required to know whether customer is delighted or not. 

By observing the day to day activity of service engineer very minutely and gathering information from senior 
executives who directly interact with customer and service engineer as they closely observe them and know 
what are the areas where they lack various problem area was identified. 

The input was gathered by having one on one discussion and some of the lead question that were asked from 
them in order to identify the area of training are- 

1)  What are your objectives? 

2)  What challenges you think service engineer are facing?  

3)  What are the areas where you think they lack? 

4)  How do you want your service department 5 years down the line? 

5)  What skills do ideal service engineer should have?  

On basis of these questions we get a good sum of possible reason as to what are the areas where they lack 
and on which training can be provided. Once the problem was identified then root cause analysis was done 
for the same. Then the data is clubbed into 2 training programmes. There are 2 type of training that can be 
provided to service engineers that are technical and behavioural training. 

Technical Training is concerned with providing training to employees relating to specific skill set that are 
required to perform technical jobs. The technical training is further bifurcated into various subheads that are- 

 Product Knowledge 
 where in service engineers must be trained regarding the new products that are Chotu, 551 Model  
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 Service engineer should have proper knowledge of the products with their HP (House Powers). 

 Industrial Application 
 Knowledge about various implements that are rotavator, Loader, combine harvester, straw ripper, 

cultivator. 

 FAB Analysis(Featured and Benefit Analysis) 
 Troubleshooting – It’s a technical term which means that the problem arising on the field could be 

overcome by providing possible solution through training. 

 Diagnosing & Analysing – Rather than using a swapnostic approach the service engineer should be 
specific in performing the work. 

 Case (Swapnostic)- If tractor is making noise the approach for solving the problem by service 
engineer could be to reassemble the tractor and trying possible experiments that no noise is made .It 
could be better explained with a example that if your mobile is overheating then you will try possible 
solution by changing the cover or minimizing the usage but you are not specific as to why the problem 
is arsing. 

 Sequencing 

 Problem Solving 
 Knowledge about 7 QC Tools 

 Service engineers should be proactive while addressing the complaints 

 Should be calculative in terms of giving commitments 

 Service System 
 Complete knowledge about spare parts and components being used. 

 Company service system and process which include knowledge about warranty claim, job card, and 
History card. 

 OEM Complains( Original Equipment Manufacturer)- In manufacturing sector to make a finished 
product various components is taken from various suppliers in case any problem arise in the  product 
being purchased from these manufactures the problem will be handled by these OEM Manufactures. 

 Case( OEM Manufactures)-  To make tractor Eicher Tractor buy tyres from Goodyear, Apollo and 
other tyre suppliers  but these manufactures do not give guarantee for their product in case any 
complaint  is related to tyres then it will not be addressed by service engineers but will be handle by 
executives who purchase from them. But service engineers should maintain good relationship with 
these manufactures and should know the hierarchy of making complaint. 

 EOR Complains(Essential of Roads)- When the engineers known that there are some components in 
which defects is known to come you make these parts easily available in bulk to the dealership so that 
the complains can be easily addressed . 

 Dealer & Local mechanic Training 
This is the prime concern area as mechanics when come to applying their skills to solve the problem are 
unable to do so which is then solved by service engineer then what’s the use of service mechanics. For this 
the root cause analysis so done gave these following possible reasons for the problem faced. 

a) Never recognised as a problem                           
b) Service engineer are not trained to train the service mechanics (Time feasibility) 
c) Service mechanics find discomfort in learning new skills 
d) Low grasping power of service mechanics 
The another training programme provided are Behavioral which is bifurcated into following subheads- 
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 Interpersonal Relationship 
 It very important for the service engineers to maintain good interpersonal relationship with the 1)OEM 

Manufactures 
2) Dealer 
3) Customer 
4) Internal Team 

 Role Clarity 
1) Understanding the issue 

2) Clarity of task, Responsibility 

 Communication 
It’s the most important skill which is required by service engineer to perform the task is communication skill 
which include- 

1) Convincing Skill 

2)  Proper Feedback System 

3)  Negotiation Skill with Dealer 

4)  E-mail writing 

 Customer Complain Handling- The core work of the service engineer is to satisfy the need of the 
customer and make him satisfied which is possible when service engineers are  
 Assertive in giving commitments  

 Make customer delighted 

 Maintain customer friendly approach 

 Continuous feedback 

 Have patience while listening to the complains  

After bucketing them into various needs they were classified on the basis of criticality as to which need is 
more critical and needed to be handle right know and which needs can be handle afterwards as per the 
feasibility of time. 

OUTCOME 

After studying the case the problem areas can be filled by providing training to the service engineers as per 
the requirement of the company. So for this a training calendar was prepared taking the objective of the 
company into consideration. 

IMPLICATION 

Based upon the above observation the training calendar so prepared could be practically applicable which 
were limited to the service engineers and training could be provided to the service engineers to whom 
management want to provided. 

Problems to be considered Areas Covered Objective to be achieved 

Product Knowledge New Product Knowledge ( 
Chotu, 551 Models) 

To update on product 
modification and improve 

product knowledge 

Industrial Application Implement Improve Application Awareness 

FAB Analysis 1) Troubleshooting Improve Problem Diagnosing 
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2) Diagnosing & Analysing 

3) Sequencing 

Skill 

Problem Solving Handling critical issues Improve decision making skills 

Service System 

 

1) Spare Parts 

2) Company Service 3)System 
and Process 

4) Documentation 

5) Reporting 

6) OEM Complain 

7) EOR Complain 

Improve service system skills 

Dealer & Local mechanic Training Engine Training Potential to perform the task 

Technical Needs 

Behavioral Needs 
Problems to be considered Areas Covered Objective to be achieved 

Interpersonal Relationship 

 

Maintain relationship with  

1) OEM Manufactures 

2) Dealer 

3) Customer 

4) Internal Team 

Improve Collective efforts towards 
achieving the goal 

Role Clarity 

 

1) Understanding the issue 

2) Clarity of task, Responsibility 

Helps in setting SMART Goals 

Communication 

 

1) Convincing Skill 

2) Proper Feedback System 

3) Negotiation Skill with Dealer 

4) Writing Skill( Warranty claim, 
Job Card, Email) 

Improve the approach for achieving the 
objective 

Customer Complain 
Handling 

1) Assertiveness 

2) Feedback system 

3) Customer experience 

Great customer experience 
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ABSTRACT 

Maruti Suzuki India Limited (MSIL) is one of the leading automobile companies in India. The company has 
developed its influential brand name over customer satisfaction and prominence in the Indian Passenger Car 
Segment. Maruti, today, has achieved the largest market share in this segment. It is one of the oldest 
automobile companies of the country catering to the needs of all customers pertaining to varied segments. 
Maruti possesses a humungous product line of vehicles offering nearly 200 variants to a demand driven 
customer base. MSIL has 1619 sale showrooms and the extensive network of 3,086 service centres across 
1,471 cities.  The company has been and is still a customer’s first choice for passenger vehicles. This case 
study intends to evaluate and assess the factors that have contributed to its topmost position in India’s 
automobile sector over decades. 

Keywords: MSIL, MUV/SUV, True Value, Mileage, Cannibalization, Market Share 

INTRODUCTION 
Maruti Udyog Limited (MUL) was set up as a joint venture between Suzuki Motor Company (SMC) of 
Japan and the Government of India in October 1983. SMC acquired the full control and ownership of the 
company in 2007 as Government of India sold its entire share to financial institutions. Since the time it was 
established till present, the company has achieved great success. It has been and still is the most invincible 
company in the Indian automobile sector. The company’s major achievement has been in terms of acquiring 
a huge fan base. Maruti has become the most favourite brand for customers in India who look for diverse 
vehicles in every segment. The company recently crossed the benchmark of a sale of 10 million units which 
no other automobile company operating in India has been able to accomplish. This is indicative of the fact 
that Maruti remains the undisputed leader of the Indian automobile sector. Over the years, MSIL has focused 
on a cost-effective strategy in developing and selling vehicles, keeping in mind product differentiation and 
maintaining reasonable prices for its customer base, so as to maintain optimum competition with its 
counterparts. With major emphasis on customer satisfaction owing to Maruti’s diverse products and after-
sale service, the company has set the bar high for its competitors. Further, the company’s consumer centred 
approach and a diversified portfolio for the customers to choose from in all segments, has made Maruti what 
it is today. The company has focused on the rural markets for a long time and this has made Maruti’s 
vehicles the top favourite of the rural population. Also, the company has been associated with the Indian 
population for decades now attributing to its reliability and durability, making this is one of the primary 
reasons as to why MSIL tops off the list of the most influential automobile brands in India. 

BACKGROUND 

India provides a huge market for the automobile industry owing to dynamic demands from a large 
population. The Indian automobile industry has done fairly well but still India lags behind most of the 
developing countries in the ratio of cars per thousand individuals (Dharmaraj, 2013). The current situation of 
the Indian automobile industry is enabling though it is not without bottlenecks. The consumer demands and 
behaviour is changing fast and so are the efforts of the companies to meet customer expectations (Garg & 
Jain, 2009). Maruti Suzuki commands a huge market share in Indian automobile industry and it continues to 
hold competitive edge to maintain its position. It has tried its best to satisfy its customers and cater to their 
needs in different market segments. MSIL has been successful in retaining its market leadership for decades. 
The company has a strong financial performance over the last few years as it has been successful in 
maintaining operating margins at optimal levels (over 10% in the last 11 quarters) and its debt free status. 
The company expects revenue to grow at 16.4% CAGR in FY15-17E touching nearly 68,412 crores in 
FY17E.  
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The performance, pricing strategy and maintenance servicing of the company is the best in India. The 
company has built a environmental friendly image for itself in Indian automobile sector. For the consumer, 
its not about paying the price of the car, but rather investing in a better lifestyle (Fatima & Kumari, 2013). 
The high degree of competition has not been a hurdle in the continuous growth of MSIL. It has dominated 
the Indian automobile industry ever since its creation. The new players in the industry enter regularly but 
Maruti is still the number one. 

The company has launched low cost variants for the customers that are at par with the models of other 
companies in every market segment. This is the primary reason for its success. The company is now focusing 
products backed by green technology such as hybrid engine vehicles and the efforts are recognisable 
(Malhotra & Sinharay, 2013). The future prospects of MSIL are promising as the company wields the 
leadership position along with a strong product pipeline in the days to come. It is a company with an 
extensive distribution network that take it miles ahead of its peers (“Maruti Suzuki,” FUNDS INDIA, 2015). 

OBJECTIVE AND METHODOLOGY 

Maruti Suzuki India Limited (MSIL) is India’s leading automobile company commanding the largest market 
share in the Indian passenger car segment. It is one of the oldest automobile companies of the country 
catering to all market segments. Current stock price of the company is INR 7,452. Its share value has 
increased by 65.4% in the last two years. Although, it’s a debt-free company and its sales have consistently 
increased over the years, there is a possibility that stock is overvalued and there might be a correction in near 
future. So, calculating its fair target price is necessary for investment decisions. The objective of the study is 
to analyse the consistent performance of Maruti Suzuki India Ltd over the years. 

The study aims at assessing both the qualitative and quantitative performance of MSIL. The study is mainly 
based on secondary data. The major source of data analysed and interpreted in this study is collected from 
company annual reports for financial years 2011-12 to 2015-16. Secondary data from sources like research 
journals, survey reports and automobile websites has been taken. The analysis of financial statements of the 
company gives diagnostic indicators. We obviously have no access to internal data. Therefore, inside view of 
the organization cannot be characterized in the study. The present study is largely based on ratio analysis and 
DCF valuation which has its own limitations. 

In this study, financial analysis is the key technique used to assess the financial health of the company. To 
estimate the intrinsic value, financial model is built in which financial data is collected and classified into 
related data sheets in a comprehensive form for analysis and interpretation. 

FINDINGS AND DISCUSSION 

1. Supply Chain Network: Maruti Suzuki has an extensive dealership network. It has 1820 sale outlets in 
1471 locations compared to Hyundai’s 718, Tata’s 539 and Mahindra’s 436 dealership network. 
Dealership network plays a major role in company sales and it is directly proportional to sales volumes to 
a certain extent with some outliers. 

2. Maintenance Cost: Both the capital cost and maintenance cost is less compared to its rivals. It is a major 
deciding factor which gives MSIL an edge over its rivals. 

3. Pocket Friendly: Mileage is an important factor for Indians when they choose a car in comparison to any 
other major auto player. Maruti Suzuki also holds edge here by manufacturing efficient diesel engines 
which give very good mileage compared to its rivals. 

4. Back end Integration: Initially, MSIL used to import various spare parts from its parent Suzuki (Japan) 
and few other overseas vendors. But over the years they developed facilities to procure almost everything 
from gear box to leather seats locally which gives a very huge cost advantage over its rivals in pricing. 
Today, MSIL has a strong back end system which supplies and supports it well. 

5. Resale Value: It is one of the major important factor which most of the Indians would consider before 
buying a vehicle for themselves. 
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6. Product Portfolio: Maruti Suzuki make sure that it has a product for every market segment. Currently, it 
has 16 models across 6 segments (Hatchback, SUV, MUV Sedan, Crossover, Mini Van) 

7. Cannibalization (Marketing): In marketing strategy, cannibalization refers to a decrease in sales 
volume, sales revenue, or market share of one product as a result of the introduction of a new product by 
the same producer. For instance, if the customer’s budget is on a lower side, he or she may purchase an 
Alto instead of a Wagon-R or Wagon-R instead of Swift or Swift instead of Baleno. Although the 
volumes of Wagon-R, Swift, Baleno are hit, the sales still remain with Maruti. So, Maruti ensures that the 
customer instead of going to a Tata motors or Hyundai Motors or any of its competitors stays with 
Maruti-Suzuki. 

8. Focus on rural markets: Maruti Suzuki started to focus on rural markets very early much before its 
rivals which is another important factor for its sales volumes. 

9. Currently, MSIL’s sales from rural markets are about 33% which is very high compared to its rivals. 
10.  Long Association with Indian Customer - The company has been associated with the Indian 

population for more than 40 years. Right from the now defunct in terms of production, but ever popular 
Maruti 800 to high end vehicles the company seems to have established a strong bond with the Indian 
population. Younger India in their budding years has travelled a lot in this car with their parents. So, they 
want to take the legacy forward. 

CURRENT STRATEGIES FOLLOWED BY MSIL.  

 MARKET SEGMENTATION 

The company offers various products and a wide product range at different prices. Their strategic car 
offering caters to consumers who timely upgrade their cars and vehicles. The primary reason behind 
having such a large and diverse product offering is to incorporate the entire passenger market and 
customer base in India.   

 DIVERSE REVENUE FLOWS 

Finance: For a car market where more than eighty per cent of the cars receive financial funding, Maruti 
has made use of this strategy and has generated a revenue stream for the company’s long-term growth. 
Decisions related to Finance are one of the most important decisions made while purchasing a car/vehicle. 
For this, the company has formed a consortium constituting the following finance companies: Citicorp 
Maruti, Maruti Countrywide, ICICI Bank, HDFC Bank, Kotak Mahindra, Sundaram Finance, Bank of 
Punjab and IndusInd Bank Ltd. 
Insurance: Another major concern for car owners is Insurance. Considering how important it is for the 
car owners to be insured against damages, the company has collaborated with National Insurance 
Company, Bajaj Allianz, New India Assurance and Royal Sundaram to provide car insurance to 
customers. Having a car insurance, helps customers in claim assistance. Thus, the company provides 
better and efficient assistance to its customers by ensuring in-hand car insurance and helps in easier and 
timely claim processing. 

 CONSUMER-CENTRED APPROACH 

Having a customer centric attitude is necessary for any company’s success. This behaviour is 
incorporated in all Maruti’s employees. Based on customer reviews and feedbacks, the company in past 
has rejected dealings which have not been satisfactory to its customers. To improve customer experience, 
the company has taken various steps such as having standard consulting times for service, delivery and 
repair of cars. Maruti has also invested in customer loyalty programmes. The company has also set up a 
customer grievance redressal unit under the Customer Relationship Management (CRM) department. 
Other departments such as Marketing and Business Intelligence departments are dynamic in nature i.e. 
they adapt to changing customer and market needs.  

 VEHICLE MAINTENANCE SERVICES  
Over the years, MSIL has recognised untapped maintenance services as a prominent revenue generating 
source. For every pound, a buyer spends on a car, some proportion of that amount is spent on its purchase, 
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some is spent on its fuel and some is spent on its maintenance. Maruti has generally focused on the car’s 
purchase amount and initially little emphasis was given to maintenance. However, as the market has 
evolved, and considering that customers change cars more frequently, hence, Maruti has shifted its focus 
on maintenance and has found it imperative to provide efficient and effective maintenance services to its 
customer base. According to Maruti’s Annual Report 2015-16, the company has increased its authorized 
service stations to 1567 across 1036 cities. Every regional office is having a separate services and 
maintenance department. 

 COST OPTIMIZATION 

MSIL is one of the most low-cost vehicle providers, particularly in the passenger vehicle segment. This 
has been achieved via Maruti’s strategic and prolonged efforts at improving efficiency and productivity in 
all of its operations. For that, the company has set for itself (and its vendors) a target of 50% improvement 
in productivity and 30% reduction in costs in three years. Maruti by its concerted efforts has managed to 
achieve increasing economies of scale in its operations. Another area of the company’s prime focus has 
been Vendor Management. The company has encouraged its vendors in developing their Research & 
Development (R&D) capacity in order to develop benchmark products and components. This will also 
result in price competitiveness. s 

 MARUTI TRUE VALUE SERVICE 

MSIL entered the used car market in 2001, giving customers an option to bring their old vehicle to a 
'Maruti True Value' outlet and get it exchanged for a brand-new car after accounting the difference in 
price. Since then, customers have been offered loyalty discounts as a part of CRM. Maruti has 
successfully established an efficient system where used-cars are reconditioned and are given a fresh 
warranty and thereby are sold again. Maruti has built up an extensive network of 172 showrooms across 
the nation; providing a huge potential for used car market in India.  

SUMMARY 

MSIL has maintained its number one position in Indian Automobile sector in India for decades. It has the 
largest and the most extensive network of channel partners and after-sale services which is responsible for its 
success. The company’s consumer centric approach and a diverse portfolio of products catering to all 
segments which are offered at highly competitive prices; are key factors for the company’s success. With 
low car penetration in the country, easy finance and focus on rural market, MSIL will continue to dominate 
the Indian Automobile Industry for years to come. 
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Student, Jaipuria Institute of Management, Lucknow 

ABSTRACT 

In this case study, we examined, why Supreme Court banned BS-III emission vehicles; why automobile 
companies continued to manufacture BS-III vehicles even after the court intimidated the ban on BS-III 
emission vehicles way before the deadline; impact of changing emission standards i.e.: BS-III to BS-IV 
instituted by the top court on Indian automobile industry; the challenges that the automobile corporations 
and the dealers faced and dealt with trying to sellout unsold inventories costing approx. Rs.12,000 crore; to 
understand the outcome which could be used to tackle the same situation again if it occurs. 

On 29th March 2017 Supreme Court prohibited the sale and registration of Bharat Stage III (BS-III) 
vehicles from 1st April 2017, which jeopardized the sale of about 8,24,000 BS3 vehicles. It all started after 
the proposal of Environmental Pollution Control Authority (EPCA). This decision was taken considering the 
present condition of the environment and its further deteriorating if drastic steps are not taken. The court 
was emphasizing on the implementation of this decision from past several years which created a conundrum 
among the automobile corporations regarding the manufacturing and sale and registration of BS-III 
emission vehicles. 

The crucial decision of shifting from BS-III to BS-IV vehicles was taken to reduce overall pollution caused by 
the BS-III exhaust emissions. 

Auto companies adopted several strategies to dispose the unsold inventory before the deadline; dealers even 
resorted to illegitimate activities like booking vehicles on their relatives name and later selling it to the 
customers. 

Keywords: Automobile, Ban, BS-III, BS-IV, environment, Supreme Court, EPCA 

INTRODUCTION 
Supreme Court on Wednesday, 29th March 2017 upheld the well-being of public and forbade the trading i.e. 
sale and registration of Bharat Stage III (BS-III) vehicles from 1st April 2017 after the court- appointed 
Environment Pollution Control Authority (EPCA) proposed a halt on the registration of BS-III emission 
variant vehicles. The court further prohibited vehicles registering authorities under the Motor Vehicles act, 
1988 from registering such vehicles on and from 1 April 2017 that do not comply with the BS-IV emission 
standards except on proof that such a vehicle has already been sold on or before 31 March 2017. This 
decision jeopardized the sale of about 8,24,000 BS-III vehicles. 

AUTOMOBILE INDUSTRY 

The Indian automobile industry is one of the biggest across the world. The industry comprises 7.1 per cent of 
the country's Gross Domestic Product (GDP). The Two Wheelers segment holding 81 per cent market share 
is the pioneer of the Indian Automobile showcase attributable to a developing working class and a youthful 
populace. Automobile industry anywhere around the world requires a stable and foreseeable policy which 
enables long term planning and investments, vehicle makers are the pillars of the entire value chain in the 
automotive industry and this decision jolted the automotive industry forcing it to take immediate steps to 
minimise losses worth Rs. 12,000 crore. 

CAUSE OF TRANSITION 

BS-IV two wheelers have an Evaporative Emission Control (EEC) system to absorb fuel vapors formed 
when the vehicle is parked outside. These vapors consist mainly of unburned hydrocarbons, which escape 
during refueling and are extremely poisonous for the environment. 
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BS-IV two wheelers also have a three-way catalyst system and oxygen sensors. The new catalytic system 
comprises of a larger volume and surface area of the catalyst and the oxygen sensors help in a more efficient 
burning of fuel, lowering harmful NOx emissions. 

BS-IV four wheelers running on petrol have Multi-Point Fuel Injection (MPFI) and three-way catalytic 
converters. 

BS-IV four wheelers running on diesel have as mandatory Common Rail Direct Injection (CRDI) with 
Turbocharger & Exhaust Gas Recirculation (EGR) systems.  
Exhaust system have a Diesel Oxidation Catalyst (DOC) system converting unburnt hydrocarbon and carbon 
monoxide emissions to carbon dioxide and water. 
In detail, BS-III engines release 2.30 gm of CO/kg of fuel, while adopting BS-IV engines led to drop in the 
emission 1gm/kg in BS-IV engines. 

Shift to BS-IV emission vehicles led to a significant drop in particulate matter emissions. For instance, new 
trucks saw an 80 per cent drop in emissions and cars by 50 per cent. 

Similarly, hydrocarbon and N2O emissions- a big concern for two wheelers dropped in the range of 40%- 
80%, depending on the engine capacity. 

In simple words, BS-III vehicles were banned so as to decrease pollution in the air. The exhaust emissions 
from BS-IV engines have lower amount of major polluting substances like carbon monoxide, hydrocarbons 
and nitrous oxides. Tie-I cities of the nation already shifted to BS-IV engine vehicles in 2010. Source: 
(Indian-cas-bikes, 2017) 

Emission standards for all type of vehicles:  

Table-1: Indian Emission Standards (two and three wheelers) 
Standard Reference Date 

Bharat Stage II Euro 2 1 April 2005 
Bharat Stage III Euro 3 1 April 2010 
Bharat Stage IV Euro 4 1 April 2017 
Bharat Stage VI Euro 6 April 2020 (proposed) 

Table-2: Indian Emission Standards (four wheelers) 
Standard Reference Year Region 
India 2000 Euro 1 2000 Nationwide 

  2001 NCR, Mumbai, Kolkata, Chennai 
Bharat Stage II Euro 2 2003.04 NCR*, 13 mega cities 

  2005.04 Nationwide 
Bharat Stage III Euro 3 2005.04 NCR*, 13 mega cities 

  2010.04 Nationwide 
Bharat Stage IV Euro 4 2010.04 NCR*, 13 mega cities 

  2017.04 Nationwide 
Bharat Stage V Euro 5 (to be skipped)  
Bharat Stage VI Euro 6 2020.04 (proposed) Entire country 

National Capital Region (Delhi). Source: (be-money-aware, 2017) 

CONFUSION REGARDING THE BS-III BAN 
The notification issued in March 2014, stated that any new models launched in the market must be BS-IV 
compliant if introduced after April 1 2016. The automotive market performed on that front and many BS-IV 
vehicles were introduced in 2016 as a result. The top court further added that all the existing vehicles must 
also transition to BS-IV emission vehicles by April 1, 2017. 

Most of the auto makers were unclear about the court’s decision, according to their interpretation the ban 
was on manufacture of BS-III vehicles and the sales were to be continued after 1st April 2017 and on that 
basis vehicle manufacturers prayed before the court that they were entitled to make BS-III vehicles till 
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March 31, so the sale and registration of these vehicles should not be banned after April 1, they should be 
given reasonable time to dispose of their stock. They also supported their statement by stating that since 
2010 the automotive sector has been ready to make BS-IV vehicles, nobody pushed the petroleum industry to 
get the compliant fuel ready. 

Bajaj Auto interpreted the court’s order and kept itself in accordance with the deadlines but when the 
corporation felt that the deadline may be extended, it filed an intervention plea, pleading before the court that 
manufacture, sale and registration of non BS-IV be ceased from April 1 2017 as it has already prepared to 
meet the new emission standards well before the deadline and will be at a ‘substantial price disadvantage’ if 
the sale and registration of non BS-IV vehicles are allowed after April 1 2017. 

The court cleared the air by stating that the transition should be complete i.e. stopping the sales and 
registration of such two wheelers, three wheelers, four wheelers and trucks and asked the affected vehicle 
manufacturers to use the remaining time i.e. from 29th march 2017- 31st march 2017 to sell their inventory of 
BS-III vehicles which was cited as impossible by many manufacturers.  

HOW DIFFERENT SEGMENTS DEALT WITH BS-III BAN 

Two Wheeler Segment 
Two wheeler segment which had the highest 6.71 lakhs of units of inventory offered major discounts which 
ranged from 30%-40% and in some cases gave away offers like buy one get one free. 

Honda Motorcycle and Scooter India (HMSI) offered upto Rs. 22,000 on some of their vehicles. 

A Yamaha two wheeler dealer said it was giving a discount of around Rs 10,000 for some of its models. 

Hero MotoCorp and TVS offered discounts of around Rs. 12,000 and free insurance and Rs 20,000 
respectively. 

This segment is estimated to have incurred loss of about Rs. 600 crore due to the three day discounts offered 
before the top court’s decision came into effect. The major slab of the loss is expected to be borne by the 
Origin Equipment Manufacturers (OEMs). The resultant discounts-induced fire sales are likely to suppress 
the fourth-quarter earnings of automotive OEMs, particularly in two wheelers OEMs. Some parts of the 
inventory were diverted to international markets where BS-III vehicles are still permitted. Source: (business-
standard, 2017) 

Three Segment 
The three wheeler segment which comprised mere 40,000 units of inventory was barely hit by the ban. 
Source: (auto-ndtv, 2017) 

Passenger Segment 
The passenger vehicles segment which consisted of 16,000 units of inventory did not incur much loss as the 
corporations shifted to Bharat Stage-IV way before the deadline, the impact was predicted to be minute and 
the huge discounts which ranged from Rs. 50,000- 1,00,000 helped to clear the remaining stock. The 
segment crossed three million mark in the financial year 2016-17. Source: (hindustan-times, 2017) 

Commercial Vehicle Segment 
The commercial vehicles segment formed 96,000 units of the total BS-III inventory. This segment was the 
worst hit. Commercial Vehicles (CV) makers offered moderate discounts. BS-IV vehicles price ranged from 
6%-8% higher than the former. 

 The CV makers sold over 55% of their inventory of BS-III vehicles before the deadline anyhow, but the 
offers and benefits levied on BS-III emission vehicles laid off till March 31 2017 costed about Rs. 1,200 
crore. 

 The unsold 40,000-45,000 units of leftover inventory are being returned mainly comprising of less known 
BS-III vehicles. Truck makers may modify these units for resale or dissemble the models for spare parts 
or incur high working capital until it is exported. All the costs of remodeling and reverse logistics may 
sum upto Rs. 1,300 crore of additional expense. 



 

 

 
Business Perspectives in Emerging Markets: Business Management Cases  

    110 

 Out of Rs. 3,000 crore commercial vehicles alone took a hit of Rs. 2,500 crore and loss of about Rs. 480 
crore was suffered by two wheeler segment. Profit margins of CV manufacturers were directly impacted 
with the EBITDA margins of listed truck makers (Ashok Leyland and Tata Motors’ standalone) at about 
2.5 % of their earnings. Source: (livemint, BS-III vehicles ban to cost auto companies nearly Rs3,000 
crore, 2017) 

SHARE PRICES OF AUTOMOBILE COMPANIES 
Auto shares on 29th March 2017 fell by 3% after the Supreme Court decision. Shares of Hero MotoCorp fell 
by 3.15%; Ashok Leyland lost 2.78%, Bharat Forge (1.30%), Tata Motors (0.70%), Mahindra & Mahindra 
(0.66%) and Maruti Suzuki (0.58%) on BSE. 

Led by the weakness in these stocks, the BSE IT index too fell by 0.49% to end at 21,921.77. Source: 
(livemint, BS-III ban: Auto stocks fall up to 3% after Supreme Court order, 2017) 

DEALERS’ SITUATION AFTER BS-III BAN FROM APRIL 1 2017 

Federation of Automobile Dealers Association FADA, the country’s top body representing automobile 
dealers prayed before the court to hear their grievances as they feared a major loss due to the ban on sales 
and registration of BS-III vehicles from March 31 2017 onwards. 

 Ashish Kale, Vice president explains that inventories of dealerships are financed by banks and financial 
institutions, non-liquidation of BS-III inventory would create non-performing assets. 

 Dealerships comprise of very small business units specially channel partners for two wheelers. The loss 
resulting across the board from BS-III vehicles would result in unbearable losses leading to even closure 
of businesses, numerous job losses, especially in the rural areas. 

    Automobile companies came out to support their dealers and agreed to absorb majority of the losses 
incurring from unsold inventory after April 1 2017. 

BS-III STOCK CLEARANCE STRATEGIES ADOPTED BYAUTOMOBILE COMPANIES 

1. Slashed Prices: Slashed down the prices of BS III compliant vehicles this was the major strategy used for 
clearance of stock. 

2. Digital Marketing: The fastest way to communicate the discounted price is through social media 
network and digital marketing and it was adopted by several auto corporations. 

3. Online Listing: Online listing of vehicles was done so that people can buy the vehicles online, as 
registration of vehicles was allowed for only those vehicles which were billed on or before 31st march 
2017. 

4. Export: Ban of BS III compliant vehicles is applicable only in India but export of vehicles is always an 
option for automobile dealers and companies to get rid of the BS III stock of vehicles. 

IMPACT ON AUTOMOBILES’ RELEVANT INDUSTRIES 

1. Insurance: Insurance industry grew amidst the scenario as companies are liable to pay insurance 
companies the full rebate even if it is distributing insurance for free to the customers. 

2. Finance: This industry likely earned handsome profits too as people opted for finance as a means of 
payment for buying vehicles. 

3. Spare parts: Auxiliary parts sold with vehicles when they are delivered also increases as the sales of 
vehicles increased. 

4. Steel: Demand for steel simultaneously increased as companies required to fire up production of new 
vehicles because the existing stock was cleared when the ban was effective. 

5. Used vehicle: This sector experienced a decline in sales as people preferred buying new vehicles at 
discounted price. 
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6. Dealers: Dealers had to clear their stock as there was high pressure from companies to exhaust all the 
vehicles as soon as possible. 

7. Manufacturing: This industry had to increase cash outflow as the demand for steel increased and it also 
had to invest in research & development to comply for BS IV technology. 

IMPACT ON EXISTING BS-III VEHICLE OWNERS 
BS-III ban impact not going to impact existing vehicle owners in plying it on roads, they can continue 
driving their vehicles without any Issues or can sell vehicle in home city / state to other person at ease and 
in event of sale - its name transfer happens without any re-registration. 

 Sale of BS - 3 Cars in any other State other than Home State: This is due to the fact that vehicle needs 
to be re-registered with a new registration mark in other state. Now as Supreme Court put a ban on both 
sale and registration of BS-III vehicles, the stated vehicle cannot be re-registered due to same. 

 Impact on Resale Value: Though this is something which is notional but considering regions like NCR - 
where vehicle owners used to get buyers from Noida, Faridabad, Gurgaon, Delhi too for registered 
vehicles in any of zone for better price discovery. For instance- Gurgaon vehicle owner selling and a 
Delhi buyer purchasing same and re-registering it. The Gurgaon vehicle owner can only sell it within 
Haryana i.e Faridabad and Gurgaon. This will impact in resale factor to an extent as buyer set is limited to 
within state only. 

Following measures can be taken 
 Post Advertisements in online classified sites - for instance post free Advertisement of sale on used 

vehicles trading sites and get seamless contact of buyers to buy vehicles residing in home state - where 
the vehicle is originally registered. 

 To Sell vehicles through authorized manufacturer approved vehicle dealer in exchange with clear 
undertaking form of his responsibility, payment terms and transfer: though - one will get lower value 
of the vehicle - but it’s responsibility is shifted to dealer’s end (as authorized entity of manufacturer) 

CONCLUSION 

The top court’s decision stressed on the importance of health of the public and indicated it will take rigorous 
measures to regulate the pollution in the environment. The decision impacted automobile companies in a 
positive way as they explored such strategies which they couldn’t have opted for in their normal course of 
action and also from now they will be more aware and inclined towards environmental issues. The 
corporations will be prepared in advance for the emission norm to BS-VI and will meet all the deadlines 
provided by the top court. 

TEACHING NOTE 

Objective of the Case 
This case focuses on the shift of emission standards in automobile industry of India as ordered by the 
Supreme Court on 29th March 2017, the effect and adaptation of different techniques to minimise losses in 
automotive companies and dealers constituting automobile industry of India. 

Class Handling: The case study can be understood well if the class is divided into groups, assigning 
different roles to groups.  

STUDENT PREPARATION NEEDED 
Readings: About emission standards and their impact on the environment. 
Time Allocation: The study will require two sessions of 60 minutes each 

BACKGROUND INFORMATION AND TECHNICAL NOTES 
An approximate number of BS-III emission vehicles sold between the launch and ban of the emission 
standard. EBESCO can be referred. 
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MAJOR ISSUES COVERED 
The recovery of auto companies from the ban and strategies adopted which helped in the recovery. 

TEACHING STRATEGIES 

Class participation by personifying emission standards and presenting the duration and reasons for adaption 
of other respective standards, personifying auto companies and displaying their strategies to tackle the 
situation and assigning students to check whether the vehicles they own are BS-III or BS-IV 

ANALYSIS 

This case study will mainly cover 5 questions:- 
1. Why Supreme Court banned BS-III vehicles? 

2. Why auto corporations continued manufacturing BS-III engines even after the order by the top court? 

3. Impact on Indian automobile industry? 

4. Challenges faced and strategies adopted to overcome the situation? 

5. The outcome of the impact of the transition to BS-IV? 

CROSS REFERENCE TO OTHER CASES 

Cross reference to case studies on: automobile industry of India and euro standards. 

ASSIGNMENTS TO STUDENTS 

Before reading the case study: Find out the share prices of automobile companies before the BS-III ban. 

After reading the case study: Interview several automobile dealers regarding the impact of BS-III ban and 
follow the updates on BS-VI emission standard. 
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ABSTRACT  

Indian mobile industry is one of the fastest growing industries in the world. Indians are habituated to smart 
phones within a short span of a time. In the world, India is second largest market for mobile service 
providers and it is a good avenue for network providers from indigenous and exogenous entrepreneurs. Not 
only Indian network providers but also global providers occupied and earn significant market share in the 
Indian mobile industry. 

Reliance Jio’s free tsunami has created a lot of radical and unexpected changes in consumer’s behaviours 
and competitor’s strategies. The impact of this new entrant has affected the equilibrium in the mobile 
industry and made rivals so vulnerable that they have resorted to mergers and acquisitions. The major giants 
in the industry viz, Airtel, Vodafone, Idea, Aircel etc have strategically responding in a similar way. To 
strengthen themselves in the industry, Airtel and Idea are acquiring Telenor and Vodafone respectively. The 
following case study makes an attempt to examine the impact of new entrant R-Jio on the competitive 
strategies of Idea and also understand the potential of the mega-merger of Idea and Vodafone. 

Keywords: Indigenous and Exogenous, Mergers and Acquisitions, Price sensitive. 

INTRODUCTION  

The Indian telecommunications sector is one of the backbones for fast growth in all aspects of Indian 
economic scenario of this decade. In the world, telecom industry is one of the most developing and profitable 
industries. Different forms of communication media such as smart phones, internet, Wi-Fi, broad band 
services are dealt in communication industry. It creates remarkable changes in the mind sets of consumers, 
business entities, legal frame work, ideologies of entrepreneurs, philosophy of the government’s policies and 
procedures. It is a mega path for new waves to open employment opportunities, better standards of living 
with fast communication as a global village, and accumulation of its share in our GDP continuously. The 
telecom operators continue to focus on providing a high quality, consistent network experience offering the 
speeds and coverage expected by customers. Network techno-providers are expected to do more to leverage 
their potential in usage analytics, packet probing and pushing content based offerings, all in a bit to protect 
their challenged revenue base. The Indian regulatory authorities are likely to face new challenges from these 
new trends and keep their commitments for providing a quality service, doing so transparently and 
responsibly. Our market will settle on five major sector players and one state owned one. The infusion of Jio 
free creates new combinations may come in form of outright mergers or spectrum sharing’s such as recently 
announced by Idea & Vodafone. The merger leads to many-fold manifestations like sustainability or removal 
from battle field or to compete with free gigantic market leader and so on. Because of its immense 
importance, the proposed case is going to examine the impact of new entrant R-Jio on competitive strategies 
of Idea Cellular services and analyse the major changes in the revenue structure of the company.  

BACKGROUND OF THE PROBLEM 

The year 2016 is a landmark year in the Indian telecoms industry. For a large part of 2016, mobile tariffs 
remained steady. However, with the disruptive entry of Reliance Jio, the sector witnessed innovative tariff 
structures. The biggest impact is the advent of unlimited voice calls along with tiered data plans for a fixed 
rental. 

Jio has undoubtedly created a huge havoc in the Telecom market by offering free voice calls, removing the 
charges for roaming and also providing free unlimited data for the initial months in order to rapidly gain a 
large market share and acquire a strong positioning in the minds of the customers.  
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INDUSTRY ANALYSIS USING MICHAEL PORTER’S FIVE FORCE MODEL  
The present scenario in the Indian telecom sector can be better analysed by suing Michael Porter’s Five 
Force Model. Figure 2 shows the competitive analysis in any industry.  

 
Fig-2: Porter’s Five Force Model 

THREAT OF NEW ENTRANT   

  Aggressive entry of R-Jio with free services. 

  Drastic changes in rivalry competitors, subscribers, retailers & distributors.  

  Paradigm shift in revenue structure. 

  Feature phone users-segment remain unaffected.   

BARGAINING POWER OF BUYERS 

  Switching cost is very low.  

  Easy Mobile number portability. 

  Customer is observed to be price sensitive. 

  Customers expect superior quality service at lower cost. 

THREAT OF SUBSTITUTES 

  Impact of substitutes is insignificant in this case.  

BARGAINING POWER OF SUPPLIERS  

  Less bargaining power over the customers.  

  Must offer better services at reasonable price.  

COMPETITIVE RIVALRY  

  Customers’ low switching cost 

  Sector Saturation  

  Exit barriers in the industry. 

  Sector Consolidation 
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R-JIO’S LINE OF ATTACK    
The Reliance Company commercially launched its services on 5 September 2016. Jio crossed 100 million 
subscribers end of February 2017. This is the fastest ramp-up by any mobile network operator anywhere in 
the world. Jio owns spectrum in 800 MHz and 1,800 MHz bands in 10 and 6 circles, respectively, of the total 
22 circles in the country, and also owns pan-India licensed 2,300 MHz spectrum. The spectrum is valid till 
2035. The company has a network of more than 250,000 km of fibre optic cables in the country, over which 
it will be partnering with local cable operators to get  broader connectivity for its broadband services. 
With its multi-service operator (MSO) licence, Jio offers its not only 4G broadband services but also 
provides data, network, instant messaging, live TV, movies on demand, news, streaming music, digital 
payments platform and free Wi-Fi hotspot services etc.  

LYF Smartphones - Jio tied up with domestic handset maker Intex to supply 4G handsets enabled with 
voice over LTE (VoLTE) feature. Jio launched its own smart phone series with Earth, Water 1& 2, Wind and 
Flame through its chain of electronic Reliance retail outlets.  

Multimedia apps! - R-Jio launched a bundle of multimedia apps on Google Play as part of its 4G services. 
While the apps are available to download for everyone, a user will require a Jio SIM card to use them. 
Additionally, most of the apps are in beta phase.  

BRIEF ABOUT IDEA CELLULAR 

Idea Cellular is the subsidiary of Aditya Birla group founded in the year 1995.The Idea has gone far ahead of 
the major competitors and occupying incremental revenue market share of 33% from last three years. Now 
Idea offers 3G and 4Gs LTE services on its own spectrum auction in 13 circles of telecom service areas and 
340 towns in all over the India. Idea strengthened its customer base after launching mobile number 
portability. Idea is India’s third largest mobile operator and it has 191 million subscribers, Rs.354 Billion 
(US$5.3 billion) Revenue and Net income is Rs.31.92 billion (US$470million) for the year ending 31st 2016. 
In January, 2017 it was announced that Idea talks to merge with Vodafone in Indian operations.  

Impact on Idea Cellular: Reeling under the impact of free services by Reliance Jio, Idea Cellular reported a 
loss of Rs 379.2 crore during the January-March 2017 quarter. This is the second consecutive quarter in 
which Idea has reported losses. During the October-December 2016 quarter, it posted a net loss for the first 
time since its listing in 2007. 
Revenues during the period declined 6.2 per cent sequentially to Rs. 8,126 crore. Without naming Reliance 
Jio, the company said, “The Indian wireless industry witnessed an unprecedented disruption in the first half 
of fiscal year 2017 on account of free voice and mobile data promotions by the new entrant in the sector.” It, 
however, added that with Jio starting to charge for its services, growth is expected to come back in the 
current financial year, albeit very slowly.  

In a bid to blunt the force of Jio’s free offers, Idea, like other telecom operators, adopted the strategy of 
offering more data at lower prices and bundling it with free voice in some packages, which led to a decline in 
its voice and data realisation. 

But the only concern for Idea is not just the fall in the customer base. Another key challenge is fall in pricing 
power. Due to Jio pricing their services for such low cost in order to penetrate into the market, Idea is left 
with no pricing power and is bound to follow the suit in order to be a surviving player in the market. If Idea 
fails to do so, its market share will go and, if it cut prices, revenue of the ABG group will be hit. The fall in 
net profits will be more than the fall in revenues. 

BRIEF ABOUT VODAFONE 
It is a British based multinational telecommunications company. It was established in the year 1991. 
Vodafone is now ranked as world’s second largest mobile operator in number of connections. It owns and 
operates networks in 76 countries and also IT services to corporate clients in 150 countries. Vodafone 
entered the Indian market in September 2007.It has been expands its operations across the country over all 
22 telecom circles and service to 203 million Indian customers. This journey is a strong testimony of 
Vodafone’s commitment and success in competitive and price sensitive Indian market. The free price war of 



 

 

 
Business Perspectives in Emerging Markets: Business Management Cases  

    116 

Reliance Jio’s impact has resulted in a continuous loss doubled to $5.5 billion from last two quarters of 2016. 
But its home market is a bright spot.  

Impact on Vodafone: Vodafone India posted a near 8.3% drop in service revenue in the fiscal first quarter 
as its voice and data business continued to reel under severe competitive pressure triggered by 4G new-
comer Reliance Jio Infocomm’s low-priced offerings. 

The Indian arm of the UK’s Vodafone Group Plc., which reported a service revenue of Rs.10,372 crore for 
the quarter ended June, however said SIM consolidation in the low-value segment coupled with growing data 
usage levels suggested a return to more stable revenue flows in the coming quarters. 

Hit by the brutal price war, Vodafone is in the process of merging its Indian operations with No. 3 ranked 
Idea Cellular to create a jointly managed company which would be India’s largest carrier and provide 
stronger competition to Jio and current market leader Bharti Airtel. The deal, which is awaiting various 
regulatory clearances, is expected to be closed mid-2018 

Vodafone India’s data browsing revenue declined 20.4% in the April-June 2017 period from 15.9% in the 
previous quarter, reflecting further Average Revenue Per User ARPU dilution from "lower unitary prices", 
which declined 67% on-year. But this phenomenon, according to the company, stimulated a 78% on-year 
growth in monthly data usage per customer at 1.1 GB. 

But the company’s 14.2% decline in voice revenue in the April-June period is a tad higher than the 13.2% 
fall in the prior quarter as the “benefit of higher incoming revenue and a larger customer base was offset by a 
32% on-year decline in voice prices as the market moved to unlimited voice tariffs,” Vodafone India said. 

While the company managed to retain high value customers in the June quarter, it conceded that the growth 
in its mobile customer base at 2.9 million was lower than 4.4 million in the previous quarter. 

MOTIVES FOR MERGE OF IDEA CELLULAR WITH VODAFONE INDIA  
Jio’s aggressive stabbing on market forced Vodafone to take $5 billion write down on end of the last year. “I 
think Consolidation is the answer.” the Vodafone Chief Executive Vitorio Colao said. Less than a year ago 
Vodafone was still planning to float Vodafone India on the local stock exchange, despite a long-running 
battle with the government over a $2 billion tax claim related to its acquisition of the unit from CK 
Hutchison in 2007. For Vodafone a sale of the Indian business to Idea could reignite speculation about an 
eventual tie-up between Vodafone and John Malone's Liberty Global. The two have held merger talks before 
but analysts say Vodafone's ownership of numerous assets in emerging markets had complicated valuations 
for Liberty, which is mainly interested in the European market. 

IDEA-VODAFONE MERGER OVERVIEW 

The success of the mega merger between Idea Cellular Ltd and Vodafone India Ltd depends largely on 
synergy benefits that can accrue by combining operations. Not surprisingly, the two companies are factoring 
in huge gains on this count. 

Comparative data of major players in the market 
 Idea Vodafone Idea+Voda Airtel+Telenor RJio 

Subscribers (mn) 190.5 204.7 395.2 320.3 72.2 
RMS (Q3FY17) 18.1% 22.7% 40.7% 34.3% 0.3% 
CMS (Q3FY17) 16.9% 18.2% 35.1% 28.4% 6.4% 
#3G/4G circles 15/20 16/17 22/22 22/22 NA/22 
GSM/BB sites 132/100 141/89 273/189 185/171 NA/249 

GSM spectrum (MHz) 252 328 421 349 NA 
BB spectrum (MHz) 639 630 1429 1140 1235 
#3G/4G BB carriers 17/57 17/56 34/129 33/105 NA/150 

# of BB carriers 74 73 163 138 150 
(Idea Cellular Aditya Birla Group 2016) 
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Fig-1: Post merger shares of different players (Livemint 2017) 

PRINCIPLES OF THE PARTNERSHIP 
Idea promoters and Vodafone Group will be joint promoters of the combined entity and Equal affirmative 
rights will be given to both the promoters on key matters. The Board is going to contain 12 members with 6 
independent directors, having equal representation from Aditya Birla Group and Vodafone Group while the 
Chairman is going to be Mr Kumar Mangalam Birla from Idea Cellular.The CEO and the COO to be jointly 
appointed on the basis of “Best person for the job” – joint appointment while the CFO will be appointed by 
Vodafone. Also, Aditya Birla Group has the right to acquire up to 9.5% additional shareholding from 
Vodafone Group. If equalization is not achieved, Vodafone Group would sell excess stake. Till equalisation, 
voting on excess stake held by Vodafone is to be restricted and exercised jointly as per the agreement. 

 HIGHLIGHTS OF THE COMBINATION 

 Creating India’s largest telecommunications company with nearly 400 million subscribers 

 Pan India Broadband currently covering ~650 million Indians; committed to reach 1.1 billion  

 Wide Scale Pan India GSM network infrastructure of 273,000 GSM sites 

 163 mobile broadband carriers – highest amongst all operators  

 Large fibre network of approx. 2,50,000 km  

 Extensive Distribution Channel of over 2 million retailers  

 Service footprint of 19,000 company-branded stores, more than 28,000 contact centre agents managing 
2.3 million consumer calls daily. 

 Larger canvas for Payment Bank Services to 400 million existing mobile users  

 Deeper penetration in the Enterprise – MNC, National, Regional & SMEs 

POSSIBLE AFTEREFFECTS OF THE MERGER 

 Bloodier Tariff War? 
 More competitive price war related to mainly data tariffs.  
 Merged entity now commands 40% market share, a single drop in per GB pricing will force Airtel, Jio, R-

Comm and BSNL to respond. 
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 Expensive Plans? 
 Analysts predict a market correction of telecom pricing, and in the next 6-8 months telecom players may 

gang up to increase the prices of all telecom services. With only 5 major players, customers would have 
no option but to pay more. 

 Better Quality Of Services? 
 Current debt of the merged entity stands at Rs 1.07 lakh crore, and Idea (as already announced) would be 

saving close to Rs 14,000 crore per year, due to combined operations. Less debt means more focus on 
providing better network for all. 

 Possible Layoffs? 
 Buzz is already in that the combined entity will start firing in a massive scale, and Chairman of the new 

entity, KM Birla, has already hinted towards it.  
 From Red Ocean to Blue Ocean? 
 Telcos have realised that the Industry has a lot of potential other than just voice calls. So instead of 

fighting over Market Share & Customer Base in the Red Ocean, they might explore new opportunities in 
the blue ocean by diversifying their services in different areas like Payment banks, Digital TV, IoT etc. 

CONCLUSION  

 Reliance Jio’s has affected the equilibrium in the Indian Telecom industry and made rivals vulnerable. 
 Since there exit barriers in the industry and it will be too difficult for small players to make a significant 

market share, hence the only option for becoming strong enough to compete with Jio is to make strategic 
alliances with other competitors.  

 Of course, the big warning in all of these calculations is the usual disclaimer: “keeping all other factors 
constant”.  Things are practically changing each passing day, with Reliance Jio making rapid strides in 
the market. 

 Profitability may come down substantially for both Airtel and the Vodafone-Idea combine, as ARPU 
continue to decline and freebies continue to increase but Vodafone and Idea will be in a far better 
position together than trying to navigate the enormous challenges in the telecom market on their own. 
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OPPORTUNITIES AND THREATS OF CAPTIVES (BARCLAYS) IN INDIA 

Abhilasha Singh1 and Ms. Lakhwinder Kaur Dhillon2 
Student1 MBA (General) and Assistant Professor2, Amity Business School, AUUP, Noida 

ABSTRACT 

Deloitte is the brand under which tens of thousands of dedicated professionals in independent firms 
throughout the world collaborate to provide audit, consulting, financial advisory, risk management, tax and 
related services to select clients. These firms are members of Deloitte Touche Tohmatsu Limited, a UK 
private company limited by Guarantee(“DTTL”).Each DTTL member firm provides services in particular 
geographic areas and is subject to the laws and professional regulations of the particular contary or 
countries in which they operate. For more than 150 years, organizations have relied on Deloitte and its 
predecessor firms for solutions to their ever changing needs. Deloitte is a national and global leader today 
because throughout its history it has continuously sustained it’s client’s trust and exceeded their 
expectations. William W Deloitte established the first deloitte firm during the mid nineteenth century. 
Haskins and Sells another of our predecessor firm, was established in 1895 and Touche, Niven  and 
company founded in 1900. 

INTRODUCTION 

Captive Service- Business Process Outsourcing  is a huge organization and a captive forms a certain portion 
of this BPO. Captive basically is a wholly owned subsidiary and not what we call as a Third Party Vendor. 
By using offshore resources these captives would be benefitted as they will be able to save on costs and they 
would be in a proper position to manage the various processes and delivery systems. During the 2008 sub-
prime mortgage crisis these captive service firms suddenly got high-lightened as huge financial organizations 
are tied to them. Multinational conglomerates like Citigroup, Lehman Brothers, AIG and Merrill Lynch 
consist of captive units which are being sold off. Jp Morgan chase, Royal Bank of Scotland are amongst a 
few examples of KPOs which work as captives outside of their native country of origin.Spreading to other 
countries like India as captive centers come from the requirement of local cheap man-power and talent base. 
Unlike a third party vendor a captive KPO is safe from any kind of copyright infringement, IPR threats, 
patent theft etc. The list of these captives working in India include Citibank Analytics, HSBC Analytics , 
American Express, GE Capital and RBS Business Services. 

Global In-house Centers-Big Organizations have offshore entities  as GICs that perform the functions of 
these organizations. The number of GICs operating in India account for 1100 in number and the number of 
employees involved with them has scooted to 800,000 which is helping them produce  incomes around $23 
billion. The reason these GICs have had phenomenal growth is probably because they could tap in India's 
talent pool and cheap labor. Some digital disruptions though create some problems. Market sensing and 
Customer facing aspects are some areas which help in Business Accountability which should be looked into 
.Good leadership and investment into talent hub having strong domain expertise should be their priority. The 
traditional I.T should be ready for the upcoming digital age revolution. Productivity enhancement measures 
in e.g. automation, A.I cognitive should be looked up with great concern for sustained cost excellence. 

ANALYSIS AND DISCUSSION 

Why Is India Considered best for Global In-house Centers ? 
In the Sixth edition of its 2 day GIC conclave, the mega technology body NASSCOM has placed India at the 
first spot  for factors favoring Global In-house Centers.GIC is the new name given to captive centers which 
operate in sectors like Engineering Services, Product Development, Banking and Financial services and 
Insurance also in Business Process Management and Information Technology areas. Thus we can see how 
diversified sectors the captives operate. They help in 1) Cost Minimization 2) Centers of Excellence 
3)Program Management Offices 4)Innovation Centers. 

Even in IT-BPM sector the captives form a large chunk. The  council formed by NASSCOM on GIC over 
the months has worked towards information sharing between captives separated across verticals and 
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geographies. Global in-house centres have become an integral component of the fast growing Indian IT-BPM 
sector and contribute a 20 percent share in IT-BPM exports from India. The number of GICs operating out of 
India has exceeded beyond 1050 in 2016 and account for USD 22 billion of revenue in FY2016, employing a 
workforce of about 7.90 lakh. India continues to be the leading destination for GICs, with over 20% of new 
GICs being set up in India in the last year. 

Status Report 
 After having a discussion with my manager I learnt that the major problem lies in:- 

 Lack Of Knowledge Of Domain in sectors such banking, insurance and energy. 

 Talent Retention- Specially in Leadership related roles. 

 Indian I.T firms viewing GICs as threats and creating political barriers in their entry. 

 Digital Transformation is posing  a great challenge for the traditional GICs. 

 H.R challenges have also come up with the captive Industry. 

Case Problem 
What in your view point should be done to solve the problem? 

"Leaders who have an ability to straddle both technical and business perspectives are still a rarity in the 
Indian ecosystem. We need to bring back the talented Indian diaspora back to the native country. This would 
help fill the talent gap in the captive space. 

The massive expenditure in digital transformation can be funded by the government. We need to enhance the 
capability maturity of the GICs . Innovating is one of the best means to develop and eradicate the loopholes. 
Local market expansion and management of strategic local partnerships should be done. 
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IMPLICATIONS OF NEUROSCIENCE IN MARKETING 

Prackriti Siingh1 and Dr. Ruchika Nayyar2   
Student1 and Assistant Professor2, Amity Business School, Amity University, Uttar Pradesh 

ABSTRACT 
In recent years, the emerging field of neuromarketing, which makes use of brain research in a managerial 
context, has gained increasing popularity in the academic literature as well as the practical world. 
Therefore, the purpose of the report is to evaluate the influence of neuroscience on marketing inputs in order 
to complete the understanding of consumer behavior. Yet, no available neuromarketing study provided a 
detailed overview of neuromarketing influence on traditional marketing inputs while considering technical 
as well as ethical issues. The report uses the approach of an in-depth literature review in order to do so.  

The increased use of neuromarketing techniques for the evaluation of customer preferences and decision-
making processes is considered to be an advantage for customers and marketers simultaneously. EEG, fMRI 
and MEG rank among the most appropriate technicalities in the area of neuroscience. However, critics 
emphasize the restriction of the consumer‘s free will and their reduced ability to make individual decisions 
in their buying behavior due to neuromarketing implementation.  

The results indicate that neuromarketing is associated to have a high influence on consumer buying 
behavior, advertising, pricing, distribution of products, branding and decision-making as marketing inputs.  

Therefore, neuromarketing may be considered to be a remarkable extension in the research of human 
behavior and the brain as the ―black box, which can positively contribute to its practical applicableness.  

Keywords:  Neuroeconomics, Neuromarketing, Neuroscience, Marketing, Consumer behavior, fMRI, EEG 

INTRODUCTION 

The traditional term ―marketing can be defined as an activity, which tries to bring together products and 
people, by understanding and analyzing human behavior, which is relevant to the trade market. Although 
Madan argues that the activity of marketing is purely commercial and focused on sales, we take the 
underlying definition of Ariely and Berns as the basis, stating that marketing on the one hand deals with the 
presentation of products focusing on consumer needs, and on the other hand influencing the decision making 
process of the customer. When considering the development from marketing to neuromarketing, essentially, 
the key issue, which changed, is the way in which information about consumer wants and preferences are 
acquired. 

Within the neuro-area‖, we can differentiate between three terms, namely neuroscience, neuroeconomics and 
neuromarketing. Neuroscience is the study of the nervous system that seeks to understand the biological 
basis of behavior. Put differently, it is the practical application of neurological findings to sciences that tries 
to understand human behavior, emotions and thoughts. Then, neuroeconomics can be seen as some kind of 
sub-discipline of neurosciences in general. Neuroeconomics makes use of the techniques offered by the field 
of neurosciences and tries to explore brain processes with it, but having a main focus on decision-making 
and economic aspects at the same time. It tries to understand all ongoing and economically relevant 
processes in the brain.  

Finally, let us come to the actual term of neuromarketing. Although there exist several different definitions, 
we will summarize the most important ones in the following. Neuromarketing can be seen as a sub-field of 
neuroeconomics, and therewith also of neurosciences, which deals with problems relevant to marketing by 
making use of methods from brain research in managerial practice. Formulated differently by another 
researcher, neuromarketing is the application of neuroscientific methods to analyze and understand human 
behavior in relation to markets and marketing exchanges. Another definition of neuromarketing points to the 
measurement of non-conscious‖ responses of the brain that can only be observed with neuromarketing 
techniques. 
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Since the emergence of the field of Neuromarketing in 2002, its importance is constantly growing and its 
fame is spreading over companies, marketers and advertisers. Although the topic gains increasing attention 
in the medical industry and psychology, this paper will concentrate on the clarification of human behavior by 
the use of neuromarketing and its benefits and drawbacks in the economic sector. 

There is certain evidence suggesting that the brain itself is the main mediator of human behavior, expressed 
emotions and decision-making processes. Additionally, certain evidence shows that in the majority of the 
cases, people are unable to express their reasons for behavior or the reasons for preference of certain things, 
consciously or unconsciously.With this in mind, the argumentation stating that neuroeconomics takes neural 
and physiological processes as the basis for the explanation of consumer behavior, seems justifiable. 
Although neuromarketing is not going to compensate for traditional approaches, there is high evidence that 
emerging tools such as fMRI (functional magnetic resonance imaging) will upgrade the productivity of 
marketing strategies. Since branding and advertising are assumed to have relevant impact on consumer 
preferences for products, it is likely that neuromarketing could contribute and influence these consumer 
preferences by the application of neuromarketing techniques in a positive way. 

Nowadays, with markets overcrowded by numerous similar and yet slightly different products, it became a 
key discipline to constantly innovate and differentiate products, which meet customer needs as good as 
possible. Due to this increased importance of meeting customer needs, and the fact that in the past, is was not 
possible to analyze the underlying mental processes taking place when decisions are made, this objective 
perspective provided by neuromarketing research and neuroscience seems very promising. Additionally, 
approximately 80% of all new products fail within its first three years on the economic market, which 
indicates that there should be made further alignments between newly invented products and actual user 
requirements. Therefore, non-invasive brain-imaging techniques of neuromarketing such as 
psychophysiological tools (e.g., eye tracking, skin conductance) and brain imaging tools (e.g., fMRI, EEG) 
received increasing attention and made it possible to actively make brain observations during the execution 
of certain tasks, which provides marketers with additional inside information about consumers. 

The issue of the effects of neuromarketing for companies and society is important since it is assumed that 
there is potential to discover implicit and automatic processes which determine the decision making process, 
and that it will reveal secret information about consumer behavior which was not obtainable by the 
traditional marketing methods. Although there are also critical arguments against neuromarkerting’s 
intervention into the privacy of customers, it is expected that with this method, more effective customer 
segmentation can be carried out, which in turn leads to improved marketing of products by considering 
individual product and brand preferences as well as consumer behavior in general. 

THEORETICAL FRAMEWORK 

Due to a lack of appropriate theoretical models in the currently available literature, the present report 
suggests a new model that considers the entire range of all relevant marketing inputs appropriately to the 
current development of the topic of neuromarketing and its era.  

As can be seen in figure 14, the theoretical framework ―Neuromarketing‘s possible influence on marketing 
tools may result in improved marketing performance‖ considers the influence of neuromarketing on the 
marketing inputs (1) consumer buying behavior, (2) advertising, (3) pricing, (4) new product development, 
(5) communication, (6) distribution of products, (7) branding and (8) decision-making and assumes that this 
will lead to improved marketing performance. The results will be presented in the discussion and can be 
found in figure 15. 

As I have done the hypothetical structure ―Neuromarketing's conceivable impact on advertising apparatuses 
may bring about enhanced showcasing performance‖ considers the impact of neuromarketing on the 
promoting inputs that is, communication, new product development, branding, advertising, consumer buying 
behavior, pricing, decision-making and distribution of products and expect that this will prompt enhanced 
showcasing execution. The outcomes will be introduced in the talk and can be found in figure 15. 
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LITERATURE REVIEW 

Venkatraman et al. (2015) state that the last decade has seen a huge increase in the use of neurophysiological 
methods to better understand marketing phenomena among academics and professionals.However, the value 
of these methods on predicting advertising success remains underexplored. Using a single experimental 
protocol to evaluate subjects’ responses to 30-second TV ads, the authors used methods of traditional and 
implicit self-reports, eye tracking, biometrics, EEG, and fMRI. As a result, they observed that the activity in 
the ventral striatum is the strongest real world predictor. 

Plassmann et al. (2015) point out that for the neuroscience field to prosper, the current focus on basic 
scientific research should be extended to the theory and practice of marketing, stating that neuroscience may 
become an important addition to marketing research and practice. 

The word ‘‘Neuromarketing’’ (NM) is a recently developed concept. The Economist (2004) credits Jerry 
Zaltman with proposing the union of brain-imaging technology with marketing in the late 1990s.When the 
Atlanta based marketing firm, BrightHouse, opened a Neuromarketing division in 2001, the synthesis of 
various related techniques of neuroscience and marketing started to attract scientists, businessmen, and 
journalists on one platform. Initially, the whole research was kept confidential and continued in collaboration 
with selected companies (L-mart, Coca-Cola, Levi-Strauss, Delta Airlines, Ford etc.) interested in the 
possible outcome of Neuromarketing. 

Neuromarketing is defined as a new branch of marketing that makes use of technology to determine a 
consumer’s internal, subconscious reaction to products and brand names in order to plan effective marketing 
strategies. Based on the resultant techniques derived from neurosciences better identification and 
understanding of cerebral mechanisms fundamental to consumer’s behaviour is possible. This is helpful in 
the prospect of increasing the efficiency of the commercial actions of companies. 

Neuromarketing is a branch of the general field of neuroeconomics, which is an interdisciplinary field that 
combines economics, neuroscience and psychology, to study the functioning of the brain in decision-making 
situations (Kenning and Plassmann 2005). 

Neuroscience intends to gather knowledge about the structure and function of the brain. A specific branch of 
neuroscience is cognitive neuroscience that attempts to understand the neural mechanisms behind processes 
like reasoning, emoting, memory, decision making, and so on. This field when applied in marketing can help 
in brand positioning, hierarchy of effects, and brand loyalty (Perrachione and Perrachione 2008). Using 
techniques and advancements in neuroscience, researchers can now obtain information about human brain’s 
response to marketing stimuli (P. Renvoisé and Morin 2007), without simply relying on subjective reports 
given by the participant (Hubert and Kenning 2008; Murphy, Illes et al. 2008). 

Reimann et al. (2012), in three experiments, provide new clues about brand by studying the psychological 
and physiological mechanisms of how consumers relate to their preferred brands. The authors used three 
different methods to measure the relationship between consumers and brands, such as experimental studies, 
skin conductance responses, and fMRI. The results propose that emotional arousal decreases as the consumer 
uses the brand over time, in comparison with the relationship the consumer has with another brand that is not 
of their preference. In addition, the authors discuss that the integration of psychological and 
neuropsychological measures and concepts sheds new light on the unique characteristics of the relationship 
between consumers and brands. 

To Reimann et al. (2011), although the psychology field is going through a massive change towards the use 
of fMRI, the application of this methodology on consumer behaviour research is relatively new. The research 
developed by the authors highlights the characteristics that make fMRI an interesting method to consumer 
and marketing research. Moreover, the advantages and limitations of illustrating the proposed procedures are 
discussed with an applied study, which investigates loss aversion when buying and selling of regular 
products. The results reveal a significantly stronger activation in the amygdala, as consumers seek to 
estimate selling price in relation to the purchase price, suggesting that loss aversion is associated with the 
processing of negative emotions. 
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Plassmann et al. (2011) discuss neuroscience application to marketing, in particular to consumer psychology. 
Thus, through a qualitative study, they show a general view, stating that consumer psychology studies may 
integrate the results and concepts of neuroscience without actually applying neuroscientific methods. They 
stress that this approach is of great potential for the development of an interdisciplinary understanding of 
how consumers make decisions and may provide a significant improvement to the knowledge of their 
preferences. Thus, by creating such debate, the authors handle the applicability of neuroscience study 
techniques on neuromarketing by an ethic perspective. 

Ariely and Berns (2010) indicate a few other areas where neuromarketing could have a considerable role, 
particularly in the stage of designing a product/service:  

Food – A high potential of neuromarketing lies in designing food and juices, which could be created in line 
with the taste and desire of consumers. As the perception of a product is achieved under the influence of a set 
of factors such as taste, scent, texture, appearance, even sound, which are so complex that even the 
respondents themselves would not be able to explain, the brain scanning technology could be of great help. 
Of course, to make the idea work, we should identify the product dimension (taste, scent, texture) we want to 
analyse, prior to the attempt of maximising the brain response to different variations and dimensions. Such 
methods could be used in food production in order to make food more appealing (for example, healthy food 
or food for children). However, some researchers point out a disadvantage of this approach – and this is a 
potential possibility of creating "super food" – so tasty that almost no one could resist it. This is likely to 
result in obesity, health issues, and threatened free will of consumers.  

Entertainment – This is an area where neuromarketing has not been enough active yet. The area surely has a 
large potential. If we know that making an average high-budget Hollywood movie costs approximately 100 
million dollars, plus additional 100 million dollars needed for marketing, the potential value of 
neuromarketing in the film industry is obvious. One of the mitigating circumstances is the fact that, apart 
from a still image, a movie is the easiest "product" to be presented and examined by fMRI scanners. 
Neuromarketing research can be designed in such a way that the respondents are given an opportunity to 
watch two versions of a movie. After comparing the brain images, the version, which stimulated more 
activity in the desired brain areas, can be released into movie theatres.  

Architecture – This is certainly an interesting and atypical area for using neuromarketing. Some studies using 
human brain scanning during driving or orientation within buildings have already been conducted in order to 
produce information on how to design buildings (for accommodation or public use), which would be easier 
for their users to find their way around. This idea has a great potential and is very useful from the social 
point of view, especially if we apply it to designing and building facilities such as, for example, old people's 
homes in order to compensate for the loss of memory experienced by their users, due to their age or the 
Alzheimer's disease. Politics – It seems that politics is omnipresent, including the neuromarketing. This is 
another interesting area requiring huge funds, which could benefit from the introduction of neuromarketing 
techniques and methods. According to the data provided by Federal Election Commission8, the cost of the 
US presidential campaign amounted to 1.6 billion dollars in 2008. If we observe political candidates in the 
context of marketing, they are "goods" that should be "sold" to voters. Candidates and their campaigns 
operate in two stages – before and after the "image designing". Neuromarketing could be used before 
"designing" when these candidates, their messages and the nature of campaign could be better designed 
owing to previous neuromarketing research. A neuromarketing research performed by The New York Times 
showed in what way the different brain areas respond to various people and policies. This, however, raises 
the issue of manipulating people in the political marketing, but if neuromarketing is used for promoting the 
messages of the general public interest (e.g. in anti-drug and anti-alcohol campaigns aimed at young 
populations) or for promoting humanitarian campaigns, its benefits to general public are unquestionable.  

These and similar areas of possible neuromarketing application indicate that neuromarketing and 
neuromarketing research do not necessarily have to be focused only on commercial activities, but can serve 
well for the benefit of a wider community. These studies may indicate the right course the neuromarketing 
should take in the future. These ways of using neuromarketing could reduce negative connotations that are 
frequently undeservingly associated with neuromarketing.   
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Ariely and Berns (2010) assume that the brain scanning techniques can provide indications regarding the 
basic preferences of an individual, which are more accurate than the data gathered by standard market 
research as these data are subject to prejudice due to a subjective approach to values. If this is true, the 
concepts and prototypes of the products could be quickly tested and the products, which are not “promising”, 
could be eliminated. This would result in a more efficient allocation of resources that could be used only for 
"promising" products. Moreover, they question the essential advantage of neuromarketing – detecting hidden 
information. Namely, they claim that very little is known about the connections between the brain's activity 
and the expressed preference. Likewise, they wonder whether a neuronal signal that is measured during or 
just before the decision is made can be a good indicator of satisfaction or reward in the time of spending. 
Furthermore, they question the return on investment of these researches compared to "classical" methods. An 
average cost of scanning is about 500 dollars per hour. However, the real scanning costs are much lower as 
75% of the total costs refer to personnel and overheads.  

Dietvorst et al. (2009) developed a new scale theory to measure the interpersonal metalizing skills of 
salespeople – that is, the ability salespeople have to ‘read the consumer’s mind’ in the sense of recognizing 
customer intentionality and processing interpersonal subtle cues, thus adjusting volitions accordingly. 
Derived from researches about autism and neuroscience, the authors developed a model of brain functioning 
that shows the differences between interpersonal mentalists (salespeople that read the mind) with more skills 
and the ones with less skill. The authors establish convergent, discriminant, concurrent, predictive, and 
nomological validation measures of the scale using four methods in four separate studies: confirmatory 
factor analysis, structural equation models, multitrait-multimethod matrix procedures, and fMRI. The study 
is innovative for testing the validity of measures of a scale using procedures from neuroscience, and not only 
traditional ones. 
Sar (2009) states that, given the fact that the marketing balances between the products/services the marketing 
experts want to sell and the consumers' desires and needs, it is of paramount importance for marketing 
experts to know and understand consumers. In the "traditional" marketing these attempts would use the form 
of interviews, focus groups, research, observations… Even though these methods are very useful and usable, 
they have a pronounced shortcoming: they are not enough precise and accurate. The most frequent reason for 
their insufficient accuracy lies in respondents and their inaccurate/untrue responses. Neuroscientists who 
found out that “what people say is often contradictory to the activities of the human brain” discovered the 
reason of their insufficient accuracy. To put it more straightforwardly, what we say and what our brain says 
are two different things.  
As per Lindstorm (2009), 10 million cigarettes are sold every minute. Dr. Calvert researched as to why 
people purchase cigarettes even though the warning is visible to them. To find out the discrepancies, he not 
only surveyed but used the technique of Neuroimaging to understand the thought processes bubbling within 
the brain. 
During the survey most of the participants indicated that warning message definitely acts as deterrent. On the 
contrary the brain imaging (fMRI) findings suggested that the brain did not focus much on warning labels 
and failed to deter the use of the cigarettes. This finding was surprising to many people including 
participants. It also raised the question of money spent on warning messages. 
All of us can recollect the burning sensation when shampoo would go in our eyes. It was very common in 
childhood and is still frequent in little children. That is why many brands of kid shampoos still highlight this 
feature as opposed to other in their advertisements. 
Murphy et al. (2008) propose the application of a code of ethics by the neuromarketing industry. The 
objective of this code of ethics is to promote research and development, entrepreneurship, and profitable 
company to the beneficiary, as well as non-harmful use of neuroimaging technology at all stages of 
development, implementation, and promotion. These codes must be discussed in the neuromarketing 
research academic community, by independent researchers that work on the neural correlates field of study 
for decision-making, social behaviour, consumer preference, and neuroethics. 
Wilson et al. (2008) state that today's MRI5 machines are large, noisy and expensive, but they also say that 
our computers were the same forty years ago. They claim that these machines will likely continue to develop 
and eventually become small and portable (just like today's computers).  
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Ethics is certainly one of the most common concerns related to neuromarketing and its techniques and 
methods. There is concern about finding the information, which could be used for creating such marketing 
campaigns that would be impossible to ignore and refuse. Besides, there is concern that marketing will use 
the brain scanning techniques in a way that privacy will be invaded to an extent, which is completely 
unacceptable.  
Apart from these negative connotations related to neuromarketing and its methods and techniques, there are a 
number of authors who claim that a comprehensive approach such as neuromarketing can only create better 
connections and understanding between supply and demand. The first and the basic advantage emphasised 
by many authors is exactly the possibility of detecting hidden information. The use of neuromarketing could 
help buyers and marketing experts to understand each other better, but also to understand better the products 
they want, which leads to a win/win6 situation for both sides. 
Schull (2008) writes about an interesting research that Martin Lindstrom carried out using the 
neuromarketing methods and techniques. The research proved that warnings on cigarette packets such as 
"smoking kills" or "smoking can cause a slow and painful death", at a sub-conscious level, trigger activities 
in the brain area that are "in charge of" desire and addiction, in such a way that these activities overcome the 
activities and the influence of the conscious and rational thinking that smoking is bad for health.  
RESEARCH METHODOLOGY 

Objectives Of The Study 
 To understand the concept of neuromarketing 

 To understand and analyze the effective influence of neuroscience on various marketing inputs, that are 
communication, new product development, branding, advertising, consumer buying behavior, pricing, 
decision-making and distribution of products. 

 To know how much the neuroscience tools, which are used for marketing issues are ethically justifiable. 

NEUROMARKETING TECHNIQUES 

1. Body Language  
One should keep in mind that outside reflexes are activities originated in the body, which are hardly 
suppressible and basically reflect persons‘ emotions. An analysis of these biological reflexes such as body 
language can offer access to the brain, just as an fMRI scanner. The main difference though is that with body 
language, one is concerned with the non-verbal communication, or more specifically, with the contraction or 
relaxation of muscles. The amount of communication taking place via body language is oftentimes 
underestimated, since an immense amount of communication is actually expressed by this. Body language, 
as a form of non-verbal communication, can be expressed in form of conscious or unconscious ways, 
specifically in gestures, mimic, posture and other body movements. It is considered to have a key impact on 
the actual statement being made. Obviously, in order to analyze body language, no devices are necessary and 
therewith the procedure is extremely simplified. 

2. Facial Coding  
Facial coding is a specialized form of body language where facial expressions are systematized and coupled 
to emotions of a human being. An important researcher of this method is Dan Hill, who established 24 
combinations of muscle movements, which can be traced back to seven basic emotions. The method is said 
to be universally applicable since researcher Darwin found out that people from different nations actually 
have the same inherent facial expressions. Well-known business case examples are Toyota and Capital One, 
since they are extensively making use of facial coding as an analysis of consumer behavior. Further Dutch 
companies who are experienced in using this method are for instance C1000 and KPN. In practical terms, 
test persons are basically confronted with the stimulus while at the same time their facial expression is 
determined, interpreted and analyzed. During that procedure, the test person is aware of the fact that he/she is 
being observed. 

3. Eye Tracking 
The final form of the discussed outside reflexes is the eye-tracking method giving inside information about 
internal brain activity that is a non-suppressible reflex. The method itself is not new to the world, since it was 
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already executed during the 1980's for relatively simple methods. Nowadays, the entire eye-tracking process 
is computer-controlled, and therewith the range of possibilities is enlarged. The method is relatively easy to 
apply to commercials, mailings, webpages and online games, since with these things it is easy to track what a 
person actually sees and to which things he/she pays special attention. The chronological order in which 
things are being looked at can be determined as well. However, there is one difficulty with the analysis of the 
method. In the specific case when the eyes fix a certain point for a longer time period, there are two different 
interpretations than can be made. On the one hand, one can assume that the person has to focus a spot for a 
longer time period because it is not directly understandable. On the other hand, it could be possible that a 
person looks more intensively because he/she is so attracted to it. The eye tracking method cannot 
differentiate between these two ways of looking at something. 

4. EEG 
EEG is the abbreviation for Electroencephalography, which means an electrical reproduction of brain 
activity. Although the technique of EEG is a relatively old method, it is still considered to be an appropriate 
way to measure changes in the electrical field in certain brain regions. It makes use of numerous electrodes 
attached to the skull that recognize electronic signals which represent current brain activity. Usually a short-
period recording of approximately 20 to 40 minutes can be made. The responsible cells for all our cognitive 
responses are called neurons. Therefrom, every human being has more than 100 billion at its command, 
which are interconnected with trillions of synapses. These neurons have relatively long extensions where 
electricity runs through. Therefore, if a certain stimulus like advertising is presented, neurons fire some 
electric current that can be perceived by the EEG. Put differently, if multiple neurons are "communicating" 
to a certain spot, more electricity is produced than normal, which can ultimately be measured with the EEG 
on the scalp. If upon that, neurological knowledge is applied, the recognized electricity can be attached to 
certain function-areas in the brain, which in turn can provide relevant insights to marketing. In practical 
terms, a researcher can simply put on the electrodes attached to a helmet or cap on a person‘s head, and then 
present certain products or services from which the attractiveness in form of brain activity can ultimately be 
measured and recorded. An advantage of the method is that EEG is very precise in regard to timing since its 
temporal resolution is in milliseconds. Therewith, short neural activity can be easily detected. Additionally, 
one should keep in mind that the equipment necessary to carry out an EEG measurement is relatively light 
and portable, which facilitates the act of measurement. Thus, the person being studied is not being stressed 
during the measurement since he/she can move freely, although the measurement will mostly take place in a 
laboratory. A drawback of this method is that with using EEG, undesired electronic activities in the brain, 
which one does not want to measure, will be recorded. Therefore, the spatial resolution is relatively 
imprecise (approximately precise to one centimeter), which can be increased by the number of electrodes 
attached to the skull. These disturbances have to be filtered out at the end. An effective method can be also to 
combine the EEG method with the eye tracking method, since then brain activities can be recorded more 
specifically. 

5. FMRI 
The term MRI stands for 'magnetic resonance imaging' and basically describes a tool, which makes an 
anatomic representation of the brain by making use of magnets. An MRI scanner is used to measure the 
blood oxygen level, which can give an indication of increased brain activity in certain regions. The 
measurement works as follows: The magnetic field is able to recognize the blood oxygen content in the 
brain. Therefore, if neural activity in a certain brain area is increasing, the oxygen-rich blood increases too 
because oxygen is required by the brain to work.  

A sub area of MRI, and also the latest and most popular brain imaging method in the field of neuromarketing 
used for investigation of brain activation differences is the so called ―fMRI‖, where the f stands for 
'functional', indicating that it is a process instead of a snapshot being observed. The method became 
practicable during the 1990‘s and enabled scientists‘ insights into the human brain, which was until then 
some kind of a black box. Simply speaking, it displays the blood flow of oxygen-rich blood to different 
regions in the brain in order to explore human behaviour.  

FMRI is a form of non-invasive neuroimaging technology that is primarily used for marketing purposes. The 
interest in it has increased enormously during the past years since it makes it possible to isolate certain 
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systems of neurons that are connected with specific functions of the brain. This isolation of the neural system 
is a highly complex task and is only facilitated by todays advanced technology. 

If a stimulus is presented to a person, the fMRI method is able to recognize an increase in oxygen-rich blood 
in certain regions, which indicates increased activity in a certain brain region. Due to the fact that oxygenated 
blood has distinct magnetic waves compared to deoxygenated blood, this difference can be picked up in form 
of a signal by the fMRI scanner.  

Therefore, during an fMRI experiment, there is first a brain scan made at a persons ―rest condition‖ or when 
there is no stimulus being presented. Afterwards, a stimulus is presented for instance in form of an 
advertisement which in turn activates certain brain areas and increases the oxygen-rich blood flow to certain 
regions being recognized by the fMRI. An fMRI brain scanner costs approximately $US 2.5 million to buy, 
and approximately $US 1000 to rent per hour. Furthermore, Moore states that an average neuromarketing 
study with an fMRI costs between $94,000 and $188,000, which is only somewhat more expensive than 
conventional methods.  

A famous example where this method was used is ―The Pepsi Paradox, where participants were initially 
presented with the blind taste test, where two glasses were offered without knowing if Coke or Pepsi is 
inside. Within this blind taste test, the majority of participants decided that the Pepsi drink is the more 
delicious one. Afterwards, participants were informed about the contents brand, and then activation in the 
―thinking part‖ of the brain is recognized since the participant remembers the attractive Coke 
advertisements, which finally drives him to choose for the Coke drink as the more delicious drink. 

6. MEG 
The Magnetoencephalography is a similar non-invasive procedure in order to investigate neural activity. 
During the past years this procedure also gained increasingly more attention and is closely related to the EEG 
method. While the method of EEG conducts the local voltage fluctuations on the scalp, the MEG captures 
the magnetic fields of neural activity. This method is frequently used in the neurosurgery since it enables the 
identification of recreation processes after injuries, and therewith the success of treatment. In the practical 
measurement, highly sensitive SQUID-detectors are used, while actions are being taken to eliminate fields of 
interference. Spectrums of sensors, which are shaped like a cylinder, monitor the magnetic field of the test-
persons skull. Therewith, the location and intensity of brain activity in different regions can be determined. 
Although the methods of MEG and EEG both have excellent time resolution, MEG has a better spatial 
resolution than the EEG method. Nevertheless, one should still keep in mind that this technology, as well as 
the EEG and the fMRI technology, are very cost intensive. 

DATA ANALYSIS 

Content Analysis Of Neuromarketing Influence On Various Marketing Inputs 
The qualitative research technique neuromarketing – the implementation of neuroscience techniques to 
marketing - delivers enormous benefits compared to traditional marketing approaches. Therefore, the 
following relevant marketing tools will be considered in further detail and while it will be evaluated if 
neuromarketing techniques turn out to be useful in regard to consumer behavior. Finally one ends up with a 
clearly structured overview stating which marketing tools are effectively influenced by neuromarketing. 
1. Neuromarketing on Consumer Buying behavior  
Beginning with the influence of neuromarketing on the marketing tool Consumer Buying behavior, the 
following statements can be made. Due to the fact that dazzling representations of products are growing 
constantly, an in-depth analysis, specifically by the use of neuromarketing techniques, of consumer-buying 
behavior can be advantageous. However, there are certain things that need consideration. First of all, it is 
significant that consumers are mostly not able to phrase their desires and needs when asked explicitly, which 
is why it is assumed that the brain itself encloses internal information, which could elucidate true desires and 
needs. If this knowledge would be available, the buying behavior of people could most likely be influenced 
and the disadvantage in regard to the cost aspect of neuromarketing aspects would be outweighed by the 
advantage of the internal information delivered. Therefore, neuromarketing techniques are a perfect 
opportunity. Neuromarketing uses the latest advances in brain scanning to learn more about the mental 
processes behind customer purchasing decisions‖. The critical statement about a ―buy button in the brain, 
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which would in theory be able to determine the buying behavior of consumers by activating the brain area 
responsible for making the final decision, can herewith be denied since all neural and cognitive processes 
connected with buying decisions are influenced by several factors, or so called multi factors, and thus cannot 
be reduced to one single area. Finally, one can say that neuromarketing methods in general, and especially in 
regard to consumer buying behavior, can measure significant influences, and its results can be used as a 
template for future analysis or product development. 
2. Neuromarketing on Advertising  
Taking the influence of neuromarketing on the marketing tool advertising into account, one should consider 
the following viewpoints. The way of presentation of certain decisions made by for instance role models in 
an advertisement can have tremendous effects on the actual decision being made by a consumer. Therefore, 
the topic of advertisement and product presentation to consumers on the market are becoming increasingly 
relevant. Since the effects of advertising are not very well understood yet, neuromarketing and specifically 
neuroimaging techniques are considered to be an exiting and helpful instrument for marketers.  
A recent study by elaborated upon the attractiveness of an advertisement and its correlated activation of brain 
areas. By making use of neuromarketing tools, they figured out that more attractive advertisements activate 
the ventromedial prefrontal cortex and the ventral striatum, which are responsible for emotions in the 
decision-making process and the cognition of rewards. These brain regions were not activated when a less 
attractive advertisement was presented. This indicates that by making use of neuromarketing techniques, it is 
possible to find out if an advertisement is perceived to be attractive or not, and therewith figure out its 
effectiveness. Furthermore, in their study, it was detected that advertisements were increasingly remembered 
if they were either very attractive or very unattractive. Additionally, positive facial expressions are crucial 
and highly necessary in order to produce an advertisement, which is attractive to consumers. The 
presentation of emotional images in advertisements is also indicators, which support the remembering 
process of advertisements. However, taking all the presented information into account, we suggest that 
neuromarketing can have an effective and positive influence on advertising when applied properly. Since 
with the background knowledge about which brain areas are responsible for which thoughts and activities in 
the brain plus the technical analysis showing which brain areas are activated, very informative knowledge 
can be gained. Thus, when presenting an advertisement to a test person and applying neuromarketing 
techniques such as fMRI or EEG, it is very realistic to end up with information indicating if an advertisement 
is appealing or not. Although by making use of this method you are not able to determine for certain if a 
consumer will make the buying decision, one can try to make advertisements as attractive as possible by 
making use of neuromarketing techniques and therewith enhancing the buying decision in a positive way. 
Concluding, one can say that if advertisers have the power to determine which images cause which responses 
in the medial prefrontal cortex, it should enable advertisers to increase sales by making use of this method. 
3. Neuromarketing on Pricing  
Coming to the influence of neuromarketing on pricing, there are several different scientific literatures that 
should be taken into account. Since pricing is a key indicator in regard to the presentation of a product and its 
appearance to consumers, there are several existing marketing researches exploring its effect on consumers. 
Price is an important indicator in regard to the decision-making process because in a decision, mostly, costs 
are evaluated against benefits. Therefore, it can also be the case that consumers are being misled by higher 
prices since they simply expect higher quality, although this might not always be the case.  

In order to set prices of products appropriately, it is helpful to know their ―willingness to pay‖, which means 
the maximum price that a consumer is ready to invest in exchange for a certain product or service. However, 
there is a problem with the expression of this willingness to pay. Specifically, it is proven that consumers are 
relatively often not in the position to retrieve prices of certain products and, maybe more important, not in 
the position to exactly determine how much they would be willing to pay for certain products. On basis of 
that, one can argue that the application of neuromarketing techniques can be very helpful in order to 
determine consumers‘ willingness to pay and marketers can, upon that, adjust prices accordingly. 
Confronting test persons with products and a choice of different prices can do this. One can then ask which 
of the presented prices would represent the maximum willingness to pay and analyze the brain activities 
going on in addition. When analyzing the brain activity, one sees if there are rather regions of pain or 
happiness being activated. 



 

 

 
Business Perspectives in Emerging Markets: Business Management Cases  

    130 

4. Neuromarketing on New Product Development  
Concerning neuromarketing’s influence on the marketing tool new product development, one can state that 
the effectiveness might be more limited. The techniques of neuromarketing are more appropriate when 
considering the product experience itself, and not decisions prior to the actual design of the product. In other 
words, it is assumed that no valid results can be elaborated prior to the product development. Therefore, it is 
suggested to make use of alternative methods when developing new products. However, when considering 
the study of Calvert and Brammer, the argumentation looks quite different. Specifically, in their study it is 
stated that due to the fact that fMRI can filter information effectively, this method could be applied in the 
process of pretest and development of new products, as it would disclose internal information. When 
considering both argumentations, the paper suggests that, although neuromarketing techniques can be 
effective, they might not be the best way to develop new products, as they are more appropriate for final 
product testing. Rather, methods like the SWOT analysis, which identifies strengths, weaknesses, 
opportunities and threats of products and markets can be seen as a more appropriate method to consider new 
product development. 

5. Neuromarketing on Communication  
Next, neuromarketing’s influence on communication will be evaluated. Due to a lack of explicit literature 
concerning this topic, some argumentation is based on logical thinking. Since body language and facial 
expressions can also be described as non-verbal communication, one can state that these non-verbal 
expressions of human beings can definitely be analyzed by neuromarketing methods, specifically by the 
outside reflexes ―body language. However, as stated earlier, these measurements are not as accurate as for 
instance fMRI measures or EEG measures. Therefore, one can suggest that verbal communication as such 
will not be highly influenced by neuromarketing measurements since the statements expressed verbally do 
not need neuromarketing analysis, but can be analyzed in the traditional way. 

4.1.6 Neuromarketing on Distribution of Products  
Coming to neuromarketing’s influence on the distribution of products, it can be argued that with the help of 
neuromarketing techniques such as eye tracking, body language, EEG or fMRI, relevant internal information 
can be obtained in regard to that. A specific example concerning decision-making and the distribution of 
products and its analysis by neuromarketing techniques is the top-shelf example. Within this example, it is 
stated that the only products, which are actually evaluated by consumers are the ones on the top shelves in 
stores. This is because top locations are known to attract more attention and are therewith more likely to be 
chosen by buyers. When consumers would for instance go grocery shopping, one can simply attach an EEG 
cap to their heads and follow their ways through the supermarket, as well as perform eye tracking. All of this 
could at the end be analyzed and is likely to deliver detailed information about the decision-making process 
of people. This experiment cannot be only carried out in real shops, but can also be applied to online shops.  

7. Neuromarketing on branding  
In the following, the influence of neuromarketing on branding will be considered. First of all it is important 
to remember that branding and loyalty of consumers to their preferred brands is interconnected with intense 
emotions in the decision making process compared to other brands. Customers are likely to act loyal to their 
preferred brand. Specifically, the study by Bechara and Damasio showed that only the most favorite brand 
could generate emotions that can influence the decision-making process, which is called the ―winner-take-
all‖ effect. Therefore, the branding process and a brand in general is an important aspect of a marketing 
strategy and should be dealt with respectfully by marketers. As studies in regard to brand with the fMRI 
showed, there is a compelling difference in brain activity between common brands and preferred brands.  
So, one can state that by making use of fMRI, EEG or MEG techniques, it should be possible for marketers 
to figure out which brain areas are being activated when products from certain brands are being presented, 
and in how far these brands influence the decision-making process in general. Since this branding issue has 
tremendous effects on the final decision making of a consumer and can highly influence it although 
qualitative or price issues might be worse than with neutral brands, it can be advised to intensify the 
application of neuromarketing methods to the branding in order to improve and perfect the representation of 
a certain brand. All in all, neural activity can be applied in regard to brand familiarity and product 
preference. Put differently; argue that brands can operate as intuitive and hidden apprehensions that have an 
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effect on the decision-making process although the test persons even started to think about the strengths and 
weaknesses of a product.  

8. Neuromarketing on decision-making  
Coming to the influence of neuromarketing on the decision-making process made by human beings, there are 
numerous literatures, which should be considered. First of all, it is important to exactly define what decision-
making means. According to Rangel, there are five different stages in decision making, namely (a) 
identifying the decision problem; (b) weighing the possible choices; (c) making a decision based upon the 
evaluation of the choices available; (d) after carrying out the decision, consider the resulting consequences; 
and (e) learn from the decision-making process in order to make better decisions in the future. This decision-
making as described above is a marketing tool, which can be analyzed by the neuromarketing technique 
fMRI. It is argued that the decision-making process is highly influenced by the integration of emotions, 
which oftentimes can provide one with additional information. Still, several researches prove that the use of 
neuromarketing techniques is able to analyze the decision making process. In order to evaluate if a decision 
might be positive or negative, the ventromedial prefrontal cortex and the striatum are the brain regions which 
are claimed and which, in turn, can be analyzed by certain neuromarketing techniques such as fMRI or EEG. 
Specifically, argue that the actual final decision depends on the overall evaluation of gain and loss in value 
before and after the decision has been made. Common anxiety in regard to that is the fact that there are 
certain argumentations that this evaluation and free decision-making can be manipulated.  

9. Neuromarketing on product design  
Let us finally consider the influence of neuromarketing on product design. The design of a product and its 
presentation in a store or by packaging are first images which consumers perceive. Therefore, the design of a 
product itself as well as its representation should be considered carefully and developed in detail. Since 
neuromarketing tools like fMRI and EEG can specifically detect which brain regions are activated in certain 
points of time, these tools are seen to be highly useful when thinking about the product design. Several 
different designs of products can be presented to a consumer and the brain can analyze which of these 
products ensures the most positive effects in the brain. Since this process is taking place unconsciously in the 
brain, its reliability is higher than when respondents are simply giving verbal descriptions of their 
preferences. It can always be the case that the expressions of consumers do not correspond to their actual 
desires and preferences. In a study, it was found that an attractive and aesthetic representation of a product in 
form of its design or its packaging compellingly does increase the activation of the nucleus accumbens and 
the ventromedial pre frontal cortex, which are responsible for emotions in the decision-making process and 
the cognition of rewards. FMRI and EEG are the only methods capable of perceiving these activations. 
Therewith, we can conclude that the application of neuromarketing techniques in order to influence the 
effectiveness of the present marketing tool pricing can be highly effective when applied appropriately. 

FINDINGS & RECOMMENDATIONS 

Findings 
In the present paper, we have provided a detailed overview of what neuromarketing is, explained the 
technical components in detail and evaluated upon the influence of neuromarketing on the eight most 
relevant marketing inputs. There were several knowledge discoveries made during the development of the 
paper, from which the most important ones will be summarized again.  

The implementation of neuromarketing and neuroscientific techniques resulted in the attainment of more 
objective results than without these techniques, which are expected to reveal unknown internal information 
about human behavior in general. By making use of neuromarketing techniques, marketers can analyze the 
effects of consumer buying behavior, advertising, pricing, distribution of products and decision making on a 
much more scientific basis by evaluating upon the test person as well as the marketing input itself. 
Neuromarketing itself is frequently described as a tool to determine internal unknown ―secrets‖ of the 
human brain by making use of imaging technology. This can be influenced by the fact that researchers 
increasingly pay attention to emotions and unconscious processes that influence human behavior, and that 
argumentations and ways of reasoning cannot be regarded as rational anymore. Additionally, the prefrontal 
cortex has been established to be the most important region in the brain in regard to the research of 
neuromarketing since in that area, conscious processes as well as emotions are taking place. All in all, one 
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can say that if the ethical aspect is taken care of by executing neuromarketing activities in an ethically 
correct way, it can be argued that the emergence of neuromarketing creates a win-win situation for marketers 
and consumers at the same time. Marketers can gain internal information which leads to better product 
commercialization and customers are provided with more customized products. The method combines the 
commercial part of economics with the psychological part of neuroscience. 
Recommendations 
After the in-depth evaluation of neuromarketing’s influence on the eight-presented marketing inputs, it 
became explicit that not all of the aforementioned marketing inputs can profit from neuromarketing. Namely, 
as can be seen in Figure 15 (see Appendix), the marketing inputs where actual potential can be seen when 
considering the influence of neuromarketing are consumer buying behavior, advertising, pricing, distribution 
of products, branding and decision-making. In the areas new product development, communication, branding 
and product design, no perceivable effects could be extracted on basis of our literature review analysis.  
LIMITATIONS 
Next to all the advantages and new insights, which the current literature review presented, there are 
obviously certain limitations that should be considered.  
First of all, the time aspect restricts the dimension of the study. Since the timeframe from the very beginning 
to the presentation of the results is restricted to a maximum of ten weeks in total, there is obviously very 
limited time in which all the literature has to be found, scanned and read, relevant information has to be 
selected and, based upon that, a new piece of scientific literature has to be created. This is also the reason 
why the topic of neuromarketing is not being researched by making an empirical study, but rather a review of 
relevant existing scientific literature in regard to the topic. An empirical study would also extend the cost 
factor of any bachelor thesis.  
However, the very fact that only already published and thus not new-to-the-world information is being 
investigated, which enormously limits the possibility to actually research the influence of neuromarketing 
when applied to a human being. An empirical research where several human beings are being confronted 
with products and then fMRI or EEG measurements are executed would increase the validity of the study. 
Furthermore, then all the eight discussed marketing inputs could be evaluated upon separately. An additional 
limitation is that we, as students from the Amity University, did not have access to all the existing literature 
about neuromarketing since there are still some journals where we do not get any access.  
FUTURE RESEARCH 
In regard to the future research possibilities of the topic of neuromarketing, one can state the following. First 
of all, one can expect that the costs of the application of neuromarketing techniques are likely to decrease so 
that the possibility to be able to execute actual neuromarketing researches is likely to increase. As stated 
earlier, the research of neuromarketing is still in its infancy and the actual research in that direction has 
basically just started. Since it is expected to clarify the issue of human behavior, research in all directions 
should definitely be continued.  
Furthermore, it is advised to put more importance on the ethical issue of neuromarketing since this basically 
is the main critic in regard to neuromarketing. If this issue can be controlled by an in-depth elaboration of a 
general code of ethics in regard to neuromarketing, which would be globally applied, the concerns of 
consumers and human rights activists could be controlled and the actual research could progress effectively. 
Finally, one can also research in neuroscience in digital marketing and its inputs. 
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Fig-14: Theoretical Framework: Neuromarketing’s possible influence on marketing tools may result in 

improved marketing performance 

 
Fig-15: Theoretical Framework: Neuromarketing’s actual influence on certain marketing tools that 

results in improved marketing performance 


