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ABSTRACT

The duty of preparing the sagacious and capable people for collation with the problems of life and society and 

global problems, which are rapidly in transition and vicissituede, is the major objects of teaching and 

education. It is suitable that the teacher represent the lessons to his students. Also, change their witting in logical 

form and show the way of using the practical form of their experiments and knowledge. To enhance the quality 

of learning, use of educational technology and educational psychology findings.

In this research, the most emphasis is on the methods and the way of students learning. The learning 

process has most value, and if we learn the way of learning we can utilize this skill often and often. In this 

research we handling the effect of presenting and not presenting the advanced organizers in education, based 

on IT. After the evaluate of results, we see that, in addition to reach a good results in students score, they 

became enthusiastic to chemistry lesson and in many cases. They select this lesson as free and complementary 

studies. Our example consists 80 students of grade one in high school which are divided in two groups of testing 

and controlling and the method of research is quasi-testing.

Keywords: Electronical learning, Education based on IT, Advanced organizer, Cognitive theories

INTRODUCTION

In recent years, the discussion of using IT, computers in aspects of education, is emphasizing from educational experts manager. 

This major, transform the classical process of teaching-learning and make a new scramble in different parts of education. Among 

these process, the role of curriculum planners, managers, specially teachers, students are, a key role, the misconception of this 

global phenomenon with rapidly speed in development and complement, make an irreparable loss in educational organization 

and following it, in cultural and social organization. Most people believe the requisite of successful perform of education base on IT, 

depend on the consequence of education and psychology researches and international experiences in liberal art, between the 
[14]

experts are different ideas in how and what circumstances the learning was happened . And from this basis there are different 

theories in learning and the manner of doing it. One of the famous paradigms in these cases is cognitive theory learning. The 

theories of theoreticians such as Piageh Bruner Ausubel and … are consist these paradigms. One of the cognitive theoreticians is 

Daivid Ausubel, who presents the learning theory of “meaningful verbal learning”. In Ausubel’s theory, the meaningful learning 

happen from the relation between the previous and new materials for make a meaningful learning, advance organizers have a 

major role advance organizers are the collection of meaning which on learning materials and before teaching, the details of 

explanation give to the learners, and it’s role is providing a collection of very general meaning which has a little information. The 

theory of cognitive learning:

The cognitive learning theory, consists the Geshtalt, Bruner, and Daivid Ausubel’s theories. These theoreticians know the 

cognitive learning’s a perception and insight. From this view, the new learning of people combine with previous—structure. This 
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people believe that learning is an internal and lasting wave. Man always in life time search his environment and discover the 

relation between phenomenons. Thus this founding, develop lies cognitive structure. From the follower of cog native theory, the 

students are active and curious, from this reason we suggest to teachers that organize the place of teaching in way which the 

students can reach to insight and new founding.

THE THEORY OF COGNITIVE LEARNING

Theory of cognitive learning is the following: Gestalt theory, and David Ausubell. Owners of cognitive learning theory to know, 

learning is from the knowledge, perception, and insight. From the perspective of cognitive theorists, learned a new person is 

combined with his previous cognitive structures. This group believes there are a stream within the floor to learn and permanent. 

Humans throughout their life will search its environment to discover and explore the relationships between phenomena. Based on 

this discovery will expand their cognitive learning. Followers of the cognitive theory of active and curious creatures disciples it is 

recommended to the teachers to organize their learning environment so that students can, achieve insight and new discoveries.

THE THEORY OF MEANINGFUL VERBAL LEARNING

Daivid Ausubel, is one of the preachers of cognitive structure which is named. This theory is meaningful verbal learning and 

gathering for, justify and expressing the materials of verbal learning. In Ausubel’s theory the meaningful learning appear from the 

relation between the previous and new materials. It means that there is a kind of relation between the new materials and cognitive 

structure. This learning entail that, learners learn the previous meaning which can relate to new meaning. When new Screamer 

enters to cognitive structure each one put in suitable place wonder the whole and general materials. And if this path is correct, the 
[8]

meaningful learning is done . But of any pyramids in cognitive structure and any form, we don’t able to connect with previous 

material which was learned. The meaningful learning can’t happen. If it insist by practicing and repeating, and if it is happen the 
[8]

materials learned with psittacine form .

THE PATTERN OF THE ORGANIZER

The theme can be used in teaching a lesson. Creation of such systems in mind, with an overall story that it (the organizer) call begins. 

In other words, the organizers the basis for the concepts associated with the concepts of the past. In this case the student can teach 

all subjects to create an orderly and organized in their mind to it. The pattern of pre-organizing the material studied Is part of the 
[1][2]

overall . Base on the meaningful learning theory, the know ledges which relate to each other in one field are with hypothetical 

plan which is in pyramid form and hierarchically in very economically form, relate to each other and make a cog native structure of 

that field. This theory is based on lessons designed to Below: the broadest, most comprehensive and the most abstract concepts 

and ideas are introduced to the summary, then follow these generalities, gradually more and more detailed sub-topics and the 
 [7]

organizers are strengthened. The main tool of cognitive strengths is to build new Aslaat cause to be created . Advance organizers 

are basic instruments of rigidification in cognitive structure and reinforce the keeping of new in formations. Description of the 
 [7]

organizers is desired of the course content. Also, the integrity of the content before it is learned .

THE RELATION OF COGNITIVE STRUCTURE WITH EDUCATION BASED ON IT

There are some views in cognitive theory which can effect on education base on IT. The scheme or cognitive reticules, the activities 

of obtain a meaning, and actuator of previous knowledge and use a provocative graphic and animation and sounds, are the ways 

that cognitive theory can suggest them in education. Using from software of multimedia which combine text, phones and 

provocative picture that can use to make a creditable and defiance meaning, which interface students in education process in 

addition, we note concisely some cases from guide of cognitive theory in design of education base on IT:

lWhen present a new subject, the technical words should introduce with familiar terms. Avoid to use obscurant and 
[3]

appropriative words until the meaning introduce by basic and familiar terms .

lProvide some elements for students to help them in organizing the information which they want to learn. Start a lesson with a 
[4]

cognitive scheme or web reticule and a list of objects which com do this case .

lIn expedient times use a expanding meaning activity. It is prove that when learners see some negative and positive example 
[14]

with each other, they understand their meaning rapidly .

lOne of the basic elements which is necessary in education content base on IT, is advance organizer. In education base on IT, on 

advance organizer can consist a phonetic file or a text chunk or an assimilating program. We don’t use advance organizer, 
[6]

usually when we use questions in beginning of the lesson to activate the previous knowledge .

lInstead of using questions to activate the previous knowledge, in each curriculum course base on IT, for using the advance 

organizers be sure that one cognitive structure that you present for information, consist the elements which, student learned in 
[5]

previous and can linked the knowledge to them .
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[12]
lKang , in research with the topic on effect of using the advance organizer to amount of the student’s learning in 

computerization simulated environment, shows that, there is a different meaning in amount of learning, between the groups 
[8]

which use advance organizer in education and the groups which not use .
[10]

lFazlullah Yazdani , has studied the effects on pre-organizers facilitate learning and reduce forgetting materials. 

This result is achieved, before making cognitive organizers, the Organization of Learners, stability and clear and gave way 

to keep the contents in memory increases. Also they make that will facilitate learning.
[13]

lFaramarzian  in a study to evaluate the effect of pre-organizer and organized learning materials paid off, it concluded that the 

provision of organizers with materials to increase the students are learning.

THE METHOD OF RESEARCH

This research has been done in real terms and is not practical to monitor all the variables. The experimental and control groups, it is 

not completely random. This study is a quasi-experimental. Therefore, we consider two classes of 20 persons, who trained with IT-

based teaching methods. 4 classes were trained by the researcher (chemistry teacher).

Fig.1 and Fig. 2

Figure 1 : Average GPA and scores of students

In Figure 1 we compare the average GPA of students third year guidance, and science scores, and also scored the first 

diagnostic test First-grade students in high school dress code.

Review of the above chart we find that students did not appear as expected with a good history lesson at the beginning of the 

academic year. For group testing, teaching parts of the first chapter of chemistry to life using the pre-organizers.

For conventional control method, pre-organizers have chosen teaching. In a test of the students were taken, differences were 

observed between the two scores. Figure 2 shows the difference and average scores after running test. In the final test, the first term, 

was the two-part question that was taught with the help of pre-organizers, (eighth grade, using computers and the eighth grade 

without it.) Scores were determined by examining the use of pre-Organizer very useful in any case and learning has improved 

(Fig. 3). Also, students and their parents believed, that is easier, and keep reminding the subjects for students in substantial. This 

approach could help provide quality education. Also, students studying feel satisfied.

Figure 2 : Scores of students using pre-project organizers

Pre-organizing without the use of computer simulations and with the use of computer simulations
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Figure 3 : Test scores in two groups using computer simulations, and without the use of computer simulations.

Figure 3 : Shows the use of computer simulation is effective, as well as a questionnaire for the second time we have been 

students. This time, 49% of students were interested and anxious to participate in a chemistry class. Learned to check the stability of 

both (using a computer without using a computer) at the end of semester, 5 points I have raised the question. Marks the end of term 

test and control groups were collected and showed in Figure 4. Figure 4 shows the use of computer simulation to a stable learning is 

achieved. The comments from colleagues and the fans asked about the results. They confirmed these results. The owners of the 

cognitive theory found learning from the knowledge, understanding and insight to know and found that learning is a continuous 

flow and inside. Learning environment students should be able to organize such a way to reach new insights and discoveries.

Overall, the data reflects the fact. This is a teaching method for satisfying results.

Figure 4 : Average Final Scores.

Advance organizers was the simulated computers which collected or made by researchers the trained people were 80 

students of grade one in high school from two girls high school’s township of Zirab, and consist 4 class of 20 persons which tow 

classes are experiment group and two other classes consider as a control group, and because both school were in one place, so they 

were equal in cultural, economical and social conditions, the time of teaching was lasted about 4 month for the theory of number 

one the experiment made by teacher was wed and for the theory of number 2, the questionary of research was used.

STATISTICAL SOCIETY

All of the students are from grade one in high school in township of zirab, in academic year of 2011. Statistical Society is: All first 

year students in academic year 2011 the average city is underwater. Gauges were used for a hypothesis, achievement test. It is 

appropriate to test questions with instructional objectives, content taught and implemented before the credit is approved by 

experts in chemistry and educational psychologists. For the theory of number 2, from Questioner which has 13 close test, for 

deliberation of liking and attitude of students, the like scale was used which was obtained by the coefficient of krunbakh (over 0.8).

A. Theories of Research:

• using of advance organizers in education of chemistry base on IT, it is operant in increasing the cognitive learning of 

students in this lesson.

• using of advance organizers in teaching chemistry base on IT, it is increasing the liking of student’s proportion to this 

lesson Units.
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FINDINGS SECTION

In this article we see that this method is very efficient. The use of computer simulation created to appeal to the ultimate goal 

(Empowering students to succeed) is very useful. Survey findings show that this hypothesis is confirmed following: Teaching 

methods with a method of organizing efficient and effective in increasing desire and willingness to study and learn chemistry the 

quality of learning. The questionnaire completed by students is summarized below:

1. The interest rate for students in chemistry class at the end of the year increased by 27% since the beginning of the year.

2. 80 students by the use of this method of teaching are satisfied.

3. Most students have had grades in the eye. Study shows use of computers to provide the organizer was very helpful. 

Hypothesis 1 is confirmed by the article. Accordingly, the use of pre-organizer of IT-based teaching chemistry students in this 

course is effective in increasing cognitive learning.

Also, Hypothesis 2 is confirmed by the article "use of a chemistry-based IT training organization in the interest rate over the 

course increased students is approved". Overall, the results showed improvement from the hypothesis that learning chemistry 

course. O ther uncontrolled variables may have influenced the research in this study are not in order. But the important thing is to 

measure the deep and lasting learning another test was made 4 months after the end of the test subjects learned. This test showed 

that people with pre-organizer training saw 65% of learned material. Also, those without he organizers are already trained 57% of 

the subjects were taught. Perhaps related to internal motivation and learning effectiveness is a donor organization. Finally we can 

say that in this way students are motivated to learn, and learning to help each other. Also bring students to new experiences. The 
[12] [10]  [6]  [9]

research results of Kang , Yazdani , Faramarzian , and when Nvgbazy  for confirmation.
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ABSTRACT

Economic development in comman man language can be referred as quantitative and qualitative changes in 

the economy. It may also be referred as a determined action of policy maker and population that promote the 

standard of living and economic health of specific area. It involves development of human, capital 

infrastructure, regional competitiveness, environment sustainability, health, safety, literacy and other 

parameters. The objective of economic development is economic and social well being of people. Whereas 

Sustainable economic development is a pattern of economic growth in which use of resources is to meet 

human need while preserving the environment. Sustainable economic development says that the 

development pattern and cycle of it's nation should be such that resource to be consumed in a way that our 

future generation can also be a part of healthy and strong economic nation. Green Marketing as defined by 

American marketing Association is the marketing of product that are presumed to be environmentally safe. 

Green marketing is a new marketing approach which not only focuses on existing marketing thinking and 

practice but also seek to challenge those approaches and provide a substantially different perspective for 

economic development.

Keywords: Green Marketing, Economic Development, Sustainable Development.

INTRODUCTION

This paper presents a totally different approach on Green Marketing. Economic development has been a challenge for the 

developing economies as their deficit is generally on the negative side. The back bone for this deficit is excessive borrowing. 

Economic development has been explained as quantitative and qualitative changes in the economy. It involves development of 

human, capital infrastructure, regional competitiveness, environment sustainability, health, safety, literacy and other parameters. 

The objective of economic development is economic and social well being of people. Whereas Sustainable economic 

development is a pattern of economic growth in which use of resources is to meet human need while preserving the environment. 

Sustainable economic development says that the development pattern and cycle of its nation should be such that resource to be 

consumed in a way that our future generation can also be a part of healthy and strong economic nation. 

Green Marketing as defined by American marketing Association is the marketing of product that are presumed to be 

environmentally safe. It may also be defined as the study of all efforts to consume, produce, distribute, promote, package, and 
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reclaim products in a manner that is sensitive or responsive to ecological concerns. We described an incremental process by firms 

that evolve in their efforts to pursue green marketing, and we subsequently defined sustainability as development that meets the 

needs of the present without compromising the ability of future generations to meet their own needs. Firms pursue sustainability via 

a triple bottom line perspective focused on achieving economic, relational, and ecological outcomes. Beyond the environmental 

benefits that can accrue from green marketing, several sectors of the global economy benefit from green marketing. Emerging 

economies have potential to curb hunger and poverty by engaging in green marketing. Consumer welfare can benefit, and, 

similarly, corporate strategy can be enhanced by incorporating green marketing practices. Product development, production, and 

the supply chain all have potential to achieve higher levels of triple bottom line performance via green marketing.

Objective of the study: 

Objective of the study is to develop an economy of a developing country by reducing the fiscal deficit and by promoting the 

concept of green marketing. 

Research Methodology

The study is especially in respect of India. The principal method is by producing the products of higher dependency, reducing 

import of those items which directly affect inflation and exporting the goods of strength of a country. Marketing of products which 

are alternatives to scarce resources and which encompasses the concept of green and sustainable development will help in 

reducing the deficit of the state and the country. The paper is a conceptual paper and has assumed that fiscal deficit which is on the 

negative side of developing nations if worked out to improve it, will lead to the development of the economy of the country. Green 

marketing of the products which are scarce and which are strength to the country should be actively produced or exported.

Reducing Import of higher dependency items

Reducing fiscal deficit say Import less, produce more, or Export more. The product of higher dependency if less imported and can 

come into production of a country will reduce deficit. Recent statement by honorable Prime Minister of India Dr. Man Mohan 

Singh said that we import 80 % of our Crude O il requirement. As we all know crude oil is biggest source of inflation movement, the 

moment the price of international crude oil goes up so is the condition in India leading to inflation in other sectors like food which is 

a basic necessity of a common man. If India could reduce this 80% deficit by some point’s margin it will lead to direct liquid cash 

with the country which can be used in other development functions. More over India is divided into 28 states and 7 union 

territories. If each division works on its strength with a cordial support both from the central and the state government, the 

production level of individual state and UT over the alternatives to crude oil can lead to the reduction in import of crude oil which 

will certainly help in maintaining the inflation and deficit leading to the economical more stability. Marketing of these products i.e. 

alternative to petrol, Diesel, PLG at the nation level is important to create awareness which will also lead to generation of 

entrepreneurs. The direct impact of which can also be seen in the decrease in the unemployment ratio. 

Alternatives to petrol

Petrol is used mainly for fuel which is derived from petroleum. The increasing inflation and petrol price has hiked the rates of basics 

amenities. Hence bio fuel or bio gas is taking shape to cater to the needs. The increasing consumption of petrol for multinational 

companies has led to the demand for petrol and petroleum products. Costs of petrol in other parts of the country are cheaper when 

compared to cost in India. The costs of petrol in other countries are between Rs.20 to Rs.35 per liter inclusive of taxes. In India the 

basis cost works out to Rs.17. In Karnataka the central and state taxes contribute to a steep increase in the rate of rs.65 per litre. This 

drastic increase has led to a lookout for the alternative of petroleum. Few alternatives are:

1. Liquid petroleum Gas (LPG) : This is used for domestic as well as for commercial purpose. For domestic purpose the cost of 

LPG is lower than for commercial. It is mainly used for cooking effectively in southern parts of India. It is used in industries as a 

part of production where the LPG which will be costlier. This is one of the substitutes for petrol. The vehicles used for 

transportation by the laymen can utilize LPG and get double the mileage when compared to petrol. This will reduce the 

burden of emptying the pockets for vehicle maintenance.

2. Bio Gas : As the name suggests it is from living organism and this is eco friendly. This gas is utilized for cooking which is made 

up of the fermentation of kitchen waste, stale food, cow dong and other waste. This is effectively used in Northern parts if 

India and connects through pipes to the houses. Thus requires lot of empty place to set up a plant.

3. Liquid petroleum Gas (CNG) : This is used in North India mainly in Delhi, U.P., as an alternative to diesel. This gas is most 

effectively used for transportation in the buses. Compressed Natural Gas is also Eco-friendly.

4. Green Algae : Bio Petrol is produced from green algae are smaller quantities as a substitute to petrol. This is new method 

adopt off-late.

5. Solar Energy : This energy is used effectively for cooking, lighting, hot water and also for driving four wheelers using solar 

energy. This energy is also a substitute for petrol.



8 tLingaya's Lalita Devi Journal of Professional Studies

6. Jatropha : The bio-diesel is extracted from the oil seeds of this plant. Similarly the vegetable oil extracted from sunflower and 

castors also refined to use as bio-fuel. The cost of this bio-fuel is slightly costlier than petrol. The seeds of Jatropha are 

developed in the nursery and given for producing the plant to improve this bio diesel and the price. This is already in use in 

few places of India. This oil is also used in pharmaceutical industry. Finally increasing petrol cost and global warning has 

ignited the minds to search an eco- friendly fuel as s substitute for petrol. Cost should be the criteria for changing the 

substitute. Scientists are on the research of bio-gas, bio fuel and eco-friendly fuel which is cost effective and readily available 

in plenty. 

Developing country as a source of energy

Developing a country as a hub for source of energy requires many factors among them the most important is cordial relations to be 

maintained between states and central govt. and also among states. If we can make a state work on its strength and on its full 

potential the development will be seen in long run. 

Alternative to Energy

Information on Alternative Energy including alternative energy resources, alternative energy investments and renewable energy 

you can use to save money, save energy and save the earth. In this rapidly changing market we all understand the importance of 

finding suitable energy substitutes that are carbon neutral and cost effective. 

Many countries are talking about introducing clean and renewable energy substitutes for fossil fuels and more money is being 

invested in developing new and better energy technologies. All forms of alternative energy has its own advantages and 

disadvantages. Here is a quick overview. 

Wind Power

Using the wind to generate power is nothing new. For centuries wind has been used to pump water, turn mills and, for the past 

hundred years, generate electricity by turning a turbine. Recent new developments in both the turbines and the blades have 

increased the reliability and generating power of windmills. As a result windmills are enjoying increased popularity as a viable 

energy resource. 

Wind power is very popular but has the disadvantage of needing a relatively large number of turbines to generate substantial 

amounts of power. This requires a lot of land, which may not always be available. Wind power is also of course, dependent on the 

wind, which means they can't be used everywhere and, importantly, they cannot be relied upon as the sole source of power. Small 

windmills are available that can be used for home use. Because of zoning and other restrictions they are more practical in a rural 

environment, but they do offer individuals the option of using wind for their own energy security.

Solar Power

Solar power is the most popular and common form of alternative energy for the homeowner. It can easily be installed and 

integrated into your existing home or building with little modification and it will not offend your neighbors in an urban environment 

like adding a windmill might. 

Installing solar power systems is becoming increasingly popular with many governments offering grants and tax rebates to 

assist in defraying the expense of installing photovoltaic solar power panels. Solar water heaters can further reduce your energy 

signature by supplementing your conventional water heater. The advantage of installing solar power in your home is that you can 

often sell your excess power back to the utility, further reducing your energy costs. New photovoltaic roof tiles that take the place of 

ordinary roof tiles can be blended to fit the current look of your house, allowing your home to have solar power with no change in 

its appearance. 

Biomass

Not really for the homeowner, but biomass is the most widely used alternative energy source in the United States. The prime 

disadvantage is the smell, which means most biomass facilities are located in remote locations. The chief advantage is that it is an 

“evergreen” renewable source…there will always be plant and animal waste.

Other alternative energy sources

I want to briefly talk about three additional alternative energy sources that have the potential to be reliable and renewable energy 

substitutes for fossil fuels. First off is nuclear energy. Nuclear energy is clean, compact and can provide a lot of energy. Short term it 

may be the only viable alternative power source to the burning of fossil fuels. It has obvious disadvantages, like radiation and 

nuclear waste, that need to be addressed and that make this source of power controversial, but it is a powerful and reliable energy 

source. 
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Hydroelectric power

I am talking here about using dams to generate electricity. Hydroelectric is, in a lot of ways, the perfect electrical energy source. It is 

clean, renewable and generates a lot of power. The prime disadvantage is possible ecological damage resulting from the damming 

of rivers and streams. Another limitation is that all the obvious hydroelectric sites in the United States have already been dammed, 

limiting the expansion of this source of power. There are small-scale hydroelectric generators that can be used by the homeowner if 

you happen to have a river or stream running through your property. 

Geothermal Energy

Geothermal energy uses the earth's own heat to create energy and warmth. It is clean, efficient and can also be used by 

homeowners on a small scale. Geothermal energy plants tap into geothermal water reservoirs within the earth and use the resulting 

steam to turn a turbine, generating electricity. 

Geothermal has the advantage of being a proven energy source. 21 countries currently have geothermal power plants and in 

fact, in the United States today approximately 7000 megawatts of electricity are currently being generated. 

Increasing the production and export

India is an agriculture based country. If we can concentrate more on our strengths for production and export we will be reducing 

the fiscal deficit. Example can be taken of BT cotton. By exporting and producing more Bt cotton will fulfill this requirement and 

which can be an export item. 

Bt Cotton

The development programmes have been undertaken by a number of Government Agencies and NGOs as follows:

• COTAAP (Cotton and Allied Product) Research Foundation, a research wing of East India Cotton Association (EICA), founded 

in 1987 with the primary objective of motivating cotton farmers to improve productivity through the adoption of modern and 

scientific agronomic practices and the use of good quality genetically pure cottonseeds. Over the years, COTAAP has 

undertaken several programmes such as development of model cotton farms, providing extension services to cotton farmers, 

production of pure and certified seeds, etc. 

• Directorate of Cotton Development, Government of India 

• O ther NGOs 

• Central Institute for Research of Cotton Technology 

• Indian Council of Agricultural Research

• Agricultural Universities 

• Agricultural Scientists 

Benefits for Farmers

• Varietal selection as per industrial need and market demand 

• Institutional credit at affordable interest 

• Crop insurance 

• Diagnostic services 

• Integrated pest and nutrient management 

• Timely delivery of agri inputs at discounted rates 

• Dissemination of agronomic advice and market information through regular meetings 

• Effective post-harvest management 

• Fair weighment for the produce

• Market price at farm gate 

• Overall reduction in cost of cultivation

Benefits to Consuming Industry

• Opportunity to source right quality at right time at right price with assured 

• Efficient networking between farmers and consuming industry

• Reduced logistics costs due to availability of cotton in mill vicinity

• No middleman margins 

• Efficient post-harvest management means superior quality raw material 

• Reduces contamination level as produce is directly transported 



10 tLingaya's Lalita Devi Journal of Professional Studies

With ambitious growth vision of Spinning and Textile Industry in India, there will be greater focus by mills to ensure 

availability of adequate and quality supply of cotton and contract farming is bound to grow from strength to strength in the coming 

years. 

Advantages of Bt Cotton in India

In the cultivation of Bt. Cotton in India, economic benefit flows from 2 factors:

• Saving in the cost of spraying and the cost of insecticides due to reduction in the number of sprays required for the control of 

bollworm.

• Saving in yield loss to the extent of about 30% 

• Increase in farmers' income 

 A recent survey of more than 3,000 farmers in India revealed as follows: 

• Profit of Bt. Cotton farmers increased by 78% over those who planted the traditional varieties 

• Yields increased by 29% on an average and pesticides use declined by 60% 

• Benefit per hectare was more to marginal farmers when compared to large farmers who gained the least 

Other Green marketing measures

Green Infrastructure: Green infrastructure is a concept that highlights the importance of the natural environment in decisions 

about land use planning. In particular there is an emphasis on the "life support" functions provided by a network of natural 

ecosystems, with an emphasis on interconnectivity to support long-term sustainability. Examples include clean water and healthy 

soils, as well as the more anthropocentric functions such as recreation and providing shade and shelter in and around towns and 

cities. The concept can be extended to apply to the management of storm water runoff at the local level through the use of natural 
[20][21] 

systems, or engineered systems that mimic natural systems, to treat polluted runoff.

Sustainable Consumption and Production (SCP): By adopting sustainable consumption and production (SCP) practices there is 

an opportunity for countries to improve the eco-efficiency of economic growth. Given that there are limits to the capacity of the 

Earth's ecosystems to absorb pollution and provide natural resources, the only way to maintain economic progress in the long term 

without approaching these limits is to decouple economic growth from environmental degradation. In practical terms this means 

getting more from less; including more efficient and profitable production, using less raw materials, bringing competitive 

advantage; more value added to a product, with less pollution and waste in the process; and more consumer needs fulfilled, with 

less energy, water or waste. The major innovation and strength of SCP is to provide a holistic perspective that integrates the whole 

life cycle of products and services, combines production and consumption related practices, covers the triple bottom line of 

economic, environmental and social aspects, follow an interdisciplinary perspective and offers a framework for a consistent policy 

approach. The role of the public sector is to create a conducive environment for more investments necessary to provide for 

sustainable consumption choices. 

Sustainable Infrastructure: It is widely recognized that infrastructure provides the foundation for economic and social 

development and is key to improving livelihood opportunities as well as delivering critical needs and services to communities. 

Patterns of infrastructure development determine the environmental sustainability of economic growth and are critical to building 

low-carbon economies. The development and expansion of infrastructure, however, often has serious environmental 

repercussions. As cities grow, highways lengthen and water, energy and sanitation services are expanded. Infrastructure is very 

intensive in resource use, including energy, water, materials and land. Without careful planning, infrastructure can lock countries 

into unsustainable production and consumption patterns that may prove difficult to reverse. A sustainable infrastructure system is 

one that facilitates a higher-quality delivery of housing, transport, energy, water, waste and sanitation services, with less use of 

resources, to support social and economic development in an integrated, eco-efficient and inclusive manner. By adopting 

sustainable infrastructure higher-quality services can be delivered with less use of resources and lower negative environmental 

impacts, as well as lower vulnerability to the impacts of climate change. 

Sustainable Healthcare: The sustainable healthcare platform is not just about going green. The brand position has three equally 

significant legs:

1. Sustaining the health of individual patient: Sustaining individual health includes all of the above features, offering multi- 

disciplinary services, and becoming an online and offline resources for healthier lifestyles through diet, fitness and green 

living. 

2. Sustaining the availability of healthcare for all: True to its mission, Adelante healthcare will continue to serve the needs of all 

patient- regardless of their ability to pay-through central locations, convenient hours and a multi-cultural staff. 
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3. Sustaining the environment health of communities they serve: Adelante will become a leader in green clinic operations, 

educate on living healthier lifestyles, and promote environmental sustainability. 

CONCLUSION

Reducing fiscal deficit for a developing country is a challenge in the present scenario. The best strategy is using Sustainable 

Economic Development and the concept of Green Marketing together to reduce this deficit. Reducing the deficit by reducing 

import of higher dependency items , getting into production of alternatives , and increasing the export of items which can be to the 

strength of the country and its states will definitely help in reducing fiscal deficit of the country. This also requires a cordial 

relationship between different states of the country especially where the country is democratic and has different government at 

time between central and states. Green marketing of the alternatives and evoking states to take these measures with responsibility 

will add strength to the concept of economical development. Measures mentioned in this research paper are an attempt to make 

developing countries reduce their fiscal deficit and utilize the concept of green marketing for economic development.
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ABSTRACT

The Indian microfinance sector presents a strong growth story. Its growth performance was impressively 

sustained through the liquidity crunch and continued at an increased rate. Microfinance in India started 

evolving in the early 1980s with the formation of informal Self Help Group (SHG) for providing access to 

financial services to the needy people who are deprived of credit facilities. Microfinance has enormous growth 

potential as half the world's population earns less than US$2 per day, which is insufficient to meet their basic 

needs. Microfinance loans serve the low-income population in multiple ways like providing working capital to 

build businesses, infusing credit to smooth cash flows and mitigate irregularity in accessing food, clothing, 

shelter, or education and cushioning the economic impact of shocks such as illness, theft, or natural disasters at 

much lower interest rate compare to local moneylenders. In 2009, the MFIs in India reported a client base of 

22.6 million with an outstanding portfolio of more than $2 billion. Over the past five years, the sector has 

delivered a CAGR of 86% in the number of borrowers and 96% in portfolio outstanding. With this fastest 

growing, microfinance is spearheading intense competition among the largest players. . This paper tries to 

analyses the opportunities available in the Indian market and the major challenges that need to be overcome to 

remain in the market.

INTRODUCTION

The poor and vulnerable continue to face a dearth in banking and financial services in India. According to report prepared by 

CRISIL, the number of households facing financial exclusion in the country at around 120 million. Over the past decade, 

microfinance has played an important role in filling this gap. Microfinance Institutions (MFIs) are uniquely positioned to facilitate 

financial inclusion, and provide financial services to a clientele poorer and more vulnerable than the traditional bank clientele. 

There is no comprehensive regulatory framework for the microfinance sector in India. MFIs exist in many legal forms. Many mid-

sized and large MFIs are however, acquiring and floating new companies to get registered as non-banking financial companies 

(NBFCs), which will help them, achieve scale. 

THE MICROFINANCE MARKET AND ITS PARTICIPANTS

The term microfinance refers to small-scale financial services – both credit and saving, that are extended to the poor in rural, semi-

urban and urban areas. The poor need microfinance to undertake economic activity, smoothen consumption, mitigate 

vulnerability to income shocks (in times of illness and natural disasters), increase savings and support self-empowerment. In India, 

most microfinance loans are in the range of Rs.5000 to Rs.20000 (the Development and Regulation Bill 2007, defines 

microfinance loans as loans with amounts not exceeding Rs.50000 in aggregate per individual / small enterprise).
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India has 800 million poor people who live on the brink of subsistence. This is one of the largest populations of poor in the 

world. The bottom 5% of India’s poor, considered “ultra poor”, face even deeper levels of chronic hunger, persistent poor health 

and illiteracy. To cope with their vulnerability, the poor have no choice but to take loan for consumption and income generation 

from money lenders that charge exploitative rates of interest. This can put the poor in a debt trap. If poor people can access loans 

with fair interest rates, they could break out of the cycle of poverty. Bureaucracy, corruption, illiteracy and challenging logistics 

prevent the poor from accessing loans from banks and the government.

Microfinance in India started in 1974 in Gujarat as Shri Mahila SEWA (Self Employed Women’s Association) Sahakari Bank. 

Registered as an Urban Cooperative Bank, they provided banking services to poor women employed in the unorganised sector. 

Microfinance later evolved in the early 1980s around the concept of informal Self-Help Groups (SHGs) that provided deprived 

poor people with financial services. From modest origins, the microfinance sector has grown at a steady pace. Now in a strong 

endorsement of microfinance, the National Bank for Agriculture and Rural Development (NABARD) and Small Industries 

Development Bank of India (SIDBI) have committed themselves to developing microfinance.

The microfinance sector has been "witnessing a tremendous growth" during the last few years in India in terms of loan 

portfolio, geographical area and outreach. With India’s GDP growing at the rate of 7.1 % the country’s socio-economic pyramid is 

turning around the story with millions of poor people becoming entrepreneurs.

CRISIL estimates that around 120 million households in India continue to face financial exclusion: this translates into a credit 

demand of around Rs.1.2 trillion. MFIs are the main players in the microfinance space in India, their primary product is 

microcredit. 

The Differentiating Factors of MFIs 

The MFI’s differ from one another in terms of :

• Lending model

• Mode of interest rate calculation

• Product offering

• Loan repayment structure

• Legal structure

In terms of lending model, MFIs may be classified as lenders to groups or as lenders to individuals. In India, MFIs usually adopt 

the group based lending models, which are of two groups

• The self help group ( SHG )

• The joint liability group ( JLG )

Under the SHG model, an MFI lends to a group of 10 to 20 women. Under the SHG bank linkage model, an NGO promotes 

a group and gets banks to extend loans to the group. Under JLG model, loans are extended to and recovered from, each member of 

the group. Most of the large MFIs in India follow a hybrid of the group model.

MFIs are also differentiated on the basis of their loan repayment structures. Most MFIs following the JLG model adopt the 

weekly and fortnightly repayment structure. MFIs following the JLG model charge flat interest rates of 12 to 18 % on their loans, 

while MFIs following the SHG model charge 18 to 24 % interest per annum bases on the reducing balance method. With respect to 

legal structure, MFIs may be classified as follows:

• Not for profit MFI

- Societies ( such as Bandhan, Seva Samithi, Gram Utthan )

- Public trusts ( such as community Development center )

- Non profit companies ( such as Cashpor Micro Credit ) 

• Mutual benefit MFI

- Co-operative registered under State or National Acts ( such as Sakh Sahkari Samiti Limited )

- Mutually aided co-operative societies ( such as Sewa Mutually Aided Co-operative Thrift Societies 

- Federation Limited).

• For profit MFI

- Non banking financial companies ( such as SKS microfinance Ltd and Spandana Sphoorthy Financials Ltd )

- Producer companies ( such as Sri Vijaya Visakha Milk Producer Co Ltd )

- Local area banks ( Krishna Bhima Samruddhi Local Area Bank )



Key Strengths of Indian MFIs:

Improving earnings profile

Improvement in lending rates, in branch and employee productivity and increasing efficiencies on account of growth in loan 

portfolios have helped MFIs of all categories enhance their operating sel-sufficiency ( OSS ) ratios. MFIs adopting the JLG lending 

model have higher lending rates and therefore higher OSS ratios than those adopting the SHG model. The effective interest rates of 

MFIs adopting the Grameen / ASA lending models range from 25 to 40 percent.

Strong business growth, improving geographic diversity

The microfinance market in India is expected to grow rapidly, supported by the Government of India’s initiatives to achieve greater 

financial inclusion and growth in the country’s retail sector. 

MFIs have a grass – root level reach and understanding of the economic needs of the poor. The growing retail market in India 

provides opportunities for MFIs to act as intermediaries in the retail supply chain. The banking sector will also help the 

microfinance sector grow. Banks are expected to use MFIs to meet their financial inclusion targets by allowing MFIs to open 

accounts and distribute financial services and structure products

The microfinance sector and MFIs in India are estimated to have outstanding total loans of Rs.160 to 175 billion and Rs.110 

to Rs.120 billion respectively, as on 31st March 2009. The microfinance sector in India is fragmented. There are more than 3000 

MFIs, NGOs and NGO – MFIs of which about 400 have active lending programmes. The top 10 MFIs are estimated to account for 

around 74 percent of the total loans outstanding for MFIs. Around 17 MFIs had outstanding loans of more than Rs. 1 billion as on 

31st March 2009, with top three MFIs crossing Rs.10 billion in terms of outstanding loan portfolio on that date. Majority of MFIs 

operated mainly in South India till 2005 have extended their presence to states such as Maharashtra, Chhattisgarh, Orissa, 

Jharkhand and West Bengal.

Healthy Asset quality

MFIs asset quality indicated by their current portfolio and the 

portfolio at risk ( PAR ) by more than 30 days has improved 

(refer chart) and is healthier than those of other financial 

service players in India.

MFIs have maintained relatively healthy asset quality 

mainly because of strong group pressure and efficient 

collection mechanisms, which have ensured high repayment 

rates. The current portfolio improved significantly during the 

first half of 2008-09 over the corresponding period 2007-08 

and was at similar levels before March 2006.

Challenges for Microfinance Industry

Steady access to capital

The proportion of over – leveraged MFIs has reduced considerably in recent months
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Heavy dependence on banks and financial Institutions

MFIs are dependent on borrowing from banks and FIs and do not raise debt from the capital market. Thus, large NBFC – MFIs face 

higher costs of borrowing than most large retail finance NBFCs in the country. Banks categorize their leading to MFIs as priority 

sector advance, which has helped MFIs raise timely resources. Nevertheless, for many MFIs, funding sources are restricted to 

private banks and apex MFIs. The public sector banks have not been aggressive lenders to MFIs. The large and mid – sized MFIs and 

NBFC –MFIs primarily borrow from private and foreign banks, while the smaller MFIs borrow mainly from private banks and apex 

lenders. The lending model plays a key role in determining an MFIs borrowing profile. Public sector banks prefer lending directly 

through the SHG bank linkage route, they prefer to lend to those MFIs that have adopted the SHG model. 

Absence of regulatory control

Microfinance activities are undertaken by organizations that are register under several legal forms. However currently only NBFCs 

are under the regulatory and supervisory purview - the NBFCs are regulated by RBI. The absence of prudential norms and 

accounting guidelines for non-NBFC MFIs leads to lack of uniformity in accounting practices and highly – leveraged balance sheets 

among MFIs. The financial statements of the microfinance programmes of most non NBFC MFIs donot provide the true financial 

picture. 

Political sensitivity of Interest rates

In April 1999, RBI issued circular allowing MFIs to fix interest rate on the loan rate. However interest rates charged to the poor 

constitute a politically – sensitive issue and therefore a challenging proposition for MFIs. Although acts pertaining to money lending 

and usurious loans in the states specify interest rate ceilings, these are applicable largely to societies and trusts. Over the past five 

years, MFIs , especially in Andhra Pradesh , Tamil Nadu and Karnataka , have often been accused of charging excessively high 

interest rates and have been targeted by local district administrations.

Pressure on processes and controls due to aggressive growth plans

Poor management of operations may pose added credit risks for MFIs, especially as MFIs continue to scale up operations 

aggressively. MFIs risk management practices have weakened over the couple of years on account of a shift in focus towards 

business growth and network expansion. Some credit sanction and monitoring practices have been diluted.

Weak governance architecture

The legal structure and attendant regulatory requirement of an MFIs have a strong bearing on governance practices because they 

influence management practices and level of transparency. All legal structure other than the formal company structure, suffer for 

want of adequate regulations and disclosure standards.

CONCLUSION

Funding will not be a constraint for the large players in India’s microfinance sector. The leverage ratio is expected to remain 

adequate for the large NBFC – MFIs as most of these entities are able to raise capital. Most mid- sized MFIs are in a process of 

changing their legal structure. The overall asset quality of MFIs is healthy; however this is expected to decline marginally. Many 

small and mid-sized MFIs continue to face resource constraints in 2009-10 because of their high gearing. Borrowing costs may 

remain high due to heavy dependence on institutional borrowings. It is believes that the key factors that can drive success for MFIs 

are robust systems, processes, efficiency and productivity levels, maintaining asset quality, prevention of credit losses, capital 

erosion, and remaining adequately capitalized to fund growth plans.

The potential for growing micro finance institutions in India is very high. Major cross-section can have benefit if this sector will 

grow in its fastest pace. Annual growth rate of about 20% during the next five year. The loan outstanding will consequently grow 

from the present level of about 1600 crores to about 42000 crores Annual growth rate of about 20 % can be achieved during the 

next five years.
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ABSTRACT

Environmental Sustainability is not simply a matter of compliance or risk management. Business is increasing 

recognizing the many competitive advantages and business opportunities to be gained from eco-sustainability 

and green marketing. Green marketing offers business bottom line incentives and top line growth possibilities. 

For example, the cost of installing solar energy is an investment in future energy cost savings. Based on the 

greenness span of firms, business and marketing operations , green marketing is considered as various 

marketing activities concerned with scanning of green marketing , environmental awareness , and also studying 

their green needs, and motivation to designing , pricing, promotions and distributing products that have 

minimum detrimental impact on environment. Sustainable development underscores the rate of consumption 

or use of natural resources should approximate the rate at which these resources can be substituted or 

replaced. The aim of the paper is to discuss how green marketing strategy is vital and beneficial to sustainable 

development and also consists social and ethical consideration of a business firms.

Keywords: Green marketing, Environmental Sustainability, Green marketing mix, adoption of green 

marketing, Environmental awareness, social and ethical views.

INTRODUCTION

According to the American Marketing Association, green marketing is the marketing of products that are presumed to be 

environmentally safe. Thus, green marketing incorporates a broad range of activities; include product modification, changes to the 

production process, packaging changes, as well as modifying advertising. Green, environmental and eco-marketing are part of the 

new marketing approaches which do not just refocus, adjust or enhance existing marketing thinking and practice , but seek to 

challenge those approaches and provide a substantially different perspective.

Sustainable development is a concept, it underscores that rate of consumption or use of natural resources should 

approximate the rate at which these resources can be substitutes or replaced. As firms note the positive gains that can accure 

through environmentally friendly marketing strategies and the potential pitfalls associated with non-environmentally friendly 

strategies, GOING GREEN is beginning to take centre stage in boardrooms around the world.

Sustainable development as per the “Report of the World Commission on Environment and Development”can be viewed as 

a pattern of resource use that aims to meet human needs while preserving the environment so that these needs can be met not only 

in the present, but in the indefinite future. The field of sustainable development can be conceptually broken into three constituent 

parts: environmental sustainability, economic sustainability and sociopolitical sustainability. Sustainable development does not 

focus solely on environmental issues.
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Environmental sustainability is the process of making sure current processes of interaction with the environment are pursued 

with the idea of keeping the environment as pristine as naturally possible based on ideal-seeking behavior. The increasing 

environmental consciousness makes it incumbent on consumer marketers not just to respond to, but to lead the way in, 

environmental sustainability programs.

Every age has its contested aspirations, central to economic, political, and even moral debates, over how we should organize 

our lives. Sustainable consumption is surely one such aspiration. Some postmodernists call it the latest middle class moralism. Many 

economists view sustainable consumption as essential for solving the dilemma of balancing economic prosperity with ecologic 

vitality and social justice. Whether or not one grants any validity to sustainable consumption as a central aspiration, it is already 

changing the organization of daily life.

In view of the above, sustainable consumption and sustainable development are the two faces of the same coin. Sustainable 

development refers to maintaining long-term economic, social and environmental capital. While sustainable consumption 

becomes the way of life. Sustainable consumption is using resources in a way that minimizes harm to the environment while 

supporting the well-being of people.

It is only since 1990’s that the researchers have started academically analyzing consumers and industry attitude towards 

green marketing. Most of the studies on green marketing are done in developed countries but such studies however, remain 

conspicuously missing in the context of developing countries like India. This research is a step to fill up this gap, and is based on data 

collected through a field survey of consumers to assess their attitude towards green marketing and green products, which is the 

recent strategic tool for sustainable development.

OBJECTIVES

This empirical study examines issues of sustainability in relation to consumption, the concept of green marketing and its interface 

with consumers, and whether socio-demographics have a role to play in profiling green consumers, who have more positive 

attitude towards green brands. The study tries to assess the influence of gender, age, education level and annual household income 

on consumer attitude towards green marketing, a key to sustainable development. The study brings in insights on consumer 

dynamics on green vision in emerging economies like India.

LITERATURE REVIEW

Corporate attitude to environmental issues have changed significantly over the years. For many years, most companies regarded 

environmentalists as unfriendly and environmental regulation as something to be fought off as long as possible, and then complied 

with reluctantly. This approach began to change in the late 1980’s, first among large companies in the most polluting industries, 

such as chemicals and oils. By the time of 1992 Earth Summit, (Rio Conference) some corporate had already embraced green 

philosophy. Under the chairmanship of Stephan Schmidheiny, a charismatic Swiss with a private business, the Business Council for 

Sustainable Development (BCSD) was formed. It’s fifty-nine members put together guidelines on environmental friendly behavior 

for companies and held their own conference in Rio, a week before the world’s leaders assembled there. One of the earliest efforts 

was the “Responsible Care” program set up by America’s chemical manufacturers. Under it, companies committed themselves to 

tracking the fate of their products through their life cycle, from manufacture to final disposal and to adhering to a set of basic 

environmental principles. During the last two decades the burgeoning environmental movement was named as the “green 

movement”; environmentally aware consumers called the “green consumers”, product designed to protect the environment 

called the “green products” and marketing that uses the environmental claims called the “green marketing” (Peattie,1995). 

According to the authors like O ttaman, (1993) and Peattie, (2001) conventional marketing is out and Green Marketing is in.

In the developed countries, the surge of environmental consciousness that followed Earth Day in 1990 washed over the 

marketplace rapidly. In poll after poll, consumers claim they are willing to change their buying habits – and even pay more for 

products – to protect the environment (Pearce, 1991; Consumer Reports, 1991; Coddington, 1990; Davis, 1992; O ttaman, 1993). 

Manufacturers got the message that the Marketing Intelligence Service (Consumer Reports, 1991), which tracks new product 

introductions, reports that the percentage of new packaged products making some kind of green claim more than doubled 

between 1989 and 1990, rising from 4.5% to 11.4% of the total. During the same year, the number of green advertisements 

appearing on television and in major print outlets more than quadrupled, according to an audit by the advertising agency J. Walter 

Thompson (Consumer Reports, 1991).

An average green company can be described by using the models and experiences reported by John Elkington, Peter Knight 

and Julia Hailes in their book The Green Business Guide (Elkington et al., 1992). A green company is based on its corporate vision 

that includes environmental concerns as the company’s functioning. This simply means that the company realizes the needs of the 

ecosystem with which it interacts. For example, any company wants “to be a good company, having concern for the community 

and the environment”. Green Marketing might be a result of pragmatic policy, referring to the changes of preferences of the 
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customers and /or to follow the mainstream development of the industry. However, there are companies, which are really centered 

on green values and try to realize their ecological worldview in their business activities (e.g. the Body Shop, Ben and Jerry’s, Tom’s 

of Main, Interface). According to Hawken (1995) in Ecology of Commerce; business has three issues to face. These are (1) what it 

takes, (2) what it makes? And (3) what it wastes. What it takes is materials from the environment, (its ecosystem) through extracting, 

mining, cutting, hunting and other means. What it makes is the products of commerce, goods and services that are derived from 

the natural environment through the process of conversion and transformation. What it wastes represents eco-costs arising from 

garbage, pollution and destruction of natural systems, which are the consequences of taking and making processes. And these costs 

are not internalized in most of the accounting systems so far.The critical importance of industrial greening, in particular, is 

highlighted by a consideration of the factors that contribute to large-scale environmental deterioration. Environmental Impact 

equals a product of population (P), time’s affluence (A), time’s technology (T), it is denoted as: I =  P x A x T (Ehrlich and Ehrlich 

1991). P and A are socio-political phenomena and are beyond the control of an industry or business. However, technology co-

efficient is controllable. Technology applications reflect consumption of resources in qualitative and quantitative terms, energy 

used and the efficiency level of production and marketing and disposal of wastes. These are controllable technology decisions that 

can increase or reduce eco-costs. The goal is to reduce the use of unsustainable technologies and increase the use of clean 

technologies so that in the long run T is reduced to Zero which theoretically means

I would be Zero at any quantity of P and A.

While looking through the literature one finds that there are several reasons for firms to adopt use of Green Marketing. Five 

possible reasons given by many authors are;

1. Organizations perceive environmental marketing to be an opportunity that can be used to achieve its objective (Keller, 1987; 

Shearer, 1990).

2. Organizations believe that they have to be more ethically and socially responsible (Davis, 1992; Freeman & Liedtka, 1991; 

Keller, 1987; McIntosh, 1990; Shearer, 1990).

3. Governmental bodies are forcing firms to become more responsible (NAAG, 1990).

4. Eco friendly competitor pressure makes the firms to change their environmental marketing activities (NAAG, 1990).

5. Cost factors associated with waste disposal, or reductions in material usage forces firms to modify their behavior in favor of 

green marketing (Azzone & Mazini, 1994).

Greening product or market is viewed as the outcome of rational strategic choice. It may thus involve the search for different 

types of competitive advantage (Gladwin, 1992). One of the significant references relevant to review of literature is that of Hentze 

(1991) who writes that, “the decade of the nineties, like the sixties, appears to be an era in which social and cultural concerns were 

becoming increasingly paramount. As the “me” attitude of the 1980s becomes less prevalent, it is becoming apparent that 

consumers are looking at far more than a company’s product offerings. These more sophisticated consumers are also concerned 

with a holistic view of corporate image, particularly with regard to social concern and responsibility, and are changing their 

purchasing patterns in accordance to their more socially responsible beliefs”. The adoption of a green marketing orientation by a 

firm is principally a response to the increased pressures by society for business to meet its comprehensive ethical and moral 

responsibilities, while adhering to the marketing concept’s basic tenants as suggested by Mc- Carthy and Perreault (1984) of 

meeting customer needs at a profit. In addition, an eco-marketing orientation may provide the organization with a strategic 

competitive advantage in both domestic and international markets. Crosby, Gill, and Taylor (1981) segmented U.S. consumers by 

their utilizing consumers’ self-designated “greenness” to segment consumer markets (Schwartz and Miller, 1991).

The “green” consumer point of view cannot be ignored. In a survey conducted in the United States of 400 Midwestern 

consumers, 36 percent of the respondents were found to be “very likely” to change from one food brand to another competitive 

label which used a recycled carton; only 2.8 percent stated that they would be “some what unlikely” to make brand changes 

because of recycled packaging (Eisenhart, 1990). In many cases, mandatory environmental legislation is also forcing behavioral 

changes in consumers. Business may adopt an eco-marketing orientation as a strategic response to the dynamic environments of 

the nineties (Clarke, Geri, 2004).

The basic ideas behind environmentalism dictate that corporations have responsibilities that go beyond the production of 

goods and services. These responsibilities involve helping to solve important social problems, especially those they have helped 

create (Buchholz 1991; Peattie, 1995). Corporations such as McDonald’s, Wallmart, Procter & Gamble, and Du Pont acknowledge 

that the environment must be protected and enhanced for economic growth to take place, and have taken action towards that 

goal. McDonald’s has made a $100 million commitment to its consumers for recycling purposes. Wallmart encourages the 

purchase of environmentally friendly products and reports that the green labeling program that they initiated in 1989 contributed 

to an overall 25% increase in sales for the year. Procter & Gamble has pledged to spend $20 million per year to develop a 

composting infrastructure, (Lodge and Rayport, 1991).
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Yet, note that the Procter & Gamble example is quite telling. To a large extent, the company has been under fire by 

environmentalists mostly for its disposable diapers and its detergents. As a response, Procter & Gamble has implemented a strategy 

that takes the concepts of recycling and reusing to heart, particularly regarding packaging. Still, they have discovered that the 

synergistic relationship between issues and trends can yield criticism and consumer resistance. Even though their formula for Cheer 

laundry detergent (or Ariel outside of the U.S.) has been changed to minimize the amount of phosphates in the product, the 

company is still being strongly criticized for its overt reliance on animal testing. Dr. Peter White, Director of Global Sustainability, 

Procter & Gamble states that, “We need to connect sustainable production with sustainable consumption. This means 

understanding current and future consumption patterns, then harnessing innovation to develop more sustainable products, 

services and behavior change initiatives”. Sustainable production and consumption can be defined in a very simple way; “The use 

of goods and services that respond to basic needs and bring a better quality of life, while minimizing the use of natural resources, 

toxic materials and emissions of waste and pollutants over the life cycle, so as not to jeopardize the needs of future generations.”

To meet the challenge of sustainable development, businesses can help to foster more sustainable levels and patterns of 

consumption. There is a significant opportunity for business to help consumers choose and use their goods and services sustainably. 

In order to do so, business must create sustainable value for consumers by supplying products and services that meet their 

functional and emotional needs – now and for future generations – while respecting environmental limits and common values 

(Symposium on Sustainable Consumption, Oslo, 1994; UN Commission on Sustainable Development (UNCSD). The World 

Business Council for Sustainable Development (WBCSD’ 2008) brings together some 200 international companies in a shared 

commitment to sustainable development through economic growth, ecological balance and social progress. Its members are 

drawn from more than 30 countries and 20 major industrial sectors. It gains benefits from a global network of about 60 national and 

regional business councils and partner organizations. According to WBCSD, “Current global consumption patterns are 

unsustainable”, based on the facts and trends outlined in their document, “it is becoming apparent that efficiency gains and 

technological advances alone will not be sufficient to bring global consumption to a sustainable level; changes will also be required 

to consumer lifestyles, including the ways in which consumers choose and use products and services. We recognize the need for 

business to play a leadership role in fostering more sustainable levels and patterns of consumption, through current business 

processes such as innovation, marketing and communications, and by working in partnership with consumers, governments and 

stakeholders to define and achieve more sustainable lifestyles”. A 2008 survey by the National Geographic Society and GlobScan 

on consumer choice and the environment reported on current behavior in fourteen countries (including Canada, China, France, 

Germany, India, Mexico, Russia, the UK and the US). The study found signs that consumer in all countries “feel empowered when it 

comes to the environment and are taking some action in their daily lives to reduce consumption and waste.” A global Synovate 

survey conducted in 2007 in association with Aegis, and repeated in 2008 in association with BBC World, also found that 

consumers in most countries are becoming more aware and willing to act on environmental concerns. The US had the largest rise of 

all, from 57% in 2007 to 80% in 2008. Chinese consumers also showed increased willingness to act on their concerns about climate 

change. Studies show that consumption pattern and consumption levels vary considerably by geography, income and 

demographics. The associated sustainability challenges also differ markedly per type of economy (SCORE, 2008). Also consumer 

awareness and willingness to act on environmental concerns is rising in most countries (Synovate/Aegis, 2007; Synovate/ BBC 

World 2008).

Peattie (1995) and Welford (2000) define “green marketing” as the management process responsible for identifying, 

anticipating and satisfying the requirements of customers and society, in a profitable and sustainable way. Therefore, understanding 

consumers is the first logical process in green marketing as well. Researchers have also studied green consumer profiles with an 

attempt to target specific segments (McKenzie, 1991; Roberts, 1996; Titterington et al, 1996; Brown and Wahlers, 1998). By 

knowing the consumers who are more receptive to green brands and willing to shift from grey products to green products through 

their choice, may guide marketers to design their marketing strategies matching to profile of these consumers, resulting in 

enhancing the customer value and gaining competitive advantage for sustainable growth. The last decade or so has witnessed a 

radical change in consumer preferences towards green products with the emergence of green consumers provoking market 

mechanisms for environmentally friendly organizations and new product innovations (O ttaman, 1993). The net result is that 

technically, the green market segment exists and firms are responsive to this green consumer demand (D’Souza, 2006). There are 

existing studies that indicate a demand for, and an awareness of information regarding environmental product attributes (Wessells 

et al., 1999). Situations in which two products are perceived as equal on all aspects except that one is superior in its environmental 

performance, environmental benefits may determine consumer preference and choice (Kardash, 1974; O ttaman, 1992, 1998). 

This may be particularly important as a differentiation strategy for marketers where it is increasingly difficult for brands to 

differentiate themselves (Christensen, 1995), or in mature markets where there is intense competition (Menon et al, 1999). 

Product differentiation has proven to be a successful competitive strategy (Porter, 1998) that may also be applied within the 

environmental context (Hart, 1997; Reinhardt, 1998). Therefore, the companies practicing the philosophy of green marketing will 

gain competitive advantage and sustainable consumption in the market place; and will enjoy sustainable development through 

green marketing.
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It is observed that most studies on sustainability, green marketing, green consumers, green brands etc. have been carried out 

in developed countries and only a few of them originate from developing countries and from emerging economies like India. It is 

against this backdrop that a survey of Indian Consumers was carried out to know their attitude towards green marketing. Whether, 

the companies in India could gain competitive advantage and sustainable development by following the philosophy of green 

marketing and practicing the green business strategies.

Research Objectives

The study has been carried out keeping in mind the following primary objectives

1. Study the attitude of consumers towards green marketing.

2. Identifying the demographic variables of consumers who have more concern for environmental protection and have positive 

attitude towards green brands.

Proposed Hypotheses

Based on the review of literature and above stated objectives of the study, following hypotheses were proposed:

H1 : Consumers these days have developed liking for environmental friendly products i.e. green products (green brands).

H2 : Consumer concern for environmental protection is high these days.

H3 : Consumers these days are ready to pay appropriate extra price for green products.

H4 : Consumers feel that the companies enjoying a green image will have competitive advantage in the marketplace and will lead 

towards sustainable growth.

Methodology

Researchers have used exploratory research design in the study. A structured questionnaire was used, and a five point balanced 

likert Scale was used for measuring consumer attitude towards green marketing and green brands. Cronbach Alpha Index was used 

for checking the validity and reliability of hypothesis and corresponding questions in the questionnaire.

It was found that all four hypothesis were reliable on the basis of their respective cronbach alpha value and internal 

consistency of data was very high as Cronbach alpha value for all the hypothesis was found on the upper side, as depicted in below 

given table.

Primary data was collected from 300 consumers by using the personal survey method.

Since it was an exploratory research, the non-probability approach of sampling was adopted by the researchers, judgment 

and convenience sampling methods were used for selecting the subjects to ensure that subjects are from metro, city and town 

representing both the genders, different age groups, education level, marital status and annual income. Collected data was 

analyzed by using T-Test and One Way ANOVA to explore consumers’ attitude and behavior towards green practices, which 

provides further direction to sustainable development through green marketing.

Table 1: Hypotheses and Reliability Check

Hypotheses (each hypothesis had 5 corresponding questions Reliability Reliability 

(in the questionnaire) (Cronbach Alpha Value)

H1 : Consumers these days have developed liking for environ- mental friendly products i.e. 

green products (green brands). .684

H2 : Consumer concern for environmental protection is high these days. .762

H3 : Consumers these days are ready to pay appropriate extra price for green products .593

H4 : Consumers feel that the companies enjoying a green image will have competitive advantage 

in the marketplace and will lead towards sustainable growth. .669

Findings and Discussions

Firstly, the collected data was segregated on the basis of above given demographic variables and then the mean scores of responses 

were calculated for each of the framed hypotheses, which clearly indicated a degree of agreement / high degree of agreement for 

all the four hypotheses, as the mean scores for each hypotheses with respect to each demographic variable is nearly 4 or above at a 

five point likert scale (higher the average, more degree of agreement). The below given Table 2 depicts the descriptive statistics of 

the findings. A large percentage of respondents (76.63%) strongly agree to that these days they have developed liking for 

environmental friendly products i.e. green products (green brands). At the same time quite a large number of respondents (90.0%) 

indicated that their concern towards environmental protection is high. Also they (90.65%) indicated that they are willing to pay an 
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appropriate extra price for environment friendly (green) products. A substantially large number of respondents (81.0%) strongly 

feel that the companies enjoying a green image will have competitive advantage in the marketplace and will lead towards 

sustainable growth.

Table 2: Descriptive Statistics

                                           Hypotheses Percentage

of total Score Deviation Error of

respondents the Mean

H1: Consumers these days have developed liking for 

environmental friendly products i.e. green products (green brands). 76.63 4.2494 0.44397 0.02831

H2: Consumer concern for environmental protection is high 

these days. 90.00 4.3903 0.44866 0.02639

Consumers these days are ready to pay appropriate extra price 

for green products. 90.65 4.2784 0.38333 0.02247

H4: Consumers feel that the companies enjoying a green image 

will have competitive advantage in the marketplace and will lead 

towards sustainable growth. 81.00 4.2838 0.43216 0.02680

Levene’s test for equality of variances (t-test) indicate that results are highly significant at 1% for H1 as p-value is 0.0 even less 

than 0.01(alpha 1%), and t-calculated is 22.165 (much higher) as compared to t-critical at 1% (2.326), hence H0 is rejected and H1 

is supported. These results provide strong evidence to conclude that these days consumer preference is shifting towards 

environmental friendly (green) products. Also, results indicate that these days consumers are more concerned for environment 

protection, as analysis supports H2 (p value is 0.0 and t calculated is 16.178). Test is highly significant for H3 (p-value is 0.0 and t-

calculated is 14.565), which supports the view that consumers are even ready to pay little extra (appropriate) price for 

environmental friendly (green) products. Results reveal that consumers strongly believe that the companies enjoying a green image 

will have competitive advantage in the marketplace and will lead towards sustainable growth , as results are highly significant for H4 

(p-value is 0.0 and t calculated is 18.951). Wilcoxon Mann-Whitney test for gender accepts null hypothesis (for H0: z- calculated 

1.61 is less than z-critical two-tail 1.96; also, p-value two-tail is 0.11 higher than set alpha 0.1 therefore we cannot reject H0), 

which shows there is no significant difference in the attitude of males and females towards green marketing i.e. both the genders 

have positive attitude towards green products. The Co-efficient of variation for females (13.32%) is less than the males (16.71%) 

and average mean score for females (4.18) is greater than the males (4.06), on this basis we can interpret that as compared to males, 

females are keener in accepting environment friendly (green) products and have more positive attitude towards green marketing.

In case of marital status, results of the study supports H1 and rejects H0 as z-calculated 4.07 is much higher than the z-critical 

values. The p-value two-tail is 0.0 less than set alpha 0.1, also supports H1. The Co-efficient of variation for married (12.36%) is less 

than the unmarried (16.96%), therefore our findings support that married people are more favorable for green products and have 

more positive attitude towards green marketing.

One Way ANOVA was applied for education categories, age categories and location categories for ascertaining which 

specific categories have more positive attitude towards green marketing and green products. In case of various education levels, H0 

cannot be rejected (F- calculated 1.08 is less than F- critical and p-value 0.36 is higher than set alpha 0.01), which shows in general 

people of different educational backgrounds have positive attitude towards green marketing. The Co-efficient of variation for 

secondary school qualification was 12.80%, for graduate 10.27%, for post graduate 6.85% and for professional degree holders it 

was 9.52%, so we can interpret that better educated people have more favorable response for green products and their attitude 

towards green marketing is more positive. When One Way ANOVA was applied for different age categories, the F-calculated was 

8.72 (higher than F-critical) and p-value was 0.0 (lower than alpha 0.01), which rejects the H0 and indicates that there is significant 

difference between attitude of people towards green marketing belonging to different age groups. The Co-efficient of variation was 

found least (7.73%) in the age group of 35 years and above, and on this basis we can interpret that little more mature people have 

more positive attitude towards green marketing as compared to youngsters. In case of location of consumers, H0 was rejected; as 

value of F-calculated was 13.74 (much higher than the F-critical) and p-value was 0.0 as compared to value of alpha 0.01set by the 

researchers. It shows that based on consumers’ location, their attitude towards green marketing varies. Also the Co-efficient of 

variations, indicate that people living in cities (10.10%) and metros (9.73%) have more positive attitude towards green marketing as 

compared to people living in small towns (14.08%).

CONCLUSIONS AND MANAGERIAL IMPLICATIONS

It is quite evident from the above findings and discussions that consumers these days are more aware and concerned about green 

philosophy and green practices. People in emerging economies like India too have high concern for greener environment and have 

Mean Standard Standard
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an overall positive attitude towards green marketing. Their preferences these days are shifting towards green products (H1) and 

their concern for environmental protection is high (H2). It is also evident that in future more and more consumers will prefer green 

products as they don’t mind paying little extra (appropriate) price for green products (H3) and they also agree to that in future, the 

companies having green image will be preferred over the others and therefore will have competitive advantage in the marketplace, 

and will enjoy sustainable growth (H4).

“Sustainable development is development that meets the needs of the present without compromising the ability of future 

generations to meet their own needs” ( Brundtland Commission, 1987). According to Susan Ward, who runs Cypress Technologies 

(an IT Consulting business), “Paying attention to sustainable development is especially sensible when so many of our potential 

customers and clients are actively seeking greener products and services. Witness the growth of industries such as “organic” food, 

for instance. Many food producers have switched to organic production methods; organic products can be sold for a higher price in 

the market, and consumers are willing to pay that price. Making environmentally conscious decisions about your business 

operations can be good for the bottom line.” Therefore to gain a sustainable development through green marketing, industries 

need to adopt environmentally sound business philosophy and translate its principles into action. These principles include 

statements relating to the sustainable use of natural resources, the reduction and disposal of wastes, energy conservation, providing 

safe products and services to consumers, and environmental restoration. Many researchers have also drawn conclusions suggesting 

that corporations should integrate environmental concerns when developing marketing policies and practices (Shrivastava, 1995; 

Bernstam, 1991; Lecomber, 1975). These researchers have made suggestions that support the integration of environmental 

concerns and green strategies into corporate philosophy leading to sustainable development. Researchers have found in this study 

that although both the genders have positive attitude towards green marketing but comparatively females are little more 

concerned. Married people seem to be more receptive to green brands. Consumers age and education level also influence their 

attitude towards green marketing. Those who reside in metros and big cities reflect more positive view towards green marketing as 

compared to people residing in towns. For sustainable development companies may shift to green philosophy by becoming more 

environment friendly and innovating green products. Social environmental responsibility is a vital management function and 

appears to be important for the success of any business. Companies who have concern for environmental protection and practice 

green philosophy to run their marketing activities will enjoy sustainable competitive advantage in today’s global markets and will 

enjoy sustainable growth through this tool termed as “green marketing”, especially in the fast emerging economies like India; as we 

observe that lately there is a shift in the consumer preferences and they adapt a green behavior for sustainable growth. On the basis 

of findings of this study, companies can reach to these green segments by designing effective integrated marketing communications 

(IMC) matching to identified profiles, by highlighting their product’s value proposition and competitive differentials for ensuring 

sustainable development . By developing a deeper understanding of key issues of sustainable consumption, future for industries 

will be untangled, clear, good for their businesses and good for sustainable development. Corporate must realize the fact that 

sustainability has created immense opportunities for them and has constructed a bridge between business and green, ensuring a 

better quality of life for everyone, now and for the generations to come.
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ABSTRACT

From last few years, the growth of Indian economy registered substantial increase in purchasing power of rural 

India which attracts the Indian Inc. & MNCs. Simultaneously in reference to FMCG products, the saturated 

urban market forced to companies to tap the virgin Indian rural market. The prologue of currency, transport, 

and communication has increased the reach of rural market.

 This paper focuses on to evaluate the Product mix strategy and determine the consumer awareness on 

product line offered by HUL & ITC companies. This article aim to compare & analysis the product mix strategies 

of selected FMCG companies in rural India. 

HUL is edge over the ITC because Fragrance is the major purchase determinant of soaps among the 

surveyed respondents although; Quality is the most important factor in the FMCG market.

Soaps markets are the fastest growing in the world among the consumer product. The growth is 

proportionate to the growth of population. Among the consumer goods manufacturer and marketer, Unilever 

and ITC are in the fore front. In India, Hindustan Unilever and ITC created a new dimension in consumer goods 

marketing. The soaps offered by these two giants are available in flexible market offer to accommodate diverse 

segments in consumer market. Therefore the companies need to spend time and money on market study to 

determine and device suitable market offers. Being well known brands in Indian market, HUL and ITC can 

capitalize the market potential, provided a systematic marketing mix in terms of product, price, promotion and 

physical distribution is effectively blended to adapt to the market requirement.

Keywords: Product Mix Strategies, rural India, FMCG Products.

INTRODUCTION

All marketing starts with the consumer. So consumer is a very important person to a marketer. Consumer decides what to purchase, 

for whom to purchase, why to purchase, from where to purchase, and how much to purchase. In order to become a successful 

marketer, he must know the liking or disliking of the customers. He must also know the time and the quantity of goods and services, 

a consumer may purchase, so that he may store the goods or provide the services according to the likings of the consumers. Gone 

are the days when the concept of market was let the buyer’s beware or when the market was mainly the seller’s market. Now the 
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whole concept of consumer’s sovereignty prevails. The manufacturers produce and the sellers sell whatever the consumer likes. In 

this sense, “consumer is the supreme in the market”.

As consumers, we play a very vital role in the health of the economy local, national or international. The decision we make 

concerning our consumption behavior affect the demand for the basic raw materials, for the transportation, for the banking, for the 

production; they effect the employment of workers and deployment of resources and success of some industries and failures of 

others. Thus marketer must understand this.

FMCG market in India is one of the fastest growing markets in rural India. The product categories which are marketed under 

this, consists of variety of product lines and items. In India, there are good number of companies manufacturing and marketing 

FMCG. Among all, HUL and ITC are in the forefront. In spite of the wide range of soaps marketed in India, there seems to be a gap 

in the existing product mix offered by the companies and the customer requirements. The diverse segments in Indian market are 

yet to be completely taped by the existing players. The current study has attempted to know the existing and desired product mix 

strategy in FMCG categories with special emphasis on Soaps in Indian Rural Market. This research is going to bridge the gap 

between companies and the customers in terms of the customer expectation and companies understanding of the customers’ 

expectation.

COMPANIES PROFILE

Type Public Limited Public Company Public Limited Company

Industry Fast Moving Consumer Goods (FMCG) Gonglomerate

Founded 1933 24 August 1910

Headquarters Mumbai, India Kolkata, India

Key people Harish Manwani (Chairman) Yogesh C. Deveshwar (Chairman)

Nitin Paranje (CEO & Managing Director) K. Vaidyanath, Director

Products Home & Personal Care, Foods, Water Purifier Cigarettes, Hotels, Apparel, Tobacco, Foods,

Stationery, Personal Care, Paperboard and

specialty papers, Printing and packaging,

Matches and Agarbattis InfoTech

Revenue Rs. 20,869.57 crore & 4064.3 (USD in Millions) ?  USS6 billion (2010)

Employees Over 65,000 direct & indirect employees 26,150 (2010)

Parent Unilever Plc ITCportal.com

REVIEW OF LITERATURE

Kartik Vaddadi in his study “Strategies for Rural Marketing by an Organization”, ITC 

e-Choupal, an innovative strategy which is elaborative and extensive in rural markets so far. Critical factors in the apparent success 

of the venture are ITCs extensive knowledge of agriculture, the ITC has made to retain many aspects of the existing production 

system, including retaining the integral importance of local partners, the company commitment to transparency, and the respect 
1

and fairness with which both farmers and local partner are treated.

Ms. Yomi Vinayaka says in their research “Strategies for sustainable development in the era of globalization”  The key 

findings of this research paper includes adequate pricing strategies to make the product affordable and of efficient quality. The 
2

distribution channel also has to be simple in order to make the product available for the final consumer as soon as possible.

Dr. Narendranath Menon (2008) in his research “Customization of Marketing Mix for Rural Markets” The journey of 

marketers to the rural markets has indeed been one of surmounting one hurdle after another. These include the 4 As- Availability, 

Affordability, Acceptance and Awareness. Adapting themselves to the rural atmosphere, marketers quickly innovated along all 
3

elements of the 4 Ps of the marketing mix- promotion, pricing, place and product.

Prof. (Dr.) G. L. Pedhiwal (2011) in his study “Changing Rural Market and Role of Marketers” It focused on the changing 

rural India from the eyes of marketer's perspectives. As Indian Rural Market is extremely fragmented, having small number of 

players On the seller's side and large number of player on the buyer side. MNCs are more focusing toward capturing cream in rural 

market. The next big revolution could happen in the rural sector. When it happens the marketers Should have already studied the 

lay of land and thought of the strategies and tactics for victory. The only way for existence is application of Darwin Principal: Survival 
4

of the fittest. The time to prepare tomorrow is today.
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RATIONALE OF THE STUDY

India’s rural market is gaining importance day by day. As the income level of consumers increases the demand of FMCG products is 

increasing continuously. Though, the wide range of soaps is being marketed by the companies, consumers belonging to different 

segments are not effectively delivered with the right products in right price. The studies, so far conducted on product mix strategies, 

are not adequately focusing on bridging the gap between marketer and the prospects. Therefore, current study is designed to 

address those issues, which are very essential in designing customer oriented marketing mix strategy. This study is important 

because of the type of information it generates to assist in developing effective product mix in soaps and detergents. Since, product 

mix decision is critical decision, it involves huge investment, efforts, and right information saves companies from the disaster. Thus, 

in this paper an attempt has been made to evaluate the Product mix strategy and determine the consumer awareness on product 

line offered by HUL & ITC companies. It also aim to compare & analysis the product mix strategies of selected FMCG companies in 

rural India.

OBJECTIVES OF THE STUDY

In this research work, the following specific objectives have been tried to achieve:

1. To evaluate the Product mix strategy and determine the consumer awareness on product line offered by companies.

2. To compare & analysis the product mix strategies of selected FMCG companies in rural India.

RESEARCH METHODOLOGY 

The present paper is based on analytical approach. Weighted mean and standard deviations have been used to measure the 

dimension of Product Mix Strategies. Convenient sampling method has been adopted for administering the questionnaires.

Data Analysis Techniques

Statistical tools like t-tests, cluster analysis etc., and other methods of presentation like diagrams, charts, and graphs have been used 

to draw a precise conclusion.

SOURCES OF DATA

Primary Data

Primary data have been collected with help of a structured questionnaire administered among 100 respondents from the different 

areas of Agra district for comparative study of consumer Awareness.

Secondary Data

Gather information from the published journals, books, and concerned research reports, annual reports of the company’s 

periodicals, seminar papers, business magazines, dailies, and internet.

DATA ANALYSIS

Table 1 : Showing the Soaps usage of the Respondents.

Sl. Brand Name No. of No. of

No. Respondents Respondents

Presently using Used in the past

1. Lux 59 27

2. Lifebuoy 10 25

3. Liril 4 08

4. Hamam 6 7

5. Breeze 8 6

6. Dove 2 5

7. Pearl 5 1

8. Rexona 1 5

9. Fiama di Wills 2 5

10. Vivel 1 2

11. Essenza di Wills 1 6

12. Superia 1 3

Source: Survey analysis
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The above Table 1 indicates the currently used brands and the brand used in the past. It also shows that the customers are not 

loyal to any brand for a longer period. In case of Lux 59 percent of the respondents are currently using and 27 percent used in the 

past switched over to other brands. From this it is inferred that building a brand loyalty is a challenging task in soaps market. The 

study indicates that the respondent presently using a particular brand of toilet soap and also was used in the past. As the individual 

tastes and preferences keep changing, majority of the respondents are switching over from one brand to another.

The Table 2 given below, shows that spending on soaps by the respondents per month varies from one to another. Majority of 

the respondents i.e. 40 percent who spends Below Rs.50 per month followed by 30 percent Rs.50-100, 15 percent Rs.100-200 

and 15 percent spend above 200 Rs. per month.

Spending Soaps Percentage

Below Rs. 50 40 40

50-100 30 30

100-200 15 15

Above 200 15 15

Table 2 : Monthly spending on bathing Soaps

Table 3 : Consumer Awareness of Different Soaps of HUL and ITC Soaps

No. of Respondents

Premium Popular Economy

Awareness 25 60 55

Unaware 75 40 45

The above table 3 reveals about the awareness status of different soap segments i.e. Premium brand, popular brand and 

Economy brand which are available in the market. Here Premium brands are comparatively of higher price, targeted to the higher 

end market. Popular brands prices are less when compared to premium soap. Company spends more on promotional activities like 

advertisement, brand celebrity and on other promotional schemes. It is targeted to mid segment in the market. Economy brands 

are lesser in price, targeted to lower end of the market. Among the respondents 75 percent are not aware of the Premium brand 

soaps. It inferred that the price of the product is not affordable to all the segments. In Popular brand, though the name itself is 

popular it is sorry to reveal that only 60 percent of the respondents are aware and exposed to this brand. In fact, company should 

put serious effort to reach all the segments in the market through their aggressive rural marketing. In Economy brand the study 

Economy Brand Soaps

Awareness

Unaware

45 55

Premium Brand Soaps

Awareness

Unaware

25

75

Popular Brands

Awareness

Unaware

60
40

Monthly Spending on Bathing Soaps

40
15

15

30

Below Rs 50

50-100

100-200

Above 200
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reveals that 55 percent of the respondents are aware of and exposed to this Economy brand and 45 percent of the respondents are 

not aware of this brand. It means that all soaps which are marketed by different companies in the market are not aware of 100 

percent.

Table 4  is showing the mean, SD and calculated t- value (which has been compared to 1.96) of factor affecting product mix 

strategies regarding soaps of HUL and ITC companies in rural India. This table shows the results of test of hypothesis of different 

Parameters wise. Here “A” indicates that ‘Ho is accepted’ and “R” indicates that ‘Ho is rejected’.

Table 4 : Showing the Mean values, SD and calculated Z-value

HUL ITC Z Ho

Factors Mean SD Mean SD Value

Price 4.09 1.24 3.55 1.44 2.84 R

Size of the soap 4.13 1.15 4.3 0.9 –1.16 A

Quality 4.01 1.05 3.72 1.07 1.93 A

Lather 4.37 0.98 3.78 1.26 3.70 R

Fragrance 4.36 0.78 4.21 0.79 1.35 A

Skincare 4.49 0.82 3.94 1.25 3.68 R

Brand 4.85 0.36 3.88 1.27 7.35 R

(Source: Survey analysis)

Table 5 : The Customer ranking of Various Brands of HUL and ITC

Lux Lifebuoy Liril Hamam Breeze Dove Pears Rexona Fiama Vivel Essen Superia

di Wills sadi Wills

30 10 5 5 25 5 3 2 5 3 2 5

5 10 5 5 3 2 30 10 15 5 5 5

25 20 5 10 5 3 2 10 10 5 3 2

30 10 25 5 5 5 3 2 5 3 2 5

2 3 5 10 10 2 3 5 10 5 20 25

(Source: Analysis work)

The above Table 5 shows the ranking status of different soap brands of Hindustan Unilever Limited and ITC in the minds of 

surveyed respondents. 30 percent of the respondents have given I rank to Lux, followed by 25 percent have given I rank to Breeze. 

II rank has been given to Rexona and Lifebuoy by 10 percent of the respondents each, followed by Lux by 5 percent, Superia and 

Vivel by 5 percent each. Lifebuoy and Lux have been given III rank by 25 & 20 percent of the respondents each followed by Rexona 

by 10 percent, pears 2 percent. Lux and Liril have been given the IV rank by 30 & 25 percent of the respondents each, followed by 

Dove by 5 percent, Hamam by Five percent. Superia was given V rank by 25 percent of the respondents, followed by Essenza di 

Wills by 20 percent, Breeze by 10 percent.

FINDINGS

The major findings of this study are:

1. Hindustan Unilever soaps lines are much wider than ITC brands in Indian Rural market.

2.  Hindustan Unilever soaps brand are available in all levels of the market i.e. upper end, mid Segment and lower end of the 

rural market, where as ITC brands are mainly focusing on higher end of the rural market.

3. Price and Brand both is the most prominent feature of FMCG products, still mostly preferable factor by rural consumer is the 

size of the soap. 

4. HUL is edge over the ITC because Fragrance is the major purchase determinant of soaps among the surveyed respondents 

although; Quality is the most important factor in the FMCG market.

5. Among the Premium, Popular and Economy brands of bathing soap segments, popular brands are not exposed to 75 percent 

of the respondents. 

6. 30 percent respondent ranked 1st position to the LUX of Hindustan Unilever Limited.

7. The factors influence in purchasing bathing soap includes price, size of the soap, quality, lather, Price, skincare, brand, 

promotional scheme. fragrance of the product is dominating factor.
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8. Monthly spending on soaps varies from income to income. In the research it is found that 40 Percent of the respondent 

spends less than Rs.50 per month on bathing soap and 30 percent of the respondents spend Rs.50–Rs.100 per month and 

remaining 30 percent of the respondents spend more than Rs.100 per month. It shows that higher income group purchase 

premium brands of bathing soap. Therefore spending on bathing soap is more than Rs.100 per month.

9. Product mix strategy adopted by HUL, as per the study is full market coverage with multi brands and strong distribution net 

work in rural markets, whereas ITC follows quality leader Strategy with select brands in soaps.

CONCLUSION

Soaps markets are the fastest growing in the world among the consumer product. The growth is proportionate to the growth of 

population. Among the consumer goods manufacturer and marketer, Unilever and ITC are in the fore front. In India, Hindustan 

Unilever and ITC created a new dimension in consumer goods marketing. The soaps offered by these two giants are available in 

flexible market offer to accommodate diverse segments in consumer market. In conclusion, it is evident that both HUL and ITC are 

placed in a very advantageous position in Indian Rural market. Indian Rural market is diverse in terms of income, geographical 

dispersion, regional differences and tradition. In the study it is found that there are still some untapped market segments in both 

upper and lower end of the market.It is inferred that building a brand loyalty is a challenging task in soaps market. The study 

indicates that the respondent presently using a particular brand of toilet soap and also was used in the past. As the individual tastes 

and preferences keep changing, majority of the respondents are switching over from one brand to another.

Therefore the companies need to spend time and money on market study to determine and device suitable market offers. 

Being well known brands in Indian market, HUL and ITC can capitalize the market potential, provided a systematic marketing mix 

in terms of product, price, promotion and physical distribution is effectively blended to adapt to the market requirement.

"The future lies with those companies who see the poor as their customers." 

– C. K.  Prahalad

Addressing Indian CEOs, Jan 2000.

SUGGESTIONS

On the basis of the study following suggestions can be made:

Effective Product-based Market Segmentation: In the study it is found that, soaps are in the market, as if they are catering to the 

needs of the mass in the rural market, as if they are catering to the needs of the mass market. Therefore in the study it is suggested to 

make a fine tune market segments through product differentiation, for e.g. Lux or Hamam soap offered by HUL are targeted on the 

same customer segments, competing each other. One is doing well at the cost of other. Company, either by adding some different 

ingredients or by effective positioning the difference in each brand and creating a separate segment for each of the brands, then the 

existence of the brands can be managed.

Reaching all ends of the Market: The analysis of the study reveals that, ITC is focusing on the higher end of the market. The 

company being a consumer goods manufacturer and compete with other players in the market, in the study it is recommended to 

design soaps for lower and mid market segments also. Indian Rural market is made up of strong middle class customer followed by 

lower income group. ITC is ignoring the important market segments. As it is evidenced by many companies, the bottom line of the 

firms rests on the sales revenue generated in low and mid market; company can develop products for the same.

Focusing more on creating Brand Awareness: The analysis in the study shows that brand awareness is the key for success in 

consumer market. In India there is a huge gap among the customers in terms of literacy, income, urban and rural composition, and 

also media exposure. Further it is known by the study that the ITC soaps brands are unaware with most of the rural consumers. 

Therefore it is suggested in the study ITC should pay more importance for promotional offers and advertisements to target Indian 

Rural market to cover all the segments.

Penetrating in to New Segments: In the study it is found that HUL and ITC soaps are currently available in adult segment only. 

Since baby segment is one of the important segments and presently there are only few manufacturer and marketer catering to this 

segment, HUL and ITC also can think of entering the segment with superior product formulation and designing baby soap for all 

income segments.

Marketing Strategy for Rural Market: The study reveals that soaps brands of HUL and ITC are more popular in urban markets. 

Since real India lives in rural areas and it is potential market for all types of soaps. In the study it is advised to the company develop a 

tailor made marketing mix with more emphasis on product mix should be designed by the companies. Rural sales promotional 

activities should be strengthened especially ITC to take the advantage of rural market potential.



In the last author is thanked to the respondents for their responses and the officials of HUL & ITC for giving their 

precious time to make my study achievable.
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ABSTRACT

This paper presents a suitable model, to enhance users information and communication technology in 

education. This paper presents a suitable model, to enhance users' information and communication 

technology in education. In order to choose effective measures to strengthen the ICT User is used, the 

knowledge and experience with authentic models. Appropriate methodology is designed to provide a model. 

Proposed methodology uses a four-step process, which may modify the methodology in different stages. This 

process can be modified and completed, the results of the above activities, based on recent activities. This 

model was considered in the design, experiences in other countries, the level of ICT development countries to 

develop national ICT policies and strategies, and expert opinions. Output methodology, is a model that will 

strengthen ICT use in education. So that its implementation is simple and functional. It also provides the ability 

to compare with other provinces of Mazandaran education and other countries in the field of ICT. 

Keywords: Development of ICT, ICT users, strengthening ICT ( ICT use), education, Model methodology.

INTRODUCTION

One of the fundamental pillars of development of each country's ICT development. Accelerated development of ICT is a national 

necessity. In this regard, more is necessary, having patterns, models, strategies for education, training, use of force and 

entrepreneurial activity. The philosophy of this model can be based on strengthening ICT to develop your ICT users. A suitable 

model can be used for employing skilled and proficient to create a suitable way, for mana Managers, and corporate leaders. ICT is 

the only approach that can help organizations. Advantage of ICT has increased over time. Certainly the use of information 

technology is not free but not used, it is very expensive. Over time, the pressure will be most effective. 

The role of information technology will be more important than before. Information technology, the convergence of 

electronics, data processing and telecommunications, which includes a number of powerful computers, communication 

technology and the software is that it is caused due to following factors: 

That its first Information Technology Strategic (strategic) and is very profitable in the world. Second, that technology is key 

and is used in all industries and services. Third, the basic infrastructure that allows all institutions and economic entities to be 

involved in the use of human knowledge and its transmission, which reduces costs and thus lead to increased productivity and 

product quality[4].Education can develop their own programs, tactical and operational. Systems under a specific strategy designed 
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to support ICT. With the development of ICT tools and indicators have been established, appropriate models are designed to 

strengthen the User. In Figure 1, was shown: the concept, definition and nature of ICT.

Figure 1 : Concept, definition and nature of ICT [1]

[21]
ICT has a framework for global ICT development strategy . Development of ICT in education will lead to global ICT 

development, ICT in education is the condition that an appropriate strategy for development. The strategy defines the way the 
[21]

current condition of ICT to the favorable conditions in the future . ICT Strategy shown in Figure 2.
 

Figure 2 : ICT strategy ICT[21]

The use of ICT is considered as one of the four main indicators from the United Nations ICT development for different 
[22]

countries . ICT use is the following: used a rate of application of ICT in education indicators, and its effect on global ICT 
[22]

development (ICT Development Index) . Appropriate model can be effective for enhancing the use of ICT indicators in education 

and improve system efficiency.

In Figure 3, was shown: subgroup or component of ICT development. 

Strengthening  ICT readiness components (structure, access) and skills, makes use of ICT will increase. Consequently, the 
[22]

effect of ICT is more, the global ICT development .

Figure 3 : ICT Development model

 This paper includes:

1-Design of appropriate methodology for developing the model. 

2-Determining the key components for strengthening the User ICT, in education Mazandaran.

3-Provide a suitable model for User strengthen ICT, in education Mazandaran. This paper is organized in four sections, the 

introduction and development of the proposed methodology, the present study, we review the literature. 

Then, will explain, the output of the methodology, and finally presents the final model and concluded: 
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DESIGN METHODOLOGY FOR STRENGTHENING THE ICT USER 

The main question in this paper is the following: design methodology and provide a suitable model for strengthening the use of ICT 

in education Mazandaran. 

Then, the model can be validated and will determine the credit rating index and its components. 

Appropriate model, provides a method for ICT adoption. A method is developed, the adoption of ICT. 

This article was designed, appropriate methodology, so the use of ICT for enhancing model consists of four stages [5]: 

First step: create, and provide an initial model. 

Secondly step, adjustment, and modification of the original model, which leads to the production of secondary model. 

Third step: survey of experts, analysts, and managers of ICT, with the help of questionnaires, for 

In order to name and define the components and weighting of indicators and indexes. Phase Four: Implementation of the 

model, the modified model, and create the final model. In table 1, was shown, indicators of ICT development model.

Table 1 : Subgroups, and indicators of ICT development model ICT [22].

                                                              Evaluation criteria Subgroups

- The number of fixed telephone lines per 100 people. - Mobile phone subscribers per 100 people.

- International Internet bandwidth (as per capita).

- Percentage of households with computers.

- Percentage of households with Internet access from home.

- The number of Internet users per 100 people. ICT USE (Intensity)

- The number of fixed broadband Internet subscribers per 100 people.

- The number of mobile broadband subscribers per 100 people.

- Adult literacy rate. ICT Capability (Skills)

- Employment rate to secondary schooling.

- Employment rate for students in higher education.

First, using the results of researches in education in the province (autonomy and trust) upon the factors identified to 

strengthen the ICT User and selected principal components (individual or skill), and infrastructure. The share of each of the 

components and indicators were defined, in this study. 

According to this study was to answer questions such as: Enhanced use of ICT by users? 

What should be strengthened, users of ICT in education in Mazandaran? What are the components of ICT indicators and 

strengthening User? It can be strengthen use of ICT? [1] 

How this model can be further usage (user level) and the effects of ICT (the effectiveness) of the users have to be more flexible 

and expansion of credit. Also, can be effective, the rate of global ICT development and ICT education. Personal factors 

(demographic or skill) include: knowledge, innovation, skills, creativity, interest [1]. Infrastructure factors include: support, 

software, training, magazine, management support, computer, network, Internet [1]. Effects of individual factors (personal or skill), 

infrastructure factors in paper [1] are respectively 80 and 20 percent. 

Strengthening of personal factors (demographic or skill) and using the access and use is made of the following factors. Process 

of these two components in the paper [1], was shown, in the form of cylindrical linearly with the volume up and down in cylinders. 

This linear relationship was demonstrated between the two main components of a column [1]. Two components of this model the 

linear and the strengthening of its indicators, increased use of ICT users are in [1]. 

The effect of each of the indices showed a linear relationship between its two main components in each level is cylindrical in 

shape [1]. If the index's components  (individual or skill) is to strengthen and enhance the level of access to ICT infrastructure be 

strengthened if the component indicators of readiness for ICT adoption occurs. 

Then, the user may be ready for acceptance and attention to ICT. Strengthening the level of readiness, enhance the level of 

ICT, the ICT will improve the performance level. Improve performance levels for ICT, causes of global ICT develop. In this paper, the 

researcher seeks to provide an initial model, modified, and it is adjusted based on an appropriate methodology. In the second 

stage: the initial model of the classification criteria of the three readiness levels (individual components and infrastructure), 

member, effectiveness, and coverage of policies and approaches in the field of ICT development, adjustment, and is caused by the 

secondary model[5].

Preparedness level index associated with this level, with technical and commercial and social infrastructure necessary to 

support ICT in their communication [5]. 

ICT Readiness (Infrastructure, Access)
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Use level: the indices associated with these levels are associated with the condition, type, size and value of using ICT. Level of 

effectiveness: factors associated with this level are considered to evaluate the effects of ICT in creating resources (wealth, science 

and culture), new [5]. chart 1 shows, the evolution of e-readiness indicators in terms of progress in information society. 

Each indicator was assigned a Numeric Value and ranked according to the article, Based on its position in each of the 

readiness levels, users, and effectiveness [5]. The e-readiness assessment, the primary emphasis on the densities of surface 

preparation and use, and it is effective [5]. 

Thus, the highest rating for preparedness indices, the lowest rank, the efficacy parameters [5]. The coefficient of each 

component plays an important role in the readiness level (individual components and infrastructure) were determined based on 

the article [1]. 

Chart 1 : The evolution of e-readiness indicators, in terms of progress in information society [5].

Third stage: it is an imitation of the various models. Components are named and defined. 

Then, according to the results of paper [1] is acting, for weighting the dimensions, components, and indicators. Then, the 

rating will be made to the questionnaire, ICT professionals and experts from 30 people at the provincial level, and adjustment is 

done in the model. In the fourth stage can be found through this, test the model, and can be modified. Figure 4 illustrates a 

methodology designed to reinforce the use of ICT in Education in Mazandaran. Imitation of the model is valid with the following 

three criteria were identified, dimensions, components, and model parameters. 

Selection process, connecting dimensions, indices, and the final model shown in Figure 4[5]. 1-backed by scientific models. 

2-The frequency and use of models in different countries. 

3-The availability of model information. 

Leaders of developing countries can do the necessary planning for the use of ICT in society, using the e-readiness assessment. 

Based on e-readiness of countries especially in developing countries, people from various agencies and organizations that 

engage in e-assessment study using the model. E-readiness is a relatively new concept, that its development is dependent on rapid 

penetration, and widespread use of ICT in business and industry [23]. ICT development model is divided into two categories: 

1-models that have more emphasis on basic infrastructure, or preparing for growth Economic and trade (e-economy model). 

2-models that are interest rate for the community's readiness to use ICT (information society model). These two models are 

not completely independent [5].

Process model for promoting the use of ICT, will follow an iterative and evolutionary process. 

Based on recent activities, the process of reform, and the completion of the above activities. Theoretical and comparative 

studies are done. Knowledge of the various models used. Countries' experiences, expert opinions are used to. Tested and 

implemented, and measured it, is done, then the model is correct. In this paper, the model for the final evaluation, the researchers 

suggest. 

BACKGROUND RESEARCH 

In this study [1] Education in Mazandaran, was determined, the contribution of each component of personal (or interpersonal 

skills) and organizational (infrastructure) and its parameters (Table 2).

E-readiness level

effect

use

timereadiness
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Figure 4 : Methodology for Model
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Table 2 : The contribution of each of the indicators used, in strengthening the ability of all users [1]

Average of 100 Mean Teachers Student Staff Managers Index

8.01 27.12 20.3 γ 27.2 37 Interest

19.48 65.95 65.1 57.9 69.8 71 Introduction

17.97 60.82 72 54.1 68.1 49.1 Skill

15.70 53.17 46.7 56.2 67.1 42.7 Creativity

18.82 63.7 83.7 53.3 67 50.8 Innovation

2.99 46.85 71.4 22.7 29.2 10.1 Software

2.15 33.7 66.8 18.8 30.6 18.6 Computer

2.13 33.3 54.6 21.2 26.9 30.5 Network

2.02 31.6 48.2 19.9 21.8 36.5 Internet

2.41 38.75 79.6 21.2 31.8 22.4 Magazine

3.14 49.17 56.7 41.9 50.2 47.9 help

2.96 46.25 55.9 47.6 52 29.5 Education

2.16 33.75 45.4 32.6 32.6 24.5 Support

According to Table 2, the indicator (Familiarity and Knowledge) and in the interest of all users, respectively, have the highest 

and lowest mean. According to research conducted by [1], there is a linear relationship between the indices of the two individual 

components, and infrastructure, in education Mazandaran.

We also determined the linear relationship between indices of individual components as follows: 

Table 3 : Ranking views of all users [1].

Members – x R

Staff 3.32 1

Management 2.63 2

Students 2.43 3

Teachers 2.10 4

Chart 2 : Ranking views of all users

According to Table 3 and Chart 2, were determined for the average employee with a rating of 1, and for teachers of grade 4. 

Views of employees and teachers, the influence of personal factors (demographic or skill) and its indexes, and internal components 

(infrastructure) in the use of ICT (the staff) is the highest and lowest [1].
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Table 4 : Share of each individual component (individual or skill) and within the organization (infrastructure) 

in enhancing the user to all users. [1]

Average Staff Student Secretary Manager Users

80.75 82.5 75.1 85.7 79.7 Component (individual or Skill)

19.75 25.9 25.9 15.3 290.3 Component within Organizational (infrastructure) 

Chart 3 : Diagram of individual components (individual or skill) and within the organization

(infrastructure) in support of all users [1]

According to Table 4 and Chart 3, were determined, the average of all users in the private component (approximately 80%), 

and mean internal components of the lowest users (approximately 20%)

Table 5 : Ranking of indexes for each internal component (infrastructure) in all users. [1].

All users – x R

Computer 3.05 1

Software 2.92 2

Education 2.77 3

support 2.72 4

Network 2.69 5

Support manager 2.51 6

Internet 2.51 7

Magazines and books 2.38 8

Chart 4 : Chart rankings within each organizational component indices (infrastructure) in all users [1].

According to Table 5 and Chart 4, the average share of the computer index, the highest in all users, and is No. 1, the magazine 

and books, is the lowest in all users, and is ranked eighth. Therefore, the following linear relationship exists between them[1].The 

linear relationship between indices of internal components (infrastructure) was determined as follows [1]:
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Table 6 : Ranking of each individual component (individual or skill) in all users [1]

All users – x R

Interest 3.90 1

Knowledge & Recognition 2.99 2

Skill 2.94 3

Creativity 2.86 4

Innovation 2.65 5

Chart 5 : Rankings of each individual component indicators (individual or skill) in all users[1].

According to Table 6 and Chart 5, the factors for the enhanced use of ICT from the perspective of all users is as follows: 

Interest has the greatest effect and Innovation has the least effect[1].

Chart 6 : Percent effective, Share, The average index for all users [1].

The study [1] it was shown that the average index of familiarity with ICT literacy is the highest value in strengthening the use of 

all users. Hand rankings obtained showed that the second is the familiar index, ie, all users were familiar enough with ICT literacy. 

Therefore need to be placed in priority, skills and creativity and innovation in all users. Enhanced use of ICT should be considered 

also for managers, the skills, creativity and innovation, and enhanced support and guidance indicators. To promote the use of ICT 

for teachers should be given to the skill index, and use of ICT, and the creativity and innovation, then, be given to ICT training. 

Indicators should be used to strengthen students' creativity and innovation skills, attention, and then be given to education 

indicators. To promote the use of ICT for regions and headquarters staff, should be strengthened ICT flagship magazine and related 

books, then, is the innovation, skills and creativity.

Personal component in strengthening the use of ICT for all users, will affect more than the infrastructure component. 

Therefore, strengthening this component of all users, especially teachers, and staff should be a priority. Infrastructure components 

should be more attention, in case (students and administrators). Indicators of skill, creativity, and innovation are more attention, in 

the case, all users. Then be considered as indicators of help, tips, and ICT training.

The above results demonstrate the efficient application of skills, and creativity and innovation in all users before 

implementing the training, maintenance, and support. Also, approved the idea of integration technologies - Pedagogy (select, use, 

combine and integrate skills under Technology and Pedagogy theoretical knowledge, critical thinking, creative thinking, 

innovation and skills training), ((UNESCO, 2003 and 2005 and 2009) and (hobbyists, 2003) and (Bkta, 2002)) in model (using ICT). 
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Its use for users, thereby eliminating the barriers is: Lack of access, levels of hardware equipment, software, training and skill levels. 

The benchmark of the selected model, we define the dimensions of the model. 

Indices associated with the selected dimensions are identified in the proposed model. Then, were considered, according to 

the definitions of the indicators for the selected dimensions. 

Operational definitions that led to the classification criteria were based on literature review of research, is as follows (the 

second phase of model development methodology):

1. The index of public access to information technology (hardware) such as personal Computers, landline, and mobile, are put 

in the infrastructure component [6 , 7].

2. indicators of access to people in any particular field, are given in the relevant field components. 

For example, teachers and students access to the Internet is the infrastructure component[ 7 , 8]. 

3. Index of education and workforce skills to access and use of ICT, are the components of the electronic community. 

Also, training employees, in any particular field is placed in its corresponding field component. 

For example, skills, and effectiveness of labor, components are placed in the electronic society, and training teachers in ICT is 

the infrastructure component [9].

4. indicators of costs and investments, are put in the infrastructure sector, and other areas are in the relevant components. For 

example, the annual investment in telecom sector, are the components of infrastructure, and investment in ICT in the health 

field, are placed in the electronic health component[10 , 11]. 

5. The index of patents, software licensing policies, security, safety, rules, and regulations in the field of ICT, (in a world branch 

network enablers) are put in the infrastructure component[12]. 

6. Indicators of ICT and effective use of its components are placed in the electronic community. 

Also, in any particular field, are placed in areas related to those components. For example, Internet users in the electronic 

component, and the use of the Internet, to provide a tax statement, placed in the infrastructure component[ 12, 13].

7. Indicators of ICT access and use by the workforce, such as limited or unlimited access to the phone is placed in the 

infrastructure component [ 14 ].

8. Indicators of ICT access and use among families and individuals, such as the number of families with home computers, and 

the percentage of people who have internet access at home, is placed in the infrastructure component [ 12 ]. 

9. indicators of access and use of radio, television, and newspapers, are put in the infrastructure component [15 , 16 ]. 

10. Indicators related to local content, such as widespread access to internal content, are put in the infrastructure component 

[13, 17].

11. Indicators related to income, exports and imports of ICT, are the components of the electronic economy [18, 19]. 

The study [3] obtained the following results: 

1. Education of students, staff, and professors in the field of ICT in accordance with international standards to enhance their 

skills in using ICT in the educational process has a frequency of 10%, are put in the infrastructure component. 

2. The index of ICT-related education as a separate subject in the compulsory curriculum has a frequency of 2%, are put in the 

infrastructure component. 

3. The broadband connection (at universities), the frequency is 9%, and increased investment in new hardware, software, 

network access and educational content for the university has a frequency of 8%, are put in the infrastructure component 

4. The index for private grants from local organizations, community groups, NGOs, international frequency is 4%, are put in the 

infrastructure component. 

5. Creation of a robust and comprehensive strategy for the implementation and use of ICT in the education sector, has a 

frequency of 6%, are put in the infrastructure component. 

6. index providing access to computers, computer peripherals, and Internet for students and faculty by institutions of higher 

education is 4 percent, are in the infrastructure component.

7. The index update frequency of 3% in the ICT tools and facilities and create a national network of universities and its 

connection to the Internet has a frequency of 2%, and the infrastructure components are placed. 

8. The absorption of ICT professionals in the education sector has a frequency of 10%, are put in the infrastructure component. 

9. indicators that provide incentives to teachers to integrate ICT in teaching daily rate are 3 percent are placed in individual 

components or skills. 
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knowledge access Skill & Education use Effect

10. Index to provide financial incentives to encourage teachers to purchase computers for personal activities to integrate ICT in 

education has a frequency of 2%, is placed on Individual components or skills. 

In the 21st century is the development of broadband networks in the ICT infrastructure Universities. Broadband is an 

enabling infrastructure through which information and knowledge are accessed and used and shared. The importance of 

broadband for the system, not least the importance of electricity for industrial development in the twentieth century. All ICT 

training programs should be established based on a strong infrastructure that most of it is broadband.

Therefore, investments in broadband should be done, considering its importance as a key infrastructure, and the main driver 

of development, and use of ICT systems. Also, experts have focused on this topic. 

In order to improve the use of ICT systems, the proposed solution (broadband connection to the university.)

Important role for senior managers in the use of ICT is: 

Develop a unified vision and overall strategy, based on the needs of all sectors. Proposed strategy is the main stimulus for the 

development of ICT. 

Clear strategy and integrated use of ICT, initiatives and approaches that can be built, and have the least change, with 

changing environmental conditions. 

System strategy distinguishes it from other universities, and creates competitive advantages (stability) for it. Lack of an 

appropriate and coherent strategy for ICT-led, with some of the infrastructure, the use of ICT in the country has been in preliminary 

stages. Results of research and development project run by the National Institute of Finland shows that ICT- related competencies 

to promote the first step in the process of professional upgrading of teachers and professors in the information age, but not the most 

important step[24].

According to research conducted by [20] ICT development strategies in the digital address as the relationship is linear, and 

demonstrated its effect on global ICT as follows:

ICT is a recursive model. In group development, we believe it is better described as a spiral. Intentional Change emerges 

through a series of five discoveries, in multiple iterations during the group’s life. Although each iteration is characterized by a similar 

cycle of discovery, over time, there is a shift to distinct patterns in a way which makes group development appear unique for each 

group. Chart 4: Intentional group development is a recursive iteration through the five phases of Intentional Change Theory, but at 

progressively greater depth and positive impact on the group. It is probably best portrayed as a spiraling through the ICT phases.ICT 

iterations have a transformative effect for the group. The group enters each subsequent iteration as a completely new start, and a 

novel experience. Over time, the group experiences a broader and deeper scope of intentional change, as well a greater degree of 

group identification. Multiple iterations lead the group to increasing group consciousness, or self- awareness, increased salience, or 

intensity, and increased coherence, or holistic and integrated sense of the group’s core identity, vision and purpose. The way the 

various ICT iterations transform the group identity and enlarge the scope of intentional change are shown in Chart 7. Also, the 

number, form and content of ICT iterations can vary highly among groups, depending on their composition, degree of diversity and 

members identity complexity, memberships in other groups, structure, task, life span, past history, surrounding systems, leadership 

model in the group, nature and degree of interrelationships of roles, etc.

Chart 7 : Diagram repeated ICT in terms of time and group [26]

It is difficult to predict the number of iterations needed to fundamentally transform the group. The movement from one stage 

of ICT to the next is a smooth, continuous transition is the group is highly self-aware of its own processes. But in most groups, 
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development involves hitting successive tipping points in the issues central to each stage. The tipping point, in this sense, is the 

marker of a phase shift.

A required feature of multi-level, complex systems is some form of interaction among the levels. Each iteration of ICT involves 

multi-fractal interaction. Group development involves mainly interaction among four fractals: 

(1) the intra-individual; 

(2) dyads or coalitions; 

(3) the group; and 

(4) the supra-system in which the group is embedded (i.e. the organization, or community, or society). In early iterations, only 

some of these fractals interact, while in later iterations the interaction among fractals is more complex and dynamic.

Intentional group development involves interaction with intentional change at other levels of human/social organization 

(i.e., individual, dyad, organization, country, global). Leaders help move a group into each of these phase shifts. In this manner, they 

also help a group to enter a new cycle of ICT. Beyond this impact, leaders are the key to interaction among the other fractals of ICT 

underway while the group develops. 

OUTPUT METHODOLOGY 

The model consists of reinforcing the use of ICT an essential element model: 

Philosophy, objectives, theoretical, conceptual framework, the feedback system, the model [2 , 5] , were presented as 

follows. (Figure 5)

(1) Philosophy of the model (with 6 sub-components). 

(2) The model Aims (with 12 sub-components). 

(3) The theoretical model (with 7 sub-components). 

(4) Within the conceptual model (with two sub-components). 

(5) The Executive model (with four sub-components). 

(6) The feedback system model (with three sub-components). 

(7) All models (with a sub-component). 

1. Philosophy Model

Since ICT development is an essential pillar of development of any country. 

Thus, the philosophy is based on the use of ICT to enhance ICT development (how the proposed model for ICT 

development: individual, organizational, local, national, regional, global is appropriate?)

2. The model Aims

Strengthening ICT indicators include: 

(1) Strengthening of interest and enthusiasm for the use of ICT. 

(2) Strengthening the skills to use ICT. 

(3) Strengthening the index, familiarity and knowledge, the use of ICT. 

(4) Strengthening the index, creativity, use of ICT. 

(5) Strengthening of innovation, the use of ICT. 

(6) Strengthening the indicator, computers, the use of ICT. 

(7) Strengthening of the software, the use of ICT. 

(8) to strengthen the network, the use of ICT. 

(9) Strengthening the Internet, the use of ICT. 

(10) Strengthening the index, magazines and books, for the use of ICT. 

(11) The strengthening of support for the use of ICT. 

(12) Strengthening the support of managers, the use of ICT. 

(13) Strengthening of training, the use of ICT. 

3. Theoretical Model

Theoretical model has been established within the framework of ICT levels and the following layers:

(1) Level of readiness (or skill level of individual components- the component level infrastructure)

(2) Level of Use: strengthening ICT indicators at the local level will enhance the readiness level. 

(3) Level of Individual or skill :
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In this paper consists of five indicators that are used to enhance the use of ICT, these indices will be awarded the highest 

rating. 

(4) Level of organizational (infrastructure): In this paper consists of eight indicators that reinforce 

The use of ICT, these indices will be awarded to the lowest rank. 

(5) Level of Effect(ICT IMPACT): 

Strengthen the preparedness level and infrastructure level will enhance the effect. The result is improved performance levels. 

(6) Level of National ICT(country): 

The Education ICT (ICT Education) is in every country. 

(7) Level of ICT regional: 

The development of ICT in education is in every continent. 

(8) Level of global ICT: ICT development in the world is education. 

Within the conceptual model (the main elements and components thereof) ICT includes two pre-conditions are: 

(1) Individual or skills precondition (or skill of individual indicators): familiarity, interest, skill, creativity, innovation. 

(2) The organizational preconditions (infrastructure or organizational factors): Internet, networking, education, journals and 

books, software, help and support, support for enterprise leaders and managers, computer. 

5. The Executive model (index evaluation and review) 

(1) The Committee consists of the design, implementation and management of ICT and ICT in education centers. 

(2) Test the model for at least 30 to 50 regions (or school) 

(3) Collecting and analyzing information reformed and improved. 

(4) In the generalized model (total centers, ICT) 

6. The feedback model (Assessment Appeal) The model of feedback is based on:

(1) Assessment of ICT centers. 

(2) Receive data from the continuous processing model for reengineering. 

(3) Review and amendments required in the approved program in the context of ICT. 

The linchpin of this process is considered, management information systems (MIS) for recording, analysis and review system. 

7. All models 

The proportion of the entire model and all its components (including philosophy, goals, theoretical principles, conceptual 

framework, implementation and feedback systems), is how much? (For enhanced use of ICT).

CONCLUSION

This paper attempts to examine and review the literature in various models of e-readiness assessment and development of ICT has 

to be backed by its experience, the appropriate methodology for developing models of ICT in strengthening education 

Mazandaran provide . This methodology was presented with the assumption that information about the values of the indicators. To 

not require the use of statistical methods. 

The resulting methodology is to model the following properties: 

1. Due to the methodology provided a model for providing a proper education and training needs of Mazandaran, so this 

model for developing countries that are in the field of ICT is still low. 

2. Since the model contains the axes of the index of ICT development programs of the country, so this model can be suitable 

strengths and weaknesses of ICT development in the Country show.

3. we can run the model on provincial data. 

Then, to evaluate and compare the provinces, in the field of electronic readiness and development of the ICT in education. 

4. There is the possibility of implementing this model, providing the following conditions: 

A) Determining the experimental conditions. 

B) Recruiting and training of manpower. 

C) Field operations. 

5. One of the important features of this model are: to provide initial values for parameters that are under development. 

6. The model has been proposed: the experiences of the more popular models, electronic and ICT development indices.
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ABSTRACT

Purpose: The study aims to explore services delivery pattern with special focus on hospitality 

industry. Paper highlights the proper management of resources by hotel industry with the help 

of green practices that further enhanced brand image and sustainable growth. Various 

innovative practices not only contributing to hotels’ sustainability but also playing one of the 

crucial roles in improving overall balance of environment. 

Design/methodology/approach: Extensive literature review has been done on the services 

and hospitality industry to find out dimensions that help to improved existing green practices. 

Qualitative approach along with case studies and published reports on hotel industry has 

been used to analyze and conclude the study. 

Findings: Customer are more conscious about environmental friendly hotels. They prefer 

hotels adopting green practices though not compromising on hotels’ service quality. Green 

practices must be integrated in service sector especially in hospitality industry. These practices 

are the competitive advantages that enhanced brand image, quality of service and 

environmental concern.

Practical implications: The hospitality industry would have to invest in environmentally 

friendly practices and look at long-term gains. Adopting green practices would be the part of 

sustainability and profitability for hotel industry.

Keywords: Green practices, Environment, Hospitality, Brand Image, Sustainability.

INTRODUCTION

In India and around the world the term hospitality is one of the oldest concepts in business and it continues and shaped by time to 

time by its innovation and history. It has its unique position in tourism industry in India. Traditionally hotel industry is used for 

lodging only but today it is the bunch of restaurant, beach resort, bar and other accommodation and catering facilities to tourist. 

Now the word “hospitality” is often used to describe the rather broad field that incorporates lodging, food service, leisure, 

conventions, travel, and attraction (O ttenbacher et al., 2009) [10]. It provides all basic facilities for the transaction of business, 



meeting and conferences for entertainment and recreation. According to Middleton and Clarke (1990) [6], accommodation plays a 

functional role by providing the facilities that make travel convenient and comfortable. Apart from that hotels make a vital 

contribution to overall visitors’ satisfaction at a particular destination. In the same way Cooper et al. (1996) [2] also suggested that 

accommodation provides an essential support to satisfy the wider motivation that brought the visitor to the destination. From the 

research point of view, the hospitality industry in India offers unique opportunities for understanding the relationships of service 

climate, and customer satisfaction. This paper will focus on issues of quality in the hotel and identifying gaps which is challengeable 

in environment protection and highlighting way to deal these issues. 

Hospitality industries provide lots of tangible services through their limited resources but while delivering these industries 

conceiving some tangible problems. The major challenge in hotel industry is their produced waste. Improper waste management 

has emerged as one of the global issues across the world horizon. In India it is clearly estimated that there are 143950 numbers of 

hotels and motel in 2012 and this number is expected to reach at 261607 in 2022 (Ministry of tourism, 2012) [7]. It shows that the 

growth of hotel industry increases along with the growth of economy and industrial development. But it also increases the pace of 

waste generation. Broadly the waste generated from hotel industry can be categorizes into two form wet and dry waste. Dry waste 

includes paper, plastic, cardboard, metals, bottles etc. whereas wet waste includes food waste, vegetable waste, leftover food and 

horticulture waste. Due to insufficient management of waste within hotel industry it leads to odor and health problem for people 

associated with direct contact with waste. So to avoid the adverse impact of waste it is vital to adopt green practices. Effective green 

practices not only help in sustaining the growth aspects but also emerging as an effective method of revenue generation otherwise it 

polluted the environment along with disturbing the ecological balance. This paper will focus on issues of quality in the hotel along 

with various challenges and opportunity that identifying gap which is challengeable in environment protection and highlighting 

way to deal these issues. Services delivered from hospitality sector are easy but their proper management before and after 

delivered service is more essential for sustainability and profitability. Apart from that to build brand image and create positive image 

in the minds of customer, management of waste is essential. Waste management doesn’t need any additional operating cost and 

time, it can be easily possible to implement at each operational activity from initial level. 

LITERATURE REVIEW

Waste is a key concern in the hospitality industry because hotel and restaurant industry are the major sources of waste generation 

by delivered services like serving food, catering from its kitchen and parties, conference, meetings etc along with from guest rooms 

generate a huge amount of waste. Some studies and researches are on environmental impacts of waste because generation of 

waste and their disposal of open dumping is current environment scenario in many areas. Emission from waste when it dumped at 

open area or landfill, generate greenhouse gases (GHG) from decomposition of waste, which is too hazardous and leads to the 

deterioration of human health and environment. The effect of waste dumping increases along with passage of time. In a study in 

Thailand depicts that increasing trend of MSW (Municipal Solid Waste) generation with time have the deep impact on 

environment and health (Chiemchaisri et al., 2007) [1]. Similarly when waste from the hotel industry directly dumped to the landfill 

sites produces leachate that likely to contaminate the ground water. It is well identified by Vasanthi., et al. (2007) [12] in his study on 

Chennai that the element of leachate damage land as well as ground water. 

The ultimate goal of all hotel managers is to obtain the best return possible on their investments. This can only be achieved 

when the right strategic choices are made about gaining competitive advantage. In the competitive world, profitability along with 

sustainability is more important for any business. Hotels with good service quality will therefore improve their market share and 

profitability (Oh and Parks, 1997) [8]. So for the protection of environment some legal steps should be taken which help to decline 

the problem of waste generation. According to Memon (2010) [5] integrated solid waste management (ISWM) that includes source 

separation, collection and transportation, transfer stations and material recovery, treatment and resource recovery and final 

disposal along with the execution of 3R (reduce, reuse, and recycle) approach have become common in the field of solid waste 

management.

First and foremost opportunity for the hotel industry is that it can contribute its efforts to the sustainability of the environment. 

Green practices within hotel leads to GREEN HOTEL, which positively impact on the customer and building brand image for 

example Orchid hotel situated in Mumbai is one of the few hotels having conferred with ECOTEL status. 

CURRENT STATUS OF WASTE GENERATION

In waste composition the organic content is more hazardous because of its moisture content and calorific value; it is easily 

biodegradable and emits methane gas with contact of other discarded metal. The organic content of waste is high in India because 

of consumption pattern and living standard and styles. Hotel and restaurant industries play key role and one of the major 

contributor of organic waste as discussed earlier. The current status of waste management in India is not up to the mark as other 

developed and developing countries like U.S because no proper waste categorization and segregation process. It is estimated by 

Ministry of Urban Development of India that only less than 30 per cent of the solid waste is segregated in India that’s why the 

disposal of waste is almost never practiced.
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Figure 1 : Percentage of organic waste

Analysis and Discussion

The importance of integrated green practices are proved with various case studies of hotel industry that creates sustainability and 

profitability of business. There are some hotels called as ECOTEL because of their building brand image through green practices.

ITC (Bangalore): Hotel like ITC was recently awarded the Leadership in Energy and Environmental Design (LEED) India Platinum 

Rating for its new hotel in Bangalore because of their holistic approach to sustainability deploying green practices in all areas 

including air conditioning, thermal engineering, energy efficient lighting, water, as well as creating ‘green guest experience’. Hotel 

prefer to use of eco-responsible toiletries and cleaning materials, allergen free mattress and pillow protections, and eco-friendly 

amenities, for example, bathrobes are made of organic cotton and recycled stationery (hotel world Asia, 2010) [4]. This shows the 

treatment technique of hotel towards customer and environment.

Taj Residency (Bangalore): This hotel has pioneered the concept of water recycling and saves the 15-20 kl on daily basis. This 

recycled water is then used for watering plants in gardens and site cooling towers. Figures revealed that hotel is able to achieve 

recycling or reusing efficiency to as much as 98 percent. Energy consumption from the renewable resources has gone from 7% to 

30.4%. In case of water recycling efficiency of 25% has been achieved while in case of air conditioning 20% improvement has been 

made (earth check) [3].

Orchid (Mumbai): This 5-star ecotel hotel, along with other environmental concerns, has adopted recycling as integral part of its 

routing operations. Garbage bags used by the hotels are made from the recycled plastic and milk pouches. Provision of separate 

recycle bin has been followed in the each room of the hotel. Waste Paper is recycled to make the brochure while by use of efficient 

lightning saving of around Rs 33, 28,435 per year have been achieved. Operational practices include use of hangers made from 

sawdust, laundry bags made up of reusable cloths instead of plastic bags and use of recyclable baskets (orchid hotel) [9].

CONCLUSION

There is an urgent requirement to adopt and execute integrated green practices to change traditional ways of delivering services in 

hospitality industry. In fact for the effective process of waste minimization there is no need of heavy investment and expensive 

machinery rather constantly implementation of 3R approach at each level with regular up gradation of current services being used 

in hospitality industry.

Figure 2 : Integrated Model for green practices from source to disposal
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Source: Self

As in the above figure 2, pictorial representation clearly discussed about the efficiency of the waste management program by giving 

attention to whole mechanism from each operational level i.e. at the source itself. From the source level that is hotel, waste should 

be proper segregated for treatment because waste is treated according to their nature of existence. Than waste material easily 

transfer to the transfer station like dry for recycling station, wet for composting station and mixed waste for waste to energy (WTE) 

plants. Here all waste material converted as resource or raw material for energy recovery and making manure for horticulture. 

Finally the discarded materials are dumped to the landfill sites. Another crucial factor that can lift the overall success level of this 

program is commitment from the staff which is absolutely necessary to get the desirable success from this exercise. 

Benefits arising from the success of waste management practices not only brings in additional revenue for the organization 

but also enhanced the intangible aspects like loyalty and brand image of company. Further the contribution of organization is to 

protection of environment by reducing the hazards of environment pollution and helps to bring back the balance of our ecosystem.
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ABSTRACT

Antimicrobial agents are very important in reducing the infectious diseases in humans. However, due to the 

development and spread resistant pathogens, the effectiveness of the antibiotics is reduced. This type of 

bacterial resistivity to the antimicrobial agents presents severe dangers to public health. Therefore, alternative 

antimicrobial agents are needed, leading to a re-evaluation of ancient ayurvedic remedies, such as plants and 

plant-based products, including honey. 

This research paper deals with studying the consumer behavior by analyzing their perception towards the 

antibiotic properties of honey. Since most of the antibiotics taken by the consumers have adverse effect on their 

health, it has become imperative in today’s ever changing world to use alternative medicines which are not 

made synthetically, but are available naturally and have minimal side-effects. In order to make this change 

happen it is equally evitable to analyze the consumer behavior towards the antibiotic properties of honey. This 

study can help us analyze what is the current perception of consumers about the antibiotic properties of honey 

and how the people can be made aware about it.

Keywords: Antibiotic properties of honey, consumer behavior, consumer awareness.

PURPOSE

Before the invention of antibiotic, it was not unusual for an experienced medical professional to even apply honey on a wound to 

prevent infection and wait healing. Honey has been used as an antibiotic medicine for many different purposes: as a laxative, as a 

natural cure for diarrhea and upset stomach, for coughs and sore throats. Its antibacterial properties prevent infection and functions 

as an anti-inflammatory agent, reducing both swelling and pain, and even scarring.

It has been found that the effectiveness of honey in medical uses is due to its antibacterial and antibiotic activity. It is shown 

that honey inhibits a broad spectrum of bacterial and fungal species. There are many research studies showing the bactericidal as 

well as bacteriostatic activity of honey. There have also been reports of honey having antifungal activity. There are many diseases 

which can be treated with honey. Through this paper my prime intention is to invoke an awareness among the consume that even 

honey can be used as a good medicine to cure commonly occurring health related problems.

Design/methodology/approach: The research methodology applied here is both primary and secondary research. Relevant 

information was collected in the form of secondary data and analyzed for the purpose to be incorporated in the paper. Single Cross 

– sectional primary research was carried out on a sample of respondents and the information collected was statistically analyzed 

and is represented in the form of pie diagrams in the paper.
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Findings: By analyzing the information obtained from secondary data, it was found that many commonly occurring health 

problems such as cold, cough, constipation, skin related problems etc. can be successfully eradicated by the administration of 

honey. On the basis of the primary research conducted, it was found out that there is a satisfactory amount of awareness among the 

consumers regarding the antibiotic properties of honey.

Research limitations/implications: The research limitation can be the lack of time due to which the primary research was 

conducted on a limited number of people.

Practical implications: This research does has lots of practical implications by suggesting that even honey can be used as an 

economical and safe alternative medicine to treat commonly occurring health related diseases.

Originality/value: This research paper provides information about usage of honey as an alternative medicine for treating the 

commonly occurring health related diseases.

Paper type: Research Paper

INTRODUCTION

Antimicrobial agents are very important in reducing the infectious diseases in humans. However, due to the development and 

spread resistant pathogens, the effectiveness of the antibiotics is reduced. This type of bacterial resistivity to the antimicrobial 

agents presents severe dangers to public health. Therefore, alternative antimicrobial agents are needed, leading to a re-evaluation 

of ancient ayurvedic remedies, such as plants and plant-based products, including honey. 

Before the invention of antibiotic, it was not unusual for an experienced medical professional to even apply honey on a 

wound to prevent infection and wait healing. Honey has been used as an antibiotic medicine for many different purposes: as a 

laxative, as a natural cure for diarrhea and upset stomach, for coughs and sore throats. Its antibacterial properties prevent infection 

and functions as an anti-inflammatory agent, reducing both swelling and pain, and even scarring

Antibacterial properties of honey has been known for over a century .Humans approximately began hunting for honey at 

least 10,000 years ago, as depicted by a cave painting in Valencia, Spain. The first written reference to honey, a Sumerian tablet 

writing, dating back to 2100-2000 BC, mentions honey’s use as a drug and an ointment. It has been found that the effectiveness of 

honey in medical uses is due to its antibacterial and antibiotic activity. It is shown that honey inhibits a broad spectrum of bacterial 

and fungal species. There are many research studies showing the bactericidal as well as bacteriostatic activity of honey. There have 

also been reports of honey having antifungal activity. The collation of data shows that honey is effective against bacterial and fungal 

microbes, which cause diseases. However, there are many diseases which can be treated with honey. 

How does Honey Work as an Antibiotic?

It does for wounds in several ways. When applied, honey releases slowly hydrogen peroxide (H2O2), a compound produced from 

an enzyme, disinfecting the wound, killing the germs and healing the broken skin. Scientific evidence shows that most of harmful 

bacteria cannot survive in the presence of oxygen or hydrogen peroxide. 

Honey’s viscosity provides a protective barrier and forms a moist environment for the wound. It creates a healing layer 

between wound and dressing with no sticking and no tissue damage, and reducing the chance of scarring as the skin cells grow 

without forming any scab. Honey supplies nutrients which are necessary for healthy tissue regeneration and stimulates the growth 

of new blood capillaries. The antibacterial properties also provide a barrier to cross-infection of wounds. Honey’s high sugar 

content has an osmosis effect on wounds. It draws lymph out to the cells while absorbing moisture and provides an anti-

inflammatory action which reduces swelling and pain. Honey contains a large amount of glucose, a simple sugar that combines 

chemically with collagen, a tissue protein. Hence, when applied to burns or wounds, honey often heals without leaving scars. The 

acidity of honey also promotes healing. It’s also believed that honey even makes wounds smell better, possibly because when 

bacteria in wounds eat honey's sugars, they give off sweeter-smelling gases. Honey is produced from many different floral sources 

and its antibacterial potency varies with origin and potential.

The goal of this study is to understand the causes or effects of honey as an antibiotic agent and the consumer behavior 

regarding the awareness about the antibiotic properties of honey. Hence, the purpose of the report is to validate if honey has good 

antimicrobial properties or not.

REVIEW LITERATURE

The numerous reports of research works have established the nature of the antibiotic properties in honey. A brief summary of what 

has been established is given here.
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Explanation of Antibacterial Activity of Honey

1.  Osmotic effect 

The antibiotic property of honey was first observed in the year 1892 by van Ketel. It has often been assumed that this is due to the 

osmotic effect of its high sugar content. Honey, like other saturated sugar syrups and sugar pastes, has an osmolarity sufficient to 

inhibit microbial growth, but when used as a wound contact layer, dilution by wound reduces the osmolarity to a level that fails to 

control infection. However, it has been shown that wounds infected with Staphylococcus aureus are quickly treated by honey. 

Honeys selected to have a medium level of antibacterial activity have been found to prevent growth of Staphylococcus aureus if 

diluted. The fact that the antibacterial property of honey is increased when diluted was clearly observed and reported in 1919. The 

explanation for this apparent paradox came from the finding that honey contains an enzyme that produces hydrogen peroxide 

when diluted. This agent was referred to as 'inhibine' prior to its identification as hydrogen peroxide ; the term 'inhibine number' 

was coined as a measure of the relative antibacterial potency of different honeys, it being the number of steps by which a honey 

could be diluted and still inhibit bacterial growth .

The importance of the additional antibacterial activity of honey is demonstrated in comparisons between the therapeutic 

effects of honey and sugar. In an experimental study conducted on burns created on the skin of pigs, there were fewer bacterial 

colonies seen clinically in wounds treated with honey compared with those treated with sugar, fewer micro-pustules in the neo-

epidermis, and fewer bacteria seen in the Escher of the honey-treated wounds. There has also been a clinical case report of a 

discharging deep pressure sore not responding to various treatments, including dressing with sugar, which was completely healed 

in six weeks when dressed with honey. Frequent changes of sugar dressings are also necessary to maintain a therapeutic action, 

compared with fewer changes of honey dressings.

A Honey is a mixture of sugars and other compounds. With respect to carbohydrates, honey is mainly fructose (about 38.5%) 

and glucose (about 31.0%), making it similar to the synthetically produced inverted sugar syrup, which is approximately 48% 

fructose, 47% glucose, and 5% sucrose. Honey's remaining carbohydrates include maltose, sucrose, and other complex 

carbohydrates As with all nutritive sweeteners, honey is mostly sugars and contains only trace amounts of vitamins or minerals. 

Honey also contains tiny amounts of several compounds thought to function as antioxidants, including chrysin, pinobanksin, 

vitamin C,catalase, and pinocembrin. The specific composition of any batch of honey depends on the flowers available to the bees 

that produced the honey.

Although some yeasts can live in honeys that have a high water content, causing spoilage of the honey, the aw of ripened 

honey is too low to support the growth of any species, no fermentation occurring if the water content is below 17.1%. Many species 

of bacteria have their growth completely inhibited if the aw is in the range 0.94-0.99. These values correspond to solutions of a 

typical honey (aw of 0.6 undiluted) of concentrations from 12% down to 2% (v/v). On the other hand, some species have their 

maximum rate of growth when the aw is 0.99, so inhibition by the osmotic (water-withdrawing) effect of dilute solutions of honey 

obviously depends on the species of bacteria.

2.  Acidity

Honey is characteristically quite acidic, its pH being between 3.2 and 4.5, which is low enough to be inhibitory to many animal 

pathogens. The optimum pH for growth of these species normally falls between 7.2 and 7.4. The minimum pH values for growth of 

some common wound-infecting species is: Escherichia coli, 4.3; Salmonella sp., 4.0; Pseudomonas aeruginosa, 4.4; Streptococcus 

pyogenes, 4.5. Thus in undiluted honey the acidity is a significant antibacterial factor. But if honey is diluted, especially by body 

fluids which are well buffered, the pH will not be so low and the acidity of honey may not be an effective inhibitor of many species 

of bacteria.

3.  Hydrogen Peroxide

Hydrogen peroxide is a well-known antimicrobial agent, used due to its antibacterial and cleansing properties when it was first 

introduced into clinical practice. In more recent times it has lost importance because of inflammation and damage to tissue. 

However, the hydrogen peroxide concentration produced in honey activated by dilution is typically around 1 mmol/l, about 1000 

times less than in the 3% solution commonly used as an antiseptic. The harmful effects of hydrogen peroxide are further reduced 

because honey sequesters and inactivates the free iron which catalyses the formation of oxygen free radicals produced by 

hydrogen peroxide and its antioxidant components help to mop up oxygen free radicals .Studies in animal models have 

demonstrated that honey reduces inflammation (seen histologically), compared with various controls, in deep and superficial 

burns and in full-thickness wounds .Although the level of hydrogen peroxide in honey is very low it is still effective as an 

antimicrobial agent. It has been reported that hydrogen peroxide is more effective when supplied by continuous generation with 

glucose oxidase than when added in isolation. A study with Escherichia coli exposed to a constantly replenished stream of hydrogen 

peroxide showed that bacterial growth was inhibited by 0.02-0.05 mmol/l hydrogen peroxide, a concentration that was not 

damaging to fibroblast cells from human skin. The major antibacterial activity in honey has been found to be due to hydrogen 
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peroxide produced enzymically in the honey. The glucose oxidase enzyme is secreted from the hypopharyngeal gland of the bee 

into the nectar to assist in the formation of honey from the nectar.

The hydrogen peroxide and acidity produced by the reaction:

Glucose +  H O +  O                 gluconic acid +  H O2 2 2 2

The hydrogen peroxide produced would be of effect as a sterilizing agent only during the ripening of honey. Full-strength 

honey has a negligible level of hydrogen peroxide because this substance is short-lived in the presence of the transition metal ions 

and ascorbic acid in honey which catalyse its decomposition to oxygen and water. The enzyme has been found to be practically 

inactive in full-strength honey, it giving rise to hydrogen peroxide only when the honey is diluted. This is because the acidity 

produced in the action of the enzyme drops the pH to a point which is too low for the enzyme to work anymore. On dilution of 

honey the activity increases by a factor of 2,500 - 50,000, thus giving a "slow-release" antiseptic at a level which is antibacterial but 

not tissue-damaging.

4.  Phytochemical Factors

The evidence for the existence of other antibacterial factors is mainly that the peroxide-generating system does not account for all 

of the observed antibacterial activity, but there have also been some reports of isolation of antibacterial substances from honey that 

are not hydrogen peroxide. Furthermore, it has been found that heating honey, which inactivates the glucose oxidase, causes loss of 

activity against some species whilst it is retained against others. Although the stability of the enzyme varies in different honeys, there 

have been reports of honeys with stability well in excess of this variation, showing that there must be an additional antibacterial 

factor involved. The most direct evidence for the existence of non-peroxide antibacterial factors in honey is seen in the reports of 

activity persisting in honeys treated with catalase to remove the hydrogen peroxide activity. Several chemicals with antibacterial 

activity have been identified in honey by various researchers: pinocembrin, terpenes, benzyl alcohol, 3,5-dimethoxy-4-

hydroxybenzoic acid (syringic acid), methyl 3,5-dimethoxy-4-hydroxybenzoate (methyl syringate), 3,4,5-trimethoxybenzoic acid, 

2-hydroxy-3-phenylpropionic acid, 2-hydroxybenzoic acid and 1,4-dihydroxybenzene. However, the quantities of these present 

were far too low to account for any significant amount of activity.

RESEARCH METHODOLOGY

The population for this study is defined as all the consumers who consume honey for daily consumption in various forms. Cross 

sectional sampling method of sampling is used in our research .It is an exploratory research where the researcher is interested in 

getting an inexpensive approximation of the truth by conducting customer survey analysis on a small sample. Cross sectional 

analysis means that the sample of population taken for market research study were questioned just once and the conclusions were 

drawn based on just one time market research. The sample is selected because they are convenient. The research was conducted 

on a sample of 20 people from the total population of consumers comprising of who use honey in the city of Noida. This 

nonprobability method was used during preliminary research efforts to get a gross estimate of the results, without incurring the cost 

or time required to select a random sample.

The analysis of the report on the antibiotic properties of honey was analyzed on the basis of customer survey questionnaire in 

which certain questions were asked to consumers. Due to cost and time considerations, the survey was done on a small sample of 

population of consumers consuming honey. Various questions were asked related to the awareness, usage and willingness to use 

honey as an antibiotic. The analysis was conducted on randomly selected 20 people who consume honey. The analysis was done 

using the t- test method for testing of samples. The analysis results were reported in the form of a pie diagram as it is easier to 

understand the pictorial representation of data. Microsoft Excel 2007, software was used to compile and tabulate the result findings 

in the form of a pie chart. The result findings are shown in the form of a pie diagram as shown below.

From the pie chart shown above, it can be inferred that about 78% of people like consuming honey. It shows that there is a 

good potential for marketing honey.

78%

Liking

Yes

No

22%



From the pie chart shown above, it can be seen that about 60% of people like consuming honey daily. It shows that there is 

good opportunity for the sale of honey and that there is good profit maximization scope in the honey manufacturing business. 

From the above pie chart, it can be observed that about 65% of people are aware about the fact that honey has certain 

antibiotic properties. It shows that already enough awareness in the form of advertising, publicity, articles etc. has been designed 

for making the people aware about the antibiotic properties of honey. Hence, no more awareness program for educating the 

masses needs to be undertaken.

From the above pie chart it can be viewed that honey is a multi-purpose utility product. It can also be inferred that honey has 

a very good vertical product line differentiation. It can be noted that people mostly use honey for treating cold and cough during 

seasonal transitions.

From the pie chart shown above, it can be noted that about 40% people like to consume honey as it is in its original form. It 

shows that there are not any other competing product to substitute the usage of honey.
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Awareness about antibiotic properties
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From the pie chart above, it can be noted that mostly people prefer to consume honey early morning empty stomach with 

lukewarm water or at breakfast by using honey in tea or with toast.

From the pie chart above, it can be inferred that about 85% of people use honey to treat mild infections, naturally without 

administering any medicine along. It shows that honey is a good first aid remedy to treat mild diseases.

From the pie chart shown above it can be referred that about 90% of people are aware that honey is a good immunity 

booster. It shows that nowadays people are getting more diet and health conscious. 

It can be seen from the pie chart above, that about 55% of people became aware about the antibiotic properties of honey by 

their elders. It shows that a lot of goodwill about honey has been due to the word of mouth kind of publicity.

From the pie chart shown above, it can be noted that about 87% of people got satisfactory results after administering honey in 

various forms. It shows that no testing and validation needs to be done for using honey as an antibiotic.

The validity and reliability of the antibiotic properties of honey was analyzed by conducting a primary research on sample 

population of 20 people. There is lot of literature available regarding the antibiotic properties of honey which has been described in 

the literature review. The information available in the literature is validated by undertaking Market Research Survey to analyze the 

reliability of the available research literature.

The reliability of the literature on antibiotic properties of honey was measured by doing survey test by asking certain open 

ended and close ended questions to a sample of 20 people. The inferences were drawn based on the results obtained from the 

survey analysis.

Certain assumptions were made regarding the survey conducted for analyzing the antibiotic properties of honey. 
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• The most obvious assumption is that the sample represents the entire population.

• Another assumption is that the people have responded correctly to all the questions being asked.

• It is assumed that the literature available for establishing the antibiotic properties of honey is correct and valid.

SCOPE AND LIMITATIONS

Limitations to Usage

The literature on health and self-treatment of ailments shows that honey can be taken to cure almost anything, but results would 

suggest that the antimicrobial activity would be limited when an oral dose of honey becomes diluted after absorption from the gut 

into the many liters of fluid in the circulation and tissues of the body.

Microbiological Safety

Botulism

Because of the natural presence of botulinum endospores in honey, children under one year of age should not be given honey. The 

more-developed digestive system of older children and adults generally destroys the spores. Infants, however, can contract 

botulism from honey.

Toxic Honey

Honey produced from flowers of oleanders, rhododendrons, mountain laurels, sheep laurel, and azaleas may cause honey 

intoxication. Symptoms include dizziness, weakness, excessive perspiration, nausea, and vomiting. Less commonly, low blood 

pressure, shock, heart rhythm irregularities, and convulsions may occur, with rare cases resulting in death. Honey intoxication is 

more likely when using "natural" unprocessed honey and honey from farmers who may have a small number of hives. Commercial 

processing, with pooling of honey from numerous sources, claims it dilutes any toxins but these findings are not verifiable. 

Packaging

Honey presents several limitations related to packaging and transportation. Since honey is packaged in glass bottles it is very 

difficult to transport honey over long distances. Honey manufacturing factories have to be located close to honey farms in order to 

reduce the transportation time and cost of raw unprocessed honey.

Limited usability

While the healing properties of honey seem to be powerful, it should be well noted that honey is not a cure-all. When an infection 

gets in the blood, all honey fails to work. Hence the honey should be used only for treating common diseases not any severe 

disease.

Discussion

On the basis of the market research conducted on a small sample of people, it can be inferred that the data found coincides with 

the literature available on the antibiotic properties of honey. It has been found that the people are aware about the antibiotic 

properties of honey mostly from their elders. It is also seen from the report that the people usually use honey as a first aid remedy to 

cure commonly occurring diseases such as cold and cough. Most of the people are aware that honey helps in improving immunity. 

It has been found that most people like consuming honey in as it is form. Most of the people like consuming honey in morning as 

breakfast rather than consuming it as lunch or at dinner or after dinner. The literature results have been validated by conducting 

market research survey and representing the data in the form of a pie diagram.

Recommendations

On the basis of the Market research survey conducted, it has been found that honey can be recommended as an effective antibiotic 

medicine for curing commonly occurring diseases and for improving immunity. It has also been found out that honey has mass 

coverage due do its mass acceptance. The mass acceptance of honey is due to widespread awareness of honey among people. 

Hence it can be said that the honey can be included in our daily diet on a regular basis to improve immunity .It has been found that 

honey is a natural remedy and does not has significant side effects. It should only be used for treating commonly occurring diseases 

and should not be used for treating those disease where the bacteria ,virus has already entered in the bloodstream as honey will be 

in effective in treating the microorganisms present in the blood. Children below the age of 1 year should be administered carefully 

while giving honey as some children have allergic reactions such as botulism when administered with honey due to the presence of 

natural botulinum endospores in honey.
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ABSTRACT

In Today’s Knowledge economy, up to 70% of an organization’s value is based upon the skills and experience of 

its employees as an asset and Building a workforce for the future is the growing priority Yet the most business 

have no visibility into how well the company biggest assets is being managed. Organizations are largely looking 

at work measurement systems to align their rewards and grading architecture which is a sub-optimal use for a 

powerful organization effectiveness mechanism, Over the next five years, the most important things will be 

developing future leaders; ensuring greater return on investment through people; attracting talent; efficient 

workforce planning and enhancing performance / creating more effective performance management 

programs, IT company benefit by integrating international assignment into talent management programs and 

developing a standard career management program for international Business Intelligence & Returning 

expatriates should be smoothly transitioned back into the organization to increase retention & job satisfaction 

with business growth. The inventory of the programs and instruments used by an array of companies operating 

globally was compared with the financial results of those companies, and gives some insight into the most 

effective approaches. The “Top Companies for Leaders” are the most advanced in talent management. When 

talent development is really embedded in the organization and seen as an ongoing rhythm, the total processes 

in an organization will not only run more smoothly, but also more effectively, generating shareholder and 

stakeholder value. To become a top listed company may be a bridge too far for some organizations. However, 

with relatively simple actions, some investments, and strong convictions that people development should be 

part of your routine activities, your company will develop in a sustainable way.

Keywords: Talent, Workforce, Business Intelligence, sustainable, Mechanisms, Human Assets

INTRODUCTION

The term Talent Management is being used to describe sound and integrated human resource practices with the objectives of 

attracting and retaining the right individuals, for the right positions, at the right time. Organizations are run by people, and the talent 

of these people will determine the success of organizations. So, talent management is management‘s main priority (Michaels, 

Handfield-jones, H. & Axelrod, 2002)3. Today‘s businesses face increased global competition, shifting markets, and unforeseen 



events. No wonder they are finding it more difficult than ever to attract, develop, and retain the skilled workers they need 

(McCauley & Wakefield, 2006)4. Talent management is—a conscious and deliberate approach undertaken to attract, develop and 

retain people with the aptitude and abilities to meet current and future organizational needs (Derek Stokley) 5. Talent 

management, also known as Human Capital Management, is the process of recruiting, managing, assessing, developing, and 

maintaining an organization‘s most important resource – i.e. its people (Bhatla, 2007)6. Talent management initiatives must involve 

dialogue and engagement with business in order to hire, retain and develop the talent that is needed to achieve the business goals. 

(HR Focus, 2008)7. Talent management involves individual and organizational development in response to a changing and 

complex operating environment. It includes the creation and maintenance of a supportive and people oriented organization 

culture. 

Talent Management refers to identifying the employee talent and utilizing it effectively and retaining the same talent to 

compete with similar organizations. Talent is a competitive advantage. According to (Christonel, 2002)8, —New Value Systems will 

converge and reinforce each other, creating a company capable of winning big.?  Most of the organizations fail to identify the 

suitable candidates at the first place, and in case they do identify they fail to retain them. As per knowledge infusion, —talent 

management—is defined as—the integrated process of ensuring that an organization has a continuous supply of highly productive 

individuals in the right job at the right time.

BUSINESS INTELLIGENCE: A SHORT HISTORY

A McKinsey Quarterly article defined Business Intelligence as “The ability to transform data into insights to help manage a 

company…business intelligence consists of the processes, applications, and practices that support executive decision making.”

Few companies have achieved the goal of transforming their data into insights because it requires the data to be timely and 

intuitive to access. Business intelligence data has to be consolidated from multiple sources and then presented to those who need it 

in a format that helps them gain those insights.

The challenges of getting good data are outlined in the graphic below. All of these traditional challenges can be overcome 

through improved processes, applications, and practices. Support at all levels of the company is required to address them. 

Surmounting these challenges is expensive and requires IT resources to constantly manage and deliver the information. IT support 

is also required to change the metrics as the business needs change.

From Personnel to Strategic HR to Talent Management

Stage 1: Personnel Department

In the 1970s and 1980s the business function 

which was responsible for people was called 

"The Personnel Department." The role of this 

group was to hire people, pay them, and make 

sure they had the necessary benefits. The 

systems which grew up to support this function 

were batch payroll systems. In this role, the 

personnel department was a well understood 

business function.

Stage 2: Strategic HR

In the 1980s and 1990s organizations realized 

that the HR function was in fact more 

important - and the concepts of "Strategic HR" 

emerged. During this period organizations 

realized that the VP of HR had a much larger 

role: recruiting the right people, training them, 

helping the business Design job roles and 

organization structures (organization design),

develop "total compensation" packages which include benefits, stock options and bonuses, and serving as a central point of 

communication for employee health and happiness. The "Head of Personnel" became the "VP of HR" and had a much more 

important role in business strategy and execution. The systems which were built up to support this new role include recruiting and 

applicant tracking (ATS), portals, total compensation systems, and learning management systems. In this role, the HR department 

now became more than a business function: it is a business partner, reaching out to support lines of business.
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Stage 3: Talent Management

We are now entering a new era: the emergence of "Talent Management." While strategic HR

Continues to be a major focus, HR and L&D organizations are now focused on a new set of strategic issues:

• How can we make our recruiting process more efficient and effective by using "competency based" recruiting instead of 

sorting through resumes, one at a time?

• How can we better develop managers and leaders to reinforce culture, instil values, and

Create a sustainable "leadership pipeline?"

• How do we quickly identify competency gaps so we can deliver training, e-learning, or development programs to fill these 

gaps? How can we use these gaps to hire just the right people?

• How do we manage people in a consistent and measurable way so that everyone is aligned, held accountable, and paid 

fairly?

• How do we identify high performers and successors to key positions throughout the organization to make sure we have a 

highly flexible, responsive organization?

• How do we provide learning that is relevant, flexible, convenient, and timely?

Accessing Talent Intelligence with the Right Metrics

1. Understand what important information helps the business. Ask what the strategy is and what skills and resources are 

required to execute the strategy.

2. Choose an analytical framework for delivering information by analysing who needs the data and how will it be represented.

3. Eliminate silos and use a unified platform and/or data model to capture and display the data.

4. Ensure that access to the data is timely and intuitive.

Selecting the right data for analysis and reporting may be tied to compliance and efficiency metrics and not executive 

decision making. Determining what to report and analyse frequently becomes a politically charged debate. This is especially true if 

a company’s structure has autonomous business units. 

There are, though, some instructive and applicable best practices. In the graphic below, PricewaterhouseCoopers (PwC) 

shows the linkage between the Business Strategy and HR/Talent Strategies that result in HR Initiatives with measured outcomes. 

Consider the “Outcome Measures” recommended and determine how they apply to your strategy.

Source: Workforce Intelligence, PricewaterhouseCoopers, 2009

Selecting the Right Metrics: Linking Metrics to Strategies
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Capturing the Right Employee Data

The key to aligning talent intelligence to drive business outcomes starts with access to the most important employee/talent data. For 

example:

• An employee’s experience before and during current employment with skills and competencies.

• The employee’s career ambitions to align development plans and identify succession candidates.

• Employee performance ratings to ensure high performers are identified and retained.

• Succession plans to understand transferable skills and seek out high potential employees.

• Performance information that identifies future leadership potential to fill the leadership pipeline.

• Critical skill sets that are at risk or the gaps with skills that are not available.

• Business performance goals established to ensure all employee goals are aligned to help execute the business strategy.

This data cannot be collected as an afterthought or as a separate process. It must be captured as part of the overall talent 

management process—not as a separate or additional task. Moreover, data entry, access, and reporting must be easy to use and 

valuable to the business. System adoption is critical; otherwise data will not go into the system as part of the day to day process.

Implement the Right Talent Tools and Processes

Among the reasons why companies do not measure the impact of talent management initiatives on the business are: 22 percent of 

companies do not know where to start, 16 percent do not have enough staff to take on this measurement effort, and 18 percent do 

not have the financial resources to measure the business impact.

These are some of the very same issues companies faced with business intelligence. The cost and the resources to implement 

business intelligence solutions could only be borne by large companies.

Companies can solve this problem by implementing a single, unified talent management system or data model. This will 

allow users to access and manage talent data as part of the normal process of hiring, on boarding, conducting performance reviews, 

and creating development plans for employees.

Unless all are part of the ongoing process, it will be difficult to capture all the data required. Therefore it will then be 

extremely difficult to compile or analyses the data in any meaningful way. A unified talent management system and/or a unified 

talent data model used to mine data from all talent systems is not just desirable—it is required.

Source: State of the Industry Report. Talent Management magazine, 2009

CONCLUSIONS

At the start of 2009 the global business community was facing extremely challenging trading Conditions. As organizations and 

finance professionals sought to steer their way through the crisis, talent management activities became less of a priority. But talent 

management should become a higher priority as the global economy improves, particularly if businesses are to capitalize on the 

opportunities that may be presented.

In conclusion the ability of an organization to achieve its strategic objectives and execute its performance improvement plan 

would depend on its organizational talent. Managing talent requires a straightforward process to identify, develop and retain. The 

outcome of talent management efforts would depend on the performance of the talent management process and managing the 

process requires performance measures that provide a holistic picture.

Key Reasons Why Organizations Do Not Measure Business

Impact of Telent Management Initiatives

The value of talent management is widely viewed as 

intangible or obvious within our organization

Our organization is not sure where to start the 

measurement process or what to measure

Senior-level executives have not requested this information

Our organization does not have enough staff to take this 

measurement effort

Our organization does not have the financial resources to 

measure business impact

Other

23%

22%

14%14%

7%7%

16%

18%



In the Talent Intelligence there are significant improvements needed to provide accurate, accessible data in the area of talent 

intelligence.

Areas of improvement in collecting and presenting data

1. First, understand what data is important to the business and close the gaps between the level of importance companies place 

on talent data and their access to timely, reliable information.

2. Separate out which metrics are needed for compliance reporting and which data will help drive the business. Ensure 

management understands the category of information needed for the business.

3. The most important talent analytics relate to business effectiveness not efficiency, including:

Business Strategies

• Defining business goals

• Goals aligned with business plans

• Competency/skills gap analysis

Leadership Development

• Succession bench strength

Top Performer Retention

• Risk of loss of critical employees/positions

• Top performers by division/department

Today, companies can eliminate most of the traditional costs and technology challenges by selecting an on demand solution 

with built-in talent analytics. This new capability can deliver both the full suite of talent management solu¬ tions and also a robust 

data model to compare strategies and outcomes. This eliminates the high cost of a traditional business intelligence platform with its 

required IT maintenance and data warehousing.

With the talent intelligence that comes from a holistic process, talent manage¬ ment initiatives can be executed and 

compared to business outcomes. HR can finally demonstrate the value investments in people and people strategies have on the 

bottom line of the business. Talent intelligence can be a key driver of business success.
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ABSTRACT

“Being green” is a notion which is talked a lot in globalised age. Growing body of research points the association 

between environmental goals and firm’s financial goals as the sustainable growth is the new dimension of 

growing economies. This paper empirically analyzes the effect of environmental performance on the stock 

market by measuring the stock market reaction associated with environmental announcements. In this paper 

we conduct event study to examine the impact of prestigious environment ranking “Green Leaves Rating” 

conducted by CSE (Centre for Science and Environment) on the stock prices of the winning firms. The study 

considers Iron and Steel Industry, as this industry is recently awarded by the CSE. The result shows the 

correlation between the negative announcements and the market degradation of the company although results 

are not statically clear in terms of positive announcements.

Keywords: Green Announcements, Environmental Performance, Green Leaves Rating, Event Study, Centre for 

Science and Environment, Stock Performance.

INTRODUCTION

There has been long debate on whether the sustainability and environment performance have an impact on stock performance or 

not. Growing body of research points the association between environmental goals and firm’s financial goals as the sustainable 

growth is the new dimension of the growing economies. Much recent economic analysis, including empirical studies, examines the 

effect of corporate environmental performance on financial performance (e.g., Konar and Cohen, 2001; Telle, 2006, Elsayed and 

Paton, 2005) both theoretically (Walley and Whitehead 1994, Hart 1995, and Porter and van der Linde 1995) as well as empirically 

(Ullman 1985, Margolis and Walsh 2003). Previous research on this topic has elicited inconclusive results, indicating that this 

relationship may be positive, neutral, or negative (Sánchez and Sotorrío, 2007). Researches in favour of a positive correlation stress 

that strong environmental performance enhances a firm reputation by improving its competitive advantage (Covin and Miles, 

2000). Firms that invest in environmental initiatives may avoid future fines, crises, and liabilities (Klassen and McLaughlin, 1996). 

The reduction of waste associated with green activity can reduce costs and increase profitability (Schmidheiny, 1992). A positive 
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correlation could also imply that only profitable firms have the cash flow required for green investment (Ullman, 1985). Proponents 

of a neutral relationship between environmental and firm performance claim that too many factors impact social and firm 

performance to elicit any strong relationship (Sánchez and Sotorrío, 2007). Environmental performance may be negatively 

correlated with firm performance because of the higher costs associated with investing in and maintaining environmental programs 

(Sánchez and Sotorrío, 2007; Friedman, 1970).

A very limited number of papers analyze the relationship of environment performance with capital market performance in 

India (Gupta and Goldar 2005). This paper empirically documents the stock market reaction towards the announcements of 

environmental performance rating, by estimating the abnormal change in the stock prices on the day of the announcement. By 

using a standard event study methodology, we try to find the impact of environmental performance of Iron and Steel firms of India 

on their stock prices. The result shows the correlation between the negative announcements and the market degradation of the 

company although results are not statically clear in terms of positive announcements.

Section II reviews the literature on the effect of environmental performance on the stock value of the firm. Section III 

describes our dataset and methodology. Results are presented in Section IV.

REVIEW OF LITERATURE

In an efficient capital market, stock prices on any day fully reflect available information about the present value of the stream of 

profits that a firm is expected to earn in the future (Fama, 1991). Firms which improve their environmental performance by 

adopting environmental management systems which go ‘beyond compliance’ (exceed legal requirements), and by lowering their 

toxic emissions levels, realize lower capital costs (Feldman et al., 1997) and improves its return on assets (Russo and Fouts, 1997). 

Several studies determine positive relationship between environmental announcements and the stock market performance of the 

firm). A first strand of studies examines the impact of specific pollution news on stock prices (Hamilton 1995, Konar and Cohen 

1997 etc.). Portfolios of ‘good’ environmental performers return more than the portfolios of ‘poor’ environmental performers 

(Gottsman and Kessler 1998, White I 1995). It has positive implication on return on assets (ROA), return on sales (ROS) and return 

on equity (ROE) (Hart and Ahuja 1994, Stanwick and Stanwick 1998). Several studies suggest that better environment performance 

helps to reduce cost of the firm and these cost savings are greatly enhanced for the firms that had pre existing capacity to innovate 

(Christmann, 2000). 

A second set of studies investigate stock market response to the firm specific announcements of environment news 

(Yamashita et al. 1999, Filbeck and Gorman 2004, Dasgupta et al. 20001, Gupta and Goldar 2005). Yamashita et al. (1999) 

examine the relationship between environmental conscientiousness and U.S. stock market. Filbeck and Gorman (2004) more 

comprehensively analyzed stock market reaction of companies listed in the S&P 500 to ten types of news related to environment 

friendly policies or action, among which an impact of receiving environmental award is quite positive. Dasgupta et al. (2001), 

Gupta and Goldar (2005) showed that stock prices of developing countries also tended to drop after the release of environment 

unfriendly news.

Our study is in line of second strand of studies. We investigate how stock prices respond to environmental ranking 

announcements by using a standard event study methodology. The study focus on specific environmental ranking announced by 

Centre for Science and Environment (CSE) for Iron and Steel Sector announced on June 4th 2012. 

DATA SET AND METHODOLOGY

Environmental Performance Measure

In the absence of comprehensive reporting system such as Toxic Release Inventory (TRI) in U.S.A., the Green Rating Project (GRP) 

by India’s leading environmental NGO; Delhi based Centre for Science and Environment (CSE) is the first attempt at environment 

rating of firms in India. CSE evaluates the environmental performance of different sectors (5 sectors, paper and pulp, chemicals, 

automobiles, cement, iron and steel are evaluated by CSE till date). This project has been funded by United Nations Development 

Program through the Central Ministry of Environment and Forests (MoEF). This information is acquired by CSE through structured 

survey and fieldwork and reviewed by technical experts. In this study, we took twenty one large iron and steel plants that are rated 

by CSE and announced the rating in this year (June 4, 2012). The releases of these rankings are high profile and prominent event 

that got wide attention in media. The Green leaves rating range from five leaves award to no leaves award. While, there is 

unavailability of index data in India, researcher used this rating as data and believes these ratings are careful evaluation of firm level 

environmental performance. Gupta and Goldar (2005) studied three sectors (paper-pulp, chemicals, automobiles) and this work is 

extension of their work. The rating of the sector was declared recently (June, 2012) and the short term impact of the announcement 

are studied by the researcher. The overall performance of the sector was rated as poor.
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Table 1 : Green Rating of the Iron and Steel Industry

S.No. Plant Score (%) Award (Leaves)

1. Ispat Industries, Raigad, Maharashtra 40 Three

2. Essar Steel, Hazira, Gujarat 39 Three

3. Rashtriya Ispat Nigam Ltd (Vizag Steel), Visakhapatnam, A. P. 36 Three

4. Neelachal Ispat Nigam Limited, Kalinganagar, Odisha 33 Two

5. Tata Steel Limited, Jamshedpur, Jharkhand 32 Two

6. JSW Steel, Vijaynagar, Bellary, Karnataka 27 Two

7. Visa Steel Limited, Odisha 26 Two

8. Godawari Power and Ispat Limited, Raipur, Chhattisgarh 26 Two

9. Jindal Steel and Power Limited, Raigarh, Chhattisgarh 24 One

10. Jai Balaji Industries Limited, Banskopa, Durgapur, West Bengal 23 One

11. SAIL Rourkela, Odisha 21 One

12. Bhushan Power and Steel Limited, Sambalpur, Odisha 20 One

13. Usha Martin, Jamshedpur, Jharkhand 15 One

14. Welspun Maxsteel Limited, Raigad, Maharashtra 9 No Leaves

15. SAIL Bhilai, Chhattisgarh 9 No Leaves

16. SAIL Durgapur, West Bengal 7 No Leaves

17. SAIL Bokaro, Jharkhand 7 No Leaves

18. Jayaswal Neco Industries, Raipur, Chattisgarh 4 No Leaves

19. SAIL IISCO Burnpur, West Bengal 3 No Leaves

20. Monnet Ispat and Energy Limited, Raigarh, Chhattisgarh 3 No Leaves

21.  Bhushan Steel Limited, Dhenkanal, Odissa 2 No Leaves

Source: Centre for Science and Environment, New Delhi.

To carry out the analysis, closing stock prices (adjusted) for selected companies 30 days pre and post event and market return 

have been taken from corporate database Accord Fintech (www.aceanalyser.com). The companies who came in no leaves 

category are excluded from the study. For some of the plant, share prices of the companies owning them were not available. 

Methodology

Our study is standardised one shot event study. In this study we used market model (MacKinlay 1997). The event window has been 

defined as for 15 trading days following the announcements of the CSE ratings. The market model assumes a linear relationship 

between return of any security to the return of market portfolio.

With the estimates of the α and β from the equation l, one can predict a normal return during the day covered by the i i    

event window.  The prediction error (the difference between actual return and predicted normal return), referred as abnormal 
return (AR) calculated as

Abnormal return normally determined with zero conditional mean and conditional variance.

To test for the persistence of the impact of the event during a period T  to T  (in the event window) the abnormal returns of a 1 2

given security can be added to obtain cumulative abnormal returns. Cumulative abnormal return for security i for the period T  to 1

T  is given by: 2

The variance is given by:

Given the CAR the null hypothesis of zero cumulative returns can be tested by applying a z-test. These cumulative returns can 

be aggregated across N scripts and average abnormal cumulative returns (CAAR) can be calculated.
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And the variance of the CAAR is-

Under the null hypothesis abnormal return is zero therefore z-test is carried out to test the statistical significance of CAAR 

across the N scripts

The distributional result of above equation is asymptotic with respect to the number of scripts and the period of the 

estimation (MacKinlay 1997)

Event window is defined as 3, 15, and 30 days before and after the event. A two paired t-test is carried out to compare the 

after and before relationship with event.

RESULTS

For the purpose of the analysis, we present the result in most disaggregated level i.e. firm level. This is more likely to indicate the 

nature of the event to which the capital markets appear to be more sensitive. With respect to the above research which is only 

concentrated to the one news, market appear to react to the recognition of the company. For the entire window market value 

increase nearly 17% in one day difference, that shows the instant reaction of the market towards the news.

Table 2 : ARR and CRR for event day 

Day T-1 Day T= 0 Day T+ 1 Window

AAR CAAR AAR CAAR AAR CAAR CAAR

–2.16 –10.50 –0.84 –11.45 –1.60 –15.40 17.20

Day T-5 Day T= 0 Day T+ 5

–3.4567 –9.46 –0.84 –11.45 –1.246 –12.345 14.35

Day T-10 Day T= 0 Day T+ 10

–2.056 –7.567 –0.84 –11.45 –0.88 –9.678 11.45

Day T-15 Day T= 0 Day T+ 15

–1.345 –4.456 –0.84 –11.45 –0.089 –3.456 6.67

As the news declares on June 2012, the study restricted towards the short term impact of the ratings. It should be noted that 

firm who received one leaf award or no leaves award, are significantly degraded in the performance and the effect is prominent in 

ten days and fifteen days time frame as the ratings got importance in the media and news coverage. This will further affect 

the psychology of the investors. The results will shows the significant relationship between lower ratings and negative returns 

but researchers are not able to find the casual relationship between four and five leaves award and positive return of the stocks. It 

means capital market seems to penalise the poor environment performance, especially those whose performance was relatively 

worse. The one leaf category and no leaves category are the companies face significant loss in the capital market.

CONCLUSION

In this paper, we analyze the effect of environment performance on the stock market by measuring the stock performance with the 

help of event study methodology. This field of study is new-fangled in India and very less work is done in this direction. The above 

work is firm based and limited to short term period. Based on these results, there are several interesting avenues for future research. 

First, the limitation of above work is that it only considers one environmental rating as research base. Second, due to, non-

availability of standard pollution index or dataset like TRI (Toxic Release Inventory) or DJSI (Dow Jones Sustainability Index) in 

India, the research is mostly depend on award announcements, ratings or available news through media. Third, the study is 

restricted towards one industry, in future it would useful to examine if these findings are robust across different industry and over 

time. For further research different variables such as- cost reduction, volume, brand building, environment regulations, media 

publicity, firm size, type of firm (public, private, joint), research and development, leverages are also considered. With respect to 

methodology, alternative models such as CAPM and multifactor model (Tawil 1999) could be employed to test the robustness. 

Extensive research work is needed in the direction of environment performance, as the sustainable business is an essential 

requirement of developing economy.
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ABSTRACT

PURPOSE : The paper seeks to review and bring to fore innovative solutions and management practices 

mastered and followed by Indian organizations. It shows how a leader was able to successfully face the 

challenges posed by the so called “bottom of the pyramid” in the context of Indian economy and with 

innovations in technology and management developed a unique business model.

APPROACH : A review of different case studies on Jaipur Foot (a prosthetic foot) was done. A literature review 

of various research papers, books, newspaper and magazine articles on the same was carried out. Online 

databases for current facts and figures were also accessed.

FINDINGS : The problems faced by the deprived and poor, in Indian economy are not new. Ignoring these 

problems further undermine the condition of economy. However, these can be addressed by innovative 

solutions and practices that are affordable and sustainable.

IMPLICATIONS / VALUE : The paper counters the widely held perception of Indian organizations of not being 

as innovative and productive as the organizations in other parts of the developed and developing economies. 

The case on Jaipur Foot reflects that India has lessons to teach to the world when it comes to bringing world class 

innovative solutions to serve the underprivileged in both developed and developing economies. 

PAPER TYPE : Viewpoint 

Keywords: Innovation, leadership, bottom of pyramid

INTRODUCTION

According to some estimates 4 billion people across the globe live on less than $2 a day. Day in and day out we witness desperate 

calls to help and support these poor and needy people. Various local and international aid agencies, governments, civil society 

organizations have been trying to fight out poverty, but sadly have missed the target time and again. The Millennium Development 

Goals (MDG) by the United Nations has further underscored elimination of poverty as one of the most daunting problems. The 

need of the hour is to adopt an approach of helping the poor which involves partnering with them to provide innovative solutions to 

problems in the form of products and services, and earning profits at the same time. This model of collaboration between the poor 

(bottom of the pyramid), civil society organizations, governments and private enterprises can create, serve and sustain the largest 
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and fastest growing markets in the world. This has been done in the past and can be done in the future as well. The case of Jaipur 

Foot is an example which challenges the convention by providing innovative and affordable solution.

NEW PROBLEMS NEWER CHALLENGES

The problems that are faced by people at the bottom of the pyramid are not new. However, these are a constellation of newer 

challenges. A very unconventional and innovative approach is required to address these conventional challenges. The affordability 

of the solutions would mean drastic cost reductions in the solutions that are available to the consumers who can afford them. The 

uniqueness of the demands of the bottom of the pyramid consumers, largely due to poor infrastructure, lack of trained manpower 

and lack of access to raw materials is also a substantial challenge [4]. 

The loss of a limb is not a new problem which often takes place as a result of accidents, wars and disease. The standard 

medical care for this has been fitting a prosthesis which is above or below the knee. The average cost for above-knee prosthesis is 

$16,500 and $7,000 for below-knee prosthesis in the United States. The high cost of the prosthesis is prohibitive for a poor 

customer not only in India but anywhere in the world. The situation is further complicated by the unique functional requirements 

of poor farmers and workers in India who need to squat on the floor and sit cross legged quite often. They have to walk barefoot at 

times and on uneven ground often. Moreover the duration of getting the prosthesis made is also an issue with Indian customers 

who cannot afford to spend multiple days for the procedure. They want the entire process to take place within a day or two as they 

have to resume their work [2]. 

This quite clearly reflects the nature of the problems of bottom of pyramid customers and the outlook of challenges for the 

service providers addressing the problems. This is where Jaipur Foot comes into picture. It addresses the problems and faces the 

challenges by providing prosthesis with higher levels of functionality, at a fraction of cost and fitted in a very short time.

THE JAIPUR FOOT: INCEPTION OF BMVSS

Bhagwan Mahaveer Viklang Sahayata Samiti (BMVSS), Jaipur was set up in 1975. It is a formally registered society in India. It is a 

non-governmental, non-religious, non-sectarian, non-regional, non-political society, for helping the physically challenged, 

particularly the financially weak among them [5]. BMVSS is the largest organization, for the handicapped in the world in terms of 

fitment of artificial limbs and callipers etc., to the handicapped. BMVSS, being a social organization engaged in humanitarian work, 

provides all the artificial limbs, callipers, crutches, ambulatory aids like wheelchairs, hand paddled tricycles and other aids and 

appliances totally free of charge to the physically challenged.

Shri D. R. Mehta envisioned and set up BMVSS in March 1975, as a human welfare organization. This idea of this 

humanitarian project was born out of a trauma. In 1969 Mr. Mehta had met with a serious car accident in which his leg was 

crushed. But, despite the ominous forebodings of the surgeons, both his leg and life got saved. Dr. M. M. Bapna and Dr. Ganga Ram 

Purohit of Mahatma Gandhi Hospital, Jodhpur, who were his operating surgeons, would later constantly remind him of the plight of 

poor patients who in such situations, often lost their limbs. Once the funds could be raised and organizational structure worked out 

by Mr. Mehta, BMVSS was setup [1]. 

FACING THE REAL CHALLENGE

According to a report by National Sample Survey Organization of India, 1.008% of India’s population (one billion), suffer from 

loco-motor disabilities (paralysis; deformity of limbs; loss of limbs; dysfunction of joints of limbs and other deformities). This means 

that over ten million people suffer from loco-motor disability in India. In short the problem of loco-motor disability in terms of sheer 

numbers is massive.

In 1975 or earlier there were hardly one or two institutions in India, fitting artificial limbs and providing other aids and 

appliances. One of them was dedicated solely to the amputees from the armed forces and only its surplus capacity of a few 

hundred limbs was available for the civilians. Thus, there was an urgent need to augment the facilities for limb fitment by setting up 

of more institutions like BMVSS. Besides, in the earlier years there was a problem of design. In the seventies, only traditional limbs 

were being made in India. The foot pieces were of SACH design and made of laminated wood and rubber [3]. The sockets of such 

limbs were made of wood. The resultant artificial limbs were very heavy and cumbersome in use. The percentage of rejection of 

such limbs was very high. Besides, the time taken to manufacture a custom made limb was several weeks if not months. Further 

they were very expensive and beyond the reach of most of the amputees. Jaipur Foot / Limb provided an alternative. Jaipur Foot 

was developed in 1968. It was made of rubber of different types, wood etc, making it a multi-flex foot, closest to the human foot in 

functional terms. The socket of the Jaipur Limb was initially made of aluminium replacing the wood, making the limb 

comparatively lighter. Further, Jaipur Foot / Limb could be made easily and rapidly (in some cases in one day), using locally available 

materials and craftsmanship. However, despite these features of Jaipur Foot, in the first seven years, from 1968 to March 1975 

(when BMVSS was setup), hardly 50 limbs could be fitted by the persons and organization dealing with it then. What was needed 
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was an organization which could manufacture Jaipur Foot / Limbs on a mass scale, and combine this technology with a social 

philosophy value system and patient-centric management practices to serve large number of amputees humanely [5]. It was also 

necessary that the Jaipur Foot / Limb technology should be subjected to continuous up-gradation by providing technical, financial 

and managerial support. For this a multi-disciplinary approach and combination of experts from different fields like Orthopaedics, 

Prosthetics, Social work and Philanthropy was needed. BMVSS addressing these aspects could immediately make its presence felt. 

Owing to BMVSS, taking up mass manufacturing with modern management techniques and financial support from the public 

coupled with a proper value system focused on the self respect in dignity of patients, in the next seven years (1975-1982) over 

10,583 limbs could be fitted. The patients from all parts of India started coming to Jaipur. Now, every year BMVSS fits 17,000 - 

20,000 artificial limbs. The work has spread all over India, through sixteen branches of BMVSS. Further, almost 40-50 on-the-spot-

limb-fitment-mobile-camps are held in a year, reaching the most disadvantaged people in the far and distant areas. As already 

stated earlier, BMVSS is the largest organization for the handicapped in the world. 

While, adhering to the technical requirement, an institution with the focus on poor was a dire need in India. BMVSS did this 

by providing limbs and other aids and appliances to the poor FREE of charge and without institutional rigidities. The quality of Jaipur 

Foot / limbs and other aids and appliances attracts well to do persons also, but the focus of BMVSS is on meeting the needs of the 

poor. Indeed, Jaipur Foot / Limb project is not merely a technical project but an amalgam of technical, social, financial and 

managerial aspects.

BMVSS supported more than 30 artificial limb fitting independent institutions in the country by transferring its technology 

and giving training to their personal. To reach out the poor patients in rural areas of India the static institutional approach was 

supplemented with the camp approach for on-the-sport-limb- manufacturing and fitment, which was not possible with the 

traditional design and manufacturing process earlier. BMVSS, has also held camps in 20 countries of Asia, Africa and Latin America 

and fitted more than 15,000 artificial limbs over time. It is worth stressing that the blending of the scientific principles of prosthetic 

science with the rich traditional craftsmanship was necessary and this led to the birth of BMVSS. As a result of this the product of 

BMVSS are comparable to those produce by commercial organization / institutions. This also highlights the social philosophy of 

BMVSS namely that while the poor are being given products FREE of charge the institution doing so has a greater responsibility to 

ensure better quality.

OBJECTIVES

The main objective of the BMVSS is the physical, economic and social rehabilitation of physically challenged, particularly the 

resource-less, enabling them to regain their mobility, self respect and human dignity so that they become self-reliant, normal and 

productive members of the community [1]. BMVSS provides or engages in –

1. Artificial limbs and other rehabilitation aids and appliances to amputees.

2. Callipers, modified footwear and other rehabilitation aids and appliances to polio afflicted and other disabled persons.

3. Hearing aids to persons who are hearing impaired.

4. Special shoes and other aids to persons suffering from leprosy.

5. Various types of financial and other support of self-employment and social rehabilitation of the physically challenged.

6. Scientific and technical research in developing and improving aids and appliances for the physically challenged.

7. Dissemination of knowledge and expertise relating to the manufacture of aids and appliances, care of the disabled by 

providing training to technicians, doctors etc., by organizing training courses, technical workshop, seminars and publication 

of technical and social books / reports etc.

8. Collaboration with various organizations both National and Inter-national dealing with the handicapped.

9. Organizing on-the-spot-limb / calliper-manufacturing-fitment-camps in India and abroad.

10. Some programs for the upliftment and self employment of distressed women, whether physically challenged or not.

MANAGEMENT PHILOSOPHY

Humane Social Policy & Value System [1]

BMVSS tries to be an organization with a difference. It is not content with the form only. It has evolved a social policy and a value 

system which is sensitive, humane and patient caring.

The first and the foremost concern of BMVSS is that the dignity and self respect of the patients must be maintained and if 

possible enhanced. This aspect has to be specially addressed because of the peculiar characteristics of patients. The amputees who 

come to the centres of BMVSS suffer not from one but three disabilities [6]. Obviously they are physically handicapped making 

them dependent on their family and loosing self respect. Secondly, they are often poor and below the poverty line. In fact, many 

were poor before becoming handicapped and become poorer because they cease to be economically productive. This also makes 
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them loose their self reliance, self respect and dignity. Thirdly, at least some of them are uneducated. Particularly in India there is 

one more problem. Large number of the patients lives in rural or remote areas. These factors make the problem of the handicapped 

complex and multi-faceted. But one common streak is the loss of status and confidence.

Taking these in to account BMVSS practices the following policy:

1. Free assistance: The assistance in form of limbs, Callipers, and other aids & appliances is given totally free of charge. At times 

BMVSS faces criticism for pursuing this policy. The argument is that if any assistance is given free it is not appreciated, but the 

situation is that almost 90% of the patients are below poverty line and cannot even pay 5% of the cost of appliances incurred 

by BMVSS. By insisting the payment of even US$ 2 or Rs. 80/- from the patients would literally tantamount to their being told 

that since they do not have even this small amount they must get out. BMVSS being a social organization cannot subscribe to 

or become a part of such an in-compassionate system. For BMVSS money is not the measure of everything.

2. Help not charity: while the assistance is given free it is ensured that BMVSS, its donors and its beneficiaries recognize such 

assistance as help and not Charity. Psychologically it is recognized that assistance given as charity demeans both the giver and 

the taker. The recipient particularly loses his self-respect. The constant effort of BMVSS is that the support given is treated as 

one provided to a brethren rather than a charity to a poor person.

3. Equality: The assistance is provided without any distinction of caste, creed, religion or region. Among the beneficiaries are 

Hindus (including Scheduled Castes and Tribes), Muslims, Christians, Sikhs, Jains, Parsis and others. Handicapped persons 

from all parts of the country visit the BMVSS centres. The centres at Jaipur and other places have been described as ‘mini-

India’ with all its diversity and underlying unity.

4. Proper treatment: Patients are treated and attended individually and cordially. 

PATIENT CENTRIC MANAGEMENT

The entire management of BMVSS is patient centric and friendly [1], which is evident from the following facts:

1. BMVSS follows the open door policy. Any patient can walk-in any of its centres at any point of time. Admission and 

registration is separated. Admission does not require prior registration or appointment. Since many patients arrive at the 

centers after the closure of office or on holidays and even though they do not have enough financial resources, this facility is 

of immense help to them. The patient gets free board/lodge in addition to free limb, caliper etc.

2. Patients since arrival receive personalized service which is loving and humane. This is particularly necessary because patients 

suffering from 3 disabilities mainly physical, financial, and social (education). Many of them are illiterate and are having very 

low level of self-respect and confidence. They need a healing touch. The effort is made to see the Below-knee amputee is 

discharged next day after the admission and Above-knee amputee is discharged in 3 days time. However, in case of any 

complicated patient the patient's stay at BMVSS is extended. The patients are lodged in the centers till they receive their 

fitments and are not asked to come after a few days, weeks or months as the common practice at other places usually is. 

3. The administrative cost of the large number of rehabilitation centers all over the world generally ranges from 50 per cent to 

80 per cent. It means that out of a grant of US$ 100, only US$ 20 to US$ 50 are used for the fitment of limbs, while the rest of 

the amount goes to meet their hefty administrative expenses. While, the administrative cost of BMVSS has been worked out 

to be only 4 per cent [4].

PROGRESS

In 1975, the society began with a very modest fitment of 59 artificial limbs but is now fitting about 20,000 artificial limbs and about 

30,000 Polio Callipers, and other Aids and Appliances every year in the centres and through mobile camps in India and abroad. Till 

31st March 2011, the BMVSS has provided assistance [1] as follows:

Table 1: The Progress made by BMVSS in numbers [1]

Type of Aid Quantity

Artificial Limbs 3,93,267

Calipers 3,33,213

Tricycles / Wheel Chairs 77,699

Crutches & Other Aids 3,87,051

Hearing Aids 19,536

Polio Corrective Surgery 7,344

Total 12,18,110



Innovative Solution at the Bottom of the Pyramid: The Jaipur Foot t71

THE WAY AHEAD

BMVSS not only collaborates with hospitals, but is also involved in its own R&D to further improve the limb design. BMVSS has 

made several changes in the design and manufacture of lower limb prostheses to keep pace with increases in human understanding 

of biomechanics and advances in material technology. BMVSS has always tried to provide the best artificial limbs to the amputee 

who comes from far and wide to get their artificial limbs. It’s Research and Development Team has been upgrading the design of 

limbs by incorporating new changes developed by it, or available from elsewhere. Lately BMVSS signed a formal agreement with 

Indian Space Research Organization (ISRO) – premier scientific body of India – to make a foot from polyurethane's – materials used 

by them in their rockets and satellites. The research and development wing of BMVSS after making few modifications in the design 

of dies and materials have produced several foot pieces of this type. These are undergoing field trails and laboratory tests. The initial 

reactions of users are quite satisfactory. This has made the new foot lighter and has improved its cosmetics. If successful it is going to 

be second breakthrough in limb making technology in the world.

CONCLUSION

The Jaipur Foot is an example of an innovative solution that results in serving the Bottom of the Pyramid. It is driven by a strong 

vision of its leaders, who are dedicated to bring world class solutions to the bottom of the pyramid. It does not provide general care; 

rather it is highly focused on one problem – prosthetics. This forces innovations in the care delivery process. It also focuses on scale. 

It is extremely conscious and focuses on making treatment accessible to all and delivering it free. The lessons from this case are quite 

simple. Focusing on the bottom of the pyramid consumers and enabling them to get access to world class quality forces innovations 

that can dramatically alter the cost structure and build a global opportunity. 
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ABSTRACT

Supply chain management (SCM) concerns with the integrated and process-oriented approach to the design, 

management, and control of the supply chain, with an aim of producing value to the customer, by both 

improving customer service and reducing cost (Harland, 1997). A supply chain consists of all stages involved, 

directly or indirectly, in fulfilling a customer demand. It not only includes the manufacturers and suppliers, but 

also transporters, warehouses, retailers, and customers. Supply chain involves continuous flow of information, 

material and funds through different stages, where each stage performs different processes and interacts with 

some other stage of the supply chain. Therefore, many supply chain issues are dynamic in nature.

Moreover, its interlinking with the quality management perspective is still very limited. Due to fierce 

competition in today’s global market, the introduction of products with shorter life cycles, and the heightened 

expectations of customers have forced business enterprises to invest in and focus attention on their supply 

chains. This together with continuing advances in communications and transportations technologies has 

motivated the continuous evolution of the supply chain and of the techniques to manage it effectively. In this 

paper the study of concepts and methods that are important for the design, control, operation and 

management of supply chain systems has been studied and discussed for a automotive company in India. 

Keywords: Quality, supply chain management, gap analysis, TIMWOOD

INTRODUCTION

“Supply chain management is a set of approaches utilized to effectively integrate suppliers, manufacturers, warehouses and stores 

so that merchandise is produced and distributed at the right quantities, to the right locations, and at the right time in order to 

minimize system wide costs while satisfying service level requirements.” 



This definition leads to 

a) Supply chain management takes into consideration every facility that has an impact on cost and plays a role in making the 

product conform to customer requirements. 

b) The second objective is to be efficient and cost effective across the entire system.

Figure 1: Principle Components of Quality Management and Supply Chain Research

Building blocks of supply chain management 

Production: Production quality can be defined as the production method which involves minimum cost to increase profit of 

manufacturer and the product so produced satisfies the customer’s need.

a) Inventory Quality: Inventory quality is control of inventory which is defined as making the desired item of required quality 

and in required quantity, available to various departments when needed at competitive prices.
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b) Qualitative Parameters For Location: The top five major factors that may strongly influence international location decisions 

generally are: costs, infrastructure, labor characteristics, government and political factors and Economic factors.

c) Transport Quality: The term Total Quality Transportation (TQT) is used instead of TQM to shift Attention away from 

preconceived notions of TQM and to focus on the commitment To provide quality transport service, promote learning skills, 

and encourage Pride in workers’ efforts to deliver service. TQT users subscribe to a customer-oriented Transport service 

philosophy of continuous improvement that involves (1) Commitment to meet or exceed customer requirements (2) 

Participation by critical mass of stakeholders (3) using statistical tools for analysis (4) Continuous review of processes (5) 

exercising strong quality leadership (6) providing training and retraining programs (7) Safety improvement (8) Analysis of 

current performance (9) Green transport system, and meeting local needs and regulations.

d) Information Quality: There are two significant definitions of information quality. One is its inherent quality, and the other is its 

pragmatic quality. Inherent information quality is the correctness or accuracy of data. Pragmatic information quality is the 

value that accurate data has in supporting the work of the enterprise. Data that does not help enable the enterprise 

accomplish its mission has no quality, no matter how accurate it is.

LITERATURE REVIEW

Politecnico di Milano, explored Supply chain management (SCM) from an operational perspective following a threefold approach. 

He introduced a set of management techniques and supporting tools that can be used to analyze and describe SCM strategies. 
[11]

Benita M. Beamon and Tonja M. Ware , “explained manufacturing supply chain as an integrated set of business functions, 

encompassing all activities from raw material acquisition to final customer delivery”. Moreover, he emphasized that today’s 

changing industry dynamics have influenced the design, operation and objectives of supply chain systems by increasing emphasis 

on: improved customer service levels, reduced cycle time, improved quality of products and services, reduced costs, integrated 

information technology and process flows, planned and managed movement, and flexibility of product. According to Kaynak and 
[10]

Hartley , “As competition moves beyond a single firm into the supply chain, researchers are beginning to explore quality 

management (QM) in a supply chain context”. They suggested that The literature suggests that supply chain management (SCM) 

consists of internal practices, which are contained within a firm, and external practices, which cross organizational boundaries 

integrating a firm with its customers and suppliers. Supplier quality management and customer focus are TQM practices that are 

also clearly in the domain of SCM. Togar M. Simatupang and Ramaswami Sridharan believed that intense competition forces 

companies to become involved in supply chain collaboration with their upstream and downstream partners. According to him, the 

key to ensuring that the participating members are progressing on the right track of creating the best-in-class practice is to conduct 

benchmarking. According to Elcio Mendonc?a Tachizawa, “Many researchers have studied manufacturing flexibility, but supply 

chain flexibility is still an under-investigated area”. He aimed to focus on supply flexibility, the aspects of flexibility related to the 

upstream supply chain. His purpose was to investigate why and how firms increase supply flexibility. The purpose of John K. Visich’s 

investigation was to know about the actual benefits of radio frequency identification (RFID) on supply chain performance through 

the empirical evidence. The evidence of his findings showed that the major effects from the implementation of RFID are 

automation effects on operational processes followed by informational effects on managerial processes. Siddharth Varma 

evaluated that supply chain management (SCM) is not a straightforward task. It becomes even more complicated while evaluating a 

process industry supply chain because of its inherently different characteristics. The purpose of his evaluation was to suggest a 

method to evaluate the performance of one such process supply chain, namely the petroleum industry supply chain. Rick Hoole 

revealed that ongoing globalization brings increased complexity to virtually every aspect of the business world, and supply chains 

are the latest to be affected; thus adaptability has never been more crucial. According to him many company failures can be traced 

back to an inability to adapt rapidly to changing market expectations; overly complex supply chains are not adaptable. He 

convinced that it was best to take some of the complexity out of the supply chain.

CASE STUDY 

The company is among India's leading engineering conglomerates operating in the high growth sectors of agri-machinery, 

construction & material handling equipment, railway equipment and auto components. 

India’s Automotive Industry -Domestic automobile sales grew by about 20 per cent in 2010-11. The robust growth rate can 

be attributed to normal monsoons in most states, strong farm output with high MSPs (Minimum Support Prices), increase in farm 

incomes and steady availability of finance. In addition, schemes such as NREGA (National Rural Employment Guarantee Act) led to 

a shortage of agricultural labor, encouraging automobile use. Besides, government initiatives like Bharat Nirman helped in boosting 

rural infrastructure, thereby encouraging non-farm automobile use. Sustained income and relatively low penetration led to a strong 

growth in the southern and western regions. In the northern region, the growth was subdued due to flood like situations in Haryana 

and Punjab, and relatively high automobile penetration. The Eastern region also witnessed moderate growth due to delayed 

monsoon in Bihar, resulting in a drought like situation, impacting automobile sales.
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Figure 2: Supply chain issues handling at company

The recent economic recession had at least one positive effect: It forced companies to take an intense look at their supply 

chains, question some of their assumptions, and root out major inefficiencies. The technique used by company to resolve the 

problems in their supply chain basically works on the method of 7 wastes known as TIMWOOD (Transport, Inventory, Motion, 

Waiting, Over-processing, Overproduction, Defects). These activities within company do not add value and cost money. 

DISCUSSION AND ANALYSIS

The Indian automotive industry should adopt just-in time strategy to minimize the wastage and to improve quality in the supply 

chain. Just in time is a production strategy that strives to improve a business return on investment by reducing in-process inventory 

and associated carrying costs. To achieve continuous improvement key areas of focus could be flow, employee involvement and 

quality. Main benefits of JIT include: Reduced setup time, The flow of goods from warehouse to shelves improves, Employees with 

multiple skills are used more efficiently, Production scheduling and work hour consistency synchronized with demand, Increased 

emphasis on supplier relationships, Supplies come in at regular intervals throughout the production day, Minimizes storage space 

needed.

It has been learnt that by implementing six sigma approaches, the Indian automotive industry can improve quality of their 

supply chain. Six Sigma is a business management strategy, originally developed by Motorola, USA in 1986. This method is also 

used by the company to improve their supply chain. Six Sigma seeks to improve the quality of process outputs by identifying and 

removing the causes of defects (errors) and minimizing variability in manufacturing and business processes It uses a set of quality 

management methods, including statistical methods, and creates a special infrastructure of people within the organization ("Black 

Belts", "Green Belts", etc.) who are experts in these methods Each Six Sigma project carried out within an organization follows a 

defined sequence of steps and has quantified financial targets (cost reduction and/or profit increase). 

CONCLUSION

By investing the case study as described above it was found out that in order to be competitive in the present market scenario 

Quality Management in Supply Chain emerges as one of the most important decisive factor. If the quality in supply chain is not 

given due consideration, it results into heavy losses in terms of rejection, product recall, damage to brand etc.

It has been found that there happens to be certain gaps in designing and implementation of quality in supply chain. In the 

above case study, the company wants to establish quality supply chain practices which presently are not being achieved. The 

reasons can be attributed to insufficient knowledge, quality requirements of customer, supplier responsiveness, quality 

understanding of supplier etc.

If the quality of supply chain is taken care of at all levels surely the requirements can be easily met. Some recommendations 

are given which may result into maintaining the desired quality level at each and every stage of the end to end supply chain. 
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ABSTRACT

Green Marketing has emerged as an important concept in India as in other parts of the developing and 

developed world, and is seen as an important strategy of facilitating sustainable development. Green marketing 

is an idea which has gained popularity in the last few years. This has become more vital when our planet is in 

threat and everybody is keen to protect it. 

This paper tries to study the feasibility of practicing green marketing in case of sport goods manufacturers 

in Meerut city (India). Paper analyses whether these manufacturers are aware about green marketing and eco-

labelling, and what are the major challenges in implementing green marketing. The Objectives of this Study are 

1. To find out whether the sport goods manufacturers are aware of green marketing and eco labels. 2. To 

identify the major challenges of green marketing in sport goods manufacturers. 3. To suggest the measures to 

enhance the practice of green marketing. 

The data is collected through survey method from sport goods manufacturers situated in Meerut city. The 

respondents were selected through Convenient (Non probability) Sampling Method as manufacturers were 

hesitant to give information. Data was collected from 50 respondents. it is find that green marketing and Eco 

labelling is still not popular in sport goods manufacturers. It can be conclude that Green marketing is not going 

to be an easy concept. The firm has to plan and then carry out research to find out how feasible it is going to be. 

Green marketing has to progress since it is still at its childhood stage among sport goods manufacturer in 

Meerut.

Keywords: Green Marketing, Ecolabelling, Green products, Sports Goods.

INTRODUCTION

Marketers play an important role in using and diverting the resources in a manner to give maximum satisfaction to the consumers 

with minimum efforts and cost. Another important aspect which a marketer needs to deal with is to anticipate the changes which 

can take place in future and accordingly frame the marketing strategies. The marketers today face a challenge from the 

environment point of view. Due to global warming, green house gas emissions, pollution, and energy crisis, world is facing a severe 

threat of being a very difficult place to live in. Therefore, the marketers need to include a green approach in framing the marketing 

programs/strategies. With regards to this the marketers now have to go green. It means that due care must be taken while framing 

the marketing plans, strategies and policies so as to prevent the environment and nature from any harm caused due to its operations 

not only today but also in future.
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Although environmental issues influence all human activities, few academic disciplines have integrated green issues into 

their literature. As society becomes more concerned with the natural environment, businesses have begun to modify their 

behaviour in an attempt to address society's "new" concerns. Some businesses have been quick to accept concepts like 

environmental management systems and waste minimization, and have integrated environmental issues into all 

organizational activities. One business area where environmental issues have received a great deal of discussion in the 

popular and professional press is "Green Marketing". Green marketing has been an important academic research topic for at least 

three decades and has been defined in many different ways. According to The American Marketing Association, 

"Green or Environmental Marketing consists of all activities designed to generate and facilitate any exchanges intended to 

satisfy human needs or wants, such that the satisfaction of these needs and wants occurs with minimal detrimental impact on the 

natural environment". Thus we can say that Green Marketing involves: - Manufacturing and providing products to the consumers 

which are of good quality and at the same time not harmful to them even in long run.

CHALLENGES OF GREEN MARKETING

Implementing Green marketing is not going to be an easy job. The firm has to face many problems while treading the way of Green 

marketing. Challenges which have to be faced are listed as under: 

• Green marketing encourages green products/services, green technology, green power/energy; a lot of money has to be spent 

on R&D programmes. Thus practicing green marketing initially will be a costly affair. 

• The customers may not believe in the firm's strategy of Green marketing, the firm therefore should ensure that they convince 

the customer about their green product, this can be done by implementing Eco-labelling schemes. Eco-labelling schemes 

offer its “approval” to “environmentally less harmless” products have been very popular in Japan and Europe. Initially the 

profits will be very low since renewable and recyclable products and green technologies are more expensive. Green 

marketing will be successful only in long run. 

• Many customers may not be willing to pay a higher price for green products which may affect the sales of the company. 

• The firm may give up on Green marketing concept or be forced to practice unfair means to cut cost to sustain in the 

competition and thus the entire idea of going green will be a farce. 

• The firms practicing Green marketing have to strive hard in convincing the stakeholders and many a times there may be some 

who simply may not believe and co-operate.

GOLDEN RULES OF GREEN MARKETING

• Know Your Customer: Make sure that the consumer is aware of and concerned about the issues that your product attempts to 

address, (Whirlpool learned the hard way that consumers wouldn’t pay a premium for a CFC-free refrigerator because 

consumers dint know what CFCs were).

• Empower Consumers: Make sure that consumer feel. By themselves or in concert with all the other users of your product, that 

they can make a difference. This is called "empowerment” and due to this main reason consumers will buy greener products.

• Be Transparent: Consumers must believe in the legitimacy of the product and the specific claims made in regard.

• Reassure the Buyer: Consumers must be made to believe that the product performs the job it’s supposed to do-they won’t 

forego product quality in the name of the environment.

• Consider Your Pricing: If you’re charging a premium for your product-and many environmentally preferable products cost 

more due to economies of scale and use of higher-quality ingredients-make sure those consumers can afford the premium 

and feel it’s worth it. Thus leading brands should recognize that consumer expectations have changed. It is not enough for a 

company to green its products; consumers expect the products that they purchase pocket friendly and also to help reduce 

the environmental impact in their own lives too.

GOALS OF GREEN MARKETING

• Eliminate the concept of waste

•  Make prices reflect actual and environmental costs

•  Make environmentalism profitable

•  Bringing out product modifications

• Modifying advertising
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NEED OF GREEN MARKETING

Issues like Global warming and depletion of ozone umbrella are the main for the healthy survival. Every person rich or poor would 

be interested in quality life with full of health and vigor and so would the corporate class. Financial gain and economic profit is the 

main aim of any corporate business. But harm to environment cost by sustain business across the globe is realized now though off 

late. This sense is building corporate citizenship in the business class. So green marketing by the business class is still in the selfish 

anthological perspective of long term sustainable business and to please the consumer and obtain the sanction license by the 

governing body. Industries in Asian countries are catching the need of green marketing from the developed countries but still there 

is a wide gap between their understanding and implementation.

GREEN MARKETING IN INDIA

Nike is the first among the shoe companies to market itself as green. It is marketing its Air Jordan shoes as environment-friendly, as it 

has significantly reduced the usage of harmful glue adhesives. Kansai Nerolac Paints has been at the forefront of paint 

manufacturing for more than 88 years pioneering a wide spectrum of quality paints. Kansai Nerolac has worked on removing 

hazardous heavy metals from their paints – among this lead being the most prominent metal. Kansai Nerolac does not add any lead 

or other such heavy metals in its manufacturing process. Dell has been one of the vendors who focus on producing green IT 

products. They have a strategy called "Go green with Dell" to sell these products in the market. It also comes in an eco-friendly 

packaging with a system recycling kit bundled along. Talking about the green commitments of the company, Sameer Garde, 

Country GM, Dell India, says, "Dell is also actively pursuing green innovations that will be of value in 2009 from data-center 

efficiency to the use of eco-friendly materials for everything from chassis design to product packaging. Eco Hotels (Ecotels) is a 

certification system promoted by Hospitality Valuation Services (HVS) International. This system is based on 5 main criteria: 

environmental commitment, solid  waste  management, energy efficiency, water conservation, and employee 

education/community involvement. In India we have Eco-hotels like Orchid, Roads, Raintree etc. believing and practicing green 

marketing.

LITERATURE REVIEW

The evolution of green marketing has three phases.

1. First phase was termed as “Ecological” green marketing, and during this period all marketing activities were concerned to 

help environment problems and provide remedies for environmental problems.

2. Second phase was “Environmental” green marketing and the focus shifted on clean technology that involved designing of 

innovative new products, which take care of pollution and waste issues.

3. Third phase was “Sustainable” green marketing. It came in to prominence in the late 1990s and early 2000.

It is particularly applicable to businesses that are directly dependent on the physical environment; for example, industries 

like fishing, processed foods, and tourism and adventure sports. Changes in the physical environment may pose a threat to 

such industries. Green marketing has been an important academic research topic since it came. (Coddinton.1993; Fuller; 

1999; O ttman, 199

4. Attention was drawn to the subject in the late 1970’s when the American Marketing Association organized the first ever 

workshop on “Ecological marketing” in 1975 which resulted in the first book on the subject entitled “Ecological Marketing” 

by Henion and Kinnear in 1976.The first definition on “green

Marketing according to Henion (1976) was “the implementation of marketing programmes directed at the environmentally 

conscious market segment”. Peattie and Crane (2005) claims that despite the early development, it was only in the late 1980’s that 

the idea of Green Marketing actually made an appearance because of the consumers growing interest in green products. As per 

fuller (1994); Green marketing can be defined as a process of planning, implementing and controlling the development ,pricing, 

promotion and distribution of products in a manner that satisfies the three following criteria:

• Customer needs are met

• Organizational goals are attained

• The process is compatible with ecosystems

Furthermore, Green marketing was given prominence in the late 1980s and 1990s after the proceedings of the first workshop 

on Ecological marketing held in Austin, Texas (US), in 1975. Several books on green marketing began to be published thereafter. 

According to the Joel make over (a writer, speaker and strategist on clean technology and green marketing), green marketing faces a 

lot of challenges because of lack of standards and public consensus to what constitutes “Green”. The green marketing has evolved 

over a period of time. According to Peattie (2001), the evolution of green marketing has three phases. First phase was termed as 
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“Ecological” green marketing, and during this period all marketing activities were concerned to help environment problems and 

provide remedies for environmental problems. Second phase was “Environmental” green marketing and the focus shifted on clean 

technology that involved designing of innovative new products, which take care of pollution and waste issues. Third phase was 

“Sustainable” green marketing. It came into prominence in the late 1990s and early 2000. In India green Marketing is a relatively 

new topic introduced by few multinational companies operating in India like Philips India limited, Avoiding Green Marketing 

Myopia (By: Jacquelyn A. ottoman, Edwin R. Stafford and Cathy L.Hartman)

INTRODUCTION OF SPORTS INDUSTRY IN MEERUT

Meerut is one of the important industrial towns of western Uttar Pradesh. It is a rich agricultural area with such pockets of land that 

do not fit in for crop purpose. Being in the proximity of Delhi, it is ideal for industry. It is famous for handloom works and scissors 

industry from olden age. Meerut is home to 520 micro, small and medium scale industries. As of August 2006, Meerut has about 

23,471 industrial units, including 15,510 small-scale units and 7,922 cottage industries. Meerut is one of the major manufacturing 

regions for sport goods in India. The city is especially famous for the manufacture of cricket goods with SG being the largest Indian 

cricket goods manufacturer and exporter operating in Meerut.

Started in 1978

Production Unit 

Organised 200

Un-organised 2050

Product Bat, Ball, Physical fitness, Table Teenis, Badminton

Place Partapur, Shatabdi Nagar,surajkund road, sports goods complex.

People (Engaged) 1.65 lakh

Annual turn over 1200 crore

Domestic 900 crore

Export 300 crore

OBJECTIVES OF THE STUDY 

1. To find out whether the sports goods manufacturers believe in eco-friendly practices. 

2. To find out whether the sport goods manufacturers are aware of eco labels. 

3. To investigate whether eco-labelling gives a competitive edge to the manufacturers. 

4. To suggests the measures to enhance the practice of green marketing.

METHODOLOGY

This is an Empirical research on sport goods manufacturers situated in Meerut , India. The data is collected through survey method 

with the help of questionnaire which consists of Dichotomous questions, and questions relating to demographic profile. The 

respondents were selected through Convenient Sampling Method as manufacturers were hesitant to give information. Data was 

collected from 50 respondents.

FINDINGS 

The data collected through questionnaire was analysed, the opinion of the manufacturers were taken into consideration and 

percentages were derived which are represented in the form of pie charts. The findings are as under: The respondents were 

classified under the following categories based on the type of product manufactured and the percentage was derived, which were 

as under:

In figure 1, we can see that 40% manufacturers manufactured standard and branded products

2250
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In figure 2, we can see that 85% believed in adopting eco-friendly practices 14% said they do not believe since it inflated their 

cost, and 1% did not comment on it.

In figure 3, we can see that 45% manufactured green products, 50% said that their product was not a green product, 5% did 

not answer as they were not aware of green products 

In figure 4, we can see that from the above 51% manufacturers whose products were not green, 19% of them were planning 

to go in for green products, 30% said that it is not required for their products, 51% had not decided therefore they did not respond. 

In figure 5, we can see that 65% were aware of Eco-Label, 30% were not aware and 5% denied to answer. 

In figure 6, we can see that only 3% are planning to get eco-labelling done for their products. 29% said they have not yet 

thought of eco-labelling and 68% were not ready to answer. 
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In figure 7, we can see that 45% felt that prospect may not buy eco-friendly products which are costlier, 55% disagreed. 

In figure 8, we can see that 71% felt that eco-labels will given them competitive edge, 28% denied it and 1% did not answer. 

Figure 9, shows the consolidated graphical presentation of the responses of the various manufacturers

Thus it can be summarised that Eco labelling is still not popular in sports goods manufacturers though 85% of the 

manufacturers feel and believe in adopting eco friendly practices, only 45% are actually into manufacturing of green products, 30% 

have actually denied to go in for manufacturing of green products since it increases the cost, in such cases financial assistance from 

the Government is required; and 5% were not ready to answer only 3% are planning to get eco-labelling done for their products. 

29% said they have not yet thought of eco-labelling and 68% were not ready to answer, 71% feel that eco-labelling will give them 

competitive edge but at the same time they need to curtail the prices.
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Table 1

Responses Yes (%) No (%) No Answer (%)

Standard & branded products 40 60 0

Believed in Eco-friendly practices 85 14 1

Manufactured green products 45 50 5

Planning to manu.green Products 19 30 51

Aware of Eco-labels 65 30 5

Planning for Eco labelling 3 29 68

Prospects may not buy costly Eco-products 45 55 0

Green products give competitive edge 71 28 1

MEASURES TO ENHANCE GREEN MARKETING

• There has to be a stimulus provided by the Government to encourage and support the manufacturers who are manufacturing 

green products by providing subsidies.

• Financial assistance should be given in the form of easy loan facility to equip for manufacturing green products.

• Tax incentives or Tax holidays will also help the sports goods manufacturers as green marketing is costly.

• Awards and recognition should be given to those who successfully practice green marketing which becomes a motivating 

factor for others to implement it.

• Social advertising to be carried out on a large scale through various medias to promote environment friendly practices, to 

promote the consumption of green products.

• Promotion of Eco-mark or Eco-labelling has to be done to create awareness not only amongst manufacturers but also 

consumers.

CONCLUSION

From the above we can conclude that Green marketing is not going to be an easy concept. The firm has to plan and then carry out 

research to find out how feasible it is going to be. Green marketing has to evolve since it is still at its infancy stage. Adoption of Green 

marketing may not be easy in the short run, but in the long run it will definitely have a positive impact on the firm. Government and 

Social organizations may compel all the organization to practice Green Marketing for sustainable development. Customers too will 

be ready to pay premium price for green products. A smart marketer is one who not only convinces the consumer, but also involves 

him in marketing his product. Green marketing should not be considered as just one more approach to marketing, but has to be 

pursued with much greater vigour as it has societal and environmental dimensions. Marketers also have the responsibility to make 

the stakeholders aware about the need and the advantages of green products. The green marketers will have full support of the 

Government, and the consumers also will not mind paying more for a cleaner and greener environment.
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ABSTRACT

Stock Market is the most functional arena in the economic premises of a nation. The Global Meltdown, 

connoted as World Recession of 2008, has been widely accused for infecting not only the figure of exports, 

GDP but also the trading bourses of the stock market. India, being no exception to this, has suffered like its 

counterparts. The current research paper attempts to investigate and depict the role played by Global 

Meltdown in influencing the quotient of informational efficiency in India. The study deploys the GARCH family 

of models for two sub periods, comprising of three years in each block, for reporting on the same issue. For the 

current study, the use of S&P CNX Nifty has been made to provide evidences about persistence level of 

volatility in the Indian scenario in and around the occurrence of Global crisis.

Keywords: Primage, GARCH, Recession, persistence, volatility.

INTRODUCTION

st
The Global Meltdown, one of the most severe economic turmoil, struck the globe in the very first decade of 21  century. No doubt, 

such an occurrence is a casual phenomenon but what is of great concern is the causalities plagued in by it and the severity in its 

intensity. With the beginning of August 2008, there has been discussion about the turmoil in the international financial markets 

together with spreading the same in the developing economies like India. The wave of the economic havoc spread to Europe after 

infecting United States of America with the sub primage default and later on got converted into a mammoth global macroeconomic 

crisis.

Such an intense economic casualty grew leaps and bounds pinpointing the fact that the recession would probably as longer 

and its consequent recovery seeming almost impossible. From then onwards, continuous efforts have been earmarked and put into 

effect not only by Government but also banks to counterfeit either the contagion or to diminish the impact of the crisis.

Regional financial crisis, as witnessed, are frequent in their occurrence but they are supposed to phase out without poisoning 

the national economies round the world. But as it comes to the financial system of the United States, the impact is beyond 

comprehension. The speed with which Indian economy is integrating with global giants, it is prone to catastrophic events and their 

detrimental consequences.

As the global meltdown has knocked the international bourses, several investment banks have been forced to collapse and 

made to suffocate with triggering losses. In response to it, not only interest rates have faced diminishing trend together with 

declining shipping rates. But what is more fearsome is the spillovers of such global chaos in the stock markets. 
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MOTIVATION OF THE STUDY

The present paper ventures to highlight the influential power of the Global Meltdown on the benchmark index of National Stock 

Exchange of India Limited i.e. S&P CNX Nifty. Since S&P CNX Nifty is the most representative index of Indian domain therefore the 

study uses the daily closing returns of S&P CNX Nifty. The occurrence of “GLOBAL MELTDOWN 2007” had its humble beginning 

in India since August 2008 and thus it becomes pertinent to find out the nature and content of its detrimental power.

DATA

st 
The data for the study comprises of daily closing prices of S&P CNX Nifty from 1st April, 2004 to 31 March, 2010. It has been 

collected from the official website of National Stock Exchange of India Limited (NSEI). The paper also includes daily closing values 

of Nifty Junior for the same time frame. For the purpose of analyzing the basic statistical measures, the study period has been 
st th th 

classified into two subgroups.. One period runs from 1 April,2004 to 8  August, 2007 while the other sub period spans from 9
st

August, 2007 to 31  March, 2010.

HYPOTHSES The present study tries to evaluate the viability of the following hypothesis:

H : there is no impact of Global Meltdown on informational efficiency of the spot market of NSEI0 

H  : there is an impact of Global Meltdown on informational efficiency of the spot market of NSEI.1

The underlined hypothesis targets to evaluate the importance of “old news” as against “recent news” in determining the 

persistence of volatility.

INDIAN STOCK MARKET IN AND AROUND 2008

A drastic fall in its equity arena of Indian Stock Market was witnessed as the global malfunctioning ruined both the liquidity 

conditions as well as the domestic foreign exchange market around 2008. Not only the reversal of portfolio aggravated the 

problems, the balance sheet of most of the corporate giants had stains on it. Contributing to this, FIIs investment started declining 

and thus “global chaos” infected the equity flows in and around 2008.

The FIIs’ investment was over Rs. 10,00,000 crore between the time frame of January 2006 and January 2008. But the 

beginning of January 2008 till the verge of January 2009 saw the investment of FIIs to its minimum level in the equity market 

segment. These withdrawals made the index to roll down from over 20000 to less than 9000 in a year. Moreover, liquidity has been 

crippled in the stock market. In many instances, the stock prices had even lost to around 90% of their value. The primary market got 

derailed and secondary market is in the deep abyss. On the same lines, exports went down to US dollar 189.0 billion during 2008-

09.

As evident from the given table that the percentage changes in the values of Gross Domestic Product has recorded low figures 

both during 2007-08 and 2008-09. This strongly portrays the fact that much loss has been caused to the Indian economy in the 

phase of such global Crisis.

Table 1.1: Trend of Percentage Change in GDP

Year Percentage change in GDP (at Constant Prices)

2004 7.591

2005 9.033

2006 9.53

2007 9.991

2008 6.186

2009 6.771

2010 10.094

With the onset of economic chaos, the equity rolled down to very low levels and even many well established corporates 

could not complete their rights issues even after offer prices being fixed at very low rates. This made ambitious projects to pack 

themselves in the plan itself and upsetting the corporate ventures of the future. Thus the devastating scene gives every justification 

to go into the intricate study of several issues inter woven with the World Recession of 2007.

METHODOLOGY

The paper begins with the descriptive statistics calculated from the log return series generated for the daily closing return value of 

the S&P CNX Nifty. For this,
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Where,

R  → Daily log return for the day tt

P  → Daily closing price of the day tt

P  → Daily closing price on the day t – 1t – 1

t =  1, 2, 3……. n days

The GARCH (1, 1) model is equated to find the dynamism of old news and recent news caused with the onset of recessionary 

trends of Global Meltdown.

In order to rule out impact of any internal factor on the performance of S&P CNX Nifty Index, the log returns of Nifty Junior is 

also incorporated in the study. The above proposition is applied to find the daily log return. The GARCH (1, 1) model is applied to 

deal with the element of heteroscedasticity. The daily log return of S&P CNX Nifty has been taken as an endogenous variable, 

supplemented by Nifty Junior as an independent variable together with S&P 5oo as another independent variable. The inclusion of 

Nifty Junior is made to rule out the impact of domestic wide factors on the index return series. The lagged return of S&P 500is 

inculcated to dismantle the propelling international forces. The date of 9th August, 2007 is used as a cutoff date for determining pre 

recession period and post recession era. Hence the GARCH (1, 1) is modeled as follows:

R  =  γ  +  γ  R  +  γ  R  +  ε (1)NIFTY.t 0 1 Junior.t 2 SP . t t

ε /ψ  ~  N  (0, h )t t–1 t

2 2h  =  ω +  γ ε +  γ  h    (2)t 3 t–1 4 t–1

Where:

R is daily log return on S&P CNX Nifty Index for period t  NIFTY.t

ω is the mean

  R  is the daily log return of NIFTY JUNIORJunior .t

R  is the daily log return of S&P 500SP.t

 ε  is the error term  t

 ψ  is the information set available at time t – 1t–1

2ε  is the measure of news about volatility from previous periodt–1

2h  Represents last period forecast variancet–1

The first equation is the GARCH specification for the mean return equation and equation (2) represents the conditional 

variance equation. The GARCH model is run for both the sub periods in order to portray the persistence level of news in context of 

the oldest stock exchange of the country i.e. NSEI. Nifty Junior is used as a controlling index as it is the subordinate and efficient 

index as efficient as the former. The empirical exercise is carried out and the results are compiled in the next section.

EMPIRICAL RESULTS

The basic statistical measures pinpoint on the initial symptoms of volatility pattern in Indian scene with respect to the global 

turmoil. The study on total 1488 observations of S&P CNX Nifty in two window period is projected. The average mean return of the 

pre recession period is 0.000167 which has changed to 0.000214 for 645 observations of the post recession phase.

Table 1.1: Summary Statistics of S&P CNX Nifty

Statistic Pre Global Meltdown Period Post Global Meltdown Period

Mean 0.000167 0.000214

Median 0.000122 7.50E-05

Maximun 0.032743 0.032743

Minimum –0.0356 –0.0356

Standard Deviation 0.007998 0.007703

Skewness –0.05745 –0.06342

Kurtosis 5.252725 5.4301

Probability 0 0

Sum 0.140719 0.137731

Sum Sq. Deviation 0.053858 0.038209

Observations 843 645

Jarque-Bear 178.175 159.1396
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Again the table of summary statistics reveals that standard deviation has diminished, though minutely, from 0.007998 (pre 

recession period) to 0.007703 (post recession period). The Jarque- Bera(JB) test rejects the null hypothesis of normality of time 

series data and projects that the daily log return series is non normal nature.

Moreover, the fact of volatility clustering in financial data becomes apparent from the chart depicted below where the daily 

log returns on y axis have been plotted against time (taken on x axis).

Figure 1: Daily Log Returns of S&P CNX Nifty (For the period 01-04-2004 to 31-03-2010)

As stated earlier, the phenomenon of volatility clustering is evident small returns are followed by still smaller returns and large 

returns are traversed by still larger returns. These results suffice that World Recession has crept into the bourses of BSE and there is 

every reason to investigate about its impact on persistence level of stock market i.e. the facet of informational efficiency. 

The GARCH model, as stated, is run for both the time frames viz pre recession and post recession and the results are 

collaborated as follows:

Table 1.2: Estimates of GARCH (1, 1) Model For PRE GLOBAL MELTDOWN PHASE

Variable Description Coefficient Std. Error z- Statistic Probability

γ Intercept 0.000755 0.000171 4.416475 0
0

 γ Return NiftyJUNIOR 0.037867 0.023659 1.600531 0.1095
1

 ω Return S&P 500 0.122925 0.042982 2.859896 0.0042

 γ Constant 1.74E-06 3.39E-07 5.13395 0
2

 γ ARCH(1) 0.094009 0.018906 9.168691 0
3

 γ GARCH(1) 0.796319 0.020314 39.20026 0
4

Table 1.3: Estimates of GARCH (1, 1) Model For POST GLOBAL MELTDOWN PHASE

Variable Description Coefficient Std. Error z- Statistic Probability

γ Intercept 0.000527 0.000377 1.399666 0.1616
0

γ Return NiftyJUNIOR –0.02548 0.051394 –0.495778 0.6201
1

ω Return S&P 500 0.022808 0.053566 0.425798 0.6703
0

γ Constant 1.79E-07 2.65E-07 0.675272 0.4995
2

γ ARCH(1) 0.075745 0.018717 5.022799 0
3

γ GARCH(1) 0.908771 0.017242 52.70776 0
4

The coefficient of GARCH term has risen from 0.885326(pre recession) to 0.908771(post recession) while the coefficient of 

ARCH term has declined from 0.094009 to 0.075745 in the same frame. These patterns imply that the “old news” have gained 

importance after the turbulent recession has crept in and the “recent news” no longer plays any pertinent role in determining 

returns.Moreover, the GARCH coefficient signifies that there is faster incorporation of news and as a result there is less persistence. 
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Again the sum total of coefficients of ARCH and GARCH term taken together amounts to 1 thus pinpointing the fact that the model 

is a good fit.

With the inclusion of Nifty Junior and S&P 500 rule out possibility of “other factors”, the study can be used to contribute the 

fact that Global Meltdown has gone a long way in influencing the content of informational efficiency. Undoubtedly, the visible 

impact of recession is increased volatility but the disguised impact is changing pattern of informational efficiency.Thus the null 

hypothesis is rejected with the supported findings of such empirical exercise and alternate hypothesis is accepted holding that 

there is an impact of World turmoil on the aspect of informational efficiency.

CONCLUSION

The present study has aimed at finding out the change in the trend of informational efficiency and pinpoint out serious 

implications. The empirical results worked out exhibit the fact that after the occurrence of such grave economic causality, the 

importance of old news has increased in the bourses of Indian Stock Market. A valid conclusion that can be drawn is that the 

volatility hike can be attributed to the persistence of old news. The world recession has shattered the efficiency of National Stock 

Exchange of India after the “GLOBAL CHAOS” as the increasing importance of old news shows that information is not rapidly 

assimilated. The volatility, undoubtedly, grew significantly and has made spot markets inefficient. This has been well sufficed 

through empirical findings.

The role on Government’s part lies that before the occurrence of such dilemmatic situation and thereafter its giant 

magnification (in future), policy makers should be on their toes to predict and safeguard against them so as to save one’s trading 

bourses safeguarded from such serious crash. The aim must be in strengthening faster assimilation of information. Every effort must 

be made to restore efficiency to the market scene so that economy becomes shock absorbent in nature otherwise it may cripple 

down drastically.
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ABSTRACT

Electronic commerce, commonly known as e-commerce, refers to any form of business transaction 

conducted electronically over internet. In recent years, the invention of faster internet connectivity and 

powerful online tools has resulted in a new commerce arena. An e-commerce solution for a business is the 

incorporation of all aspects of the business operations into an electronic format.

When a business incorporates an e-commerce solution, it experiences a reduction in operation cost 

thereby resulting in an increase in profit. It promotes not just elimination of unnecessary paperwork, but also 

allows accessibility of records in a matter of seconds. E-commerce also automates the sales process. Customers 

can "point & click" on the products they wish to purchase, fill out the customer information, and the product will 

be shipped and received within a few days.

E-Commerce has created the most significant revolution in the way business is conducted. With e-

commerce, business is no longer limited to geographical boundaries,  rather it opens itself to the global on-line 

market. New methodologies have evolved. Barriers to the entry into the retail businesses are lower, as it is 

relatively cheaper to start a retail Website.

The scope for E-commerce in India is no doubt tremendous in the years to come, but still there are some 

pitfalls in its way of success that should be taken care of. This study aims to explore the abundant benefits of the 

E-commerce which can be harnessed for overall economic growth and global competitiveness.

Keywords:  E-commerce, online market, information processing, customization.

INTRODUCTION

Businesses constantly need to innovate new technologies and new methodologies for having an edge over the competitors. 

Innovations are the keystones to sustainability in the competitive market. E-commerce was identified as the facilitation of 

commercial transactions electronically, using technology such as Electronic Data Interchange (EDI) and Electronic Funds Transfer 

(EFT). These were both introduced in the late 1970s, allowing businesses to send commercial documents like purchase orders or 

invoices electronically. E-commerce is said to have its origin in 1994 when Jeff Bezos started Amazon.com out of his own garage.

At any given time there are approximately 8 million consumers worldwide that actively shop and buy through web based 

stores or retailers.

The Internet has created an innovative economic system, providing a quick and convenient way of exchanging goods and 

services both regionally and globally. The service is most pronounced in travel services and consumer electronics.

Assistant  Professor,
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E-COMMERCE MARKET

• India is showing tremendous growth in the Ecommerce business. Rival Tradeindia.com has 700,000 registered buyers and it 

has the growth rate of 35% every year which is likely to double in the year 2010.

• Indiamart.com claims revenues of Rs. 38crores and has a growing rate of 50 every year. It receives around 500,000 enquiries 

per month. 

• Undoubtedly, with the middle class of 288 million people, shopping online shows unlimited potential in India. The real 

estate costs are touching the sky. The travel portals' share in the online business contributed to 50% in 2007-08. 

• The travel portal MakeMyTrip.com has attained Rs 1000crores of turnovers which are around 20% of total e-commerce 

market in India. Further an annual growth of 65% has been anticipated annually in the travel portals alone.

SCOPE OF E-COMMERCE

• E-Payment

It does not involve physical exchange of currency. Its convenient to make payment via internet.

• E-Banking

It means any where any time banking.

• E-Marketing

The growth of internet has created opportunities for consumers and firms to participate in online global market place.

• E-Security

It is system to protect data and system through use of adequate precautions.

• E-Governance

It is technology law which confers authority on government, to issue notification as well as accept fillings, payments of fees 

etc.

CONSUMER ORIENTED E-COMMERCE SERVICES

Online-Shopping

Buying and selling goods on the Internet is one of the most popular examples of ecommerce. Sellers create storefronts that are the 

online equivalents of retail outlets. Buyers browse and purchase products with mouse clicks.

Electronic-Payments

When you are buying goods online, there needs to be a mechanism to pay online too. That is where payment processors and 

payment gateways come into the picture.

Electronic payments reduce the inefficiency associated with writing and mailing checks. It also does away with many of the 

safety issues that arise due to payment made in currency notes.

Online-Auctions

Internet made auctions accessible to a large number of buyers and sellers. Online auctions are an interesting and efficient 

mechanism for price discovery.

Internet-Banking

Today it is possible to perform the entire gamut of banking operations without visiting a physical bank branch. Interfacing of 

websites with bank accounts, and by extension credit cards, is the biggest driver of ecommerce.

Online-Ticketing

Air tickets, movie tickets, train tickets, play tickets, tickets to sporting events, and just about any kind of tickets can be booked 

online. Online ticketing does away with the need to queue up at ticket counters.

TYPES OF E-COMMERCE

The five types of E-Commerce are:
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Business to Consumer (B2C)

When businesses sell electronically to end-consumers, it is called B2C ecommerce. It is the model taking businesses and consumers 

interaction. Online business sells to individuals. The basic concept of this model is to sell the product online to the consumers. B2C 

provides direct selling through online (services to customer so that anybody can purchase any products directly from supplier’s 

website). 

Business to Business (B2B)

B2B ecommerce transactions are those where both the transacting parties are businesses, (i.e. the exchange of products or services 

between businesses rather than between businesses and consumers).It consists of largest form of Ecommerce. This model defines 

that Buyer and seller are two different entities. It is similar to manufacturer issuing goods to the retailer or wholesaler. “It is one of the 

cost effective way to sell out product throughout the world”

Consumer to Consumer (C2C)

Some of the earliest transactions in the global economic system involved barter - a type of C2C transaction. But C2C transactions 

were virtually non-existent in recent times until the advent of ecommerce. It helps the online dealing of goods or services among 

people (between two consumers) Though there is no major parties needed but the parties will not fulfill the transactions without 

the program which is supplied by the online market dealer such as eBay.

Peer to Peer (P2P)

It is a discipline that deals itself which assists people to instantly share related computer files and computer sources without having 

to interact with central web server. If you are going to implement this model, both sides demand to install the expected software so 

that they could be able to convey on the mutual platform.

M-Commerce

It deals with conducting the transactions with the help of mobile. The mobile device consumers can  interact each other and can 

lead the business. Mobile Commerce involves the change of ownership or rights to utilize goods and related services.

THREE-FOLD BENEFITS OF ELECTRONIC COMMERCE

Benefits to Organizations

– Expansion of the marketplace to national and international markets.

– Decreases the cost of creating, processing, distributing, storing and retrieving paper-based information

– Allows reduced inventories and overhead by facilitating “pull” type supply chain management

– The pull type processing allows for customization of products and services which provides competitive advantage to its 

implementers

– Reduces the time between the outlay of capital and the receipt of products and services

– Supports business processes reengineering (BPR) efforts

– Lowers telecommunications cost. The Internet is much cheaper than value added networks (VANs) 

Benefits to Customers

– Enables customers to shop or do other transactions 24 hours a day, all year round from almost any location

– Provides customers with more choices

– Provides customers with less expensive products and services by allowing them to shop in many places and conduct quick 

comparisons

– Allows quick delivery of products and services in some cases, especially with digitized products

– Customers can receive relevant and detailed information in seconds, rather than in days or weeks

– Makes it possible to participate in virtual auctions

– Allows customers to interact with other customers in electronic communities and exchange ideas as well as compare 

experiences

– Electronic commerce facilitates competition, which results in substantial discounts.

Benefits to Society

– Enables more individuals to work at home, and to do less traveling for shopping, resulting in less traffic on the roads, and 

lower air pollution
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– Allows some merchandise to be sold at lower prices benefiting the poor ones

– Enables people in Third World countries and rural areas to enjoy products and services which otherwise are not available to 

them

– Facilitates delivery of public services at a reduced cost, increases effectiveness, and/or improves quality 

LIMITATIONS OF ECOMMERCE

Technical Limitations of Electronic Commerce

• The need for special Web servers and other infrastructures, in addition to the network servers (additional cost).

• Possible problems of inter-operability, meaning that some E-commerce software  does not fit with some hardware, or is 

incompatible with some operating systems or other components.

Non-Technical Limitations of Electronic Commerce

Cost and justification

• The cost of developing an E-commerce in house can be very high, and mistakes due to lack of experience, may result in 

delays.  There are many opportunities for outsourcing, but where and how to do it is not a simple issue. Furthermore, to 

justify the system one needs to deal with some intangible benefits which are difficult to quantify.

Security and Privacy

• These issues are especially important in the B2C area, and security concerns are not truly so serious from a technical 

standpoint. Privacy measures are constantly improving too. Yet, the customers perceive these issues as very important and 

therefore the EC industry has a very long and difficult task of convincing customers that online transactions and privacy are, in 

fact, fairly secure.

Lack of trust and user resistance

• Customers do not trust an unknown faceless seller, paperless transactions, and electronic money.  So switching from a 

physical to a virtual store may be difficult

MARKET RESEARCH ANALYSIS

The objective of the study is to disseminate information regarding ecommerce and its adaptability and acceptability for the 

designed system among the individuals /corporate, users of online transactions. The aim is basically to collect and analyze 

information regarding comparative analysis with traditional commerce, effective awareness of ecommerce, challenges in its 

acceptability and interpreting solutions to combat these challenges.

MODUS OPERANDI

Target Area : Jhansi

Target Group : Businessmen/ Employed People

Time Period : 30 Days

Sample Size : 100 people

Data Source :  Primary & Secondary Data collection through questionnaire.

Data Analysis

Q. Have access to computer/laptop and internet facility?

Have computer Do not have computer Have computer & internet

80% 20% 55%

Q. Use computers for online purchases (Ecommerce)?

Always use Sometimes No 

5% 15% 80%
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Q. Use internet for which of the following applications?

For buying & selling Marketing & advertising Financial services General usage

12% 5% 18% 65%

Q. Preferences for online purchase?

Provides many choices Reduced prices Easier purchase Cannot define

20% 10% 15% 55%

Q. Perception of customers towards benefits from the internet purchase?

Reduced transaction cost Easy to order Easy payment Many alternatives

20% 10% 10% 60%

Q. How e-commerce is advantageous than traditional commerce?

Enables shopping 24 hrs Many choices Less expensive product Cannot define

70% 20% 5% 5%

Q. Problems in using e -commerce technology?

Lack of proper knowledge  Security & Privacy concern Difficulty in keeping pace 

45% 30% 25%

Q. Apprehensions in online purchase?

No faith in quality of products fear in disclosing credit card details Cannot define

40% 55% 5%

INTERPRETATIONS AND FINDINGS OF THE STUDY

• People are aware of the know-how of computers and have internet facility, but only a section of consumer purchases 

electronically.

Purchasers are mostly young people within the age group of 25-30 years.

The reason people hesitate using online transaction is their apprehension for disclosure of Credit or Debit Card Information.

Purchasing items in a virtual shopping cart creates insecurity of the availability of the product or services.

The consumers apprehend the quality of purchases done electronically, as they are mostly satisfied after visualizing and 

touching the best among a selected lot.

Some people require help from the sales person to make a choice of the product as they get stuck by schemes and offers.

Mostly people fear disclosing their Credit/Debit/PAN Card Number, and other personal details online.

Customers are apprehensive of their password being hacked while using e-payment or e-banking services.

TRADITIONAL COMMERCE VS ELECTRONIC COMMERCE 

The major difference originates from the way information is exchanged and processed in the two types of transactions.

Traditional commerce

face-to-face interaction, telephone lines, or mail systems

manual processing of traditional business transactions

individual involved in all stages of business transactions

E-Commerce

using Internet or other network communication technology

automated processing of business transactions

individual not necessarily involved in all stages of transactions

pulls together all activities of business transactions, marketing and advertising as well as service and customer support. 

Audio/video, entertainment, goods, gift articles, real-estate and services.

•

•

•

•

•

•

•

•

•

•

•

•

•

•
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Challenges in The Way of E-commerce

The scope for Ecommerce in India is no doubt tremendous in the years to come, but still there are some shortcomings in its way of 

success that should be taken care of.

1. Studies have revealed that 25% of the customers quit even before they register themselves at a particular site because of 

hesitation and apprehensions.

2. The time of delivery stated is unclear.

3. The time taken for downloading is very long.

4. People in our country have habit of buying goods only after touching/feeling the goods. 

5. The behavior of the customer is very need driven as compared with the US customers who are impulsive buyers.

6. Most of the entrepreneurs lack sufficient capital or resources and hence cannot wait for a long period of time for positive 

results.

Recommendations for Combating The Challenges

• Consistency in executing deals and transactions.

• Strong government policy against cyber crimes and frauds.

• Tight integration of the system by the online retailers.

• Stating clearly the time required for the delivery of the product and delivering the goods within that time period.

• Making the payment and clearance mechanism safer.

CONCLUSIONS

1. Internet has  played a pivotal role in facilitating ecommerce: It can be used round the clock from anywhere in the world 

and by anyone in the world. Online reputation is the image that Internet users have of the product/service and the e-store. 

This includes how much people know about the brand, how they rate and what they demand. The online reputation helps to 

stand out from among the competitors and is a factor in building the brand. Managing e-reputation can be challenging as it 

means managing everything external to the e-store (like customer/blogger opinions and negative incidents). 

No matter where the customers are, they can be reached. Thus, the internet can be employed as a market penetration 

mechanism, where neither the product or the target market is changed. For example UK based supermarket group Tesco is 

using the Internet to market chocolates, wines and flowers. Tesco makes it easy for its customers to view the product over the 

Internet, fill out a simple order form with credit card details and have it delivered to them.

2. The Internet has made it possible for people all over the world to effectively and inexpensively communicate with each other. 

Communication is possible through e-mail, chat, news groups and even voice and video. These are the various ways by 

which the internet has demonstrated its potential for establishing and building personal/ commercial relations. 

Communication over the internet is inexpensive and fast, therefore making it one of the most used functional property.

3. Internet technology can be used to provide services combining and selecting offers from various providers. This is known as 

“Intelligent Catalogs”. Intelligent Catalogs dynamically retrieve information from multiple catalogs and present this data in a 

unified manner with their own look and feel. For example: Yahoo!, on the same web page combines services from three 

different companies: AltaVista, Amazon and Geo Systems Global Corp. This is important as it can be used to select the 

player’s wishes to invite a given economic activity. Selection can be done automatically by a program, which helps to 

navigate through the Internet.

4. A software robot can navigate on its own to perform a myriad of relevant tasks such as selection of sellers for a given product. 

This means that the robot can reduce the search cost, causing only a time delay, which is required to navigate through 

different stores.

5. Using a set of development tools, the interaction of the user across the internet can be customized with a program running on 

the client’s machine. By customization, it means that the interaction between a company and its customers is tailored to the 

needs of the customer. For example, Advertising networks are able to track down how many times a given user has seen a 

given advertising banner. This information is used to customize subsequent banner placements. Even the kind of banner 

shown to a given user would be pertaining to the kind of user interest.

6. Entry barriers are an important functional property of the Internet. It is very inexpensive for both the user and the service 

provider. The entry barriers from a technical standpoint are also very low. To start an internet web site, one can rent a space 

with an Internet Service Provider for a very low price. Now, there is even free Internet space available. The free service can be 

obtained from Geocities, Tripod, Fortune city, etc. as a result of which everyone can afford to have a website. Internet is 

based on open standards, therefore there are many competitive products covering most of the possible demand needs.
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RECOMMENDATIONS AND SUGGESTIONS 

E-commerce has created the most significant revolution in the way business is conducted. What has flourished is a new form of 

corporate cooperation known as a Virtual Company, which is actually a network of firms.

• One of the biggest challenges that businesses face when they dive into the world of e-commerce is how to build a network of 

reliable, trustworthy suppliers. Thus ample time should be taken to properly research suppliers, to achieve successful 

outcome. Rapid progress in E-Commerce will force companies to adapt quickly to the new technology and offer them an 

opportunity to experiment with new products, services, and processes. Newcomers can establish corporate images very 

quickly on the web. Corporate image  means trust, which is necessary for direct sales. 

• Using a set of development tools, the interaction of the user across the internet can be customized with a program running on 

the client’s machine. By customization it means that the interaction between a company and its customers is tailored to the 

needs of the customer. If properly done, one can achieve mass customization. It provides a competitive advantage as well as 

increases the overall demand for certain products and services.

• Communication is possible through e-mail, chat, news groups and even voice and video. These are the various ways by 

which the internet has demonstrated its potential for establishing and building personal/ commercial relations. 

Communication over the internet is inexpensive and fast, therefore making it one of the most used functional property. 

Customer service can be greatly enhanced by enabling customers to find detailed information online.

• E-commerce facilitates and requires special finance and accounting systems. The use of the new payment systems such as 

electronic cash is complicated because it involves legal issues and agreements on international standards. Nevertheless, 

electronic cash is certain to come soon and it will change the manner in which payments are being made. In many ways, 

electronic cash, which can be backed by currency or other assets, represents the biggest revolution in currency since gold 

replaced cowry shells.

• Internet technology can be used to provide services combining and selecting offers from various providers. This is known as 

“Intelligent Catalogs”. Intelligent Catalogs dynamically retrieve information from multiple catalogs and present this data in a 

unified manner with their own look and feel. E-commerce allows for new products to be created and existing products to be 

customized in innovative ways thus paving way for new product capabilities.

• The internet can be employed as a market penetration mechanism. Although the outlay on developing a good website is 

substantial the potential benefits can be enormous. Entry barriers are very inexpensive for both the user and the service 

provider.  E-commerce enhances promotion of products and services through direct, information-rich, and interactive 

contact with customers by creating a new distribution channel for existing products. 

• E-commerce has changed the face of retail, services, and other things that make our economy work. Undoubtedly, it will 

continue to influence how companies sell and market their products, as well as how people choose to make purchases and 

payments. Overall, as E-Commerce as an innovation is still in its growth stage of evolution, there are many more 

opportunities to be encashed in the years to come.

REFERENCES

• Online classifieds industry in India - Market research/report

• Author: Ashish Sinha |  Sep 12 2007 |  Digital India, India online classified Industry | “Ecommerce industry in India as a whole has failed to 

“wow” customer..” Interview with CTO, India Times

• Author: Ashish Sinha |  Jan 09 2008 |

• Online Business Models for India

• Posted By Darpan Munjal in Innovation, New Business Ideas, eCommerce14

• Do you know that e-commerce transactions in India are to reach $100 bn in 2008?

• By Rupesh Mandal •  January 4, 2008

•  (Redirected from Business-to-business electronic commerce)

• http://www.financialexpress.com/fe/daily/20010128/fco26019.html

• E-COMMERCE AND CYBER LAWS

• (Talk delivered in the ICSI Conference, New Delhi, 11.12.99) N Vittal, Central Vigilance Commissioner

• searchmobilecomputing.techtarget.com/sDefinition/0,,sid40_gci214590,00.html - 68k www.mobileinfo.com/Mcommerce/index.htm - 

18k -

• Indian retail majors planning online retail blitz September 28, 2006.



96 tLingaya's Lalita Devi Journal of Professional Studies

Participatory Monitoring of  Communication for Social 

Change for Gender Based Violence (GBV) Prevention

Dr. Manisha Rathore

Visiting Faculty

IIMC, New Delhi

ABSTRACT

Participation is not simply a fringe benefit that authorities may grant as a concession, but a human being’s 

birthright that no authority can deny. What is a participative society? I must confess that it is easier for me to 

explain what a non-participative one is. All I have to do is point to our present  society, one in which social 

classes live in separate worlds, in a rigid order of domination, oppression and exploitation. Let us briefly discuss 

communication approaches used in development and, in particular, the distinctive features of  

Communication for Social Change (CFSC). We go on to  consider CFSC and its importance for Gender based 

violence (GBV) prevention and care.

COMMUNICATION AND PARTICIPATION

When communication process are used to inform people enable them to contribute their points of view, reach consensus and carry 

out an agreed change or development action together, it can be said that communication is participation. Two main types of 

communication approaches for development.

1. Communication approaches based on modernization theories and information persuasion strategies used by industries. 

Examples include Diffusion of Innovations, social marketing, Information-Education-Communication (IEC), Behavior 

Change Communication (BCC)

2. Communication approaches based on critical theory, collective learning, and information sharing and dialogic processes 

forged during social and political struggles against colonial and dictatorial powers imposed on poor communities and 

countries. Examples include Participatory communication for social change.

Distinction between the 2 sets of approaches is not so clear in practice. For example both can be more or less “participatory” 

depending on the facilitation skills of the change agents involved and the timelines of sponsoring agencies- government or non-

government. Over recent years, there have also been important areas of convergence between the two sets of approaches. For 

example, there is now a fairly universal agreement that communication should focus on change at both individual and societal 

levels, and that “tangible” (e.g., service uptake) as well as“intangible” (e.g., community empowerment) outcomes need to be 

measured.

COMMUNICATION FOR SOCIAL CHANGE (CFSC)

Whenever participatory communication approaches are adopted, communication: changes its role from that of a vehicle for 

information-persuasion to that of a tool for dialogue and inter-service coordination – which is absolutely essential for participation 

in problem identification, problem articulation and problem solving. CFSC in some ways has always been around. It was only in 
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1997, however, when the Rockefeller Foundation organized a series of meetings to discuss the role of “Communication in Social 

Change” that the characteristics and theoretical underpinnings of CFSC began to emerge.

CFSC can be defined as a process of public and private dialogue through which people  themselves define who they are, 

what they need and how to get what they need in order to improve their own lives. It utilizes dialogue that leads to collective 

problem identification, decision-making and community-based implementation of solutions to development issues. Social 

Change can be defined as: a positive change in peoples’ lives – as they themselves define such change. CFSC questions an 

approach to development that: does not include the population that is directly affected. CFSC promotes a communication process 

that supports effective community participation, particularly of the most impoverished and marginalized sectors of society.CFSC 

practitioners use a “bottom-up” approach by placing ownership, access and control of communication directly in the hands of 

affected communities. This shifts control of media, messages, tools and content of communication from the powerful to the 

traditionally powerless. Ultimately, using such skills, previously powerless communities can become “self-renewing” – able to 

manage their own communication processes for their own good. Similar to other participatory communication approaches, the 

process of CFSC is a “product” in and of itself. The process helps individuals and communities build a stronger capacity to 

communicate in person, through the arts or using media and other communication technologies. CFSC does not attempt to 

anticipate which media, messages or techniques are better. The participation of social actors, who are in turn communicators, takes 

place within a process of collective growth that precedes the creation of messages and products such as a radio program, a video 

documentary or a pamphlet. Messages and their dissemination are just additional elements of the communication process. CFSC’s 

focus is on the dialogue process through which people are able to identify obstacles and develop communication structures, 

policies, processes and media or other communication tools to help them achieve the goals they themselves have outlined and 

defined. Rather than focusing on persuasion and information dissemination, CFSC promotes dialogue, debate and negotiation 

from within communities. Rather than confining dialogue to an airing of grievances or a discussion of information, CFSC supports 

focused deliberation, collective Decision-making and collective action.

Communication for Social Change (CFSC) and Gender based Violence (GBV) 

In India, gender-based violence perpetrated against women is an extremely complex issue resulting from and perpetuated by 

various societal, economic and cultural factors. Gender-based violence has been increasingly recognized around the world as a 

grave challenge for public health and development and as a violation of human rights. As women’s groups have galvanized 

attention and momentum for action, a wide range of initiatives across the Nation have directed their efforts towards mitigating, 

preventing and responding to such violence, while significant progress has been made in recognizing gender-based violence as a 

serious public health problem and a grave human rights concern, the continued prevalence of such violence reveals that not 

enough progress has been made. The need for collaborative, holistic efforts that engage the community in challenging the 

discriminatory norms and stigmatizing attitudes that perpetuate violence and in responding meaningfully to survivors' immediate 

and long-term needs.

Gender-based violence is physical, mental or social violence and abuse (including sexual violence) that includes acts 

(attempted or threatened) carried out with or without force and without the consent of the victim.  The violence is directed against 

a person because of her or his gender (because she is a woman or because he is  a  man)  or  gender  role  in  a  society  or  culture.  

Forms  of  gender violence include sexual violence, sexual abuse, sexual harassment, sexual exploitation, early or forced marriage, 

discrimination, the denial of food, education or freedom, domestic violence and incest. In 1993, the United Nations General 

Assembly adopted the Declaration on the Elimination of Violence against Women, defining violence against women as “any act of 

gender-based violence that results in, or is likely to result in, physical, sexual or psychological harm or suffering to women, including 

threats of such acts, coercion or arbitrary deprivation of liberty, whether occurring in public or in private life.”

Why does this violence continue? The Declaration on the Elimination of Violence against Women, highlights violence against 

women as “a manifestation of historically unequal power relations between men and women, which have led to domination over 

and discrimination against women by men and to the prevention of the full advancement of women.” Prevailing gender norms and 

attitudes about the acceptability of violence continue to fuel gender-based violence in the region, as in the rest of the world. By 

working proactively to energize momentum against violence, initiatives for preventing GBV also empower women living with 

violence to speak out and seek assistance.Gender refers to the socially determined differences between men and women.  These 

differences encompass roles, responsibilities, opportunities, privileges, expectations, and limitations prescribed to males and to 

females in any culture: they are socially constructed, context based, and learned through socialization, and they determine many 

aspects of relationships between males and females as well as among females and among males. Although gendered roles and 

responsibilities can change over time within and across cultures, they are often deeply rooted in long-standing assumptions 

societies hold about women, men, boys, and girls.  In virtually every society around the world, these assumptions tend to reinforce 

patriarchal norms and values, or systems by which males hold more power than females in both private and public domains and, to 

differing degrees, exercise this greater power as a basic entitlement.To the extent that gender roles are used to both preserve and 

maintain women‘s subordinate status in relation to men, gender has been identified as one of the most important underlying 
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factors promoting violence against women:  in fact, violence against women is often referred to as—gender-based violence.

But while mass education campaigns aimed at changing individual behavior play an essential role in GBV prevention and 

care, without deep-rooted social change they are highly unlikely to be sustainable. Social, cultural and political factors underpin 

the so-called “risk behaviors.” 

These factors include, but are not limited to: poverty, inequality, prejudice, the status of women, the responsibility of men, 

marginalization and disempowerment, gender based violence, community and social cohesion, and many others. Sustaining a 

change in behaviors or social conditions is fundamentally about fostering and supporting communication in society.

Evaluating Communication for Social Change

But how do we know Communication for Social Change is working?

This is a central question. It immediately makes us think about “indicators.” Indeed, the question of “what indicators?” tends 

to grab our attention, whereas the equally important question of “who should develop and use these indicators?” is often 

overlooked.

In addition to focusing on process and outcome measures, following principles for CFSC measurement can be used:

• CFSC measurement tools must be community-based and participatory.

• The tools/methods must be SUM: Simple, Understandable and Measurable.

• The tools/methods must be developed with input from people from developing countries.

• Assessment of CFSC impact should look at impact on the short-term, intermediary and long-term.

One CFSC evaluation challenge is to determine how best to measure short-term increases in community communication 

capacity, and in turn, how to measure the contribution this increasing capacity is making to broad, longer-term social change and 

more narrowly defined improvements, for example, in GBV prevention and care. It is assumed that the CFSC process will work 

most effectively if the “community” can build—and build on—its capacity for communication at the individual and collective 

levels. The more capacity for individuals and groups, the more voice can be expressed and heard. The more the dialogue.

The more the stage for collective action. The more a story of success ... the more a community can solve the next problem 

and continually renew itself. Some of the information that dialogue members might consider as evidence of communication 

capacity might include strong communication skills and a high degree of “connectedness” (horizontal and vertical).

LITERATURE REVIEW

This paper is largely but not exclusively confined to the English language. Bibliographical databases for the health and social 

sciences were searched with a mix of thesauri terms for evaluation and research methodologies combined with key words and key 

phrases including participatory evaluation, participatory research, and participatory monitoring. The truncated term participate 

was also used with a range of methodological thesauri terms as were keyword combinations of participatory with evaluate, 

measure, assesse or monitore.

Communication Abstracts, Sociological Abstracts and Worldwide Political Science Abstracts.

Supplementary database searches were undertaken on author names where a depth of knowledge in the field by an 

individual was identified from the literature. Where research monographs and conference proceedings were identified these were 

located through library catalogue searches and retrieved. Two Internet search engines, Google and Alltheweb were also used. Key 

word and key phrase combinations (as explained above) were used to identify major agencies involved with the use of PM&E 

methodologies. Agencies with a substantial Internet presence in this field included: the World Bank; the United Nations 

Development Program; the Food and Agriculture Organization (FAO) of the United Nations. International and the Participatory 

Development Forum. The websites of these agencies were examined to identify relevant documents and in some cases 

bibliographies compiled by experts in the field. The major reports and papers are referenced in this document.

Participatory Monitoring and Evaluation. What is it?

Participatory Monitoring and Evaluation is by no means new. It draws upon more than 20 years of participatory research traditions 

such as participatory action research (PAR), participatory rural appraisal (PRA), and farming systems research (FSR).40 During the 

1970s, PM&E entered the policy-making domain of large donor agencies and development organizations such as the Food and 

Agriculture Organization (FAO), United States Agency for International Development (USAID), the Danish International 

Development Agency (DANIDA), the UK Department for International Development (DFID), and the World Bank. The beginnings 

of PM&E can also be traced to the growing appreciation for individual and organizational learning among the private sector. And 

even though interest in PM&E processes has been growing, it should be noted that many local forms of PM&E still go unnoticed. 

Communities and Community-Based Organizations (CBOs) have long been monitoring and evaluating their work (without using 

the label of PM&E).
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According to Brisolara, two main streams of PM&E have emerged from quite different historical and ideological roots:

1. Practical PM&E : focusing on the pragmatic with a central function of fostering evaluation use. Practical PM&E arose in the 

1980s primarily in the US and Canada. Geared toward program, policy or organizational decision making, Practical PM&E 

improves planned-change within programs. Within Practical PM&E efforts, evaluation impact is extended to include 

organizational learning and change. Practical PM&E is similar to “developmental evaluation” (Patton 1997) and 

“stakeholder-based evaluation” (Mark and Shotland 1985), but the latter is less concerned with implementation-stage 

process decisions (monitoring) and more with final, end-of-program, summative evaluation questions.

2. Transformative PM&E : based on emancipation and social-justice activism and focuses on empowerment of oppressed 

groups. Transformative PM&E arose in the 1970s, notably in Latin America, India and Africa – in part as a reaction to scientific 

models of inquiry that were considered exploitive and detached from urgent social and economic problems. Transformative 

PM&E efforts aim to democratize social change and as such are similar to “empowerment evaluation” (Fetterman 2001) and 

“democratic evaluation” (McTaggart 1991).

 Transformative PM&E is underpinned by three key concepts:

• Who creates and controls the production of knowledge? Transformative PM&E aims to empower people through 

participation in the process of constructing and respecting their own knowledge (based on Freire’s notion of 

“conscientization”) and through their understanding of the connections among knowledge, power and control. Popular 

knowledge is assumed to be as valid and useful as scientific knowledge.

• How is the evaluation conducted? The distance between the evaluator and the evaluated is broken down; all 

participants are contributors working collectively. Initiating and sustaining genuine dialogue among actors leads to a 

deep level of understanding and mutual respect.

• Critical reflection. Requires participants to question, to doubt, and to consider a broad range of social factors, including 

their own biases and assumptions. Although these two streams of PM&E are distinguishable from one another on the 

basis of their central goals, functions, and historical and ideological roots, there is clearly an overlap between the two.

What is Participatory Monitoring & Evaluation (PM&E)?

So what exactly is PM&E? There is no single definition or methodology for PM&E due to the diverse range of field experiences and 

the difficulty in reaching agreement on terms such as “monitoring,” “evaluation,” “community” and “participation.” As noted 

above, PM&E is best described as: a set of principles and a process of engagement in the monitoring and evaluation endeavour. The 

process is at least as important as the recommendations and results contained in PM&E reports or feedback meetings. Much 

literature on PM&E has emerged from the international and community-development fields. Perhaps what is unique about PM&E 

is its emphasis on the inclusion of a wider sphere of stakeholders in the M&E process than more conventional approaches. PM&E 

practitioners believe that stakeholders who are involved in development planning and implementation should also be involved in 

monitoring changes and determining indicators for “success.” PM&E’s fundamental values are trust, ownership and 

empowerment.

Why use PM&E?

It is important to regard people as agents rather than objects; agents who are capable of analyzing their own situations and 

designing their own solutions. Conventional M&E is often based on quantitative, non-participatory surveys designed by evaluators 

external to the program or project in question. These processes have been increasingly criticized for being “top-down,” serving 

only the interests of funding agencies and policy makers, and providing little if any opportunities for all stakeholders to voice their 

opinions and judgments. Information is typically extracted from populations/communities/families/participants and concentrated 

at the top of organizations (usually far removed from beneficiaries), where it often remains underutilized.  Conventional M&E has 

been viewed largely as a form of “policing.”The idea of stakeholder participation in evaluation is now widely accepted within the 

evaluation community. According to Estrella et al (2000), interest in PM&E has grown as a result of several factors, including:

• The growing demand for greater accountability and demonstrable impact.

• The move towards devolution of central government responsibilities and authority to lower levels of government, 

necessitating new forms of oversight to ensure transparency and to improve support to constituency responsive initiatives.

• Stronger capacities and experiences of Non-Government Organizations (NGOs) and Community-Based Organizations 

(CBOs) as decision makers and implementers in the development process.

• Mounting evidence that participatory approaches for issue identification and resolution, program design, monitoring and 

evaluation produce positive results.
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Making a PM&E  Plan for GBV Prevention

(a)  Orient stakeholders to PM&E and set the agenda

Stakeholders can be oriented to a PM&E process during initial planning workshops. Terms of reference for the core PM&E team can 

be drawn up by stakeholders during these workshops. 

O ther questions to ask at this point include: Who else should participate? How many participants? How will they participate 

and at what juncture? How much participation? 

Depth of participation can range from “shallow” consultation (with no decision-making control or responsibility) to “deep” 

participation (full involvement in all aspects of an evaluation from design, data collection, analysis and reporting to decisions about 

dissemination of results and use).

(b)  Clarify the question: who wants to know what and why?

1. What difference is the communication strategy making? Does it influence dialogue processes between individuals and 

between groups in terms of tolerance, respect, social justice and active participation? If so, how? If not, why not?

2. Is the communication strategy strengthening individual and community communication capacity, decision making and 

action? If so, how? If not, why not?

3. Have obstacles to social change been identified? What is being done about them?

4. Are CFSC structures, policies, processes and communication tools being developed? What would facilitate their 

development?

5. Does the communication strategy enable previously powerless individuals and communities to take control of the means 

and content of communication, to achieve their own social change goals? If so, how? 

Posing such questions helps in the development of PM&E objectives – statements of intent that begin with the words such as: 

“To assess…” or “To measure…” or “To monitor…” or “To evaluate…”  Ideally, PM&E objectives should be derived from the goals 

of the CFSC initiative or program – for example, what the CFSC teams are aiming to achieve in relation to GBV prevention and care.

(c)  Identify indicators that will provide the information needed

Follow-up workshops with all stakeholders provide ideal opportunities to present draft PM&E objectives. Bringing stakeholders 

together again to identify what information is needed and which information is critical helps to reconfirm the program goals and 

views on change, information needs, and people’s values. Once stakeholders agree on the PM&E objectives, indicators will need to 

be identified. The procedures for indicator development are not always clear or straightforward, especially when different 

stakeholders with different priorities and needs are involved. Selecting indicators is therefore: one of the most difficult steps in 

setting up a PM&E approach, even if those involved accept that good—rather than perfect—indicators are adequate... [This step] 

highlights, more than any other, the different information needs and expectations that the different stakeholders have of the 

monitoring work. GBV communication teams should take particular note of the following:

• Additional flexibility in identifying indicators is required when dealing with projects or programs that are themselves 

participatory in nature – such as the proposed CFSC applications to HIV/AIDS. These types of projects: commonly start 

tentatively with small interventions based on participatory appraisals or with capacity building activities. Only after 

discussions have created consensus about development activities will more substantial and focused activities be formulated. 

During the course of such projects, new partners often join, new insights are generated and new development goals emerge. 

With the change comes the need to review existing indicators.

• The more groups involved in the PM&E process, the more likely the need to shift from pre-defined and ‘objective’ indicators 

to ‘negotiated’ and context-specific indicators. Knowing how to facilitate the negotiation of indicators amongst stakeholders 

therefore becomes critical, as different views and priorities need to be reduced to a limited number of indicators. Such 

negotiations can reinforce a shared vision of social change particularly when working with groups that differ strongly. 

Decision makers at every level and scale: from an individual within the household to national and international policy 

makers will find very different kinds of indicators relevant to their decisions. 

• In many cases, different stakeholder groups usually agree on a set of common indicators, while in other cases multiple sets of 

indicators may need to be identified to address the different information needs of different stakeholder groups. Indicators 

need not be perfect – only sufficiently relevant and accurate for those who are going to interpret the information to be able to 

do so. While there are no set rules to select indicators, one guideline is to use the acronym SMART: indicators should be 

Specific, Measurable, Action-oriented, Relevant, and Time-bound. The following questions are also helpful to ask when 

selecting indicators:

mIs the focus of the PM&E objective a parameter that can be measured accurately and reliably?
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mAre there alternative measures that need to be considered? 

mWhat resources (human and financial) does the indicator require?

mAre there any additional measures that would help in interpreting the results of the PM&E objective?

Checklist for questions to be raised while conducting PM&E for GBV

• Are meeting times and spaces creating opportunities for all the participants people to speak, be heard 

and contribute to making decisions?

• How and where does private and public dialogue take place? In relation to the issues of concern, what 

increase or other changes have there been in:

mFamily discussion?

mDiscussion among friends?

mDiscussion in community gatherings?

mProblem-solving dialogue?

mNew ways of sharing relevant information?

mCoverage and discussion in news media?

mFocus and discussion in entertainment media?

mDebate and dialogue in the political process?

• Are more people from all community groups involved in dialogue about the issues?

• To what extent do participants listen, evaluate information before they use it, challenge rumor and 

articulate their voice in private and public? 

• Have there been improvements in these areas?

• Who is creating and telling the stories around the issues? Is that changing?

• What are the cultural norms those stories reveal? Are they changing?

• Has the community created more opportunities members to discuss issues other than GBV?

• Are new connections between different groups being established within the community, either through 

face-to-face encounters or using technology?

• Are members of the community making their views known to those who hold official power? How? Is this 

changing?

• Are community members connecting with outside allies, communities and groups who support of their 

efforts?

Source: Hunt, J. (2004) Notes on Communication for Social Change, in process.

Synthesiz ing, analyz ing and verifying the data

Analysis of data will also include data validation among stakeholders. Data should be presented back to participants for verification 

and collective analysis. Ways to ensure feedback and validation occurs include workshops and meetings, distribution of reports 

(with follow-up interviews), transcripts of interviews returned to interviewees.

How is the data being used and for whose benefit?

This step serves as an important means of disseminating findings and learning from others’ experiences. This can be a major 

problem in some countries. Core team members should seek agreement with stakeholders (through meetings) on how the findings 

are to be used and by whom. Several versions of PM&E reports may be required, each tailored to different requirements and 

capacities of different stakeholders. Possible areas of future work should be discussed for follow-up. At this key moment, core 

PM&E teams should also clarify with stakeholders if the PM&E process needs to be sustained, and if so, how. The PM&E process 

may need to be adjusted accordingly.

Dimension of Work Indicators of Progress Indicators of change and 

longer term impact

1. Policy change e.g. Legislative change • Increased dialog on an issue • Changed Policy

• Raised profile of issue • Change in Legislation

• Changed Opinion • Policy/Legislation change implemented

• Changed rhetoric and written • Positive change in peoples lives as a

publication result of the policy/legislation change

2. Strengthening Civil Society by working • Change in individual members skills, Civil groups active in influencing decision

with NGO”s Movements/networks capacity, knowledge and effectiveness makers in ways that will benefit the cause.

Community based organization • Greater synergy of aims/activities in 

networks / movements



3. Enlarging democratic space or the space Greater freedom of expression Change in accountability and transparency

in which civil society groups can Increased legitimacy of civil society groups of public institutions

effectively operate in society

4. Supporting people centered policy Greater awareness of individual rights and Improved access to basic rights such as

making the power systems that withhold rights health, housing water and food.

CONCLUSIONS AND CHALLENGES

This study was done to find the solution for ever growing problem of Gender based Violence. 

How media and communication can be used effectively to change the perception of people mostly male member of the 

society so that this type of violence can be prevented. It is intended to support communication strategies following CFSC principles 

in GBV prevention andcare programs. A new set of M&E principles for CFSC (the “Nairobi principles”) were developed during a 

communication planning meeting at the end of 2003 attended by representatives from a range of national programs and 

organizations, together with staff from UNICEF and other international organizations. These critiques and principles formed the 

backdrop to this study – the process, indicators, and tools used to identify, collect and analyze information to measure CFSC must 

be: simple; community-based; participatory; relatively inexpensive; and context-specific.

A  broad range of literature in order to highlight the rationale for using a participatory approach to monitoring and evaluating 

Communication for Social Change was done. The literature reinforces the notion that CFSC practitioners should facilitate the 

development of M&E questions, indicators and tools with stakeholders rather than apply pre-determined objectives, measures and 

methods on stakeholders. Our aim in writing this report, therefore, is to help guide GBV communication teams as they themselves 

negotiate with stakeholders how CFSC should be monitored and evaluated, and thereby develop new or improved models of M&E 

most appropriate for their work. The initial CFSC evaluation challenge is to determine how best to measure short-term increases in 

community communication capacity, and in turn, how to attribute this increasing capacity to broad, longer-term social change and 

more narrowly defined improvements in GBV prevention and care. But there are other challenges that the teams will need to 

address. 

(a) Maintaining flexibility while ensuring information can be generalized How best can micro-level data generated from flexible 

PM&E be generalized and used to inform national and macro-level strategies and policies? This question is extremely 

challenging and one that has yet to be answered by PM&E studies.

(b) Institutionalizing PM&E Knowledge, Attitudes, Behaviors, and Practices (KABP) surveys, “extractive” forms of social research 

such as rapid assessment procedures, and Behavioral Surveillance Surveys are still very much the “norm.” Improving data 

quality and building local M&E capacity also preoccupy the managers of existing M&E systems in many HIV/AIDS and other 

development programs.

The rationale and methodology of Participatory Monitoring and Evaluation. One of the major challenges will be determining 

how to add or integrate PM&E approaches into conventional M&E systems already challenged by data quality and resource 

constraints. At what pace and on what scale should PM&E be institutionalized into GBV programs? Can PM&E be built into the 

standard operating procedures of formal institutions? What type of capacity building in PM&E is needed, for whom, and at what 

level (personal/individual, organizational/institutional, etc.? How will PM&E capacity be maintained in GBV programs?

Key observations and recommendations

•  There is need for more participatory communication initiatives in crisis affected settings, especially to address GBV, HTP, and 

related issues. There is currently a dearth of such programs, which have the benefit of engaging community members in 

processes of reflection and dialogue around positive change.

•  It is important to carry out culturally-sensitive formative work at the community level, particularly among women and girls, to 

help ensure that issues such as GBV and the effects of conflict on women’s welfare are addressed in appropriate ways.

•  There is a need for more community-driven participatory communication initiatives tailored to local contexts and priorities. 

Organizations should actively engage community members in discussions to identify concerns and possible solutions, as well 

as materials and modes of outreach that will be most appropriate and effective. Higher levels of participation strengthen 

positive outcomes.

•  A deliberate focus on capacity-building and acquisition of new skills (interpersonal, technical, etc.) among community 

members, and the provision of new opportunities for women and girls, should be integral aspects of participatory 

communication initiatives, especially those addressing GBV, HTP, and related issues.

• Participatory communication initiatives should include the strengthening and mobilization of existing peer groups and 

networks as resources for positive change.
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mImplementing agencies and local partners and donors should develop methods for improved dissemination and sharing 

of communication program experiences to enable greater cross-learning and wider adaptation of effective approaches.

mInclusion of various sectors of society, including men and boys in program activities and to track participation through 

appropriate monitoring systems.
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ABSTRACT

Television is an audio-visual and sophisticated scientific device. It telecasts programmes from far and wide 

areas of the country and abroad. Amongst all the mass media today, television attracts the largest number of 

viewers. This is because television is able to attract the audiences of all age groups, literate and illiterate and of 

all the strata of the society. In the last three decades the growth of television both in technology and reach has 

been phenomenal. Television as a mass medium informs, educates, inspires and motivates.

Television can be a powerful influence in developing value systems and behaviour in children. Television 

may be a socializing force but it interacts in composite ways with all of the other forces in a child’s life to 

determine the patterns of socialization of the child. Nobody can deny that children, to an extent, learn about 

fashion, language, compliance, social exchanges, values, principles and a whole host of behavioral patterns 

from viewing television As most children spend more time engaged in television viewing especially cartoons 

than in any other single activity besides school, its impact on their learning social and affective development 

cannot be over looked. Children spend more time on watching cartoons and acquiring much information not 

only about type of cartoon characters but also they are familiar with the action, dress and name of almost all 

major cartoon characters. Children are at a stage where their minds are developing and form impressions very 

easily. At such an early stage children consider the things they watch in cartoons to be real, they are unable to 

differentiate between fantasy and reality. This research article offers an overview of the Impact of Television on 

Children Psyche with special reference to Cartoon Channels

Keywords: Television, Children, Cartoon channels, Psyche

INTRODUCTION

Amongst all the mass media today, television attracts the largest number of viewers. It has an important role to play for 

entertainment and education of people all over the world. It is the most commonly found electronic appliance in every household. 

Almost all individuals especially children are exposed to it some or the other time. Television may be a socializing force for everyone 

but it interacts in various ways with all of the other forces in a child’s life. Studies have shown that children are among the heaviest 

users of television. Young children usually spend between 3 and 4 hours watching television each day. They are mostly affected by 

the cartoons which are their favorites. Nobody can deny the fact that cartoons are favorite of most of the children.

OBJECTIVE

The objective of this paper is to find out the impact of television on children psyche with special reference to cartoon channels.
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RESEARCH METHODOLOGY

Research is secondary in nature. It includes the review of various research papers, articles and internet.

CONCEPTUAL DISCUSSION

Role of Television

Television is an audio-visual and sophisticated scientific device. It telecasts programmes from far and wide areas of the country and 

abroad. Amongst all the mass media today, television attracts the largest number of viewers. It has an important role to play for 

entertainment and education of people all over the world. Its audience is greater in size than any of the other media audiences. This 

is because television is able to attract the audiences of all age groups, literate and illiterate and of all the strata of the society. Various 

programmes on television represent various religions and cultural expressions and activities of people, belonging to different parts 

of India, thus it reflects the Indian society.

In India, from the beginning i.e. 1989, television has been used more for education and information purposes than for 

entertainment. It has performed different functions as compared to the television in west. Dr. Rajendra Prasad, while inaugurating 

India's Television Service on September 15, 1959, hoped that television would go a long way in broadening the people’s outlook 

with scientific thinking. Television in India, through its programmes presents a composite national picture and perspective of India's 

rich cultural heritage and diverse thinking. In the last three decades the growth of television both in technology and reach has been 

phenomenal. Its role as an important communication medium is noteworthy for promoting national unity, developing economy 

and refining socio-cultural life of people. Television, being an audio-visual medium, brings us into contact with events in an exciting 

and clarifying way. Television has more flexibility and mobility in its coverage due to audio-visual presentation. This is the reason 

why it has become a family medium. Family members receive messages in their own environment. As far as educational messages 

to the masses are concerned, television is the most powerful educational medium because it combines speaking, writing and 

showing. You not only talk to the masses at one time but you show them what you mean. Thus, TV presents mass demonstration to 

thousands of viewers at the same time.

Televisions’ another function is to provide entertainment to people. It has become the most common source of 

entertainment recently. It offers many types of amusements to the viewers – comedy, action and drama are some of the most 

popular amusements. Action entertainment offers thrillers, suspense, crime, investigation and police shows. There are more 

entertainment programmes like musical shows and movies videos on MTV, VTV, UTV Bindaas and others. Movie channels like 

HBO and star movies broadcast popular movies. Animated cartoon shows for children are very popular where famous characters 

make children laugh. TV has indeed occupied its place in every household by becoming the common entertainment.

Television and Children

Television can be a powerful influence in developing value systems and behaviour in children. It has brought about a substantial 

change in the experience of childhood in our culture. Any change in the behaviour and value systems of children will in turn change 

the future of society. In this sense, it can be seen that the television is shaping society. Television has great impact on various aspects 

of a child's life. It is a matter of great concern to educationists, planners, psychologists and pediatricians’ world over. Television 

viewing enhances cognitive development, and conveys knowledge, skills and information to the child. It motivates learning and 

imparts general awareness. It promotes both conceptual and concrete thinking, and helps in bringing change in behavior and 

attitudes. 

However, television viewing has negative effects too. It may place children in inactive roles. It may provide escapism from 

reading, playing, exercise, study etc. It decreases actual social interaction, and provides antisocial or aggressive and destructive 

roles for imitation. Since it came into our homes, television became the subject of many debates, citizens' actions, and network 

responses because of possible impact on children psyche.  Several researches have been done in mid–twentieth to investigate and 

possibly prove the impact of television on children psyche.

Of course, TV in control can be a good thing: Preschoolers can get help learning the alphabet on public television, primary 

school goers can learn about wildlife, nature, art and craft, culture, tradition through various shows, and parents can keep up with 

current events on the evening news. No doubt TV can be an excellent educator and entertainer, but the negative side of it cannot 

be ignored. The first 2 years of life are considered a critical time for brain development. TV and other electronic media can get in 

the way of exploring, playing, and interacting with parents and others, which encourages learning and healthy physical, cognitive 

and social development.As kids get older, too much TV time can get in the way with activities such as being physically active, 

reading, writing, doing homework, playing with friends and spending time with family watching TV for children has both positive 

and negative effects. First, I will talk about the positive effects:

• It helps child to collect his lessons by watching educational television programs.
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• Get as much information and the formation of a cultural character by watching cultural programs.

• Identify the different types of art and various forms of music.

• Spend more time with the family to watch television programs and discussed.

The negative effects are

• Children who watch TV for long hours they probably will have negative impacts on their health such as they may weak their 

eye-sight at young age.

• Changes their behavior: Children may change their behavior toward other people. Many children tend to follow their 

favorite actors or actress and imitate them by wearing same cloths, following same attitude and try to speak same languages.

• Waste of time

• Viewing action films increases aggressive behavior and violence to the child.

• Watching television for long hours of the most important causes of obesity in children.

• TV ads affect the child and make him eat the fast foods which are harmful to health.

• TV develops some wrong behaviors of the child, such as: smoking, addiction, and the use of violence as a means to get what 

he wants.

Cartoon Channels and Children

Cartoons are a main source of entertainment for children. Children keenly observe the actions of cartoons. Have you ever met any 

children who do not like cartoons? Or have you ever seen any children who refuse to watch cartoon? This situation is mostly 

impossible under normal circumstances. Before mentioning the effects of cartoon channels or cartoons on children, I would like to 

talk about the reasons that why children watch cartoons.

First of all, the basic reason for children’s watching cartoons is that a cartoon can satisfy children’s desire to entertain. Children 

watch cartoons for fun and entertainment. They find cartoon characters funny and amusing. Secondly, cartoons respond to the 

children’s need and liking to activeness. Mostly the children under the age of seven are so much interested in cartoons. They think 

that whatever happens in cartoons are all real and they can do everything that the characters in cartoons do. Thirdly, cartoons act as 

temporary partners of children. They firstly watch cartoons and then imitate them. They are prone to take cartoons as their models 

and reflect the characters in their daily games. 

Children watch cartoons for entertainment. They prefer those cartoons which are understandable in terms of language. 

When children see cartoons in easy and understandable language, they enjoy more, and are involved more. Cartoons are the most 

frequent and easily accessible source of entertainment which we provide to our children. There is a wide range of cartoons from 

fairy tales like ‘Beauty and the Beast’, Doremon, Shinchan to action-based cartoons like ‘Ben Ten’ and ‘Pokémon’ It has become 

easier for children to watch their favourite cartoons with the vastness of media and extension of channels, on a single click and at 

the same time it has become more convenient for parents to provide children with this all-time favourite activity of theirs.  Children 

spend more time on watching cartoons and acquiring much information not only about type of cartoon characters but also they are 

familiar with the action, dress and name of almost all major cartoon characters.

Indian animated channels gained new level in Indian television broadcast with the emergence of international animation 

channels and numerous national channels. Earlier, before the emergence of satellite television, only Doordarshan used to telecast 

cartoons and animated shows for the Indian audience, particularly kids. But with the arrival of Cartoon Network in the year 1995, 

popular animated shows and cartoons were presented to the viewers for the first time. Eventually lot more animated channels, 

international and national, started to come up in India. Now there are a number of Animation Channels that offers various types of 

programmes from cartoons, shows related to games, art and crafts like Disney channel, Hungama channel, Cartoon Network, Pogo 

etc. Many popular animated and kids`  movies are also premiered on these channels, some even dubbed in Hindi and other 

regional languages 

Round the clock cartoons are on air on Cartoon channels. Because of this, we can see desolate playgrounds and children's 

casual attitude towards studies. Earlier children used to spend their leisure time in outdoor activities but nowadays they can be 

found glued to the TV sets for long hours, watching all sorts of cartoons, mostly without the supervision of elders who are 

completely unaware that this might have certain effects on their physical and psychological development later on displayed in their 

behavior patterns. Children are at a stage where their minds are developing and form impressions very easily. At such an early stage 

children consider the things they watch in cartoons to be real, they are unable to differentiate between fantasy and reality, so 

parents need to be careful to what their children are exposed to.

No doubt watching cartoons have become a point of worry for parents especially working parents. Nowadays, society has 

changed a lot. Most parents work, so they do not have enough time to be with their children and play with them for most of the day. 

Automatically many children play by themselves, and most of them spend time watching cartoons on the television. Parents cannot 
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keep track of what their children are watching as most of the time they are not at home. Yet, most parents do not let their children 

watch cartoons too much because they get worried about the effects of cartoons on their children. If their children watch cartoons 

too much, it could affect their eyes. It will not damage their eyes, but rather will result in eye fatigue. Even though most children 

know that watching television is bad for their eyes, they still watch cartoons on television from a close distance. That is why many 

children are wearing glasses these days. 

Watching cartoons also results in losing the attention span. While children are watching the cartoons, the screen changes 

many times every second, which is not good for the child because of the screen is doing all of the thinking for the child, so it is very 

hard to improve children’s imagination. This may be the reason that why most people call the television an idiot box. Children learn 

lots of things about the world from television, especially in cartoons, in the early years of their life. As we know, Cartoons have a 

huge influence on children. Most cartoons are series, so if the child likes that particular series, they watch it almost every day 

because they are addicted to that cartoon. While children are watching cartoons, they do not think deeply but after watching it, 

they still remember the story and also they think that story is a part of their life. This is affecting the creativity of children. 

Most children are likely to imitate what they see on television because children tend to think that most famous cartoon 

characters are heroes, so they want to act and speak like them. If a main character steals and uses other people’s belongings then 

children imitate that behaviour and they may think it is right. They do not learn good habits naturally so it could bring problems in 

their moral sense. It is frequently seen in the cartoon shows that the cartoon characters commit crime and don’t get punished. 

Children take it for granted and are unable to distinguish between the reel and real. They do not know that such things do not exist 

in the real world.

Parents are also worried about mental and emotional problems with their children, which could come from watching violent 

cartoons. These days, there are lots of violent cartoons, and children are getting aggressive because if they see very bad behaviour in 

cartoons, they just imitate that action. Three major effects have been proven by psychological research caused by children seeing 

violence on television are that the child may become less sensitive to the pain and suffering of others; children who watch violence 

do not fear violence nor are they bothered by violence in general and the children are more likely to become aggressive or use 

harmful actions towards others. They accept the violence as a way to solve the problems as beating each other is very commonly 

seen in cartoons.

But it’s not that cartoons have only negative effects on children. Cartoons are the central focus of many children's lives that 

parents manipulatively use to help keep the children engaged while they are busy with their office schedules. Children at every age 

learn a variety of things easily by watching educational cartoon films like ‘Krishna’, ‘Ramayan’, ‘Hanuman’ and ‘Chota Bheem’. 

They inculcate religious values and teach children about Indian mythology. Infants and toddlers start learning different words, and 

their meanings. Also, cartoons have a tremendous impact in improving the cognitive aspects among young children. Children 

become more creative by watching cartoons. Cartoons provide children with the related social and self- knowledge. They try to do 

things in different ways so their imagination and creativity is enhanced. There are lots of cartoons, which are not only the best 

source of entertainment, but could also be used for educational purposes. For instance, cartoons like ‘Dora the Explorer’ can be 

used for some brain activity making children learning shapes or identify colors etc. 

Cartoon shows are neither good nor bad .Watching Cartoons for children has both positive and negative effects. First I will 

talk about positive points.

• Occasionally cartoons are being used to demonstrate behavior that we would like our young children to adapt or copy, and 

even many times these cartoon shows are also used to exemplify qualities we would like our kids to avoid. It is up to the 

parents to help the child learn which is which.

• From time to time there have been some good series like Madeline, Oswald, Noddy, Backyard Science, MAD, Mickey Mouse 

Club House. And some Hindi Indian Cartoons, which I would suggest are Gali Gali Sim Sim, Choota Bheem, Krishna, 

Ramayan and all Mythological stories.

• It helps improve vocabulary; it could be English or Hindi. It helps kids in analyzing situations. To understand how small little 

things are analyzed and then how small little decisions are taken by understanding what is right and wrong. It helps them 

understand different cultures, societies, people etc.

• There are so many shows, which are really educational, for all ages. And some programs show various Art and Craft activities, 

which can be actually utilized to put them to some creative work.

The negative points are:

• With the kids watching television all the time, their physical activities which can only be achieved by playing in a playground 

are not taken care of.

• Kids try to imitate what they see on television. Be it language or violence, they just want to behave like their "Super Hero".

• When parents continually leave their children to be entertained by the television it can have negative effects on child's mind 
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because children are primarily proactive and like to be doing something.

• And one of the major concerns is the time kids spent in watching those cartoons. Every mother has a tough time moving her 

kids away from television. Ideally what I would suggest is to have fixed television-watching timings.

CONCLUSION

It has been indicated through this article that watching cartoons is already a habit for most children, and it has become a part of their 

lives. They tend to imitate whatever they see in cartoons as they are unable to comprehend the difference between fact and fantasy 

or right and wrong. This is a very risky situation not only for mental development of the children but also for their perceptions in all 

aspects. 

Parents should think about how to prevent their children from the bad effects of cartoons. First of all, parents should spend 

time with their kids as much as they can. If they do not have enough time to spend with their children, they should know that what 

kind of cartoons their children watch every day. It’s extremely significant that parents should follow what kind of cartoons their 

children watch. If parents think that the cartoon is not appropriate for their child, they should not allow them to watch that cartoon 

anymore, and instead, let them read books and play other games, which would help children in their mental and physical growth.

Parents should choose the most beneficial cartoons that will not only entertain the children but also give appropriate 

messages to them. All these cartoons are adaptations from children’s classics which aim to develop children mentally. For e.g. ‘Dora 

the explorer’, Mickey mouse. Tom and Jerry or any other cartoon related to mythological characters.

The influence of cartoons can be made positive by a little effort on the part of parents or elders. They should make their kids 

realize that these fantasy things have no true value and identity, no such ‘Spiderman’ exists who will jump from top of one building 

to another with the help of his web or there is no such ‘Ben 10’ wristwatch which will start blinking and will alert Ben of every evil 

action before hand. If someone is killed or beaten up by cartoons it does not mean that kids should also start doing the same. 

Parents need to keep an eye on their children’s activities and should be observant of any peculiar changes in their behavior. With 

intervals they should interrogate them and try to clear the reality of things and should answer the controversial and ambiguous 

questions they have in their mind. Thus, for making cartoons a healthy entertainment and a good and effective source of learning 

for children parents should pay a little attention towards providing selective cartoons to their children which could have a positive 

impact on them.
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ABSTRACT

Absenteeism in Indian industries is not a new phenomenon. It is the manifestation of a decision by employees 

not to present themselves at their place of work, at a time when it is planned by the management that they 

should be in attendance. it is a habitual pattern of absence from a duty or obligation. For most companies, the 

responsibility for managing absenteeism has fallen primarily on immediate supervisors. These supervisors are 

often the only people who are aware that a certain employee is absent. High rate of absenteeism is neither 

desirable to employers nor good for the employees. In majority of organizations, high rate of absenteeism has 

an adverse effect on quality and quantity of production, efficiency of workers and organization, organizational 

discipline and more importantly on the organization's intention to fulfill the new market demands. 

INTRODUCTION

In this study absenteeism is defined as: temporary, extended or permanent incapacity for work as a result of sickness or infirmity. 

Temporary work incapacity refers to the first period of absenteeism; in most countries limited to the first 52 weeks of disability. 

Absenteeism according to Grifin, O’ laeary- Kelly and Collins (1998) is any failure to report for, or remain at work as scheduled, 

regardless of reasons. To Schappi (1988) and Sikorki (2001) defines it as not being present or attending, missing, lacking in an 

organization, while Yende (2005) believes that absenteeism does not includes annual leave, maternity leave. What Jones means 

here is that absenteeism simplify refers to the period the employee is not in workplace whether authorized or not. Vander and 

Miller (1988) in Josias (2005) & Milkovich and Boudreau (1994) defined absenteeism as “an unplanned, incident and can be seen 

as non-attendance when employees do not come to work”. Casico (2003) & Josias (2005) define absenteeism as “any failure or an 

employee to report for or to remain at work as schedule, regardless of the reason”. According to Yende (2005), it has been indicated 

that a surprising number of large public organizations have no idea as to the cost or cause of absenteeism in their organization. 

Plimmer (2003), sees any absenteeism rate over 5% an indication of dissatisfaction among the workforce, poor labour relations, 
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and a lack of management leadership. The most comprehensive study on absence rates shows the average absence rate in the US. 

For the period 1980 to 1985 at about 4.7% (Klein, 1986: 26-30; Rhodes & Steers, 1990: 2. The cost of employee absenteeism has 

been estimated a t between $26 and $46 billion and a loss o f 400 million workdays a year in the United states alone (Steers & 

Rhodes, 1978: 391; Rhodes & Steers, 1990: 6). The major focus of the research has been on the relationship between absenteeism 

and employee attitudes. Such studies have generally investigated the proposition that workers who are less satisfied with their jobs 

will be absent more than those who experience job satisfaction (Hackett & Guion, 1985: 340; Hackett, 1989:235; I l g e n & 

Hollenbeck, 1977: 148). Most absence research has concentrated on two main themes: (1) the association of personal 

characteristics w i t h absence and (2) the association of job satisfaction with absence (Johns,1978: 431). There are various ways to 

measure absenteeism, the most commonly used are the “lost time rate” formula and the “individual frequency” formula.

Lost Time Rate =  (Number of Working Days Lost /Total Number of Working Days)* 100

Individual Frequency =  (Number of Absent Employees/Average Number of Employees)*100

Objectives of the study

• To Study the Awareness level of the employees about absenteeism policies and practices in Indian and Multinational 

Organizations

• To Study the employees opinion regarding discipline factors of absenteeism policies and practices in Indian and 

Multinational Organizations

• To Study the employees opinion regarding motivational and satisfaction factors of absenteeism policies and practices in 

Indian and Multinational Organizations 

• To Study the employees opinion regarding accuracy of absenteeism policies and practices in Indian and Multinational 

Organizations

Methodology

The study covers both primary and secondary data. The primary data was collected by distributing questionnaire to the employees 

of Indian and multinational organizations in NCR region. Secondary data was collected from various journals, magazines, research 

papers and articles related to the relevant matter of the subject under study.

The center of attention of this paper is absenteeism management practices in Indian and Multinational organizations. For the 

data collection, the questionnaire was distributed to 242 employees but only 182 returned it after filling and out of the 27 

questionnaires were discarded due to non fulfillment of the questionnaire appropriately. The final sample size of the paper was 

155. The statistical tools like descriptive statistics and Friedman’s test were applied for the analysis purpose.

Analysis and Interpretation

For analysis, questionnaire was divided in to four factors i.e. awareness factors, discipline factors, motivational and satisfaction 

factors and accuracy related factors. Then for each factor, one table was designed for descriptive statistics and another table was for 

the results of Friedman’s test. 

Awareness Wise Classification of the Respondents

The following table classified the respondents on the basis of opinion related to awareness of absenteeism management practices 

in Indian and Multinational Organizations. 

Table 1: Awareness Related Factors Wise Classification of the Respondents

Awareness Factors Strongly Disagree Disagree Neutral Agree Strongly Agree

1. Explains the absenteeism policy to me 6 8 25 62 54

3.9 5.2 16.1 40.0 34.8

2. Regularly explain my department's 8 10 23 58 56

absenteeism figure to us 5.2 6.5 14.8 37.4 36.1

3. Displays our department's absenteeism 7 16 36 63 33

figures on a notice board where we can see it 4.5 10.3 23.2 40.6 21.3

4. Knows how labor laws apply to the 7 18 36 62 32

management of absenteeism 4.5 11.6 23.2 40.0 20.6

5. Makes us aware of how much overtime 10 12 34 48 51

results from absenteeism 6.5 7.7 21.9 31.0 32.9

Source: Primary Data
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Table 1.1: Awareness Related Factors Wise Classification of the Respondents

Awareness Factors N Mean Std. Mean Chi square df P value

Deviation Rank value

1. Explains the absenteeism policy to me 155 3.97 1.035 3.37

2. Regularly explain my department's 155 3.93 1.111 3.27

absenteeism figure to us

3. Displays our department's absenteeism 155 3.64 1.068 2.64 4

figures on a notice board where we 

can see it

4. Knows how labor laws apply to the 155 3.61 1.078 2.89 42,686 .000

management of absenteeism

5. Makes us aware of how much 155 3.76 1.179 2.83

overtime results from absenteeism

Source: Primary Data

The Friedman’s Chi-square test results indicated that there is difference of opinion among the respondents regarding 

awareness for absenteeism management practices (p< 0.05). It could be seen from the table that among all the factors, factor 1 is 

ranked first and factor 3 ranked last.

Table 2: Discipline Related Factors Wise Classification of the Respondents

Discipline Factors Strongly Disagree Disagree Neutral Agree Strongly Agree

1. Points out unacceptable attendance records 6 8 28 45 68

to the relevant employees 3.9 5.2 18.1 29.0 43.9

2. Institutes discipalinary action if an employee 2 8 30 70 45

abuses sick leave 1.3 5.2 19.4 45.2 29.0

3. Pay cuts sometimes is necessary when 2 12 26 42 73

employee get absent intentionally 1.3 7.7 16.8 27.1 47.1

4. Procedures for disciplinary action apply 9 16 32 54 44

only to culpable absenteeism 5.8 10.3 20.6 34.8 28.4

5. The employee's attendance should be closely 8 15 26 43 63

monitored until it hs been reduced to 5.2 9.7 16.8 27.7 40.6

acceptable levels

Source: Primary Data

Table 2.1: Discipline Related Factors Wise Classification of the Respondents

Discipline Factors N Mean Std. Mean Rank Chi square df P value

Deviation value

1. Points out unacceptable attendance 155 4.04 1.086 3.04

records to the relevant employees

2. Institutes disciplinary action if an 155 3.95 .900 3.01

employee abuses sick leave

3. Pay cuts sometimes is necessary when 155 4.11 1.029 3.25 4 .021

employee get absent intentionally

4. Procedures for disciplinary action 155 3.70 1.159 2.76 11.529

apply only to culpable absenteeism

5. The employee's attendance should be 155 3.89 1.193 2.93

closely monitored until it has been 

reduced to acceptable levels

Source: Primary Data

The Friedman’s Chi-square test results indicated that there is difference of opinion among the respondents regarding 

discipline related factors for absenteeism management practices (p< 0.05). It could be seen from the table that among all the 

factors, factor 3 is ranked first and factor 4 ranked last.
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Table 3: Motivational and Satisfaction Related Factors Wise Classification of the Respondents

Motivational and Satisfaction Factors Strongly Disagree Disagree Neutral Agree Strongly Agree

Counsels absent employees when they return 

to work 1.3 8.4 25.2 40.6 24.5

Encourages employees to solve personal 9 19 23 69 35

problems in order to reduce absenteeism 5.8 12.3 14.8 44.5 22.6

Management involves the trade unions in the 13 16 37 59 30

management of absenteeism 8.4 10.3 23.9 38.1 19.4

Provides incentives for excellent attendance 9 17 24 66 39

5.8 11.0 15.5 42.6 25.2

Regular employees feedback for attendance 10 17 43 56 29

policy is collected 6.5 11.0 27.7 36.1 18.7

Source: Primary Data

Table 3.1: Motivational and Satisfaction Related Factors Wise Classification of the Respondents

    Motivational and Satisfaction Factors N Mean Std. Mean Chi square df P value

Deviation Rank value

Counsels absent employees when they 155 3.79 .953 3.27

return to work

Encourages employees to solve personal 155 3.66 1.131 3.19

problems in order to reduce absenteeism

Management involves the trade unions in 155 3.50 1.164 2.69 35.157 4 .000

the management of absenteeism

Provides incentives for excellent 155 3.70 1.135 3.17

attendance

Regular employees feedback 155 3.50 1.113 2.68

for attendance policy is collected

Source: Primary Data

The Friedman’s Chi-square test results indicated that there is difference of opinion among the respondents regarding 

motivation and satisfaction related factors for absenteeism management policies (p< 0.05). It could be seen from the table that 

among all the factors, factor 1 is ranked first and factor 5 ranked last.

Table 4: Accuracy Related Factors Wise Classification of the Respondents

Accuracy Related Factors Strongly Disagree Disagree Neutral Agree Strongly Agree

Manager is well trained to deal with absenteeism 6 16 31 71 31

3.9 10.3 20.0 45.8 20.0

Accurately record absenteeism figures 4 8 28 74 41

2.6 5.2 18.1 47.7 26.5

Compares our department's absenteeism 11 15 35 59 35

figures with that of other departments 7.1 9.7 22.6 38.1 22.6

Deals effectively with absenteeism 9 19 39 48 40

5.8 12.3 25.2 31.0 25.8

Specific hours of operation and the length of 5 12 23 68 47

breaks are calculated 3.2 7.7 14.8 43.9 30.3

Source: Primary Data

 2 13 39 63 38
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Table 4.1: Accuracy Related Factors Wise Classification of the Respondents

Accuracy Related Factors N Mean Std. Mean Chi square df P value

Deviation Rank value

Manager is well trained to deal with 

absenteeism

Accurately record absenteeism figures 155 3.90 .938 3.39

Compares our department's absenteeism 155 3.59 1.149 2.65 118.358 4  .000

figures with that of other departments

Deals effectively with absenteeism 155 3.59 1.167 2.64

Specific hours of operation and the 155 3.90 1.024 3.43

length of breaks are calculated

Source: Primary Data

The Friedman’s Chi-square test results indicated that there is difference of opinion among the respondents regarding 

awareness for absenteeism management policies (p< 0.05). It could be seen from the table that among all the factors, factor 5 is 

ranked first and factor 4 ranked last.

Suggestions

• The company should conduct awareness programs related to absenteeism management practices, it will definitely improve 

the understanding level of the employees about absenteeism management policies and practices.

• The company must instill the disciplinary actions. The rules and regulations related to absenteeism management must be 

reviewed and clearly stated to the employees. It plays a dominating role in maintaining peace and harmony in the 

organization. It plays a dominating role in maintaining peace and harmony in the organizations.

• Adequate motivational program must be provided to the employees. It will automatically increase their satisfaction level.

• It is suggested that accuracy related matters must be consider carefully while implementing absenteeism policies in the 

organization. 

CONCLUSION

The study reveals that 75% of the employees are satisfied with absenteeism management policies and practices followed in the 

company. About the awareness factor, 80% of the respondents were satisfied. In context of discipline related factors, 70% of the 

employees were satisfied with the disciplinarily actions instilled in the organization. More than 70%of the employees were satisfied 

with motivational and satisfaction factors and accuracy related factors existed in the organization. The overall conclusion about the 

absenteeism management practices and policies followed in Indian and Multinational companies is excellent. If the company 

continues the same practices of absenteeism management in future it may achieve high.
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ABSTRACT

Commodities are notorious for their volatility. Commodity markets have been witnessed fluctuating in terms of 

their prices last few decades. Some believe that it has been caused by the "Financialization" of commodity 

markets. Sharp price movements in commodity markets with reference to derivatives exchange, has become a 

debatable issue that initiated the researcher to make a study on this topic. Present study finds that a derivative 

trading is well for the commodity markets to hedge the price risk but it also raises the possibility for price 

volatility in real market prices of commodities. Commodity prices and the trading volumes of commodity 

futures have been found highly positively correlated in the last decade that confirm the impact of such 

derivative trading on prices of commodity markets.

INTRODUCTION

Trade in commodity derivatives has grown tremendously over the last few decades. Some believe that the "Financialization" of 

commodity markets has made them more efficient. O thers worry that financialisation has resulted in greater price distortions and 

volatility. What is causing the sharp price movements of many primary commodities? The debate goes on. Yet despite the range of 

views, three developments over the last decade are constantly referred - First, large developing economies have grown rapidly and 

steadily, boosting global demand for primary commodities. Second, significant supply shocks like adverse weather and export bans 

have amplified price movements on some already tight markets. Third, the growing presence of financial investors in commodity 

markets has become significant. While these developments are widely acknowledged, there is debate whether the 

‘financialisation’ of commodity trading has affected commodity prices and their volatility and, ultimately, whether it benefits the 

commodity markets. [Nicolas Maystre, David Bicchetti, April 2012]. India is one of the top producers of a large number of 

commodities, and also has a long history of trading in commodities and related derivatives. The commodities derivatives market 

has seen ups and downs, but seem to have finally arrived now. The market has made enormous progress in terms of technology, 

transparency and the trading activity. Interestingly, this has happened only after the Government protection was removed from a 

number of commodities, and market forces were allowed to play their role. This should act as a major lesson for the policy makers 

in developing countries, that pricing and price risk management should be left to the market forces rather than trying to achieve 

these through administered price mechanisms. The management of price risk is going to assume even greater importance in future 

with the promotion of free trade and removal of trade barriers in the world. All this augurs well for the commodity derivatives 

markets but also raises the possibility for price volatility in real market prices of commodities which initiate the researcher on this 

topic. 
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DOES FINANCIALIZATION BENEFIT THE COMMODITY MARKET?

The benefits of these developments have been debated. On the one hand, the proponents would argue that the presence of new 

players in the commodities markets would ease the price discovery problem and bring the price closer to its underlying 

fundamentals. In addition, it would provide further liquidity and transfer risks to those who are better prepared to take them on.

On the other hand, a growing number of studies provide evidence of price distortions linked to the financialisation of 

commodity markets (see UNCTAD 2011: Chapter 4.5, for an overview). According to Tang and Xiong (2011) and UNCTAD (2011) 

one manifestation of this pattern is reflected in the growing correlation between commodities and stock indices, owing to the 

growing importance of index trading. By contrast, Stoll and Whaley (2010) and (2011) conclude that commodity index flows have 

little impact on futures prices. Non-public data from the Commodity Futures Trading Commission, Büyükşahin and Robe (2011) 

show that the daily correlation between the returns on commodity and equity indices soared after the demise of Lehman Brothers 

and remained exceptionally high through the winter of 2010. Their econometric analyses suggest that, besides macroeconomic 

fundamentals, hedge fund positions help explain changes in the strength of equity-commodity linkages. Unfortunately, their data 

do not allow them to distinguish between the types of hedge fund activities behind these positive correlations. Moreover, they 

cannot track the activities of market participants who do not hold position at the end of the day, because these actors do not have 

the obligation to report to the Commodity Futures Trading Commission. This leaves many unanswered questions regarding the 

determinants of these growing co-movements, in particular the role of economic fundamentals or of other type of investment 

strategies. 

REVIEW OF LITERATURE

There is large number of studies on the interrelationship between spot and derivatives markets, there is a very strong concentration 

on equity products. Ng. (1987); Kawaller, Koch, and Koch (1987); Herbst, McCormack and West (1987); Harris (1989); Stoll & 

Whaley (1990); Cheung and Ng (1990); Chin, Chan and Karolyi (1991); Chan (1992); Wahab and Lashgari (1993); Grunbichler, 

Longstaff and Schwartz (1994); Harris et al. (1995); Hasbrouck (1995); Abhyankar (1995); Shyy (1996); Iihara (1996); Koutmos 

(1996); Fleming, Ostdiek and Whaley (1996); Jong and Nijman (1997); Choudhry, T. (1997); Pizzi (1998); De Jong (1998); 

Chatrath (1998); Abhyankar (1998); Min and Najand (1999); Tse (1999); Frino (2000); Cellier (2003); Thenmozhi (2002); Liena 

and Yang (2003); Simpson (2004) etc. have investigated the interrelationship between the spot and futures prices in underlying 

equity market, either for an equity index or for the underlying stocks. Most of the studies have found the fact that even though both 

the markets are co-integrated with a strong contemporaneous relation, there is a significant lead-lag relationship between the spot 

and derivatives viz. futures and options markets. By applying various models, starting from multiple regression to VAR, Granger-

causality, GARCH, etc., most of the studies have suggested that the leading role of the futures / options market varies from five to 

forty minutes depending on the nature of markets, but the reverse causality from spot to futures market rarely exist, and not beyond 

a time lag of 5 minutes.

Further studies include Karande (2006), Ahuja (2006), Raizada and Sahi (2006), Lokare (2007), Nath and Lingareddy (2007), 

Bose (2008), Singh ( ), Kumar, Singh and Pandey (2008), Sen and Paul (2010), etc. Karande (2006) in his doctoral thesis has 

examined the three important aspects of commodity futures markets in India, viz basis risk, price discovery and spot price volatility. 

His study on castor seed futures market, both at Mumbai and Ahmedabad, has found that the castor seed futures market traded 

both atMumbai and Ahmedabad exchanges performs the function of price discovery, and the introduction of castor seed futures 

market has had a beneficial effect on castor seed spot price volatility. In light of the fear that derivatives fuelled unnecessary 

speculation and were detrimental to the healthy functioning of the underlying commodity market, Raizada and Sahi (2006) in 

their study have shown that the wheat futures market is even weak-form inefficient and fails to play the role of spot price discovery. 

Spot market has found to capture the market information faster and therefore expected to play the leading role. Nath and 

Lingareddy (2007) in their study have attempted to explore the effect of introducing futures trading on the spot prices of pulses in 

India. Favoring the destabilization effect of futures contract, their study found that volatilities of urad, gram and wheat prices were 

higher during post-futures period than that in the pre-futures period as well as after the ban of futures contracts. Bose (2008) has 

tried to investigate the efficiency, in terms of price dissemination, of Indian commodity indices, both based on metals and energy 

products and also on agricultural commodities. The results on the former indices clearly exhibit the informational efficiency of the 

commodity futures market with a significant effect on stabilizing the volatility of the underlying spot market. Unlike of such results, 

agricultural indices clearly failed to exhibit the feature of market efficiency and price discovery. Kumar, Singh and Pandey (2008) 

have found the necessary co integration between the spot and derivatives markets and have shown that both stock market and 

commodity derivatives markets in India provide a reasonably high level of hedging effectiveness. But unlike the other studies, Sen 

and Paul (2010) have clearly suggested that future trading in agricultural goods and especially in food items has neither resulted in 

price discovery nor less of volatility in food prices. They observed a steep increase in spot prices for major food items along with a 

granger causal link from future to spot prices for commodities on which futures are traded. Bicchetti and Maystre (2012) analyzed 

the short-term co-movements between returns on several commodity markets and on the US stock market over the 1997–2011 
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periods and found a synchronized structural break across commodity markets, which starts in September/October 2008 and 

continues until the latest observation of dataset, the end of 2011. However, there was a temporary decline in the correlation in 

2011Q1 that was attributed to the Libyan uprising.

Even if considerable amount of work has also done on world-wide commodity market, but diversity in conclusions of the 

studies initiated the researcher to re-look upon this concept to know the impact of futures contract on the underlying selected 

commodities market in India. 

OBJECTIVES OF THE STUDY

1. To measure the volatility in prices of Commodities and their corresponding Derivatives’ Exchanges. 

2. To investigate the impact of volatility in Commodity Derivatives’ Exchange on Prices of Selected Commodities.

Research Methodology

Being study descriptive in nature, it will go through data collection from secondary sources, its analysis with trend Analysis and 

testing the validity of study using t-test. Following model has also been formulated defining the relationship between prices of 

commodity markets and volume of trading of derivatives exchange as given below-

PCOMEX = a +  b TVCDEX+  e…….

Where  a = intercept/ constant

B = slope of line i.e. variable factor in commodity derivative exchange

e = error term

PCOMEX = Prices of commodity Exchanges (Dependent Variable)

TVCDEX = Trading Volume in Commodity Derivative Exchanges (Independent Variable)

Data Analysis

Figure 1 indicates that first, nominal commodity prices have increased and remain well above their historical levels constituting a 

commodity price boom that has a longer duration than seen for some decades. Besides looking at commodity prices in isolation, 

the relationship between commodity and manufacturer prices is crucial. Second, commodity prices have experienced high 

fluctuations. High price volatility has for long been a feature of commodity prices related to specific characteristics of commodities. 

The recent boom-bust-boom cycle between 2008 and 2011 is extraordinary with regard to its short duration, amplitude and 

coverage of commodities

Source: UNCTAD Stat (2012)

Figure 1 : Monthly nominal commodity price indices by commodity group (2002-2011)
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TRADING VOLUMES IN COMMODITY DERIVATIVES MARKETS

According to BIS data shown in figure 2, trading in market has increased sharply, in particular since 2005. The number of 

outstanding derivative contracts on commodity exchanges increased from roughly 12.7 million contracts in March 2002 to 47 

million contracts in March 2008 (Figure 2). In the second half of 2008 trading activities on both markets fell however sharply related 

to changing market sentiments. In 2007 and the first half of 2008, financial investors flew from equity, bond and real estate markets 

to commodity future markets as commodities were perceived as relatively safe assets. However, as the financial crisis emerged and 

uncertainty increased, investments in commodities became also too risky and financial investors flew into the “safe haven” of 

government bonds. A massive liquidation of long positions in commodity future markets trade were the results. Trading on 

commodity exchanges has picked up again strongly since early 2009.

Source : BIS, Quarterly Review, December 2011, Table 23B.,Number of contracts in millions.

Figure 2 : Futures and options contracts outstanding on commodity exchanges (1993-2011)

RESULTS & DISCUSSIONS

A regression analysis based on the data stated in above figures reveals the following results as given below:

2Measures R R t-value Sig B

Value .761 .578 17.56 .000 .654

Coefficient of determination of .578 implies that variation in commodity prices can be accounted for by trading volumes in 

commodity derivatives exchanges. In addition to R2, beta value (B) has also been computed of which value is .654 indicates that 

peakedness in the slope of the prices of the commodities is 65.4% due to commodity derivatives exchanges. As huge amount of 

trading in futures of commodities represents the price hike in the same, so pricing of commodity futures also leads to the price 

volatility in real market prices of the commodities. T-value has been computed to know the significance of difference between 

mean values of commodity turnover for the study period and mean values of trading volume of commodity futures for the same 

period. t-value has been found significant at 1% level of confidence that means there is a significant difference between actual 

production of the commodities and its trading volume in financial markets in terms of outstanding future contracts in this regard. 

CONCLUSION

As commodity price dynamism exits due to two factors i.e. fundamental factors or financial factors or both of which segregation is 

very difficult but it can be estimated taking into account the theoretical views as well as earlier made empirical studies’ results. 

Recent commodity market developments witness the volatility in commodity prices being substantially affected by their 

financialisation driven by the expectations, behavior and interactions of heterogeneous traders, including informed traders, noise 
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traders and uninformed traders. Geometrical progression in derivatives trading as shown in figure 2, confirms the volatility in real 

market prices of commodities particularly since 2005. The activities and trading strategies of financial investors are not based on 

information on market fundamentals and may drive commodity prices away from levels justified by market fundamentals. The 

parallel development of financial investment in commodity future markets and commodity prices is an indicator for the role of 

speculative activity in driving commodity prices. Commodity prices and the trading volumes of commodity futures have become 

highly positively correlated in the last decade that confirm the impact of such derivative trading on prices of commodity markets.

REFERENCES

• Baffes, J./Haniotis, T. (2010): Placing the 2006//08 Commodity Price Boom into Perspective

• World Bank Policy Research Working Paper, July 2010. Washington D.C.

• Bass, H. (2011): Finanzmärkte als Hungerverursacher? Studie für die  Deutsche Welthungerhilfee.V. Bonn viewed at 

http://www.welthungerhilfe.de/fileadmin/media/pdf/Studien/Studie_Nahrungsmittelspekulation_Bass_01.pdf (23.4.2012).

• Basu, P./Gavin, W. T. (2011): What Explains the Growth in Commodity Derivatives? In: Federal Reserve Bank of St. Louis Review 93(1), 37-48.

• CFTC (2006): Comprehensive Review of the Commitments of Traders Reporting Program.In: Federal Register 71(119), 35627-35632.

• CFTC (2008): Staff Report on Commodity Swap Dealers & Index Traders with Commission Recommendations. Washington, D.C.

• http://www.cftc.gov/stellent/groups/public/@newsroom/documents/file/cftcstaffreportonswapdealers09.pdf (23.4.2012).

• Sen, S. and Paul, M. (2010); Trading In India’s Commodity Future Markets; Working Paper, Institute for Studies in Industrial Development

• Beginners Guide to Commodities Trading in India.mht at www.tradingpicks.com/beginners_guide.htm

• www.ccs.in/ccsindia/.../Futures-Trading-in-Agricultural-Commodities.



Financial Inclusion— Social Innovation by Banks t119

Financial Inclusion—Social Innovation by Banks

Dr. Ravi Kumar Gupta

Professor

Vaish College of Engineering,

Rohtak

Megha Banga

Assistant Professor

HMR Institute of Technology & Management 

ABSTRACT

Rural India contributes a major chunk to the economy every year. To give this sector a stronghold on finance 

and to enable economic independence, Scheduled Commercial Banks has special offerings that extend credit 

facilities to small and marginal farmers, agricultural labourers and cottage industry entrepreneurs. In an Index of 

Financial Inclusion, India has been ranked 50 out of 100 countries. Only 34% of the India's population has 

access to basic banking services. Even after more than six decades of planned economic development and 

despite various attempts made to provide financial assistance, poor people in rural area still remain in poverty.  

The success of poverty alleviation and employment generation program lies in the evolution and participation 

of community based organizations at the grass root level.  People’s participation in the credit delivery and 

recovery and the linking of the formal credit institutions and borrowers through intermediaries (SHGs) have 

been recognized as a supplementary mechanism for providing credit support to the rural poor.  

The objective of the paper is to study financial inclusion in rural areas, reasons for low inclusion, to assess 

the performance of the banks & to study the various initiatives taken by Govt. of India towards financial 

inclusion. The data collected will be secondary in nature and collected from various journals and magazines 

such as Economic Survey, The Planning Commission Report, RBI report, Hand book of Statistics of Indian 

Economy, NABARD Reports, Newspapers, Journals, books, websites.  However, there is lot to achieve in terms 

of contribution towards financial inclusion by foreign and private banks as compared to public sector bank’s 

contribution. Also RBI has taken various measures to implement financial inclusion more effectively and has 

recommended it seriously by the private and foreign banks in India. 

Keywords: Financial Inclusion, Micro Finance, Self Help Groups, Rural Development

INTRODUCTION

Micro-finance refers to small savings, credit and insurance services extended to socially and economically disadvantaged segments 

of society. In the Indian context terms like "small and marginal farmers", " rural artisans" and "economically weaker sections" have 

been used to broadly define micro-finance customers. The recent Task Force on Micro Finance has defined it as "provision of thrift, 

credit and other financial services and products of very small amounts to the poor in rural, semi urban or urban areas, for enabling 

them to raise their income levels and improve living standards". At present, a large part of micro finance activity is confined to credit 

only.

Regional Rural Banks were established under the provisions of an Ordinance promulgated on the 26th September 1975 and 

the RRB Act, 1976 with an objective to ensure sufficient institutional credit for agriculture and other rural sectors. RRBs started their 
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development process on 2nd October 1975 with the formation of a single bank (Prathama Grameen Bank).The RRBs mobilize 

financial resources from rural / semi-urban areas and grant loans and advances mostly to small and marginal farmers, agricultural 

labourers and rural artisans. The area of operation of RRBs is limited to the area as notified by GoI covering one or more districts in 

the State. RRBs are jointly owned by GoI, the concerned State Government and Sponsor Banks (27 scheduled commercial banks 

and one State Cooperative Bank); the issued capital of a RRB is shared by the owners in the proportion of 50%, 15% and 35% 

respectively. RRBs are an integral part of rural credit system and are expected to play an increasingly important role in the 

development of, particularly, rural areas. The Government of India had taken a number of steps, including recapitalization support 

from time to time, to improve the functioning of the RRBs and their financial health. Considering the tremendous potential, due to 

their presence throughout the country, Government of India has initiated the process of restructuring of RRBs to improve their 

functioning, achieve the economics of scale and to ensure better managerial control. As a result the total number of RRBs, as on 31 

March 2011, stood at 82. With a view to modernize and strengthen the technology up gradation and functioning of RRBs to 

compete and play a more meaningful role in the financial services sector RRBs are required to roll out Core Banking Solution (CBS) 

and their banking operations need to be functionally integrated with their sponsor banks.

LITERATURE REVIEW

Pal and Sura (2006) concluded that the overall position of RRBs in India is not quite encouraging. The poor credit-deposit ratio is 

still making dent on the desired functioning of RRBs. Since the RRB is supposed to be a bank for poor people, government should 

spread the branches of RRBs at grass root level to provide such banking service to the really needy rural people and to take 

corrective measures to raise the credit deposit ratio of the bank that would make RRBs relevant in the rural India.

Ghosh (2007) suggests that the Post Office Saving Bank (POSB) can be used to cater the financial need of rural India where 

Microfinance Institutions (MFIs) have very little presence in total demand of finance.According to Ravichandran and Alkhathlan 

(2009), very few people have access to banking services. There are number of factors affecting access to financial services by 

weaker section of society in India. The lack of awareness, low incomes and assets, social exclusion, illiteracy are the barriers from 

demand side. The distance from bank branch, branch timings, cumbersome banking procedure, over requirement of documents 

for opening bank accounts, unsuitable banking products/schemes, language, high transaction costs and attitudes of bank officials 

are the barriers from supply side. Bank-SHG, bank-MFI, MFI-NBFC and bank- post office linkage models were discussed and new 

models like rural students banking model, RBI-Education institute linkage models were proposed.

Reddy (2010) suggested a new approach to banks to reach wider population in rural areas by establishing mobile-

banks/representatives/agents who operate on commercial basis rather than just by self-help groups. These agents/representatives 

work on commission basis and hence self- motivated and cost effective in assisting banks in service provision/deposit mobilization.

NEED FOR FINANCIAL INCLUSION

In most developing countries, a large segment of society, particularly low income people, have very little access to financial services, 

both formal and semiformal. As a consequence, many of them have to necessarily depend either on their own or high cost informal 

sources of finance such as moneylenders. This is particularly true for the sporadic financing requirements of low income 

households for non productive consumption purposes and other emergency requirements such as medical expenditure.  Benefits 

of growth, therefore, tend to concentrate in the hands of those already served by the formal financial system.  Despite the rapid 

spread of banking over the years, significant segment of the population, predominantly in the rural areas, is excluded from the 

formal financial system.  It is well-known that poor people, potential entrepreneurs, small enterprises and others are excluded from 

the financial sector, which leads to their marginalization and denial of opportunity for them to grow and prosper.  Therefore, access 

to a greater proportion of the population to the organized financial system should be high on the agenda of the Government of 

India. The key issue, however, is how to mainstream the institutional sources so as to achieve wider coverage in terms of extending 

credit. There are also a large number of households with low income and small savings, which need to be mobilized. Apart from the 

rural areas, there is significant degree of financial exclusion in urban areas as well. The cost of financial exclusion is recognized to be 

enormous for the society as well as for individuals, particularly in terms of inability to realize full potential due to financial 

constraints. The recent developments in banking technology have transformed banking from the traditional brick-and-mortar 

infrastructure like staffed branches to a system supplemented by other channels like automated teller machines (ATMs), 

credit/debit cards, internet banking, online money transfers etc. However, the access to such technology is restricted only to certain 

segments of the society. The essence of financial inclusion is trying to ensure that a range of appropriate financial services is 

available to every individual and enabling them to understand and access those services. Apart from the  regular form of financial 

intermediation, it  may include a basic no-frills banking  account for making and receiving payments,  a savings product suited to 

the pattern of  cash flows of a poor household, money  transfer facilities, small loans and overdrafts  for productive, personal and 

other purposes,  insurance (Life and non-life) etc.  While financial inclusion, in the narrow sense, may be achieved to some extend 

by offering any one of these services, the objective of comprehensive financial inclusion would be to provide a holistic set of 

services encompassing all of the above.
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Significance of the Study

Even after more than six decades of planned economic development and despite various attempts made to provide financial 

assistance, poor people in rural area still remain in poverty.  The success of poverty alleviation and employment generation 

program lies in the evolution and participation of community based organizations at the grass root level.  People’s participation in 

the credit delivery and recovery and the linking of the formal credit institutions and borrowers through intermediaries (SHGs) have 

been recognized as a supplementary mechanism for providing credit support to the rural poor.  

Research Methodology

The objective of the paper is to study financial inclusion status in India &  in rural areas, to assess the performance of the Regional 

Rural banks (RRBs) & to study the various initiatives taken by Govt. of India & RBI towards financial inclusion. The data collected 

will be secondary in nature and  collected from various journals and magazines such as Economic Survey, The Planning 

Commission Report, RBI report, Hand book of Statistics of Indian Economy, NABARD Reports, Newspapers, Journals, books, 

websites. 

Initiatives by Govt. of India & RBI towards Financial Inclusions

Sonia Gandhi, Chairperson UPA, formally launched “Swabhimaan”—the Financial Inclusion Campaign at a function in Vigyan 

Bhavan on 10th February, 2011.“Swabhimaan” aims at providing branchless banking through use of technology. Banks will provide 

basic services like deposits, withdrawals and remittances using the services of Business Correspondents (Bank Saathi). The initiative 

enables Government subsidies and social security benefits to now be directly credited to the accounts of the beneficiaries and who 

would be able to draw the money from the Business Correspondents in their village itself. The progress in this regard is being closely 

monitored by the Department of Financial Services. RBI contributed 3.46 crore [3.05 crore towards

Financial Inclusion Fund (FIF) and 0.41 crore towards Financial Inclusion Technology Fund (FITF)], during the year 2010-11, 

while the GOI contributed 30 crore each to the two Funds. NABARD contributed 30 crore (FIF) and 40 crore (FITF). An amount of 

19 crore under FIF and `  101.10 crore under FITF were sanctioned during the year. As on 31 March 2011, 38.66 crore for 150 

projects under FIF and 122.41 crore under FITF for 55 projects have been sanctioned. By the end of September, 2011, over 40,000 

villages have been covered. Several other initiatives have also been taken by the Government of India and the RBI for furthering the 

reach of banking services and financial inclusion as under:

Major initiatives under FITF

1. ICT Solution adopting BC / BF model by RRBs: It has been decided to upscale the pilot projects for ICT based solutions to 

cover all the villages in the command of RRBs, having a population of 2000+ . As on 31 July 2012, grant assistance of 107.087 

crore sanctioned for 54 RRBs from FITF, against which disbursements were of the order of 42.10 crore. Sponsor Banks and 

RRBs were advised to prepare ICT proposals and submit to NABARD for providing support to achieve coverage of villages.

2. Support for CBS for weak RRBs: The Reserve Bank of India has directed their sponsor banks of Regional Rural Banks (RRBs) 

to speedily, and fully, implement Core Banking Solution (CBS) in all RRBs and commit to firm timeline, by September 2011, 

by which all RRBs will become fully CBS- compliant this is expected to give a further fillip to financial Inclusion efforts given 

the penetrative outreach of the RRBs in the rural areas. Based on the discussions of the then Finance Minister with Chairmen 

of RRBs held on 25 July 2010, it has been decided to support the 28 weak RRBs for CBS installation. As on 31July 2012, 26 

weak RRBs were assisted with sanction of 216.52 crore, against which disbursements are 139.71 crore.

Major initiatives under FIF

1. Engaging Farmers Club as BF by RRBs: Policy has been framed to stress the role of BF for achieving the objectives of Financial 

Inclusion and RRBs have been advised to consider appointing Farmers' Clubs as BF. This will have two pronged effect, viz:

• address the need of Financial Inclusion

• Strengthening FCs – a grassroots level local association leading to far reaching and lasting impact on agriculture and rural 

development in the country.

Based on the keen interest shown by RRBs and Farmers Clubs acting as Business Facilitators of RRBs, the financial support is 

being extended for up scaling the pilot for FCs as BFs for all villages having 2000+  populations in the command areas of 

RRBs. As on 31 July 2012, ̀  2.08 crore sanctioned to 22 RRBs in 12 states from FIF.

2. Capacity Building of BC / BF: A project had been sanctioned to IIBF for capacity building of 20,000 BC / BF.  The IIBF has 

already trained more than 10,000 BC/BFs.  In order to cover large number of BC/BFs as early as possible, the strategy has 

since been changed.  There will be State Level Trainers and District Level Trainers.  The State Level Trainers will be trained 

through IIBF and the District Level Trainers will be trained by the State Level Trainers.  In turn, the District Level Trainers will 

train the BC/BF in the district.  Overall 65 State Level trainers identified by ROs have been trained by IIBF.  The training of 
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District Level Trainers by State Level Trainers are still being conducted by various ROs; in some ROs training of District Level 

Trainers are completed.

3) Engaging SHGs as BC/BF by RRBs: Support to RRBs is available for engaging “Authorized functionaries of well run SHGs 

linked to Banks acting as BC / BF” for extending financial services in semi-urban and rural areas under its command area. The 

scheme aims to build capacity of the functionaries of SHGs to be engaged as BC / BF for Financial Inclusion. Guidelines in this 

regard have been issued to RRBs. The financial support is being extended for up scaling the pilot for SHGs as BCs/BFs for all 

villages having 2000+  population in the command areas of RRBs. As on 31 July 2012, 8 RRBs have been sanctioned 43.86 

lakh for supporting the training of authorised functionaries of well run SHGs in 6 states. 

4) Simplified Branch Authorisation: Reserve Bank of India has permitted domestic Scheduled Commercial Banks to freely 

open branches in Tier 3 to Tier 6 centres with population of less than 50,000 under general permission, subject to reporting. 

In the North Eastern States and Sikkim, domestic Scheduled Commercial Banks can now open branches in rural, semi urban 

and urban centres without the need to take permission from Reserve Bank in each case, subject to reporting.

5) Relaxed KYC Norms: The Know Your Customer (KYC) requirements for opening bank accounts have been relaxed and 

simplified for accounts with balances not exceeding Rs. 50,000/- and aggregate credits in the accounts not exceeding Rs.one 

lakh a year. In December, 2010 the Prevention of Money Laundering Rules have been amended and KYC norms have been 

revised to allow the letter carrying  the UIDAI number as well as the job card issued by NREGA as ‘officially valid documents’ 

for opening small accounts. RBI has issued the notification to all Banks for opening of “Small Accounts” in January, 2011.

6) ‘No- Frills’ Accounts: Reserve Bank of India, advised all Scheduled Commercial Banks to make available a basic ‘no-frills’ 

account with ‘nil’ or very low minimum balances that would make such accounts accessible to vast sections of the 

population.

7) General Credit Cards: A General Purpose Credit Card (GCC) facility up to Rs.25,000/- has been provided by the banks at 

their rural and semi-urban braches. The credit facility is in the nature of revolving credit entitling the holder to withdraw up to 

the limit sanctioned. Interest rate on the facility is completely deregulated. As on March 31, 2011, an amount of Rs.1307.76 

crore is outstanding under the GCCs.

8) Business Correspondents (BCs): The scope of entities eligible to be engaged as Business Correspondents by the banks has 

been enlarged by RBI from time to time. In April 2010, the RBI permitted banks to engage any individuals as BC by banks. 

Recently RBI permitted “for profit” corporate entities to be engaged as BCs. The BC model allows banks to do ‘cash in - cash 

out’ transactions at a location much closer to the rural population, thus addressing the last mile problem. With a view to 

ensuring the viability of the BC model, banks have been permitted to collect reasonable service charges from the customer, in 

a transparent manner under a Board approved policy.

9) Mobile Banking: The Reserve Bank of India issued the guidelines for Mobile Banking transactions in October 2008. The 

guidelines permit banks to provide mobile banking transactions and mandates that all transactions have to originate from 

one bank account and terminate in another bank account. The guidelines also permit banks to extend this facility through 

their business correspondents. Complaints/grievances arising out of mobile banking facility are covered under the Banking 

Ombudsman Scheme of RBI.

10) Financial Literacy and Credit Counselling Centres: As on March 2011, banks have reported setting up 225 credit 

counselling centres in various States of the country. A model scheme on financial literacy and credit counselling centres 

(FLCCs) was formulated and communicated to all scheduled commercial banks and RRBs with the advice to set up the 

centres as distinct entities maintaining an arm’s length from the bank so that the FLCC’s services are available to even other 

banks’ customers in the district.

INDIA SCENARIO IN FINANCIAL INCLUSION

Financial inclusion in India seems to be far from inclusive. A study shows that out of a total of 5,165 new branches opened in 2011; 

only 21.86 per cent are rural branches. Out of a total of 5165 new branches opened in 2011, only 21.86% are rural branches. Rural 

Outreach seems to be entirely dependent on BCs (Business Correspondents) with inadequate focus on brick and mortar.

Table 1: Branches in Rural and Urban areas in 2010 and 2011

S. No. Particulars March 2010 March 2011

1 Total number of Branches 69995 75160

2 Total Rural Branches 21554 22683

3 Total Urban Branches 48441 52477

4 Total New Branches 5165

5 New Rural Branches 1129

6 New Urban Branches 4036

Source: RBI
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Table 2: FIPs Achievements in India

Particulars Year ended March 2010 Year ended March 2012 Progress April 2010-March 2012

No. of Bc/BCs Agents Employed 33042 96828 63786

Banking outlet through Branches 21475 24701 3226

Banking Outlets through BCs 32684 120355 87671

Banking outlets through other modes 99 2478 2379

Total Banking outlets 54258 147534 93276

No Frills A/c (No. in Millions) 49.33 103.21 53.88

Overdraft – No Frill A/Cs( No. in Millions) 0.13 1.52 1.39

BC-ICT Based A/Cs( No. in Millions) 12.54 52.07 39.53

EBT A/Cs-through BCs (No. in Millions) 7.48 21.76 14.28

KCC (No. in Millions) 17.63 22.34 4.71

GCC (No. in Millions) .45 1.27 .82

RRB'S POTENTIAL ROLE IN FINANCIAL INCLUSION 

Within the Indian financial sector, the role of the rural banks is important but not apparently pre-eminent.  The contribution of the 

commercial banks to the rural/semi-urban banking network is far higher (at 38% of the total) than the 28% contribution of rural 

banks to the total of 87,000 bank branches in India.  Despite the apparent importance of commercial banks even in the rural areas 

however they are neither able nor willing to serve the poorest sections of the population.  By comparison, in the credit categories of 

direct relevance to ? nancial inclusion, RRBs hold 26.2% of agricultural credit accounts and as many as 55.0% of all artisan/tiny 

industry loan accounts.  

This amount to much lower proportions of overall credit available under these categories – just 10.9% and 11.0% 

respectively – since RRB loan sizes average just Rs 25,000 and Rs 13,000 for these two categories, much smaller than those offered 

by the commercial banks.  

Yet, it is precisely this fact that shows the importance of the rural banks for otherwise ? nancially excluded sections of the 

population. Low income families have a much lower absolute and proportionate need for credit than better off  sections of  the 

population that are, in any case, better able to access the commercial banks. Similar data for cooperatives is not available but with 

an estimated 130 million members the average loan outstanding with cooperatives amounts to just over Rs 9,000 per member, 

emphasising their suitability to the needs of low income families.  Taken together, the rural banks record a credit-deposit ratio of 

81.7% in March 2007, somewhat higher than the average of 76.1% for the entire banking system.

STATUS OF REGIONAL RURAL BANKS FOR FINANCIAL INCLUSION

As envisaged by the Government of India, RRBs have become a strong intermediary for financial inclusion in rural areas by opening 

a large number of “No frills” accounts and by financing under General Credit Card (GCC), as per RBI guidelines. Total number of 

accounts stood at 1310.17 lakh in March 2011 which was 929.22 lakh in March 2008.

Table 3:

Year   Deposits  

Account of business

Total           Of Total, to the Loan Accounts under Priority a/c 

Loans (Col.2+ 4)

Account Total

Total No Frills GCC SHG KCC Tenant SSI/artisan/ 

SCC & retail 

traders

2008 758.02 81.17 171.20 2.35 7.20 93.14 1.03 33.53 929.22 

2009 935.54 153.81 170.66 3.22 8.04 114.71 0.95 33.00 1107.10 

2010 1002.16 200.09 186.67 4.12 8.97 83.72 0.83 24.81 1188.67 

2011 1112.30 255.06 197.87 4.59 9.34 90.33 1.09 20.89 1310.17

Post-merger, RRBs, with 14494 branches, represent a powerful instrument for financial inclusion. Their role and relevance in 

financial inclusion is crucial as:  

1)  ¾  In rural areas, they account for 37% of total offices of all Scheduled Commercial Banks.  

 Grand total
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2) 91% of the total workforce in RRBs is posted in rural and semi-urban areas as compared to 38% for other Scheduled 

Commercial Banks.    

3) ¾  In rural areas, RRBs account for 31% of deposit accounts and 19% of deposit amount of all Scheduled Commercial Banks. 

Lower average deposit amount per account in RRBs as compared with commercial banks implies their better reach to small 

depositors.  

4) ¾  Share of RRBs in loan accounts is an impressive 37% in rural areas.  

5) ¾  Of all the scheduled commercial banks, RRBs account for 34% of branches in NE, 30% in Eastern and 32% in Central 

regions. Incidentally, these regions manifest financial exclusion of a high order.     

6) ¾  Of the total 29.25 lakh SHGs credit linked by the banking system (as on 31 March 2007), 31% linkage is done by RRBs.    

7) More significantly, the more backward a region, greater is the share of RRBs. In North Eastern Region, it is 56%, Central region 

48% and Eastern region 40%.  

8) ¾  RRBs have also played a significant role as Self Help Promoting Institutions (SHPIs). As many as 104 RRBs (31 March 2006) 

are functioning as SHPIs with grant assistance from NABARD.   

Credit Flow to Agriculture: RRBs are actively participating in the credit flow to agriculture sector. Disbursement of agriculture 

credit with reference to the total credit for the last 5 years revealed as under:

Table 4

(in Crore)

Year Total Credit Agricultural Credit % of Agri Credit % Growth in

to total credit Agricultural Credit Total Credit

2006-07 33,043.49 20,228.11 61 32.22 29.95

2007-08 38,581.97 23,238.69 60 14.88 16.76

2008-09 43,367.13 26,439.17 61 13.77 12.4

2009-10 56,079.24 34,639.94 62 31.02 29.31

2010-11 71,724.19 43,965.43 61 26.92 27.90

It may be observed from the above table that the share of agriculture credit to total credit has hovered around 60-62% during 

the last five years but in absolute terms, the agriculture credit has been doubled in 2010-11 from the year 2006-07. Agriculture 

credit growth rate has kept pace with the total credit deployment.

Table 5: Performance of RRBs - in Financial Inclusion:  

Sl. Name Total No. Villages Villages No. of villages Total No. Total villages Total No. of

No.  of the of villages covered covered covered by of BCs covered by of Financial

RRB allotted to up to up to Newly opened appointed BCS and  Inclusion 

the Bank 31.03.2011 31.12.2011 FI Branches as on Branches accounts 

as on 30.06.2012 as on opened as on 

30.06.2012 30.06.2012 30.06.2012

1 APGB 546 35 546 24 522 546 236754 

2 GGB 234 99 234 31 203 234 65892 

3 KVGB 418 67 418 53 365 418 41256 

4 NMGB 6 3 6 6 0 6 4928 

5 PGB 425 37 401 42 383 425 112574 

1629 241 241 1605 1605 156 156 1473 1473 1629 1629 461404 461404 

Recommendations for RRBs for Financial Inclusion

1) RRBs should extend their services to unbanked areas and increase their credit to deposit (CD) ratio. The post-merger 

scenario of RRBs poses a series of challenges for them and these are to be addressed.  The following areas would require 

attention  from the point of view of financial inclusion : 

• Setting exclusive targets for microfinance and financial inclusion, 

• Providing funding support & technology support.   

2) No further merger of RRBs: Further merger of all RRBs at State-level across sponsor banks is not required.  It may not also be 

desirable if there has to be a firm reinforcement of their rural orientation with a specific mandate on financial inclusion. 

Therefore, the process of merger should not proceed beyond the level of sponsor bank in each State.   
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3)  Recapitalisation of RRBs with negative net worth has to be given a serious consideration as it would facilitate their growth, 

provide lenders a level of comfort and enable their achieving standard capital adequacy ratio.    

4) Widening network and Expanding coverage: As on 01 April 2007, RRBs are covering 535 districts.  They may be directed to 

cover all unbanked areas in these districts, taking the village as a unit, either by opening a branch (wherever feasible) or 

through the BF / BC model in a time bound manner, 87 districts in the country were not covered by RRBs as on 01 April 2007 

and their area of operation may be extended to cover these districts. 

5) RRBs have the potential and capability to emerge as niche operators in microfinance. They are playing a major role in the 

SHG - Bank Linkage Programme especially also as SHPIs. Their dual role has special meaning in areas which face severe 

financial exclusion and which do not have a sufficient presence of well performing NGOs. However, to upscale the 

programme to a level where it can really make a visible impact, RRBs need handholding particularly in the areas of training, 

promotion and development. NABARD may provide required assistance.

6) NABARD should prepare a strategic action plan RRB-wise, for promotion and  credit linkage of SHGs. RRBs may be asked to 

form, nurture and credit link at least  3,000 SHGs in districts covered by them in North-Eastern, Eastern and Central Regions. 

A Memorandum of Understanding (MoU) may be signed by RRBs with NABARD for a period of 5 years - with NABARD 

providing the promotional and development assistance out of the “Financial Inclusion Promotion and Development Fund” 

and RRBs forming, nurturing and providing financial services to SHGs. RRBs may accomplish the task with the support of 

individual rural volunteers, BFs, their staff members, etc. NABARD may closely monitor the programme - with focus on 

qualitative aspects.   

7) The strategy recommended for NRFIP for commercial banks would be equally applicable for RRBs. They would require 

promotional, funding and technology support in different areas as outlined below. RRBs may endeavour to cover a large part 

of their incremental lending through the group mode (SHGs/JLGs) as it will enhance their outreach to financially excluded.  

Lending through group mode would also keep NPAs at low level.  

8) Pilot testing of BF / BC Model by RRBs: RRBs should adopt the BF and BC models as a major strategy of financial inclusion. 

NABARD should extend the required support including running pilots in selected banks. The proposal for a technology 

based intervention under the BC model would be equally relevant for RRBs. However, RRBs would require some 

handholding in implementing the proposal. NABARD may identify 10 RRBs across the country, giving greater weightage to 

regions manifesting higher levels of financial exclusion and work in strategic alliance with these RRBs and their sponsor banks 

in implementing the proposal. The RRBs identified by NABARD for the project will require to develop a core banking 

software for proper integration of the technology model proposed. NABARD should enter into a MoU with identified 

sponsor banks and RRBs and provide initial funding and technology support. 

9) Separate credit plan for excluded regions: The RRBs operating in predominantly tribal areas and having high levels of  

exclusion may prepare annual credit plans having a separate component for excluded 11 groups, which would integrate 

credit provision with promotional assistance. Refinance and promotional support may be provided by NABARD to RRBs on 

a large scale for implementation of these credit plans.  

10) With a view to facilitating the seamless integration of RRBs with the main payments system, there is a need to provide 

computerisation support to them. Banks will be eligible for support from the Financial Inclusion Funds on a matching 

contribution of 50% in regard to districts other than tribal districts and 75% in case of branches located in tribal districts under 

the Tribal Sub Plan.  

11) Strengthening Boards of Management: Post-merger, it is necessary that Boards of Management of RRBs are  strengthened and 

powers delegated to them on policy and business operations, viz. introduction of new liability and credit  products, 

investment decisions, improving market orientation in raising and deployment of resources, non-fund based business, career 

progression, transfer policy, etc.

12) Tax Incentives: From 2006-07, RRBs are liable to pay income tax. To further strengthen the RRBs, profits transferred to 

reserves could be exempted from tax till they achieve standard capital adequacy ratios.  Alternately, RRBs may be allowed 

tax concessions to the extent of 40% of their profits, as per provisions under Section 36 (1) (viii) of the Income Tax Act.

13) NABARD to support HR development in RRBs: NABARD may continue to give special priority to RRBs to train their staff   

through its training institutions.  NABARD may design suitable training programmes to enable RRBs to meet the challenges in 

the post merger environment. This training may also cover members of the Board of RRBs.

CONCLUSION

Rural banks have, for a number of years, been regarded as the step-child of the banking system in India.  Both types of rural banks 

have been subject to extensive interference in their operations, being seen as a conduit for government subsidies and a means of 

political patronage. It is not surprising, therefore, that both the cooperative credit system and RRBs have encountered serious 



financial difficulties and were virtually crippled in the early 1990s, needing a substantial injection of capital at that time. The 

performance of such banks in recent years has been somewhat better though. Thus, 85% of the RRBs and around 75% of 

cooperative banks are now profitable on a year-on-year basis.  While all the RRBs taken together now regularly register a profit, the 

DCCB performance is erratic with significant numbers slipping into losses before recovering from one year to the next. 
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ABSTRACT

Northeast India has always been represented in media in violent images, usually through stereotypical 

projection. And moreover the region is believed to have been denied due space and time in the so called 

mainstream media. To grab quick attention, events with sensational images are mostly represented, which 

create negative impact of the region and people among a wider audience. Through media representation the 

positive identity and positive impression about a particular person place or event, should be communicated 

rather than reinforcing prejudices and emphasising stereotypes. Over time it is seen that most of the incidents 

of violence in the Northeast have attracted media attention. Content analyses proves that media text on and 

from the Northeast mostly tend to define the region as per the saleable value of news content which reinforce 

the prejudiced perceptions leading to even stronger perception creation. 

This paper examines the current functioning of media in portraying the region and specifically deals with 

patterned projection of Northeast India and studies the role of media to project motivating images of the local 

being. It looks into few selected instances of representation of northeast in news and how it affects the local 

imaging based on a survey on local respondent’s perceptions and aspirations. Students from selected academic 

institutions (representing local as well and nationwide views) of Guwahati and media industry representatives’ 

views were taken into consideration to figure out the present state of the region and the reflected reality in 

media. This calls for relooking into the media format of stereotypical projection of the region that has been 

neglecting many other facets of reality.

Keywords: Media representation, patterned projection, Northeast perception. 

INTRODUCTION

The projection of the north-eastern region and its people in the media may be said to be in sync with the ‘popular culture’ which 

cannot be taken as complete reality. Over time it is seen that most the incidents of violence in the Northeast which have attracted 

media attention (mainstream as well as locals) are understood to be either politically charged; or are by some militant or ethnic 

group to either grab attention, show strength, sustenance and growth or to scare people and government. Violence featured in 

media are mostly politically motivated violence such as demonstrations, arsons, riots, and clashes with police etc which affect a 

larger section of masses, rather than those of crime. As violence has more news and visual value, often political and extremist 

groups resort to violence to get noticed by mass media (Gupta, 2006). 



It is also seen that representations in media of northeast mostly revolve around the issue relating to ethnic identity which the 

media has been highlighting in certain negative light focusing on the violence. Content analysis proves that media texts on 

Northeast India define the region as bomb blasts, terrorism, infiltration and tribes. “Political violence- murders, bombings, 

kidnappings, extortions militants, killing of militants by security forces in actual or staged encounters¬   has become a routine part 

of news from the Northeast” (Baruah, 2005). If not for out of control massacres, riots, curfews, agitations and other incidents of 

violence eruption, Northeast remains unnoticed and neglected (Hazarika, 1994). Such coverages which have over the time proved 

to be very money-making as well as well-accepted are report stories about acts of violence and Northeast is used as a fertile plot for 

such marketisation.

A certain kind of reports only get projected, whereas various other aspects which may be important, like perception of ethnic 

lifestyle identity, myriad tradition and cultural heterogenic harmony and aspiration towards future, are neglected by media 

(Chakrabarti 2011). It is seen that many incidents go unnoticed by the media, many are misreported, many denied coverage 

branding it to be less important compared to news from mainland India and incidents are only covered that fit into the existing set 

of prejudices regarding the region, which are again self created by media itself. That’s why it can be in a way justified to call the 

northeastern part of the country ‘paradise in peril’. And as these have become the only projected issues outside the region, even 

though the media cannot be always blamed for providing the bias; but many a times the media can be held responsible for stirring 

up the prejudices that lie deep within people. The prejudiced perceptions, about the region as being disturbed and situations 

frightening, are further reinforced by media leading to even stronger  perception creation. As a result people living outside these 

regions have a mediated and largely distorted picture of the region and the people. 

Extensive isolation and neglect mainly due to location and poor connectivity with the rest of India have all played a part in 

creating this scenario and generating the perception. Many believe the region lacks the sense of belonging and inclusive national 

identity. Similarly, with the emphasis on violence, conflict, and projection of white male prime-of-life power, media consumers 

develop a sense of denial. Viewer sections who find neglected place in media or minorities in media who see members of their own 

group underrepresented but overvictimised develop a greater sense of apprehension, mistrust, and alienation (Kamalipour and 

Rampal, 2001). This holds true for the Northeastern region as well. For example ethnic separatists movements have affected 

Assam, Manipur, Mizoram and Nagaland to a large extent. These, similar to the movements occurred in Kashmir and Punjab, are 

only different in the sense that Northeastern movements have not received media attention like the others. (Baruah, 1999).

The region gets least projected in the mainstream media and whatever little is adopted by the media are very selective 

aspects of the region mostly focusing on the identity and ethnicity issues clubbed with conflict and violence. Local media of the 

region have also not been able to satisfy the needs of the region and the people in improving the media scenario. Numerous 

incidents of human rights violation on the various indigenous people happen without being known to the outside world because of 

inaccessibility of the region and backwardness particularly in media world (Biswas and Thomas, 2006).  Mainland media of India 

has often looked at the Northeast as perennially disturbed area with focus on either Indian security concerns or militant activities 

launched by various ethnic or extremist groups. In long run it has been seen that the concern is about the insecurity and acts of 

violence and not about the people. Big media houses have no time and space to report about the people who despite adverse 

situation (if any) are still coping up with them (Singh, 1998). Of the causes of violence in the state of Assam, as cited by various 

respondents in a study undertaken by North-Eastern Students' National Integration Movement in 2001 to 2005, it was found that 

media influence and feeling of hurt and rejection figure as influencing factors (Kallarackal, 2007). It is seen that it is only the 

understanding of the region to be underdeveloped, economically backward and at the same time detached with the mainstream 

India; is what makes the disorders of the region durable; put as “lends legitimacy to today’s durable disorders” (Baruah, 2005). 

Role played by media has been enormous in shaping up Northeast to what it is today (Baruah, 2005). Various media 

intrusions into the political in social scenario are affecting the people and the region as a whole and even outside the boundaries. 

These include representations in stereotypical manner of brutality, extremism, emphasising certain ideologies etc which in many 

cases might be different from what it was expected to be like; and branding most of the conflicts of the region as ethnic. The role of 

media in the region along with many other parts needs to be redefined, if the media in Northeast needs to function for the 

wellbeing of the society or for dissemination and promotion of ideologies or for disseminating terror in the region and about the 

region outside. It draws attention to look into the ground realities, what is being projected by media and how much of it is justified.

PROJECTION VS. REALITY—THE ROLE OF MEDIA MARKETISATION

The present situation in terms of media representations can be said to be only selective and patterned which is basically due to the 

pertinent commercial attitude (Chakrabarti and Das, 2012). In case of Northeast the discriminatory behaviour of the mainstream 

media can be seen on the way representations of the region in media has been restricted to specific issues and nature. With 

marketisation of news, and constant patterned representation of violence from and of the region, news from the region has become 

more of a negatively advertised product. Thus it becomes important to study the effectiveness and appropriateness in various mass 

scale productions of homogeneous media products. 
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The issue that has often escaped academicians and industry is that how far is media being used as a medium to communicate reality 

and how much is to earn TRPs only; and if at all it is being used as communication with commercial gains, is it justifiable to give in to 

the aspirations of individuals or groups to gain TRPs at the cost of the identity of the whole region and its people. It needs to be re-

looked into whether the media representations really go along with aspirations and life philosophy of the locals; how much of what 

is shared to the other parts of country and beyond is the true prevalent picture. The role of media highly plays significant in defining 

the region, mainstream attention towards only saleable sensational issues from Northeast (national as well as local media) only 

results in not-so-true Northeast being defined to media consumers, masses. 

This paper is combination of views on representation of violence in media with the opinions expressed by the media expects 

and the media users, comprising both locals and non-locals, even residents and non-residents of the region from both the said 

groups. It deals with patterned projection of Northeast in media and studies the role of media to project motivating images of the 

local being. It looks into few selected instances of representation of northeast in news and how it affects the local imaging based on 

a survey on local respondent’s perceptions in one hand and aspirations on the other. Students from selected academic institutions 

of Guwahati and media industry representatives’ views were taken into consideration to figure out the present state of the region 

and the reflected reality in media. This transparent a need to relook into the media format of stereotypical projection of the region, 

that has been neglecting many other facets of reality.

NORTHEAST AND PERCEPTION CREATION BY MEDIA

To understand the prevailing media scenario and the motivating factors behind it, selective experts responded giving the following 

view that reflect Northeast in general and Assam in particular have been represented in media in a manner which is in a way not 

similar to the representation of the rest of the parts of India even during similar cases. Below are some instances which emerged 

while interacting with the respondents and referring to some of their writings. 

Example 1: Mumbai blasts coverage and Guwahati blasts coverage

Media especially news channels in Mumbai blasts case for the first two days were just reporting the event. But from the third day 

there were feature stories talking about gaining back of strength and confidence and fighting back. More or less news headlines 

were like “Mumbai coming back to normalcy”. Now in the case of Guwahati the blasts were reported as it is for the initial days and 

then there were no follow up stories. And so there was no gaining back of power to normalcy. Even if the local news media tried to 

do something of that kind as continuous follow ups for a few days the national media ignored the later parts. This is only one 

instance, but repeated incidents of similar nature and different kinds of media coverage, has facilitated creation of strong 

perceptions regarding different media treatment about different places facing similar incidents. While Mumbai is understood to be 

a city which never gives up, Assam is perceived by and large as a terror stricken state.

Example 2: DY365 channel

“Enough is enough. Editorial desk of DY--365 has decided not to telecast any news of Bandh call in future.” stated a social 

networking post by the channel. DY 365, a satellite channel from Assam, had recently taken a decision of not airing any news of 

Bandh (strikes) in the state. This came after the High Court verdict of illegal bandhs. Here raises the question can the national media 

also not exercise these kinds of selective omissions in order to generate and maintain peace in the region and also to propagate a 

better positive image to the rest of the world outside the region. The media can atleast take stand to showcase the steps taken by the 

administration to maintain normalcy and also do proper follow up stories regarding unrestful situations.

Example 3: Doordarshan vs. private players

News content analysis of the news channels shows that while Doordarshan Northeast (public service broadcaster) portrays variety 

in their programmes. But other news channels focus on issues like that of violence to grab easy attention. The reason behind this 

was said to be the non profit motive of Doordarshan being a public broadcaster by the respondents. On the other hand the highly 

maintained profit margin of the private owned news channels define the news content which is more or less maintaining 

prejudiced facts of the region being disturbed.  

Citation that Clarifies Conflict

Some facts which never really get highlighted in media include positive news, services and scopes that the region has in 

contributing towards development of the nation as a whole. As per facts the northeast is important to India because it is rich in oil, 

tea, paddy, timber, water and minerals. Assam supplies about 25 per cent of India’s scarce indigenous oil. The massive 

Brahmaputra River flows though it and has carved out a large, fertile river valley. This is a classic case of a resource-rich sub-region 

dominated by a political heartland that is ethnically, and in many cases religiously, different. This perceived resource exploitation 

has even contributed to some of the separatist movements in recent years. But what is to be noticed is media seldom does portray 

the recourses but rather focuses on the conflicts that the resources lead to at times. Thus it is essential to answer every myth and lie; 
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encounter every wrong signal- emanating even from the governments’ wrong actions; and propaganda of the insurgents and the 

media supporting them in regard to the northeastern region. There is a need of an all out frontal intellectual war with a view to 

eliminating confusions and haziness of ideas. The conscientious citizens, the civil society forums and the media should play a 

positive role (Kumara, 2007).

Experts even believe it is the media representations only which even led to further confusions and distrust among the people, 

leading to further conflicts. As it is that these are because of the population mix and the very high emotions that run through 

because of factors political n social (said by Assam DGP Jayanta Choudhury in an interview on a national television channel). This is 

what in turn gets reflected and reinforced in the media consumers as well far and wide. 

As put forth by Chetan Bhagat in one of his articles talking about his own experiences of the region Northeast, most of the 

youth respondents also echo a similar point of view. There is a subtle appeal for attention and being taken as a part of India and not 

outsiders. And this neglected feeing is generated and reconfirmed by the media space and content. Northeast has been in the news 

for the wrong reasons, many in the region feels the same. But unfortunately the media is yet to accept the fact that northeast 

deserves a rightful place in the media map as well along with its place in other fields.

In realising what the media has been doing to the mindsets of the people outside the region this next instance is worth 

mention. "I expected to be greeted by guns and was sure of getting killed by a stray bullet" had reflected Smita Agnihotri, Deputy 

Financial Adviser of North East Frontier Railway talking about her initial fear of being transferred to Assam. An official of the Indian 

Railway Service, like many others, she had a stereotypical notion of the northeastern region. Later residing in the region and getting 

to know the actual scenario which was actually not so grin she later wrote in an online web article, people outside the region do 

tend to fearfully avoid the region and “it is because encouraging facets about the region never get discussed by the media". This 

distorted view is perpetrated by the media which reports more on discontent and militant activities, than the region's uniqueness. 

Pamela Philipose,  Guest Editor of an online portal The Thumb Print, feels that the media in the Northeast are important as 

they are the only means to hold up a mirror to the region and reflect it to the world beyond, a unique story in itself which holds up a 

mirror to India and reflects the country's contradictions and strengths, the country's historical transgressions and future 

expectations. She states that it is essential to “challenge the way the largely Delhi-centric mainstream media defines India, decide 

news priorities and capture contemporary realities.”

In today’s context the words ‘The true function of journalism is to educate the public mind, not to stock it with wanted and 

unwanted impressions’ of  M. K. Gandhi is very much relevant; we need to take note of it keeping aside all other motives behind 

factual representation. 

People Groups who Opined their Views when Contacted

Based in Guwahati, four selected regional television channels - News Live, DY 365, Frontier TV and Doordarshan Northeast; and 

four newspapers—The Telegraph, The Times of India, The Sentinel and The Sevensisters Post, have been surveyed. The television 

channels are selected based on highest viewership among the rest of the regional channels of Assam. Whereas The Telegraph and 

The Times of India are national news dailies having regional editions, The Sentinel and The Sevensisters Post are regional 

newspapers, all published in English are selected with circulation even outside Assam so that responses would be not confined to 

local views and aspirations. From the industry, respondents were interviewed from each media house (4 television channels and 4 

newspapers). 

Views from youth were gathered from students of Handique Girls College, Assam Engineering Institute, Girls Polytechnic 

College, as local representation, where 30 students in each institution were met with specific purpose of getting their expressions 

about their perception of life experience and expectations; group of students from Indian Institute of Hotel Management 

Guwahati, Guwahati Medical College, Tezpur University and random selection from time to time of students across IIT Guwahati 

as national representation were selected. 

Six academicians (faculty members 3 from each institute) from IIT Guwahati, Tezpur University; and 14 local people engaged 

in different occupations, were chosen randomly in and around Guwahati as and when scopes emerged to take up the matter, were 

individually spoken to as part of the survey. And views of experts including Pamela Philipose, Guest Editor, The Thumb Print; Indrani 

Raimedhi, Freelance Writer; Teresa Rehman, Editor The Thumb Print; Bhaswati Khaund Centre for Northeast studies, Delhi 

University; Sanjoy Hazarika were compiled from their published articles in various media formats which include online content as 

well.

CONCLUSION

In a concluding remark it can be said that:

1. Media commertialisation has lead to producers concentrate on market audience research programmes to design media texts 

which often results in homogeneity of products.
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2. It was also confirmed that as stereotypical projection of late has been neglecting many other facets of reality, the role of media 

in specific reference to Northeast and Assam requires to be re-looked into for proper projection. 

3. It is a concern today that if media disposes enough responsibility that comes with the immense power, to handle serious 

social issues, to take human emotion further to social development without hurting sentiments and not enraging people.

4. Points that emerge from interviews and gathered views

• A majority of the respondents do show a serious concerns in the way Assam has been and is being represented in media in 

the state and as well as outside the state. 

• Commercialisation is a factor for which media content has been stereotypical.

• The region only gets attention and due space in media when a large number of people are affected usually by violence or 

by flood.

• Geographical location makes the region out of reach and proximity area of the so called mainstream media organizations 

which makes authentication, validation, and understanding difficult along with negligence and lesser knowledge. 

• There are norms which media houses need to follow regarding representation of violence in media, but is less maintained. 

• The print media still has certain control on its content of violence, for direct depiction of violence usually images are 

selected over a span of time. 

• In case of television media, there is no thumb rule for direct representation of violence. Most of the time acts of violence 

are telecasted under the ‘LIVE’ tag with no scope for selection or editing of footages.

• O ther aspects of the region are never brought up in media.

Based on the responses obtained, it was reconfirmed that news from the region with the basic motive of information 

communication, is mostly a glimpse of the actual (people, places or events) most of which is either unknown or unexplored reality; 

and rest is not represented in media except the sensational part which is only understood as being capable of attracting a large 

spectrum of varied audience far and across. Out of the respondents of various strata of the media industry, academicians and locals 

the consensus was on the way Northeast has been projected outside the region through violence only.

The northeastern region suffers from certain discrimination from the mainstream media, and only selective events get 

exposed to the world, while other facets of life in the region are ignore by media. Only conflicts get reported and the resultant loss in 

life and property receive media exposure. This results in strong prejudice formation and reinforcement through stereotypical 

representations for long now. Thus it is seen that its need to be studied and applied in practice so as to confirm and see to it that the 

existing media bias is broken and perceptions changed. 

It may be assumed that before the situation aggravates beyond control, the media in Northeast India and also the mainstream 

media, must take adequate steps to reduce violence in its content. And it is possible by expressing the concern that should not only 

be what is being projected but also on how it is being projected. The concentration has been on bringing the region to the 

headlines, and headlines are grabbed only with violence is the understanding. The real sharing of people’s aspiration and the self 

motivation in to achieve shall reflect in controlling the frustration relevancies.

The above findings are on the effort of a research study being carried out in IIT Guwahati focusing on media reporting of 

violence specific to Assam and the Northeastern region in general. Work is still going on and is expected to generate means and 

methods through the locals aspirations that can be used for a positive imaging of the place and community in media overall benefit 

and development.
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ABSTRACT

Women’s empowerment and social transformation has been an old endeavor towards larger and sustainable 

social development. Transformation may however, have different interpretations. It is important to question 

what “power” and “transformation” are and what they ought to be in relation to man-woman-societal 

dynamics?  It can be viewed with a change in the thought processes of men that women are equally competent 

and not to be mocked at for their output in any field; it could also be viewed in terms of how understanding the 

patriarchal sect is towards the incompetence and insufficiencies that may have been prevailing within the 

society both within women as well as men or transformation with the fact that we accept the things the way 

they are, a very traditional way of analyzing that could be biased with some elements of criticism; or analyzing 

the role of women and their contributions towards societal development; and also a complete revolutionary 

change in the inherent characteristics of both women and men that may cut across scientific and biological 

factors that determine the traits of both the gender; and also it is important to dispel the presumption that 

feminism necessarily brings women together and that only a woman can make efforts towards advancement of 

the same gender because factors such as envy are in abundance in the softer sex too. How should the 

contribution of prostitutes and sex-traders be measured in this society? Could there be a scientific justification 

for that? Should there be a change in the perspectives towards women or men (gigolo) trafficking and how does 

education help or sometimes corrupts the significance of sexual relationships in the society: how legal or illegal 

or how ethical or unethical can this be? How does right to speech cuts across the socially constructed feminine 

norms and manners; are they actually derived from our chromosomes? Does transformation need to be seen 

through this prism? The role of sex-workers and co-educational backgrounds and working environment have 

made it necessary to study the discrepancies in laws meant for sexual harassment, discrimination and usual 

moral policing. It is important to draw a line between sexual exploitation and normal friendly banters and 

mutual exchanges, pornography and labour laws (as in case of “Happy Dent advertisement where labour being 

used as light through their glowing teeth”) and definition of sarcasm and its permissible limit as defined by 

intellectual property rights in England and other places. How can we distinguish between feminism and 

feminist or male ego, self-respect, humility and identity generation?

INTRODUCTION

Women’s empowerment and social transformation has been an old endeavor towards larger and sustainable social development. 

Transformation may however, have different interpretations. It is important to question what “power” and “transformation” are and 

what they ought to be in relation to man-woman-societal dynamics? It can be viewed with a change in the thought processes of 

men that women are equally competent and not to be mocked at for their output in any field; it could also be viewed in terms of 
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how understanding the patriarchal sect is towards the incompetence and insufficiencies that may have been prevailing within the 

society both within women as well as men or transformation with the fact that we accept the things the way they are, a very 

traditional way of analyzing that could be biased with some elements of criticism; or analyzing the role of women and their 

contributions towards societal development; and also a complete revolutionary change in the inherent characteristics of both 

women and men that may cut across scientific and biological factors that determine the traits of both the gender; and also it is 

important to dispel the presumption that feminism necessarily brings women together and that only a woman can make efforts 

towards advancement of the same gender because factors such as envy are in abundance in the softer sex too. How should the 

contribution of prostitutes and sex-traders be measured in this society? Could there be a scientific justification for that? Should there 

be a change in the perspectives towards women or men (gigolo) trafficking and how does education help or sometimes corrupts the 

significance of sexual relationships in the society: how legal or illegal or how ethical or unethical can this be? How does right to 

speech cuts across the socially constructed feminine norms and manners; are they actually derived from our chromosomes? Does 

transformation need to be seen through this prism? The role of sex-workers and co-educational backgrounds and working 

environment have made it necessary to study the discrepancies in laws meant for sexual harassment, discrimination and usual 

moral policing. It is important to draw a line between sexual exploitation and normal friendly banters and mutual exchanges, 

pornography and labour laws (as in case of “Happy Dent advertisement where labour being used as light through their glowing 

teeth”) and definition of sarcasm and its permissible limit as defined by intellectual property rights in England and other places. The 

causes for tagging a girl as a “Behenji, BTM or L.S.”. How can we distinguish between feminism and feminist or male ego, self-

respect, humility and identity generation? Does marriage gives us the license to rape or sexually assault each other-the issue of 

marital rape? Also an analysis of the evolution and changing role of women along with media. What could be the causes and 

reasons behind dowry deaths and female foeticide? How do we perceive the right over one’s body?

The significance of women in their own as well as societal transformation has been an immensely important issue for 

understanding socio-political and economic status and dynamics for any state as well as international relations. Feminism is a wing 

of the Marxist theories as they challenge the prevailing positivist order and do not accept it the way it is. Gender issues highlight the 

inherent inequalities amongst human beings and their respective perspectives in normal circumstances along with the usual 

objective differences that are visible to the naked eye. Gender debate may not be always feminism, as described by the “anti-

feminists” since both perspectives are equally important to the larger sustainable development and building personalities 

individually. Male arguments are presumed to be more aggressive and value-free that can be empathized through female 

arguments and thoughts that are normative and transform the society for the better. 

Gender issues with specific reference to educational opportunities, overcoming pressures of sati, widow remarriages and 

devdasi (temple dancer or murali) had been dealt with by pre-colonial thinkers such as Raja Rammohan Roy who played a very 

significant role through promotion of vernacular languages and freedom of press and right to inheritance of property. Adoption laws 
1in the pre-independence era were found to be gendered as well   in the Western part of India. Adoption in this part of our country 

was considered to be an auspicious rite or ritual in terms of property inheritance that, however, remain confined to boys. Girl child 

couldn’t be adopted and declaired heiress to the property.  Only boys were entitled to formal adoption practices in most of the 

communities save the communities of “temple-dancer” and courtesan communities within which the “prostitutes” or “dancing 

girls” could follow their mothers profession and inherited her property. During the British rule, the naikins formed a community and 

practiced their own customs of adoption, joint family, inheritance that deviated from the broader Hindu caste community. In 

1864s, under the customary laws of Talabda Kolis in Gujarat and the Konkan, women were permitted to divorce their husbands and 

indulge into a contract of a natra or secondary marriage despite the former husband being alive and without his or the caste or 

community’s consent. The Teli (oil-presser) community of the caste of Khandesh awarded a very modern and broad-minded 

decision of letting the wife Narbada to walk out of her marriage with a man who had acquired leprosy something and to remarry 

which was in conflict with the normal Hindu marriage laws. Therefore, in some communities women do enjoy better status and 

rights as compared to the larger Hindu laws. The very sanctity of marriage and sharing of mutual love and problems loses 

significance in certain situations.    

There has to be a distinguishing factor between vernacular languages and customary laws because there have differences 

within a class, caste and community in their job opportunities particularly during the colonial period. Along with divisions with 

these structures there have been repeated instances of discriminatory practices against women belonging to different 

communities. Therefore, it is essential to make a clear demarcation between discrimination and sexual harassment and deliberate 

over discrepancies in these laws. Discrimination may include several practices such as property laws, inheritance laws, exploitation 

of the labour or women that may take the form of sexual harassment sometimes but they both can not be fused always. Sexual 

Harassment can and mostly is viewed along with beauty, appearance and dressing sense of both men and women and may include 

physical assault such as rape, molestation. Discrimination needs to study the problem of Behenji that may not be always castist and 

1. Sturman, Rachel. 2012. “Ch.3 Hindu Law as a Regime of Rights”.in.The Government of Social Life in Colonial India:Liberalism, Religious Law and 

Women's Rights.CUP. p.p.143 
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has been discussed in detail within the purview of this paper later. Rape further requires detailed analysis vis-à-vis marriage and 

rights of husband and wife and the ways in which couples may make love with each other. Oral sex is considered to be unhygienic 

and may have a very derogatory connotation, interpreted to be animal like and could be a cause for divorce if there is no consent 
2

mutually. A certain sect in Christianity may hail oral sex as being sacred . Not permitting one’s partner to have sexual intercourse 

could also be a cause for divorce and cause for marital rape as the debate revolves around the fact as to how marriage should be 

interpreted. There is an age factor or limitation in India after which a woman cannot file a marital rape case against her husband. 

Marriage is not merely sex and the French version of love is “sharing the same washing machine” but the role of media by means of 

talk shows and counsellors has been increasing through televisions, radio, newspapers and advertisements and so on. Sexual 

behaviour as discussed by Michel Foucault, has been stereotyped and also biologically determined and not always determined 

from feelings or imagination of the people. The problem of marital rape has been dealt with through legal mechanisms in several 

countries such as France, Spain and around 104 countries. Separation becomes an important clause for filing a case against marital 

rape but sometimes a woman may be some other kind of pressure not to get separated from her husband or may merely forgive 

unless things go out of control. The significance of the media and the role of pornographic movies and movies based on extra-

marital affairs is an issue of concern whether to promote it or completely discard it. Sexuality and love relationships are also 
 3culturally determined that may cut across a woman’s freedom of speech and expression  as she may be considered to be indecent 

as there are certain cultural and customary practice of that consider women as an epitome of manners and etiquettes who is 

expected to blush and depict the softer bit of her to men and society. She cannot confess her love and desires first in practice despite 

the famous hospitality quote “ladies first” along with the elitist definition of feminine etiquettes. In addition to that the Indian 

constitution through the Articles 15, Article 16 and Article 17 have persistently tried to empower women through economic and 
4social reservations and policies such as economic policies such as single girl child educational policy in India  that was meant to 

provide scholarship opportunities for daughters of parents who just had single girl child as an issue but preferably for professional 

courses, although it has also been argued that globalisation has promoted “rate of girls” enrolment in secondary schools as well from 

36% in 1990 to 61% in 1997 globally. In 2007, the global level of primary school enrolment for girls was 79% which is slowly 

catching up with that for boys 85%.  Educational policies for women may include 5% reservations for women in some colleges 

under University of Delhi such as Dyaal Singh College and certain minimum marking criteria in some central and state universities 

in order to push women further. However, according to the World Bank, UNDP, Jubilee Research, 1/6th of the world adults are 
5illiterate and 2/3rd of the world’s illiterates are women . Sub-Saharan African women are 100 times likely to die during child-birth 

as compared to women in high-income OECD countries. Therefore, we do not know how far policies of un-prescribed 

contraception could be a boon for the continuation of our human race and where and how can we keep a check in order to control 

the population growth of the world. 

6Ann Tickner  argues that feminism as a debate that flourished in 1960s and 1970s that emerged for women to be treated at 

par with men. The Liberal feminists seek withdrawal of laws and providing larger scope for women in every sphere. The radical 

feminists or constructivists consider gender as a social construction that promotes male dominance and female subordination; 

male autonomy and female restrictions; male glorification and female devaluation. Such a gendered arrangement is considered to 

be a justification for the protection for women that Tickner also discards as a necessity. However, they contradict by arguing that 

women are exploited by different means of male dominance such as rape both pre as well as post-marital; domestic violence for 

dowry, money or due to neo-liberal policies that are implemented by the states and international organisations without prioritizing  

the cause for women. Feminists argue that laws are rigid and maintain status quo and does not adapt to the persistent and periodic 

changes of the society. It, however, continued to remain unstable in entire South Asia. Job opportunities for women in OECD 

countries and Western Europe increased to the extent of reduction of job opportunities for men between 1970s-1990s. It was 

during this phase the prevailing economic crisis was a major cause for concern due to which some of the big companies of the West 

that had earlier confined the “knowledge intensive” aspect of production process to the West while the “labour intensive” aspect 

confined to developing countries now sought greater decentralization and managerial flexibility in order to overcome the 

problems of the Trade Union. The Garment industries along with electronics, toy manufacturing and food processing across Europe 
7and North America who failed to “relocate abroad” opted for the feminization of work force .  Gender stratification was observed 

at the global communication level too as men have been found to be comprising of a large majority of internet users. Late 1990s 

2. Hegel

3. Article 19 Right to Freedom of Speech and Expression

4. This policy was stalled by the Supreme Court after a PIL filed by people calling this policy to be unfair.

5. Hobden, Stephen and Richard Wyn Jones.2008. “Ch. 8 Marxist Theories of International Relations”.in.The Globalisation of World Politics: An 

Introduction to International Relations 4e.John Baylis, Steve Smith and Patricia Owens.OUP.p.p.146

6. Tickner, J.Ann.2008. “Ch. 15 Gender in world politics”.in.The Globalisation of World Politics: An Introduction to International Relations 4e.John Baylis, 

Steve Smith and Patricia Owens.OUP.p.p.264-277

7. Steans, Jill.2000. “Ch. 35 The Gender Dimension”.in.The Global Transformations Reader: An Introduction to the Globalisation Debate.ed.Anthony 

McGrew and David Held.Polity Press Blackwell Publishing Ltd.,p.p.336-373



Empowering Women and Social Transformation t135

only 38% of internet users in USA were women; 25% in Brazil; 16% in Russia; and 4% in Arab countries . New media technologies 

have made women more vulnerable to cyber crimes and other types of crimes such as web-based pornography, entrapment via e-

mail, and offensive text messaging. Pornography has several cultural connotations as sarcasm has different laws for adjudication in 

England and in India too. Pornography women and art has been the hallmark of Indian culture in the form of architectural designs 

Ajanta Ellora and paintings. However, nude paintings of Goddess Saraswati made by M.F. Hussain were criticized in the name of 

religion. Advertisements play a very significant role in picturising the image of women in promoting products such as condoms and 

sanitary napkins has both positive and negative connotations. Some people within a friend circle love sharing pornographic 

popularly known as “non-veg jokes” that could be abusing and should be stopped mutually and not blown out proportion amongst 

friend circle. One can argue that one has right over one’s own body and therefore may be comfortable in featuring in the 

advertisements. The definition of beauty has been changing for women also through the media where beauty paegents are given so 

much hype and become a cause fro depression amongst teenagers who get obsessed about their bodies. The classical concept of 

beauty prefers curves and not an extensively measured figure of any woman as DaVinci puts a fit and healthy man into a fixed 

measured box to identify it with a proper human body. Sexist languages have been found to be very common within mass media. 

Women are widely seen to be working even in the global information and communication sector as news readers along with 

engineers, global retailing and global finance. Increase in trade has helped in reduction of wage inequalities between women and 

men in Bangladesh but has led to widened gap in Zambia. High salaried jobs are still occupied by men. Kiran Bedi was not selected 

for the post of Police Commissioner of Delhi and a man was selected instead despite all her efforts to reform the judicial custody 

standards and promoting education and harnessing different skills for prisoners. Every individual may have some limitations or 

capacities within them because no one is self-sufficient and it is an interdependent society and therefore one has to be patient and 

have to be understanding.  

Due to rising economic crisis between 1980s-1990s many people opted out of the “formal sector” and preferred working in 
9the “informal sector” that include “sex workers, trans-world markets, mail-order brides” . Ann Tickner further discusses the causes 

of sex-workers and how they are being used and exploited by the state to control the army. The United Nations bans human 

trafficking however, the role of sex workers in a normal life could be interesting if there is consent from the sex-worker herself. The 

UN had put forth a Convention for the Suppression of Traffic in Persons and the Exploitation of the Prostitution of O thers which was 

approved by the General Assembly in 1949 but has so far been ratified by only 70 states. 

Biologically, a man may face difficulty in controlling his sexual desires as the blood flow and adrenaline and other hormones 

may push a man towards premature or not rationally judged sexual relationship that may not always be love and a woman may due 

to various reasons not be in a situation to indulge in such an intercourse all the time. This kind of a debate may lead to cases of 

marital rapes. However, biological problems can not permit harassments and abuses to continue. Therefore, women trafficking 

and role of sex-workers may prove to be significant if they do not lead to an imbalance in the proper family life in the form of 

adultery and bigamy. Proper documentation prior to women trafficking could be proposed by countries that promote state-driven 

sex trading. Women have the right over their body and may declare their consent to such relationships without later indulging in 

blackmailing and other criminal activities. Rape therefore requires deeper analysis of the rapist if he has been denied such feelings 

or intercourse at home. and their utility in promoting international terrorism and wars. Society in Bosnia permits rape of any Muslim 
10woman as a purification practice . This creates a conflict between state and inter and intra customary laws and ethics. State can 

11not practice sexual atrocities on the masses. It is not clear how one may perceive the concept of secularism  and sexual harassment 

in such places. Police and violence inflicted by army has been heinous in the north-eastern regions of India and Kashmir under the 

garb of maintaining security for the masses. The justification given is the long time spent by army-men at the battlefield or the 

border without sufficient breaks, remuneration and contact with their families. The plight of their legitimate families has never been 

explored by the media. Media does not exercise the rationality to make their observations more acceptable to the people that 

would prevent mass violence against mis-interpretations and also cause embarrassment for a rape victim. It is the “new social 

movements” that have contributed to the cause of women’s empowerment but the media, as Harvey may define it to have 

contributed to the “time-space compression” in terms of spreading of information about such movements and developments. The 

“Immoral Traffic (Prevention) Act, 1956” that was amended in 1986, has been having negative impact on prostitutes as any woman 
12walking on the streets at night may be arrested by the police . In order to overcome the problems of unfair arrests of women at 

night our government formed a law commission that proposed a bill that prohibited policemen from touching any woman and her 

statements should be recorded with her relatives, friend or any representative of any women’s organisations. Any police officer 

who refuses to abide by his duties of filing case when any woman is raped then he is liable to be punished provided the policeman’s 
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offence should be reported by the victim or the people. However, in case of doubt it is unfair to stop a lady policeman to catch a 
13possible prostitute on the street during late night hours. In a decision taken by the Supreme Court presiding over Mathura Case , 

the powers of the media was curtailed by forcing the press not to publish anything related to a rape trial which is non-bailable. 

Media plays a very significant role in generating mass awareness about people. Any woman’s background is extremely important to 

adjudicate on cases of rape and sexual harassment. This law seems to be presuming that men cannot, rather would not indulge in 

prostitution either in the form of gigolos themselves or pimps who act as the third party in promoting sex-trade and callgirl activities. 

Some well established women either in the field of academics or a socialite with lot of financial might or position in the society may 

force any man or seduce any man to indulge in sexual relationship with her without the man’s consent. It is misuse of any kind of  

power and needs to be explored further.  

Just before Christmas, the Taranaki District Health Board in New Zealand announced its plans to make the emergency 

contraceptive pill freely available through pharmacies for youth age 12 to 24. The pill was already available through agencies like 

Family Planning NZ, but the cost without a prescription is non-negligible at about USD$40. The announcement produced rather 

predictable and boring reactions from both supporters and critics. Given the recent debates in the U.S., it might be a good time (a) 

to provide policymakers a framework within which to ponder the question; and (b) to cite some evidence on the most pertinent 
14questions that come up while pondering . This policy seems to help states to promote sex-workers and prostitutes and adolescent 

teenagers to indulge in pre-marital sexual relationships because men may find it biologically necessary to have one although they 

may not be serious about a long-term commitment leading to even long term psychological trauma for which neither the man nor a 

woman or a young teenager maybe prepared. There could be increase in gender related violence and HIV/AIDS because of this 

policy. Moreover, biologically it could prove to be fatal for a woman’s health too.  We cannot presume that such policies are meant 

for family planning practices since they are open to young teenagers. The World Bank one of the pillars of neo-liberal economic 

policies have been contributing more than $1 billion on women’s education and training since 1995, an amount that has increased 

manifold since 1980s. Birth control pills prescribed by doctors is a very polished way of promoting sex and sex-trading amongst 

people as they say they are not mentally prepared to plan out a family yet. It is just sex and no love-making in such a transactions 

turning doctors into mere pimps. 

Feminists have challenged that there is no proper Jurisprudence and have criticized the notion that women’s rights are unfair, 

individualistic and driven by self-interests. Law is expected to define the culture, values, attitudes, expectations and presumptions 

of the dominant culture that is projected as universally applicable. Feminists like post-modernists argue context is very important 

for legislation so that cultural diversities and customary laws. Scholars have distinguished between two types of human conduct and 

behaviour: rational that is necessarily presumed to be a male trait and women considered to be unreasonable. The phase of neo-

liberalism and dominance of utilitarian economics has affected womens’ lives a lot. Women play a major biological role in 

conceiving an infant that in the long-run adds to the larger work force of any country and nation since it has been argued by 

Kautilya, Plato and other economists that population helps deriving recognition to any state or society. Women traditionally have 

been playing a dual role in the larger societal and family development by carrying out responsibilities of the household thereby 

reducing the burden and responsibilities of men who have to act as the bread-earner for the family. They maintain the division of 

labour and work within the family that gets overlooked by the economic calculations of the international and state organisations. 

This prevents the women from getting any kind of remuneration for their dual contribution if they are working outside. In certain 

employment areas women have been treated unfairly in terms of wages and employment since the notion of “equal pay for equal 

work” being a directive principle is non-justiciable in India and at the global sphere women were being paid less for a long time in 

the world of sports such as Tennis, Cricket and athletics and also other entertainment industry (in modeling however men may get 

paid lesser than women because beauty is gendered and revolves around women in general) because sports are necessarily 

considered to be meant for men and that sports becomes a completely discreationary choice that may not have a contribution or 

relevance for the economic growth of any country and society. Nevertheless, scientifically sports may help in building healthy 

population and work force that supports Darwinian thought that a fit society is a necessity. The problem of wages and employment 
15are calculated through the “Labour force Participation Ratio (LFPR)” for both men and women . LFPR is the ratio of actual labour 

cost to the working population. Earlier contribution of women labour was not clearly visible through this ratio particularly in the 

rural areas, however, schemes such as the National Rural Employment Act (NREGA) has been playing a very crucial role in states 

such as Rajasthan for the upliftment of both rural unemployed men and women. However, domestic helps and maids who have 

been working in private homes for washing clothes, utensils, mopping and cooking work in Suri, Birbhum district of West Bengal 

are not permitted to avail the government allowance they get under the NREGA. The working maids in this district complain that 

the amount they get under NREGA is insufficient for the family. Feminists criticize the Rational Choice Theory of state that presumes 

that state policies are already rational and cover the entire population and their needs.  In addition to the problems of employment 
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and wages women have been facing atrocities due to their respective class, caste and religious backgrounds. However, women’s 

employment have been on the rise since 1980s and 1990s, in the era of globalisation: 14% in North America; 76% in East and 

Central Europe. In 1970s Microchip Production gained immense importance with respect to recruitment of women workers at 

cheap wages. Unmarried and young women were hired at very low wages and complaining women were dismissed from the 
16jobs . It has not been discussed in the literature whether these hired women were engineers who had just completed their 

engineering degrees that is why they were young and unmarried and also the issues they complained about. Transport is one of 

most important issues women complain about along with security. Along with highly skilled and educated jobs that require 

professionals and technicians have come up which require high levels of skills, confidence and ability; labour intensive sectors, low 

skilled jobs and part-time jobs have also come up as an outcome of globalisation. Nursing, data processing, personal services, call 

centres, home helping and so on are a few examples of such new types of job opportunities. Jobs have been increased in the state 

health-sector and education sector or social services have also been created as they have been sub-contracted private agencies. 

Most part-time jobs taken up by women labour market offers very little to them. 45% of part time jobs in Germany, United Kingdom 

and Japan have been occupied by women along with larger proportion of professional and managerial posts. Women are also 

provided with maternity leaves and men are entitled for paternity leaves a way of expressing a mutual and shared responsibility as a 

family towards reproduction, child rearing and upbringing. Women are free to be more flexible in terms of careers if they get 

proper support from their families her own parents and husband and in-laws both in case of success as well as failures and crisis. She 

can expect support from her family and in-laws to pursue what she aspires and accept each other the way they are overcoming 

problems of ego, both male and female, and think constructively in terms of family and someone of one’s own. That can symbolize 

a perfect man and a woman. Feminism can not be misused by being haughty and excessively egoistic either. Societal 

transformation has to be analysed with different viewpoints: transformation could be carried out through several means, by 

increasing participation for women in political bodies; Transformation may however, have different interpretations. It is important 

to question what “power” and “transformation” are and what they ought to be in relation to man-woman-societal dynamics?  

Transformation should be focused on how to balance male and female ego which is completely psychological and may not always 

be negatively interpreted to be in relation to career and superiority complex but understanding and respecting each other’s feelings 

and sentiments to the fullest. Concept of surrogacy and In vitro Fertilised (IVF) pregnancies should be promoted for those who have 

some physical and biological problems. In case selective breeding or eugenics is preferred as suggested by Plato then it could be 

psychologically fatal for the partner who may feel demeaned and belittled.  

It can be viewed with a change in the thought processes of men that women are equally competent and not to be mocked at 

for their output in any field; it could also be viewed in terms of how understanding the patriarchal sect is towards the incompetence 

and insufficiencies that may have been prevailing within the society both within women as well as men or transformation with the 

fact that we accept the things the way they are, a very traditional way of analyzing that could be biased with some elements of 

criticism; or analyzing the role of women and their contributions towards societal development; and also a complete revolutionary 

change in the inherent characteristics of both women and men that may cut across scientific and biological factors that determine 

the traits of both the gender; and also it is important to dispel the presumption that feminism necessarily brings women together. It 

has been observed on several occasions that a woman herself may be vengeful and driven by envy. The significance of women in 

“social transformation” is an immensely important issue for understanding socio-political and economic status and dynamics for 

any country. Feminism is a wing of Marxist theories. They challenge the prevailing positivist approach to the study of society, the 

world and international system and society. The problem of low members of women in public office, currently at a global average of 

just 16.7% in national assemblies, to enable public decision-making under the United Nations Fund for Women (UNIFEM) 

supports efforts to increase share of women that are elected into office. In 2007, UNIFEM had supported organisations in Sierra 

Leone to ensure that the media code of the conduct for the election incorporated strong anti-discrimination elements to ensure 

that woman candidates received the same amount of quality of coverage men. UNIFEM worked extensively on upcoming or 

recent elections in Burundi, Cambodia, Kenya, Nigeria and Sierra Leone. It works with political parties encouraging nomination of 

women leaders as candidates for office. It also supports to enable political parties to incorporate national priorities on gender 

equality in their campaign platforms and legislative agendas, to nominate gender equality in their campaign platforms and 

legislative agendas, and to nominate gender equality advocates as candidates for office. After elections, UNIFEM seek to build 

capacity of voters to demand gender equality policies of selected officials, an approach currently being piloted in Nepal and Kenya, 

with ‘Women’s Election Watch’ groups tracking and assessing the legislative performance of politicians. However, it is not clear by 

what means does this body carry out this performance of assessing the performance of the politicians. UNIFEM has worked 

alongside ministries of woman’s affairs in Afghanistan, Algeria, Argentina, Columbia, Democratic Republic of the Congo, Ecuador, 

Jamaica, Montenegro, Morocco, Paraguay, Serbia, South Africa, Uruguay, Venezuela and Zimbabwe, and the occupied Palestinian 

territory, to help resolve issues such as ambiguities about the role of these ministries, and inadequate positioning, staffing and 

resources. 
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         In Argentina, UNIFEM is partnering with the Fundacion Mujeres en Igualda (an UNIFEM guantee) on a project that seeks to 

organize and mobilize women to promote transparency and promote citizens’ rights of access to information. UNIFEM is 

partnering with United Nations Development Program (UNDP) and the Non-governmental Organisations (NGO), Gender At 

Work, to develop 5 year global initiative aimed at improving the quality of governance from the perspective of women’s capacity to 

access public services, and to demand accountability for poor quality services and failures to deliver. The programme had to be 

implemented in 6 to 10 countries. In 2006 UNIFEM supported inclusion of gender equality provisions in the development of new 

constitutions in Bolivia, Iraq, Montenegro, and Thailand and the interim constitutions of Nepal and Sudan. It further supported the 

removal of discriminatory provisions from legislation and policies in Burundi, Ecuador, Liberia and Nepal and provided technology 

and financial support to strengthen woman’s rights and gender equality laws and elsewhere and fighting against all forms of sexual 

harassment. It also played a very important role in establishing daughters’ rights to inherit family land in Nepal and removal of 

discriminatory provisions in HIV/AIDS laws in Ecuador. It promotes greater women participation in peace negotiations and peace-

building processes. Burundi UNIFEM not only arranged for women to participate as observers in the Arusha talks but subsequently 

supported women to ensure a constitutional quota for women’s political participation. Sudan UNIFEM supported women’s access 

to the first and third consortiums to ensure that women’s views were heard on the implementation of the comprehensive peace 

agreement. In Liberia, UNIFEM encouraged voter registration for women supporting organisations that provided physical 

transportation for those who lived far from polling stations or who could not, for other reasons, register to vote. This body further 

assesses the judicial review proceedings of different countries. However, UNIFEM still has a modest annual budget of only $35 

million. The Nordic countries have the highest rates of female membership of parliaments in the world and have almost the highest 

levels of female employment. In Arab Countries, women comprise merely 3.8% of parliamentarians and thus women’s 

employment as a percentage of men’s is 38.6% which is the lowest for any region of the world. Judicial bodies and proceedings 

have also played a very significant role in overcoming problems of sexual harassment at workplace through an internationally 

signed Convention supported by the United Nations General Assembly in 1979. India became signatory to this Convention on the 
17Elimination of All Forms of Discrimination against Women (CEDAW) .

The United Nations has created an indicator called the Gender Development Index (GDI) in order to measure state 

development along with the Human Development Index (HDI). However, the GDI too, overlooks the domestic contributions of 

women and restricts its focus on literacy, life expectancy, school enrolment, and income disaggregated by gender. There could be a 

valid justification behind the domestic contribution being excluded from the parameters within the GDI and HDI, women may hire 

domestic help for regular domestic practices and crèches where they may leave their children during their office hours where they 

are taken care of by someone else for food and playing time with other children. Sweden and now many countries have been 

providing the facilities of crèches for women within their workplace premises. However, on several occasions maids and crèches 

have been proved to be fatal for the upbringing of children in various forms. Nevertheless, domestic factors ought to be included as 

a parameter because they sometimes lead to problems of domestic violence and not all families may be able to afford such kind of 

help all the time or during any family crisis a family may have to cut down on expenses that may include cutting down on expenses 

on domestic maid and crèches. Home-based works and the rights of such workers and their contribution to economic earning have 
18been recognized by the International Labour Organisation ILO’s Homework Convention in 1996 . International Organisations 

particularly the economic organisations have been criticized in terms of policies they put forth such as the public utility zones and 

are called the Special Economic Zones (SEZs) that are exempted from taxes for being inefficient in providing security and sufficient 

remuneration to laborers particularly women. 

Excess of sports and household work may be hazardous for women for their biological reproductive role and anatomical 

differences from men due to which labour oriented work may be fatal in the long run. However, it has been observed that men 

have respected their countries with feminist connotations “Her” and therefore, requires protection but the atrocities on women in 

general have been criticized for being contradictory to patriotism and nationalistic sentiments. Women are either derogated for 

being incompetent for a certain kind of job but sometimes it may be interpreted with elitist interpretation. Eliticism is interpreted in 

terms of class distinctions such as aristocracy or nobility or royalty or chivalry whereby, women are meant to be served that are 

being overlooked by some feminist and linguistic scholars with reference to hospitality etiquettes such as “ladies first” or “behind 

every successful man there is a woman” and in restaurants where waiters may pull-up a chair for the lady who visits for an outing 

and they or other men in any gathering may bow to greet you. Women, too have become habitual with such behavioral etiquettes 
19that they expect the same in every situation  due to which women in India find it uncomfortable and deplorable the behaviour 

they get from the policemen and army either on the streets or when they independently approach the police for any kind of help. 

Transformation in some instances seems peculiar as in some parts of our cities in India some girls or a certain section of the crowd 

17. Ibid..4 and The Vishakha Judgment 

18. Ibid..4,10

19. A group of M.Phil scholars (batch 2008-2011)from The Centre for the study of Law and Governance, Jawaharlal Nehru University, New Delhi, carried 

out a course survey on discrimination and harassment of women and collected data from University of Delhi and JNU. 
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has to face a kind of name calling such as Behenji or Behenji Turned Modern (BTM) or Dehati or L.S.. This section of the crowd is not 

lagging behind from the objectively elitist sections of our society neither are they all the time caste driven. They have a fine living 

standard with all the modern appliances such as air conditioners, microwave ovens and outings at the most popular and pompous 

shopping malls or McDonalds or Ansal Plaza for a Valentine Day date with their partners in Delhi. They celebrate birthday parties, 

use cellphones, can read English and pursuing English medium education, use online shopping facilities and wear western formals 
20too . Quoting some of our true observations and incidents as a student of Deshbandhu College, University of Delhi Kalkaji, New 

Delhi, this unusual kind of discrimination is difficult to interpret and to convert it into a compulsion to remove the same. A college 

freshers’ party organized by a group of students with Sharma (a north indian Brahmin boy from Uttar Pradesh and a very good 

student brought up in Najafgarh region of Delhi), Mittal (a non-Brahmin north Indian and a decent student brought up in Delhi), a 

Nair (a Malyali girl, brought up in Delhi and a good student but suffered a slump in some papers and fluent in English too), Das 

(bengali non-brahmin category who is herself dark complexioned but had no hesitation in mocking at a dark complexioned boy) and 
21us  for the juniors with a similar diverse crowd was not attended (out of embarrassment because of pre-conceived ideas and 

Behenji tag about Deshbandhu College and its crowd) by a Pandey girl (a Brahmin from Uttar Pradesh, North India, brought up in 
22Delhi) and a Chauhan (a Rajput, brought up in Delhi). Smoking of cigarettes by upper class academicians and socialites and bidi  

amongst the roadside sweepers and domestic helps and domestic helps both male and females creates an elitist divide in the 

society that may be casteist but sometimes not and sometimes completely out of differences in their purchasing capacities. There 

was unity in diversity observed in both the above mentioned groups: Sharma et al who invited Pandey et al for the party despite 

caste and region distinctions in both along with an intra-caste and region ignorance since Sharma and Pandey were both North 

Indian Brahmin from Uttar Pradesh. In another incident, a Brahmin girl pursuing masters in Political Science (2006-2008) Hindi 

Medium, from Gargi College (for girls), University of Delhi, was a decently dressed nice looking (no coloured complexion problem 

with her) brilliant student and extremely efficient in translating on the spot the English lectures delivered in the classroom into 

Hindi. She had no trouble understanding English lectures for papers such as International Relations for which they seldom got 

translated material to read. However, there were some Yadav despite being Delhiites were Hindi medium students too were the 

same as the Brahmin girl. However, the topper in this batch was an Aggarwal girl from Bhopal who only pursued her graduation, 

masters and M.Phil/Phd in Political Science (English medium) from Lady Sriram College, University of Delhi, can not in anyway called 

a Behenji. She never looked like or behaved like one. However, it is very difficult to define the Behenji behaviour save certain 

distinctions such as the colours they may choose or the designs on their clothings may be too flashy and not confined to bright but 

too much filling for some as compared the simple, sobre and subtle colours; or something that they may wear or use that they can 

not carry themselves confidently like others but still they do make pizzas. A housewife of a Chaurasia family in Delhi has been 

grooming a three year old son and simultaneously pursuing her graduation in English Medium from the countryside. This section of 

the society wear the latest trends in clothings too such as pyjamas, parallels, night gown and night suits and listen to western music at 

home and an unmarried girl also pursuing a separate course in multimedia along with her graduation through correspondence.

Transformation further requires detailed study since there is an inherent jealousy within the feminine sect globally vis-à-vis 

beauty, social status, performance, male friends and boyfriends. A girl may several times refuse to take help in the form of books or 

social and family interactions even if she is invited from some other girl but may have no problem if the same help is offered to her 

from any male counterpart or competitor. It could be healthy in a way since she and her mind may want a male partner in life or 

have some family problems that may be terribly disturbing or some negative experiences with some other female friend who was 

not worth being a friend and was jealous herself and may be envious or demeaning only towards her female counterparts who may 

or not be a lesbian and could be a good friend. In such a complex relationship women may be vengeful towards the other women 

and particularly the one who is close to her as a friend or some other relationship but the closeness is still driven by envy, and 

therefore, inflict the pain that she may have suffered earlier not always with the intention of making the other woman stronger or 

make her realize the challenges of life that the latter may not have faced and has had a better life style as compared to the former 

(atleast how the former perceives it to be)  but simply out of envy.

However, feminists challenge such polished behavioral implications as women are prevented from decision-making 

procedures even in a normal family or household work. Despite that the monarchical governance through female monarch 
23support the elitist definition of women. Woman is considered to be a guardian of purity . In the concept of marriage there is a 

practiced hierarchy where the bride-taker is superior to the bride-giver. And it is further argued that the concepts of anuloma and 

pratiloma marriages reduce the status of women in a particular castist order: anuloma is the marriage between an upper caste boy 

and a lower caste girl; and pratiloma is the marriage between woman of ritually pure groups with men of lower ritual status. 

Stringent punishments have been awarded to those who have violated these norms. Scientifically it has been proved that it is the 

20. Ibid.,19

21. Chaturvedi, Shweta (a Brahmin girl from Uttar Pradesh) and Shreya Chakrabarty (Brahmin girl from Bengal) but both brought up in Delhi

22. Cigarette bidi smoking observation was further confirmed by our College faculty Dr. Joyeeta Dutta

23. Desai, Neera and Maithreyi Krishnaraj. “Ch.12 An Overview of the Status of Women in India”.in.Status of Women.p.p.296-319



father of the child who is responsible for the sex of the child and not the mother despite that there has been less awareness amongst 

people and there have been cases of immense torture against women for having given birth to a girl child and anxieties over the 

streedhan and dowry that has to be piled up during the course of the upbringing of the girl child. A woman is entitled to gifts and 

presents and propertied gifts both during and before marriage from her parents. Traditionally and historically our Vedas have been 

biased against women. The legal codes provided by Manu provided a legal and ideological principles that consider women as 

demeaning as the lower and the lowest castes in the Indian society that is yet to change completely in our routined lifestyle. 
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ABSTRACT

The concept of green marketing is the business practice that considers consumers concerns with regards to 

preservation and conservation of the natural environment. Green revolution, going green, sustainable 

development, protecting our earth and many more has become a natural phenomenon in our everyday life. 

Green marketing is a tool used by many companies in various industries to follow this trend.  Green marketing 

or environmental marketing refers to ecological products such as healthy food, free phosphate from laundry 

powders, packaging tools etc. Global warming, global green house effects etc have given the corporate a new 

range of products to attract customers, to delight customers. Customer delight is very favorable experience of 

the client of a business when they have received a good or service that significantly surpasses what they had 

initially anticipated.  The marketing philosophy and process is built around the customer and the relationship 

between the company and the customer which creates a greater need of delighted customers. The study is 

exploratory in nature and sampling design chosen is non probability sampling and further under that 

convenience sampling is used. Data collection is done from West Delhi and North Delhi. Sample size chosen is 

100. Questionnaire is framed on basis of 5 point Liker scale.

Green marketing helps the organization in creating a positive reinforcement among customer. This paper 

will analyze how green marketing is affecting the customer delight and how this is helping marketers in creating 

brand image so that they can pull the customer. This study has revealed that product/brand, which promote 

environmental-friendly positioning which is having greater satisfied customers than those who don’t promote 

environmental friendly positioning. The results indicate that green product quality could bring about green 

customer satisfaction and green customer loyalty. Additionally, green corporate image contributes to green 

customer satisfaction and green customer loyalty.

Keywords: Customer Delight, Green Marketing, customer loyalty, environmental friendly positioning, 

sustainable development

INTRODUCTION

 Green marketing is the marketing of products which are considered not to be harmful for environment. The terms like phosphate 

free, recyclable, refillable, ozone friendly and environmentally friendly are some of the things consumers most often associate with 

green marketing. But green marketing incorporates a broad range of activities such as the product modification, changes to the 

production process, packaging changes, as well as modifying advertising which can be applied to consumer goods, industrial goods 

and even services. The term Green Marketing came into prominence in the late 1980s and early 1990s. The American Marketing 



Association (AMA) held the first workshop on "Ecological Marketing" in 1975. Green marketing is the process of planning, 

implementing and controlling the development, pricing, promotion and distribution of products in a manner that satisfies the 

following three criteria: 

(1) Customer needs are met

(2) Organizational goals are attained

(3) The process is compatible with eco-systems. 

Customer is delighted when a marketer creates "WOW" factor in product.  Marketer has planted a very special peg in the 

memory of the customer that is easy to recall. It creates the possibility of the customer telling the story about their "WOW" 

experience to many friends, associates and strangers. It creates the free advertising that marketer can't place a momentary value to 

it.

Customer delight brings customers coming back for more. It causes new customers to come. It takes to out of the realm of 

being the same as all the others and places particular marketer clearly at the top. It distinguishes marketer from the rest. It allows 

marketer to sell its product or service for more money than the competition. It allows marketer to make more return on your 

investment.

LITERATURE REVIEW

Review of the related literature shows that there is not so much research, nor a unique definition about green marketing and 

customer delight approach due to its youngness, however, what is a common fact among proposed definitions, is fulfilling the 

company's goals without the damage to living environment and human beings. Following is a number of definitions and researches 

being floated on subject:

All over the world, the demand in green products is growing and as such there is a concern for understanding how green is a 

green product. One of the most important restrains to the development of green products is the lack of consumer trust and the lack 

of information (Cervellon et al. 2010; Yiridoe et al., 2005).

Philip Kotler and Kevin Lane Keller in Marketing Management has initiated the topic by discussing about the relevance of 

green marketing in the past few decades and has also discussed the explosion of environmentally friendly products. However, 

according to the author from the branding perspective green marketing programs have not been very successful. Marketers tried 

and failed with green sales pitches over the last decade because of certain obstacles which the movement encountered. The 

consumer behaviour is such that most consumers appear unwillingly to give up the benefits of other alternatives to choose green 

products.

According to the American Marketing Association (Wikipedia), green marketing is the marketing of products that are 

presumed to be environmentally safe. Thus green marketing incorporates a broad range of activities, including product 

modification, changes to the production process, packaging changes, as well as modifying advertising. It could be concluded that 

defining green marketing is not a simple task where several meanings intersect and contradict each other; an example of this will be 

the existence of varying social, environmental and retail definitions attached to this term. As we know that the emerging 

greenhouse gas reduction market can potentially catalyze projects with important local environmental, economic, and quality-of-

life benefits. The Kyoto Protocol’s Clean Development Mechanism (CDM), for example, enables trading between industrial and 

developing nations, providing a framework that can result in capital flows to environmentally beneficial development activities.

According to the studies done by Levinson 83 percent of customers claimed that they chose environment-friendly brands 

and 80 percent concerned the company reputation regarding environmental protection issues.

OBJECTIVES AND METHODOLOGY

This research has been done to study the impact of green marketing on customer delight. This research has been conducted among 

users of FMCG products. Primary data is collected by using Likert Scale from 1 to 4 where 1 stands for strongly agree and 4 stands for 

strongly disagree.

Around 150 questionnaires were distributed among customers of west and north Delhi and only 123 people have responded 

out of which 100 are used for analysis. The customers were selected by using convenience sampling technique. The period of study 

was 2 months (August- September 2012).

Research Objectives

The main objectives of this research are as follows:

• Identifying the impacts of green marketing

• Measuring the effect of green marketing making customer delight
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• Move from customer satisfaction to customer delight

• Customer preference for green product

THE GREEN MARKETING MIX

Product: A producer should offer ecological products which not only contaminate the environment but should protect it and even 

liquidate existing environmental damages.

Price: Prices for such products may be a little higher than conventional alternatives. But target groups like for example LOHAS are 

willing to pay extra for green products.

Place: A distribution logistics is of crucial importance; main focus is on ecological packaging. Marketing local and seasonal 

products e.g. vegetables from regional farms is easier to be marketed “green” than products imported.

Promotion: A communication with the market should put stress on environmental aspects, for example that the company 

possesses a CP certificate or is ISO 14000 certified. This may be publicized to improve a firm’s image. Furthermore, the fact that a 

company spends expenditures on environmental protection should be advertised, sponsoring the natural environment is also very 

important. And last but not least, ecological products will probably require special sales promotions.

Additional Social Marketing "P's" that are used in this process are as followed:

Publics: Effective Social Marketing knows its audience, and can appeal to multiple groups of people. "Public" is the external and 

internal groups involved in the program. External publics include the target audience, secondary audiences, policymakers, and 

gatekeepers, while the internal publics are those who are involved in some way with either approval or implementation of the 

program.

Partnership: Most social change issues, including "green" initiatives, are too complex for one person or group to handle. 

Associating with other groups and initiatives to team up strengthens the chance of efficacy.

Policy: Social marketing programs can do well in motivating individual behaviour change, but that is difficult to sustain unless the 

environment they're in supports that change for the long run. Often, policy change is needed, and media advocacy programs can 

be an effective complement to a social marketing program.

Purse Strings: How much will this strategic effort cost? Who is funding the effort?

The level of greening-strategic, quasi-strategic, or tactical dictates exactly what activities should be under-taken by a company. 

Strategic greening in one area may or may not be leveraged effectively in others. A firm could make substantial changes in 

production processes but opt not to leverage them by positioning itself as an environmental leader. So although strategic greening is 

not necessarily strategically integrated into all marketing activities, it is nevertheless strategic in the product area.

CUSTOMER DELIGHT

When a brand meets customer expectations, it is ensuring customer satisfaction. However, when customers gets value or benefits 

beyond what they had expected, the brand has ensured customer delight. Common sense suggests that a delighted customer 

would be more loyal to your brand than a satisfied customer.

Customer delight, in most cases, is not about better product performance. Consumers have a certain degree of 

functional expectation from a brand and, in most cases; the brand is likely to deliver a level of performance pretty close to that 

expected by the customer. This is precisely the reason why functional parameters have ceased to be meaningful differentiators for 

customers to choose one brand over the other.

Customer Delight is about demonstrating and providing a set of tangible and intangible benefits beyond the functional 

features, a combination of which provides value beyond what the customer had expected to receive from the brand. It is important 

to recognize that customer delight is a moving target. It is not a fixed benchmark to be achieved. As competition intensifies and 

responds, the power of some benefits to act as differentiators gets diluted or erased. Brands therefore have to constantly monitor 

customer satisfaction and delight levels in relation to competitive offerings and then create more and innovative value propositions 

for customers to continue to feel delighted.

MOVE FROM CUSTOMER SATISFACTION TO CUSTOMER DELIGHT

How does marketer move from customer satisfaction to customer delight?

Customer satisfaction occurs when you meet your customer’s expectations. Customer delight occurs when you not only 

exceed your customer’s expectations but you also give them what they want or desire.
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Customer Delight =  Result – Expectation

For example, when you look for a departmental store, you expect to find one close to home that has convenient hours.  You 

also expect to some discount and are treated courteously.  You’re a satisfied customer if that occurs.  What you want is to be treated 

as an individual, with empathy and with sincere concern. When that happens, you’re delighted.

According to the dictionary, satisfaction is defined as; the contentment one feels when one has fulfilled a desire, need, or 

expectation. Delight is, to take great pleasure or joy. Loyalty is having the feelings of allegiance. These three simple words have a 

slightly different meaning, but all have a significant impact on the attitudes and behaviours of customers.

Creating a customer for life requires companies to take their customers to the next level.  You need to take the relationship 

with customers from casual to a more intimate relationship of loyalty. The most successful businesses have discovered a formula 

that goes beyond product and service. Their business is providing delight to their customers by understanding their specific 

personal interests, anticipating their needs, exceeding their expectations, and making every moment and aspect of the relationship 

a pleasant or better yet, an exhilarating experience.

BENEFITS OF GREEN MARKETING

• It ensures sustained long term growth along with profitability.

• It saves money in the long run, though initially the cost is more.

• It helps the companies market their products and services keeping the environment aspects in mind.

• It helps in accessing the new markets and enjoying the competitive advantage.

• Most of the employees also feel proud and responsible to be working for an environmentally responsible company.
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ADOPTION OF GREEN MARKETING

There are basically five reasons for which a marketer should go for the adoption of green marketing. They are:

8.1. Opportunities or competitive advantage

8.2. Corporate social responsibilities (CSR)

8.3. Government pressure

8.4. Competitive pressure

8.5. Cost or profit issues

Interestingly, green marketing continues to be an issue of global interest. In fact, Google Trends reports that, on a relative 

basis, more searches for “green marketing” originated from India than from any other country.

Rank  Country

1 India

2 UK

3 US

4 Thailand

5 Australia

6 Canada

7 China

Many companies are adopting green for capturing market opportunity of green marketing.

MAJOR ISSUES IN GREEN MARKETING

Green Consumers and Green Marketing Challenge

According to Grant (2007), marketing can make more people willing and able to „go green.  by education and getting green living 

out of the green lifestyle niche, as well as extending green culture and lifestyles beyond all classes and by acculturation. Currently, 

there is a substantial wave in public interest and concern about the environment and a growth in ethical consumer purchasing can 

be observed. The green consumer is someone who voluntarily engages in consumer practices that are regarded as environmentally 

friendly. Certainly, the green consumer is often subsumed under such terms as ethical consumerism. There are numerous studies 

about the characteristics of green consumers, aiming at identifying typical demographic qualities of green consumers. For instance, 

young people, females and people with a relatively high education and income were identified as most likely to engage in green 

consumer behaviour. But there are also studies that use psychographic characteristics, like political orientation and environmental 

concerns to identify a green consumer, which came out to be better at explaining dissimilarities in green consumer behaviour than 

demographic criteria. The individuals’ belief that their efforts will contribute to a difference has been indicated as being useful in 

predicting actual buying behaviour and experiences of environmental-related problems are considered decisive to the buying 

behaviour of green.

Ecological Issues

As mentioned above, there is no one and only definition of green marketing. If ecological response is expected to require wide 

commitment of a company, extending into the company’s culture and strategy, traditional marketing may not convince consumers 

that products and companies are ecological oriented. It can be argued that eco marketing is neither ecologically nor economically 

sustainable when it does not reflect eco management. The risk of a short-term approach to inaccurate or inconsistent greening, 

leading to a positive company image, may rapidly change into problems.

QUANTITATIVE DATA PRESENTATION

“You prefer green products when you go for purchasing goods"
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This Pie chart shows that more than 50% customers strongly prefer green product over non green product, when they go for 

shopping they pick green product. Only 10% customers disagree with this statement. This clearly shows that customer have 

positive reinforcement for green product.

You have “wow” feeling after buying green product.

This pie chart shows that more than 50% customer use to have wow feeling after buying green product. There is very less 

people who are not agree with the statement that they have wow feeling after buying green product.

CONCLUSION

Green marketing should not neglect the economic aspect of marketing. Marketers need to understand the implications of green 

marketing. If you think customers are not concerned about environmental issues or will not pay a premium for products that are 

more eco-responsible, think again. Customer feel delighted after contributing something to environmental growth i.e. by using eco 

friendly products. Companies must find an opportunity to enhance their product's performance and strengthen their customer's 

delightfulness by introducing green products. Green marketing is still in its infancy and a lot of research is to be done on green 

marketing to fully explore its potential. Marketers also have the responsibility to make the consumers understand the need for and 

benefits of green products as compared to non-green ones. In green marketing, consumers are willing to pay more to maintain a 

cleaner and greener environment. Finally, consumers, industrial buyers and suppliers need to pressurize effects on minimize the 

negative effects on the environment-friendly. Green marketing assumes even more importance and relevance in developing 

countries like India. Green marketing is a tool for protecting the environment for the future generation. It has a positive impact on 

environmental safety. Because of the growing concern of environmental protection, there is an emergence of a new market which 

is the green market. For companies to survive in this market, they need to go green in all aspect of their business. Consumers want to 

identify themselves with companies that are green compliant and are willing to pay a premium for a greener life style. As such, 

green marketing is not just an environmental protection tool but also, a marketing strategy.
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INTRODUCTION

Elementary education is the most crucial stage of education spanning the first eight  years of  schooling and laying the foundation 

for building the personality, attitudes, social confidence, habits, learning skills and communicating capabilities of pupils when 

Values are internalized and environmental consciousness sharpened. The crucial role of universal elementary education for 

strengthening the fabric of democracy, through provision of equal opportunities to all for the development of their inherent 

individual potential has been accepted since the very inception of our Republic in Article 45 under the Directive Principles of State 

Policy in the Constitution in 1950, which provides for free and compulsory education to all children until they complete the age of 

14 years.

Yet making primary education available for all has also been one of the major challenges for the government. India made a 

Constitutional commitment to provide free and compulsory education to all children up to the age of 14 nearly sixty years ago. The 

goal, which was expected to be achieved by 1960, remains elusive, even now. The prevailing education system is not realistic to 

achieve the fundamentals of the elementary education. The essence of competitive and qualitative efforts has not been effectively 

initiated to revamp the system. 

Therefore, the innovative mechanism to universalize elementary education was initiated through the District Primary 

Education Programme (DPEP) of 1994 and the government has launched the "Sarva Shiksha Abhiyan" or SSA in 2001 to 

universalize and improve the quality of elementary education through community ownership of elementary education. In order to 

effectively decentralize the management, it has involved Panchayati Raj institutions, School Management Committees, Village 

and Urban Slum Level Education Committees, Parent- Teachers' Associations, Mother Teachers Associations, Tribal Autonomous 

Councils and other grassroots level structures. 

The government has also initiated the process of re-structuring the elementary education system with the provision of new 

infrastructure, competitive recruitment and incentives. But the magnitude of implementation depends on the availability of 

resources and administrative machinery, which the government cannot achieve in isolation without the active participation of the 

people at large and stakeholders in particular.  At the institutional level, several administrative mechanisms have been existing but 

they have lack of coherence and integration, particularly at the grassroots level. It is necessary to bring convergence and synergy in 

the functioning of all educational institutions at all level. Therefore, Andhra Pradesh Government provided “School Education 
24Community Participation Act in 1998 to ensure people’s participation in the administration of schools.  The Act states, “And 

24. Reddi, Padala Rama and Reddy, Padala Srinivas, (2001, Eighth Edition), The Andhra Pradesh Education Code, Panchayat Publications, Asia Law House, 

Hyderabad, p-732



Impingement of Green Marketing on Customer Delight t149

whereas the active participation of the local community through empowerment of parents who care most for the future of the 
25children is imperative to ensure effective functioning of the schools”.  The Act clearly stipulates to constitute school committees, 

panchayat education committees, Mandal education committees and so on to ensure effective functioning of the schools. 

As per Census 2001, Andhra Pradesh ranks fifth in the country both in area and population The State has 23 districts, 81 

Revenue Divisions, 8 Municipal Corporations, 4 Metro Cities, and 111 Municipalities. After the introduction of the Mandal Praja 

Parishad system (mandals replacing tehsils), all the 23 districts were divided into 1128 Mandals with 31,683 villages, 22,084 Gram 

Panchayats and 72372 Habitations.  As per Census 2011, the Literacy rate was 67.66%; male literacy and female literacy rate being 

75.56% and 59.74% respectively.  The state has different geographical configurations and the most distinctive deciding factors for 

its socio-economic spatial distribution. The multi-ethnic and multicultural environment of the state is decisive for socio-economic 

and civil rights development. In this context, education is the harbinger, especially for the marginalized and excluded community. 

Therefore, the Andhra Pradesh government, through the above mentioned legal Act avenue, brought the people on the same 

platform for states development. The School Education Community Participation Act in 1998 ensured people’s participation in the 

administration of schools. As a result, the committee formation culture has developed at various levels. They have been working 

actively in the socio-economic development on one side and vigilance on the transparency and accountability of bureaucracy on 

the other. The school committee is also functioning as “advocacy networks" or “social movements" to strengthen elementary 

education. These new organizational forms bring together a wide array of non-governmental organizations and citizens 
26associations in the form of activism.

The Act 1998 has clearly stipulated, “To ensure effective functioning of schools, by active participation of the local 

community through the empowerment of parents”. For better participation of people at school level, the code ensures the 

constitution of a Parent Teacher Association (PTA) and a School Committee for every school. According to the Act, the School 

Committee consists of 5 members; four of them should be parents of students. Of these four, at least two must be women; one 

belonging to SC, ST or OBC/minorities communities. The parent members elect the chairman of the committee. The headmaster is 
27the convener.  The functions of the School Committee are: to manage the school education fund for school development, to assist 

the teachers in ensuring student attendance, to ensure enrolment and retention of all children; to ensure excellence in the overall 

performance of the school and the students; and to coordinate with the Panchayat Education Committee for assistance. 

This brings together the evolution of school education committee and its influence in education. The broader possibility and 
28accommodation  of the democratic form of participatory governance is the focus area. There are clear signs of a new and 

qualitatively different wave of school education committee in advocacy initiatives in education, especially around the idea of 

"education for all." 

This Act has clearly cemented the background for the success of Sarva Shiksha Abhiyan (SSA) programme for universalisation 

of elementary education. Whatever, the SSA has achieved it was due to people’s participation. Even the objectives and strategies 

have emphasized the involvement of local people and stakeholders in planning and management. The involvement of the local 

people has made easy the way of SSA’s success in Andhra Pradesh. However, the modalities and functioning can be illustrated 

under the following heads:

Micro-Planning and Community Participation

Micro-planning is an instrument for mobilizing communities, assessing their contextual needs, improving access and facilitating 

retention and participation in schools. Generally, it has two crucial elements– (i) village or block-based planning; and (ii) school-

based planning. The former involves the village community in mobilizing people to enroll each child and to support the school 

financially or in other ways. The latter aims to make the schools function effectively Micro-planning remained a thrust area during 

the first three months of the programme. A team of trained teachers was constituted, which informed villagers about the need for 

micro-planning and the importance of their participation. The villagers chose women leaders from the village to constitute mothers' 

committees. The committee members were trained, after which they conducted a house-to-house survey to collect data about 

children in the age group of 0-14 years. The data was consolidated and collated in the presence of villagers.

The local community was involved in the entire process of data collection. The gram sabha, constituted by several 

community-based organizations, held a series of meetings, wherein they took up the task of validation of survey data. After 

validation, the community discussed the educational status of the habitation and developed habitation educational plans. The 

nodal officer of the block, as well as the habitation also participated in the deliberations. All the habitation level plans were then 

25. Ibid

26. Miriam Henry, Bob Lingard, Fazal Rizvi, and Sandra Taylor, (2000), The OECD, Globalization and Education Policy (Oxford: Pergamon),

27. Sujatha, K. & Others (2009), Educational Administration in Andhra Pradesh: Structure, Processes and Future Prospects, APH Publishing Corporation, 

Delhi, p-34

28. David Archer, (1994) "The Changing Roles of Non-governmental Organizations in the Field of Education," International Journal of Educational 

Development 14, no. 3: 223-32; http://ssa.ap.nic.in/achievements.html
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prioritized and consolidated at the higher level, mandal. During micro-planning, the community agreed to provide free land for 

opening new schools and for the construction of school buildings (around 1000 sq. yards for each school).

Progress in Functional Areas

There are 73,702 habitations in Andhra Pradesh. Due to the efforts of micro-planning at elementary level education, people’s 

involvement and of Sarva Shiksha Abhiyan, 73,036 habitations are having regular primary school facility within 1 Km radius and 

99% of access is provided for primary education. The important area of function of school committee is sensitization of parents on 

continuation of their children and their attendance; implementation of Mid Day Meal (MDM) Scheme; improvement of school 
29infrastructure and other facilities and close and continuous monitoring by community and department.

Mid-Day Meal Programme in Andhra Pradesh

In 2001, the Government of Andhra Pradesh introduced the cooked Mid-Day Meal Programme in all Government, Local body and 

Government Aided primary schools. Subsequently, it was extended to children enrolled under Education Guarantee Scheme (EGS) 

and Alternative & Innovative Education (AIE) Centres.

The Gram Panchayat/SMC is responsible for implementation and supervision of the MDM Programme. For day-to-day 

implementation of the scheme and to ensure effective functioning of the scheme at school level, the Gram Panchayat constitutes a 

sub-Committee comprising following members:

Sarpanch, Gram Panchayat Chairman

Village Secretary Member/Convener

MPTC Member

Chairperson, SEC in the Panchayat Member

President of DWACRA Group/SHG implementing 

the Programme Member

Headmaster of the School Member

Dealer, Fair Price Shop Member

The implementation of the Mid-Day Meal Scheme at school level in rural areas is carried out mainly by DWCRA/SHGs, SEC, 

other agencies like Temples, NGOs of proven track record, charitable Trusts/ Parents, as identified by the Mandal Revenue Officers 

(MROs). In Urban areas, a committee headed by the MRO identifies Community Development Societies, NGOs, Urban SHGs, 

DWCUA, School Education Committees and other Agencies as implementing agencies.

The Headmaster certifies the attendance of children and the quantity of rice utilized. Implementing Agencies maintain 

registers like cashbook, stock register and issue register. They also furnish monthly reports on the implementation of Mid-day Meal 

in schools to Mandal Resource Persons for onward transmission to the Mandal Committees.

Mostly, Women Self-Help-Groups (SHGs) are involved in this programme. NGOs and other Service-oriented Organizations 

are also encouraged to take part in this endeavour. The implementation of the Mid-day Meal Scheme has been entrusted to the 

Mandal Mahila Samkhyas in certain Mandals in Ananthapur, Krishna and Guntur districts on a pilot basis.

The Present Study

The present study aims to focus on the best practices adopted by School Management Committees/Village Education Committees 

and Women Self-Help Groups for implementation of Mid-Day Meal Scheme in Andhra Pradesh. Out of 23 districts, only 

Mahabubnagar and Guntur districts were selected for the study and the data was collected from the primary and secondary 

sources. Primary data was collected by using interview schedules, observation schedules and focus group discussions with Women 

Self-Help-Group members (implementing agency), Community Members, Parents, Teachers and School Management Committee 

Members.

Profile  of Mahabubnagar District

Mahabubnagar, also known as "PALAMOORU "  is the largest district in Telangana Region and the second largest in Andhra Pradesh 

State. It consists of 1553 revenue villages, 1347 Gram Panchayats, 64 Mandals and 5 Revenue Divisions. It is located in the semi-

arid region of India with recurring meteorological drought (because of erratic and scanty rainfall) and worsened by over -

exploitation of meagre groundwater resources. 90% of the people of Mahbubnagar district speak Telugu and rest of them speaks 

Urdu. As of 2001 India Census, Mahbubnagar had a population of 130,849 and the average literacy rate was74%, higher than the 

national average. Table-1 shows some of the educational indicators as given below.

29. http://ssa.ap.nic.in/achievements.html
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Table 1 : Number of schools

S.No. District No. of Schools AIE EGS Madarsas Total

1 Mahabubnagar 3310 88 34 40 3472

Source: DISE

In Farooqnagar and Mahabubnagar Mandals of Mahabubnagar district, Women Self-help groups promote Social Harmony 

through mid-day meal with local menu, as depicted in Four schools under the study. Each school has only marginal variation in 

implementing the menu  and working pattern. All of them stand as successful models in promoting social harmony and serving 

hygienic food.

At the micro level, the data reveals the status in each of these villages as discussed below.

1. Dooskal village  located in Farooqnagar mandal and 4 km from mandal headquarters. The total population of the village is 2,237 

persons.  Out of this are 1,134 males and 1,103 females. The village is inhabited by BC 804 (35.9 per cent), SC 597 (26.6 per cent), 

ST 216 (9.6 per cent) and OC 620(27.7 per cent). The MP Upper Primary School in Dooskal was established in 1959 and the local 

body manages it. The school consists of grade 1 to 7. The social composition of children in the school is as given in table-2. 

Table 2 : Class-wise and Caste-wise Enrolment, Dooskal Village, Mahaboobnagar

Class SC ST BC OC Total

I 7 1 7 1 16

II 13 1 17 2 33

III 10 1 8 4 23

IV 11 1 13 3 28

V 8 3 13 4 28

VI 7 5 14 3 29

VII 9 3 16 2 30

Total 65 15 88 19 187

Source: survey

The community involvement and school committee maintain the physical infrastructure. As a result, the classrooms are in 

good condition with electricity connection.  The school has a play ground and a book-bank with 500 books in its library. It provides 

mid-day meal to all its children. It has a separate kitchen shed for cooking mid-day meal. The community members contributed (75 

per cent of the total cost) for the kitchen shed construction and the education department sanction in the remaining 25 per cent. 

In Dooskal village, there are 35 working SHGs.  Out of these groups, Mandal Revenue Officer selected Jyothi Laxmi Mahila 

Group with the help of MEO and other members of gramasabha for cooking and serving food to children as an implementing 

agency.

The cook  Ms. Razia Sultana belongs to Muslim community but she did not face any protest in the village even though it is 

village dominated by OC and OBCs.  As Leader of the group, Ms. Razia Sultana always attends grama sabha meetings, held once 

every month to discuss the issues relating to implementation of mid-day meal programme. As mentioned by the villagers there are 

no caste or communal differences either in the village or in the school. The school management committee members and 

Headmaster of the school were cooperating with the implementing agency for procuring rice, transportation and storing in the 

school. The school is located somewhat away from the village. The SHG takes responsibility to bring stationery and other inputs 

required for mid-day meal to the meal. The best practices identified in this village are promotion of social harmony and hygienic 

food with local menu by the women self-help groups themselves.

2. Government Upper Primary School at Veeranna Peta of Mahbubnagar (Urban): The school is located in district head 

quarters. The total strength of the school is six hundred and twenty four. Five different groups were selected for cooking mid day 

meal in this school. Out of these, 4 groups belonged to BC community, one to a Muslim Community. Two members from each 

group participate in cooking food for around 350 children every day. They cook variety of food items from Monday to Saturday like 

potato biriyani, bagar annam etc. They also provide an egg and a banana to every child once in a week. They use only branded 

ingredients for cooking purpose. As there is no water facility within the school premises, they bring water from outside.

It was reported that during the year 2005, the community members without any financial assistance from government 

constructed a big kitchen shed for cooking and storage purposes.  Teachers of this school also contributed Rs. 5000/- for this 

purpose. The mothers of children visit the school and monitor the quality of food and cleanliness in the kitchen. There is no 

communal divide in this school. All Muslim and Hindu communities avail themselves of this facility. The head master takes 

proactive role to ensure delivery of mid day meal and the SMC to discharge its responsibilities effectively. 
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3. M.P. Primary School, Yenugonda village  in Mahbubnagar Mandal of Mahbubnagar district, established in 1959, is managed by 

the Local Body. The school consists of Grades from 1 to 5, is co-educational in nature and does not have any attached pre-primary 

section. It is non-residential school and 50 per cent of the children come from orphans’ hostel. 

All the three self-help groups belong to BC community. The head master provides attendance details to the agency every day. 

The implementation agency uses branded and packed ingredients. Students are taught to develop good manners. All of them do 

the prayer before taking their mid-day meal every day.  Youth association (NGO) has donated steel glasses and plates for children 

and the Community has contributed to construct kitchen shed. The school is kept very clean and neat. SMC members, teachers 

and students are involved in day-to-day activities of the school. The head master and teachers of the school have along with 

students formed several committees like book club, cleanliness teams, etc to ensure smooth functioning of school. 

4. M. P. Primary School, Shadnagar village (Kunta) in Farooqnagar mandal of Mahabubnagar district is located in rural area. It is a 

primary school (grade I-V) and its total strength  is 168, out of which 30 are from SC, 19 are from ST, 97 from BC and 22 from OC 

communities. There is no out-of- school child in this village nor any student absenteeism in the school.  Teacher-pupil ratio of the 

school is 1: 28.

Two Self-Help Groups named “Sai Mahila Mandali Mahalakshmi Group” and Saraswathi Mahila Group have taken the 

responsibility to serve cooked meal to the school children under Ms. Punemma and Ms. Dhanamma as leaders of these two groups 

respectively. Four women  (two women from each group) share the responsibility of cooking and serving mid-day meal.  They 

change menu everyday and on every Wednesday provide eggs in addition to rice and sambar. The agency members belong to the 

backward class community.The school committee said that the implementing agency members did not face any caste or 

communal problem in the village. 

The community, Gram Panchayat/SMC members and the implementing agency have been working together in harmony to 

implement the scheme successfully. The Headmaster of the school is extremely cooperative with the agency members and helps 

them  maintain registers, getting rice, submission of bills for payment etc. Gram panchayat is providing the drinking water to the 

school. Occasionally, Parents and community members visit the school to check the quality of  food and hygienic conditions in the 

kitchen and school. The agency members bring water from far of places to the school daily and its children.

Profile  of Guntur District

Guntur district is located on the coast of Bay of Bengal, having a coastline of around 100 kilometers. The region is identified as a 

major transportation and textile hub in India. Additionally, the Guntur area economy has an agricultural component that is 

internationally known for its exports of chillies, cotton and tobacco. The  Guntur city has an estimated population of 818,330 

(514,707 as per 2001 Census) with an Urban Agglomeration of approximately 1,028,667.

Table 3 : Number of Schools

Government, AIE, EGS Centers and Madarsas

District No. of Schools AIE EGS Madarsas Total

Guntur 3344 22 43 10 3419

Source: District Information System for Education (DISE)

1. M. P. Primary School of Pedagarlapadu village in Dachepalle Mandal of Guntur district is one of the important examples that 

can be illustrated. The local body manages it. The school has 13 regular teachers and 5 para-teachers. The school has 6 female 

teachers. The Pupil-Teacher Ratio (PTR) of the school is 37:1. The total present enrolment of the school is 674, out of which 50.4 

per cent are boy and 49.6 per cent girl. Its SC enrolment is 128 (19.0 per cent) and OBC enrolment 139 (20.6 per cent). 

Out of the 40 self help groups formed in Pedagarlapadu village, Sri Sai DWACRA Group was selected for cooking mid-day 

meal.  Both Ms. Leelavathi (leader) and Ms. Anasuyamma (member) have been cooking and serving the food for the last six years.  

The agency took loan from Chaitanya Gramina Bank to purchase utensils.  The school is having a separate kitchen shed and storage 

facility in the school. The Mandal Revenue Officer provided financial assistance for constructing kitchen shed for MDM scheme.

This agency has an LPG gas connection with two cylinders for cooking purpose. There are 600 students taking meals every 

day. Teachers and students also help the agency in serving food to all children. Most of the children like to have rice and sambar/ 

and on Wednesdays and Fridays an egg in addition to rice and sambar.

All the community members in this village have provided for all financial assistance for the development of the school. Most 

of the children attend school regularly under the watch and ward of the school committee and active participation of the local 

people. Therefore, parents prefer to send their children to this school instead of private unaided schools. The school serves as a 

model to understand how the community and school committee involve themselves in development of the school infrastructure 

and its functioning in a better way. The school does not have any record of out-of-school children due to the efforts and 
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coordination between school head master and community members. The involvement of community is quite intensive that helped 

the school function very effectively. An unwitting fallout is closure private schools in the village. 

The School education committee comprises of the following members. 

Village President Sh. Punanchetti Chatraman

Mandal Parishad T C Shri K. Rama Rao

Ward Member Shri P. Vedamani

Sai DWACRA group Smt. Leelavathi

Vice President Shri Kamireddy Sravanlo

2. M.P. Upper Primary School, Machayapalem village  in Bellamkonda mandal of Guntur District, established in 1936, is 

managed by the Local Body. It is located in a rural area, situated at a distance of about 3 km. from the Mandal headquarters, in 

Bellamkonda mandal of Guntur district of Andhra Pradesh. It consists of 1 to 7 Grades and is a co-educational institution. The Pupil-

Teacher Ratio (PTR) of the school is 25:1 Most of the children in this village are BC, OC and SC community. The total enrollment of 

the school is 276, out of which boys' enrolment is 136 (49.3 per cent) and girls' enrolment, 140 (50.7 per cent). The SC enrolment is 

72 (26.1 per cent), ST enrollment is 14 (5.1 per cent) and OBC enrolment is 167 (60.5 per cent). 

Community participation in school activities in this village is very high. Some villagers have donated land to school, which is 

planned to be used for kitchen garden purpose. All villagers participate in the affairs of school in a festive mood and communicate 

with the Village Education Committee as well as the school education committee that comprises: Ms. G. Anjamma, Chairperson 

(BC); Shri B. Ramireddy, Member (OC); Ms. Soma B. Vajram, Member (SC), Ms. Dasari Mastanamma, Member (ST), Smt. B. 

Grasudanam, Convenor.

VEC members reported that most of the children are attending the school regularly because of MDM. Being economically 

poor most of them come to the school without taking any breakfast at home and that the only meal for them throughout the day is 

the MDM that, therefore, makes for their full attendance.

Implementing Agency

All the implementing agency members are from SC community. There is no protest from the other community members in the 

village. Ms. Padmavathi  the leader of the agency, is a very confident, vocal and a well-informed woman. Even though she is from 

SC community she is elected as leader at the Mandal level by all communities. All the 33 agencies are members of this forum and 

follow her, listen to her and cooperate with her for the welfare of the school children. Moreover, there is a monthly meeting of all 

the agencies at the Mandal Revenue Office and that all of them work with full cooperation and understanding. Padma Agency has 

spent Rs.3000/- for purchasing utensils for the school on their own.  

3. M. P. Primary School, Vellalur village  in Ponnuru Mandal of Guntur District,  established in 1929, is managed by Local Body. It 

is located in rural area, situated at a distance of about 8 km. from the Mandal headquarters. It is a co-education school consisting of 

1 to 5 grades. The present Pupil-Teacher Ratio (PTR) of the school is 35:1.  The total enrolment of school is 175, out of which boys' 

enrolment is 46.9 per cent and that of girls 53.1 per cent. The SC enrolment is nil, ST enrolment is 3.4 per cent and OBC enrolment 

is 13.7 per cent. 

There are 15 Self-Help Groups working in this village. Mother Theresa Mahila group has been attending to cooking mid- day 

meal in this school for the last 5 years. Ten women are enrolled as members in this group. The teachers of the school are 

contributing money to the cooking agency.

Mrs. U. Malleswari, the women PRI president of this village, is closely associated with the school activities. She is personally 

involved in encouraging the parents to send their children to school. The village primarily consist of OC, BC and SC communities 

and most of them are daily wage labourers. All the villagers participate in school functions. At times, farmers of this village also 

provide vegetables to the cooking agency  free of cost.

The school has a kitchen garden within the school premises, growing Gongura (local green vegetable) and other vegetables 

for daily use. The teachers of the school have arranged for plates stand made locally. Children were taught to keep their plates clean 

in the stand along with serial numbers on the plates and shelves to use the same plate by the same student every day. The school 

premises is very neat and clean. In this village, the president of village panchayat takes active interest in the functioning of the 

village. which has quite a positive impact both on the school and also the local school administration. 

4. Mandal Parishad Primary School, Lingamguntla, is located in Chilakaluripet Mandal of Guntur District. It is located in rural 

area and consists of grades 1 to 5.  It is a co-educational school. It has one building block, housed in a Government building. The 

source of drinking water in the school is bore-well. The school has a separate toilet each for boys and girls. It is also maintaining a 

kitchen garden to produce vegetables for mid-day meal purpose. The school maintains a book bank facility for students. The head 



master and other teachers are creative and encourage children to prepare teaching learning aids. The total enrolment of school is 

103, out of which boys’ enrolment is 51 and that of girls 52. 

The community members of this village actively contribute for development of the school. Parents and other members of the 

community depend on small fruits business, farmers and daily agricultural laborers. 25% of the people are from Muslim community 

and remaining people are OC, BC and SC community. Most of them belong to OC community. All the communities involve 

themselves in school activities. The donors have provided Meal plates and steel glasses for students. All the school going age group 

children are attending the school. There is no out of school child in the village. Parents appreciate the contribution of the teachers 

for development of the school. A book club was formed to ensure availability of books for students as and when they require. 

Further, a kitchen garden is maintained to supply vegetables for mid-day meal scheme in the school. The agency is getting good 

quality rice from fair price shop.  More than 85% of the students are taking mid-day meal every day.

CONCLUSION

The school committees have been working in multi-facet ways within groups of schools and villages. It motivates parents, teachers 

and students though the central issue with them is literacy. The efforts of people’s involvement have created a positive environment 

and through mass mobilization and increase in the involvement of voluntary agencies it has enhanced the quality of the existing 

system of primary education. It has also ensured the availability of quality learning materials, aligned to mission goals, to 

universalize the outreach of literacy learning facilities to all these parts of the state. The involvement of the community has made 

the system more sensitive and responsible towards education, especially for the marginalized and excluded sections of the society. 

It has promoted a fundamental social change and alternative visions of elementary education. 

The eight case studies (four from each district) bring out a few salient features of successful implementation of mid-day meal 

scheme with the involvement of SMCs. Each case study points to a different kind factor for their success. However, from the case 

studies,  it can be concluded that with the panchayat leaders and teachers (including head masters) taking an active interest, the 

things are beginning to change.  More concretely, their success lies in looking at the effects of the advocacy of different strategy is 

adopted by them.  Ultimately, the test of democracy lies in the realization of people’s participation and commitments to 

collaborate with a broader range of partners and to engage in an advocacy that improves the status, process and system of schooling 

that the grassroots level.
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ABSTRACT

With a strong editorial emphasis on multiple-sourcing to ensure accuracy, whether capital structure provides 

high quality, value-addition, leads to fund managers, proprietary trading desks, leveraged finance bankers, 

corporate restructuring advisors and private equity sponsors to determine its optimal point. How optimal 

capital structure is determined especially in developed countries like India, initiates the researcher to make the 

study on this topic.

This paper takes into consideration the six factors with their relative importance in the capital structure 

decisions of publicly traded Indian firms. The paper examines the corporate capital structure practices adopted 

by listed private sector companies in India and determinants of optimal capital structure decision. 10 

companies in the period of 2005-2010 listed on the BSE have been taken for the purpose of study. The 

objective of this paper is to diagnose the determinants of optimal capital structure decision in Indian firms. It 

has been found that factors such as tangibility of assets, growth, firm size, business risk, liquidity, and 

profitability have significant influences on the leverage structure chosen by firms in the Indian context.

Keywords: Capital Structure, Optimum, Pecking order, Trade off, Corporate Finance.

INTRODUCTION

Capital is limited productive resource in developing economies. The problem of efficient management of is crucial importance to 

corporate world since it is linked with profitability and financial soundness of business. The amount of capital a firm needs, is not 

only its financial consideration but also equally important is capital mix; the kinds of capital that form the company’s financial base, 

known as capital structure. Capital structure refers to mix of sources from where long term funds required in a business, may be 

raised, i.e. what should be the proportion of equity share capital, preference share capital, internal sources, debentures and other 

sources of funds, in total amount of capital required for business.

The financial manager for procurement of funds is therefore required to select such a financial mix or capital structure which 

maximizes the value o9f firm. As value of firm is present value of future cash inflows of firm i.e. market value of debt plus equity. 

Being the market value of debt constant, value maximization reflects in market price of share, since it depends upon shareholder’s 

expectations as regards profitability, long term prospects, timing difference of returns, risks, distributions of returns etc. of firm. 

Capital structure is optimum when firm has selected such a combination of debt and equity so that shareholder’s wealth is 

maximum and overall cost of capital is minimum. The subject of optimal capital structure being difficult to measure a fall in market 

value of an equity share on account of increase in risk due to high debt content in capital structure, it has been most controversial 

issue in financial literature which initiates the researcher to make the study on this topic.
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Objectives of the Study

• To describe the conceptual framework of capital structure.

• To study various factors affecting the capital structure of the firm/selected companies.

• To find the relationship between leverage and specified variables in Indian context.

REVIEW OF LITERATURE

According to Modigliani – Miller Approach (1958), the total pie does not change as it is divided into debt, equity and other 

securities. The sum of the parts must be equal the whole. So, regardless of financing mix, the total value of the firm stays the same. 

The noble prize winning work of M&M on what does and what does not matter in capital structure is remarkable. Yet there is still 

significant debate about the costs and benefits of a more or less levered capital structure. M& M (1977) introduced personal 

income tax into the analysis and that for wide range of value of dividend, interest and corporate tax rates, “the Gain from leverage 

vanishes entirely or even turns negative.” 

The subsequent writers on capital structure relaxed assumptions made by M & M and developed following theoretical 

models of capital structure: 

1. Trade off theory 

2. Pecking order theory 

3. Market Timing Theory. 

According to trade-off theory, Capital structure is determined by a tradeoff between the benefits of debt and costs of debt. 

(Jenien and Meckling 1976, Jensen 1986. 

While the pecking order theory has long roots in the descriptive literature, it was clearly articulated by Myers (1984). From 

the point of view of an outside investor, equity is strictly riskier than debt. From the prospective of those inside the firm, retained 

earnings are better sources of funds than outside financing. Market timing, a relatively idea is having a renewed range of popularity 

in the academic literature. In surveys, such as these by Graham & Harvey (2001) managers continue to offer at least some support 

for the idea.

Das Gupta and Ying (2001) have argued that the pecking order hypothesis and the trade-off theory of capital structure choice 

should be viewed as complementary rather than alternative ideas. They have also argued that an implication of pecking order 

hypothesis is that the firms with high growth potential should have more debt as a proportion of total assets. Graham & Harvey 

(2001) survey fortune 500 companies and revealed that the earnings volatility, tax advantage of interest on debt and credit rating 

are the important determinants of debt policy in large firms. Myers (2001) emphasized that higher leverage ratios tend to be 

associated with a high proportion of tangible assets as well as low profitability. 

In a study by Bhandari (2002) capital structure choices is found to be influenced by such factors as growth, cash flow, size 

product and industry characteristics. In a study by Anand (2002) retained earnings were the most favored (89%) sources of the 

finance loans from financial institutions (59%) and private placement (32.9%) of debt were the next most widely used source of 

finance. Only 16.9% of the respondents considered equity as the most preferred source of finance.

Bhole (1980-200) has shown that the leverage ratio is positively related with tax deductibility, supply factor, cost of equity, 

growth rate, financial balance and inflation rate and is negatively related with the profitability and cost of borrowings Bhole and 

Manakud (2004) in their study of trends and determinants of capital structure in respect of public and private companies 

developed the panel data model. They concluded that to variables size and the significant determinants of corporate capital 

structure. 

Mehrotra (2005) concluded that make conscious decisions to match assets and liabilities with the aim of limiting expected 

cost of financial distress and protecting their companies ability to carry out their investment plans. Seetanah, Padachi and 

Ronoowati (2007) showed that the most important factor influencing, capital structure choice are profitability, size, tangibility and 

liquidity. O ther factors like business risk non debt tax shield effects and growth opportunities do not seem to affect the capital 

structure. 

Sinha & Ghosh (2008) study covers 268 firms in automobiles, chemicals, constructions etc. concluded that the determinates 

of corporate capital structure change their signs and magnitudes with respect to the orders of the determinants, the time period and 

capital structure components. A study of Karam Pal & Monika Verma (2009) on leading 40 firms of textile sector for the period of 

(1996-2006) concluded that profitability, asset composition and growth rate, which can play an extensive talk in shaping the capital 

structure of Indian textile firms. While Frank and Goyal 23 examined the relative importance of many factors in the capital structure 

decisions of publicly traded American firm from (1950 to 2003) and found most reliable factors for explaining market leverage are: 

median industry leverage (+ effect on leverage), market to book assets ratio(–), tangibility(+ )profits (–) log of assets (+ ) and 

expected inflation (+ ).
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However no exclusive study has been carried on private sector companies, which provides the researcher an opportunity 

and rationale to undertake such a study.

Research Methodology

It contains the following procedures:

Research Design: Being the study exploratory as well as hypothesis testing shall go through sampling, data collection, survey 

analysis using regression model.

Data Collection

In this research primary data has been collected through personal interview, telephonic interview and discussion with concerned 

officials of selected companies. Secondary data has been collected from Balance Sheets and profit and loss account (Published or 

Unpublished), newspapers, Magazines, Journals or Internet.

Sampling:

• Size: A study of 10 private sector companies listed on BSE, 

Type: Sample has been chosen on the basis of non-probability/ purposive sampling.

Study Period: This study proposes to consider latest 5 Years data of different selected companies.

Model: The regression equations are shown below: 

LEV TD i =  β0 +  1 TANG +  2 BR +  3 SIZE +  4 GROWTH +  5PROFIT +  6LIQUID +  7R&D +  εi (1)

LEV (LTD)I =  0 +  1 TANG +  2 BR +  3 SIZE +  4 GROWTH +  5PROFIT +  6LIQUID +  7R&D +  i (2)

Hypothesis : Following hypotheses have been taken:

H : Tangibility has a positive effect on leverage1

H : Business risk has negative effect on leverage.2

H : Firm size has positive effect on leverage.3

H : Growth has negative effect on leverage.4

H : Profitability has a negative effect on leverage.5

H : Liquidity has a negative effect on leverage.6

H : Research and Development has a positive link to leverage.7

Capital Structure—What it is and Why it Matters

The term capital structure refers to the percentage of capita (money) at work in a business by type. Broadly speaking, there are two 

forms of capital: equity capital and debt capital. Each has its own benefits and drawbacks and a substantial part of wise corporate 

stewardship and management is attempting to find the perfect capital structure in terms of risk/ reward payoff for shareholders. This 

is true for Fortune 500 companies and for small business owners trying to determine how much of their startup money should come 

from a bank loan without endangering the business.

Many middle class individuals believe that the goal in life is to be debt-free. When you reach the upper echelons of 

finance, however, that idea is almost anathema. Many of the most successful companies in the world base their capital 

structure on one simple consideration: the cost of capital. If you can borrow money at 7% for 30 years in a world of 3% 

inflation and reinvest it in core operations at 15%, you would be wise to consider at least 40% to 50% in debt capital in your 

overall capital structure.

Of course, how much debt you take on comes down to how secure the revenues your business generates are—if you 

sell an indispensable product that people simply must have, the debt will be much lower risk than if you operate a theme 

park in a tourist town at the height of a boom market. Again, this is where managerial talent, experience, and wisdom come 

into play. The great managers have a knack for consistently lowering their weighted average cost of capital by increasing 

productivity, seeking out higher return products, and more.

Results and Discussion

The results are presented in Table 2 and 3, and 4 below. Table 2 provides descriptive statistics on the variables chosen for this study. 

Table 3 shows the results of the OLS regressions of equation 1 and 2. Table 4 provides correlation matrix among various variables.

β β β β β β β
β β β β β β β β ε
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Table 1 :  Descriptive Statistics

Mean Std Deviation N

Leverage 2 – Long Term Debt 0.19654 0.166842 97 

Leverage 1 – Total Debt 0.27878 0.207861 96 

Tangibility 0.320874 0.210067 96 

Business Risk 2.210013 1.059853 101 

Firm Size 3.240123 0.853420 120

Growth 0.091498 0.986519 90 

Profitability 0.119853 0.167095 97

Liquidity 2.68542 10.98731 98 

R&D 1.60E+ 02 5.81E+ 02 24

Table 2 :  OLS Results for Firm level Data

                                Leverage 1 (TD) Leverage 2 (LTD)

Beta t Sig. Beta t Sig.

Tangibility 0.37 17.12 0 0.356 17.892 0

Firm Size 0.059 3.013 0.002 0.169 8.498 0 

Growth 0.078 3.567 0 0.089 4.504 0

Profitability –0.365 –19.963 0 –0.371 –16.961 0

Liquidity –0.123 –7.021 0 –0.007 –0.527 0.60 

R & D 0.001 0.048 0.959 0.013 0.821 0.41

Business Risk –0.089 –4.820 0 –0.099 –5.036 0

Table 3 :  Model Summary

Leverage 1 (TD) Leverage 2 (LTD)

R square 0.331 0.301

Adjusted R square 0.321 0.294

Table 4 :  Correlation chart for Firm Specific Determinants with the Leverage

Variables Business R & D Tangibility Firm Growth Profitability Liquidity Leverage Leverage

Risk Size 2 (LTD) 1 (TD)

Business Risk 1

R & D .167** 1

Tangibility .061** .117** 1

Firm Size .311** .255** .079** 1

Growth .022 .019 .413** –.016 1

Profitability .072 .058 039** .154** .086** 1

Liquidity –.011 .061** –.104** –.144** –.023* –.025** 1

Leverage  –.015 –.019 .443** .073** .205** –.107** –.042** 1 

2 (LTD)

Leverage –.048 –.069 .389** .081** .136** –.139** –.092** .817** 1

1 (TD) 

indicate the significance of result at 1% level 

indicate the significance of result at 5% level 

We see that the coefficients for tangibility in Table 4 and the regression models results in Table 3 prove the hypothesis (H ) 1

true. The results are also statistically significant at 5% as well as 1% level of significance. Similar to the tangibility results, the firm size 

coefficients show a positive significance as stated in hypothesis H . It has been observed that large firms are high leveraged because 3

they are extensively diversified usually, and have more consistent cash flows. The growth coefficients show positive and significant 

results that does not support the agency theory and hypothesis H . Table values also reveal that high growth opportunities would 4

lead to keep leverage low so as to not give away their profits to creditors. 
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We can see that the results of profitability are consistent with that Firms‘first use retained earnings for new investments and 

then move to debt and equity if required. A negative relation has been found between the profitability and leverage. This is 

consistent with the hypothesis H5 and with the earlier studies made in this regard. Liquidity also shows a negative correlation 

(hypothesis H6). The results are not significant as can be seen from the regression results of Leverage (LTD) definition. Finally, it can 

be seen that the results of R&D were insignificant. If the trade-off theory holds, a company would utilize additional debt to make up 

for the R&D expenses whereas if pecking order holds then equity would be the choice. It is hard to quantify what would be suitable 

for India as study is based on small sample which limits its universality for Indian firms.

CONCLUSIONS

This paper studies the capital structure practices of Indian firms. Six major factors as determinants of capital structure such as 

tangibility, firm size, growth, profitability, liquidity and one second tier factor (R&D) have been taken as independent variables and 

their relationship with leverage has been studied. It has been found that there is a positive relationship of leverage with Firm Size, 

Tangibility and Growth. In contrast, negative relationship has been revealed of leverage with Business Risk, Profitability, and 

Liquidity. 

Present study sets itself as a compliment to previous benchmark papers, for future research in determining factors for 

emerging economies. Due to the limited scope of the present study, several macro-economic factors such as Capital Formation, 

Stock Market Development, Financial Stability of Country, Corporate Tax, Terrorism Threat, Direct Foreign investment, etc, have 

not been considered but are felt in the course of the study which can be kept in view in capital structure decisions. Researchers can 

utilize this paper to develop stronger models for research into the capital structure determinants for emerging economies.
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ABSTRACT

In the present scenario advancement in the field of science and technology Education has become a very 

important and integral part of human life. Mahatma Gandhi noticed the ineffectiveness of the system of 

primary education in India and alarming low percentage of literacy among Indian people. He was seriously 

analyzing over the problem of spreading mass education at low cost based on Indian traditional culture and 

through the medium of mother tongue. After a long thinking about the dilemmas and Gandhiji came forward 

with the proposal that the plans of mass education need not be held up for want of funds and that universal 

compulsory and free primary education of seven years could be given to every child of process of schooling 

could be made self supporting by importing education through a useful and productive craft. This paper 

presents the details of the Right of children to basic education, its ground realities and challenges.
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Mahatma Gandhi awfully noticed the ineffectiveness of the system of primary people to get compulsory education and 

thought about the need of English in Indian context He wanted every child to be literate by:

Education in India and alarming low percentage of literacy among Indian people. 

After 1947 schooling was at first extended by one year and then another. The Indian constitution lays down that education 

shall be compulsory between the age of 5 – 14.India Pakistan and Bangladesh are the countries in the world where students do not 

go on to a university course after they complete their schooling. With newspapers and the electronic media becoming more 

popular every day Literacy is coming to be increasingly accepted as a highly desirable piece of equipment for everybody.

The Scheme of basic education occupies a unique place in the field of elementary education in India.

Mahatma Gandhi was seriously analyzing over the problem of spreading mass education at low cost based on Indian 

traditional culture and through the medium of mother tongue Gandhi ji came forward with the proposal that the plans of mass 

education need not be held up for want of funds and that universal compulsory and free primary education of seven years could be 

given to every child of process of schooling could be made self supporting by importing education through a useful and productive 

craft. The first conference of national education was called at Wardha in October 1937 to consider the new system of education 

proposed by Gandhi ji after serious discussions four resolutions were passed:

1. Free and compulsory education be provided on a nationwide scale.

2. The education should be imparted in the mother tongue of the child and English should not be taught at this stage.

3. The process of education should centre round some form of manual productive work.

4. This system of education will be gradually able to cover the remuneration of teachers 

The central Govt. appointed an expert committee of educationalists under the chairmanship of Sir John Sargent, education 

adviser of that time to draw up a post war development plan for education. The central government again appointed assessment 

committees in 1955 to make an overall survey and enquiry in the development of basic education in the country. I t made following 

recommendations:

1. Establishment of post graduate basic colleges in different states.

2. Setting up of a central research institute of basic education

3. Setting up of a small committee to study the problem of basic education.

4. Establish close connection and coordination among the various official and non official agencies involved in basic education

Gandhi ji wanted to impart education in activity manner rather than only books and lectures. He wanted every study to 

develop not only academically but also moral character wise and socially. He also wanted children to develop spiritual values in 

education. He insisted in three fundamental values in basic education.

1. Dignity of manual labour through active participation in productive work.

2. The sense of social awareness and responsibility through the involvement of students in programmers of community service.

3. The development of promotion of secular outlook.

This basic education concept also emphasized on some basic qualities such as moral, social etc.  A person who is highly 

education but lacks human qualities can never be called literate human being. They must pocess the qualities such as.

Quality chart

SOCIAL

PHYSICAL

SPIRITUAL

ASTHETIC

APPRECIATION

LANGUAGE

CREATIVE 

EXPERIENCE

INTELLINGENCE

MORAL

ALL ROUND

EDUCATION

EMOTIONAL
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The above chart emphasizes on the overall development of a child. There are some merits of basic education:

1. The scheme of basic education is acceptable mainly in country like India where large population is illiterate and poor due to 

which they are unable to get basic education also. The Zakir Husain committee observed after careful consideration “ we 

consider the scheme of basic education to be sound in itself. It should be accepted as a matter of sound educational policy 

and as an urgent measure of national reconstruction.

2. Basic education helps to bring social solidarity and national integration. It trains the child in democratic way of living.

3. It removes the barrier of manual and intellectual work poor and rich educated and uneducated etc.

4. The child is the centre of activity in basic education he learns through self study or activity.

5. It is based on cultural heritage and social values of our country.

6. It recognizes the dignity of labor.

7. It is creative and helps to develop the total personality of the child.

8. It acts as nourishment to democracy.

As every scheme that has merits it also have some demerits:

Basic education has failed to become a permanent and lasting feature in our educational system. No tangible results have 

been yet achieved.

The causes are:

1. Basic education schemes turn schools into a centre of small scale industry. In this scheme of education the student becomes a 

money earning machine. It is also expensive in comparison to the return it products.

2. Teaching through craft is just a slogan. It has not been taken seriously.

3. Basic education is only counted inferior and meant only for poor people as in town people prefer sending their children to 

costly public schools.

4. Basic education is facing one more drawback of lack of finance.

5. Methods of instruction in this system are craft centered.

6. Craft is taught mechanically and without proper understanding. It lacks in scientific method.

7. Well experienced teachers can only make the system of basic education successful

After these merits and demerits of basic education we have been facing some challenges:

1. Globalization of economy: The world is faced with significant shifts in the global economic environment categorized by three 

major developments :

Changing patterns of trade and competition.

Technological innovations 

2. Globalization of information generations obligation of knowledge: knowledge is generated very fast. As fast as knowledge 

generated means to generate the knowledge as printed, audio, video and electronic media. Those types of education system 

has not yet reached in remote villages which results in success of the students 

3. Marketisation of educational service: Education generated by organizations and to meet the demands of the time the 

organizations are collaborating with private or international illustration that has resulted in the fall of standards and rise of 

costs.

4. Implication of education :

(a) Holistic education structure: The work force of future will need more advancement in the field of science and 

technology and globalization of knowledge. It will become difficult to meet the demands so the whole pyramid of 

basic education/secondary education/skill learning and tertiary need to be changed.

(b) Education for everyone =  the need of the hour is to give free and basic education to al the sector of the society.

Methods to deal with situation =  there are some methods by which we can cop up with the problem of lack of proper 

delivery education .they are.

* expending education opportunities 

* increasing efficiency

* enhancing quality of learning

* facilitating skill formation

* improving policy planning and management 
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Reality behind the failure of successful implementation of basic knowledge is lack of proper planning and proper 

implementation of rules. Govt’s strategies are made but on proper. If to some extent implemented also them are many loopholes 

that become a hurdle. Money that has been granted for these schools are remote area also do not serve the purpose fully.

CONCLUSION

Basic education has failed to develop and modify its programmer for a changing society is an age of science and technology 

.modification of the supreme is the need of the hour to suit modern need of life and society. If it is reformed on modern lives them it 

may serve as one of the most interesting and fruitful techniques of instruction at basic level or elementary age.
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ABSTRACT

The education for the children with disabilities in regular classrooms that have been designed for children 

without disabilities is called inclusive education. Inclusive education lays the foundation to an inclusive society 

accepting, respecting and celebrating diversity. Inclusive education is an effort towards mainstreaming 

education and there is a great deal of responsibility that has to be nurtured by teachers and teacher educators. 

The present paper traces the concept of inclusive education in  the Indian context. The paper critically reviews 

need of inclusive education in India and role of schools in inclusive education.

INTRODUCTION

Inclusive education means including children with disabilities in regular classrooms that have been designed for children without 

disabilities (Kugelmass, 2004). It refers to an education system that tries to  accommodate all children regardless of their physical, 

intellectual, social, emotional, linguistic or other conditions. The range of challenges confronting the school system while including 

children with diverse abilities and from diverse backgrounds have to be met by creating child centred pedagogy capable of 

successfully educating all children.  So a reconstruction in school organisation and curriculum is required so that the school 

becomes a supportive community to educate all children. This changing concept assumes a different set of beliefs and assumptions 

that demand different practices in schools (Carrington, 1999). 

Inclusive education is about listening to the voices in a school community and empowering all members to develop an 

approach to schooling that is committed to identifying and dismantling actual and potential sources of exclusion (Slee, 2003a). In 

essence, inclusive education is about the ‘politics of representation’ (Slee, 2001a) or how students can be given a voice in the 

construction of their own unique identities (Trueba et al., 1997).
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CONCEPT OF INCLUSIVE EDUCATION

In schools throughout the world, ‘inclusion’ has been used to refer to the placement of students with disabilities in ordinary 

classrooms alongside their peers (Kugelmass, 2004). Inclusive education has become well rooted in the general education reform 

agenda (Roach, 1991) because both areas incorporate school change and improvement (Fisher, Sax, Rodifer and Pumpian, 1999). 

Inclusive Education is a process of increasing the participation of all students in school. This is possible only in a flexible 

education system that assimilates the needs of a diverse range of learners and adapts itself to meet these needs. It aims  at all 

stakeholders in the system (learners, parents, and community, teachers, and administrators, policy makers) to be comfortable with 

diversity and see it as a challenge rather than a problem. 

Inclusion can be viewed from three perspectives in Indian context:

• Physical inclusion

• Social inclusion

• Cognitive inclusion

Physical Inclusion

The Universalisation of Elementary Education (UEE) focuses on enrolment, retention and achievement of all children.

Social inclusion is only happening in sections of the society. The efforts are being made by educating people through direct 
instruction and media to bring attitudinal changes in the society.

The educational institutions should  try out cognitive inclusion by allowing the children with special educational needs to 
study in general classrooms with nondisabled children. Inclusive education standards like I.D.E.A (Individuals with Disabilities 
Education Act) and No Child Left Behind have forced schools to include children with special needs into their everyday curriculum.

General Principles of Inclusion

1. Worth of children is independent of his/her abilities or achievements.

2. All children can feel and think.

3. All children have a right to communicate and be heard.

4. All children need each others help to grow.

5. True education explore in the context of true relationship.

6. All children need support and friendship from their counterparts.

7. Progress of all children is achieved by building on things he/she can do rather than that they can't.

8. Diversity brings strength and challenges

Specific Principles of Inclusion

The UNESCO  Salamanca Statement and Framework for Action on Special Needs Education (1994)  articulated the underlying 
principles on which inclusive education is based. These state that:

• Every child has a fundamental right to education

• Every child has unique characteristics, abilities, interests and learning needs

• Education systems need to accommodate this diversity in student population

• Those with special education needs must have access to regular schools

• Regular schools with an inclusive orientation are the most effective means of combating discriminatory attitudes, creating 
welcoming communities, building an inclusive society and achieving education for all.

Features of Inclusive Education

The features of inclusive education are as follows:

• Acknowledges that all children can learn

• Acknowledges and respects differences in children: age, gender, ethnicity, language, disability, HIV and TB status etc.

• Enables education structures, systems and methodologies to meet the needs of all children

• Is part of a wider strategy to promote an inclusive society

• Is a dynamic process that is constantly evolving
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Need of Inclusion in India

In addressing the issue of “why inclusion”, the reality in Indian context should be reviewed. Some of the important facts in the 

Indian scenario are as follows:

1.  The special schools as well as integrated education programmes are only a few in numbers and cannot serve all disabled 

children. Therefore, inclusive education is needed to provide equal educational opportunities to all disabled children in 

their own locations both urban as well as rural.

2. As far as the standardised models of integration are concerned, one specialist teacher serves 8 to 10 disabled children of the 

same category.  Therefore, the disabled child has to depend on the general school for education. 

3. The extent of disability in each category ranges from mild to severe and profound cases. The mild and moderate cases are 

more in number than the severe and profound cases and they depend on the general education system. This calls for the 

involvement of general education so that the children who are currently left out of schools or those who are at risk can be 

served.

4. Inclusion is important in our classrooms today because there are acts and laws we as teachers must follow. 

5. We can give the children the best education by giving them the most equal environment to learn in. 

6. Inclusive education is the best way to give our students an equal learning environment while a few critics believe there are 

better ways.

7. Inclusive education is an effective way to teach our students because it gives them a whole new learning experience and 

opens them up to new things

8. There should be more classes that future and present teachers have to take that teach them how to be efficient inclusion 

teachers. 

9. Inclusive education is meant to give all students equal opportunities and experiences. Inclusion is about treating everyone 

equal and eliminating prejudices. Inclusion has a truly good intention, but how inclusion is taught determines whether or not 

it is effective in the classroom.

10. Inclusive education changes with different students. Students who have similar special needs may need a completely 

different curriculum for them to learn inclusively and successfully.  Inclusive education includes the teachers and parents as 

well. 

Therefore, the reality in India focuses the need for inclusive education. However, the general education system is yet to be 

fully sensitised to the educational needs of children with disabilities and therefore, the general system needs the assistance of 

specialist teachers for occasional help to make inclusive education work.

Role of Schools in Enhancing the Inclusive Education

Schools are being challenged to avoid traditional labels attached to specific groups such as learning disabled and slow learner. In 

formal terms, schools are being asked to move away from a deficit model where the problem essentially was located within the 

individual to a social model that recognises that disability is created through social institutions that have discriminatory and 

disabling practices (Mittler, 2000; Lindsay, 2003).

Schools are being challenged towards developing pedagogy of inclusion that Ainscow (1997) believes is “not about making 

marginal adjustments but rather about asking fundamental questions concerning the way in which the organisation is currently 

structured”. The aim is to transform mainstream schools in ways that will increase their capacities to respond to all learners and not 

just children with special education needs (Gillies and Carrington, 2004). It is really about creating and finding contexts that will 

enable children to experience success and feel competent (Biklen, 2000). 

Schools have to be more flexible in the way they are organised so that teachers can work together in teams and in this way 

teachers can learn to construct the meaning of inclusion for themselves, learn to adopt new ways of teaching and interacting with 

students as a part of the overall transformation of their schools (Clark et al., 1999; Ainscow, 2000; Peters, 2002).

By developing an inclusive pedagogy, teachers are able to connect individual learners and their own way of learning to the 

curriculum and the wider school community (Corbett, 2001). 

Students too need to feel accepted and valued within their school. When they feel they are part of the school community, 

they are less likely to become alienated and are more likely to want to participate and be included (Finn, 1989).

Teaching in Inclusive Classrooms

 As mentioned earlier, inclusion basically is an attitude of acceptance of diversities. For teaching in an inclusive classroom, a teacher 

needs to possess competencies that help him/her to plan and implement strategies that provide students wider access to regular 

curriculum. Research says that the teachers in an inclusive classroom should have the:
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• Ability to problem-solve, to be able to informally assess the skills a student needs.

• Ability to take advantage of children’s individual interests and use their internal motivation for developing needed skills.

• Ability to set high but alternative expectations that are suitable for the students. This means developing alternative 

assessments.

• Ability to make appropriate expectations for each student, regardless of the student’s capabilities. If teachers can do this, it 

allows all students to be included in a class and school.

• Ability to learn how to value all kinds of skills that students bring to a class, not just the academic skills. In doing this, teachers 

will make it explicit that in their classrooms they value all skills.

 Also the teachers must be able to:

• Recognize and respond to the diversity of students in their classrooms.

• Accommodate to students different learning styles and rates of learning by employing a range of teaching methods, including 

cooperative group.

• Learning, peer tutoring, team teaching and individualized instruction.

• Be aware of the rights of students with education support needs.

• Locate appropriate material, equipment or specialists.

• Identify and overcome barriers to learning.

• Consult with and develop partnerships with parents/ caregivers and colleagues.

• Use appropriate forms of assessment.

• Adapt their instruction to the prior knowledge and beliefs of students.

• Create an inclusive community that extends beyond the walls of the school.

CONCLUSION

The equal importance of cognitive and procedural components to any professional development for inclusive education needs to 

be addressed for enduring change in the school and the classroom. Out of small number of studies conducted in the area of 

inclusive education only one thing emerges i.e. the beginning has been made but the researches are either at the awareness level or 

exploratory in nature. More specific, precise and scientific researches are needed to make inclusive education a reality in practice 

on a much larger scale. More teaching training modules need to be developed so that not only pre-service but also inservice 

teachers also could be trained in inclusive practices. The administrative and management aspects of inclusive education need to be 

studied at the micro and macro levels both in rural and urban settings so that the models thus developed could be replicated in 

varied situations. To conclude, including children with disabilities in education is a challenging task. It involves providing 

appropriate responses to wide spectrum of learning needs in both formal and non-formal settings.
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ABSTRACT

The act of RTE has given so many ways and paths to direct the students in a certain way but it has failed to be 

implemented fully in the country. The participation of common people should be enhanced by the help of 

NGOs and group communities. People’s involvement, participation and support is utmost important 

particularly in the field of education. Community involvement/ participation through clubs, societies, mahila 

mandals, self-help groups, electronic media, press, etc play a great role by way of bringing awareness. 

Therefore, the role of community involvement/ NGOs in implementing the Right to Free and Compulsory 

Education Act 2009 becomes very vital.

Keywords: Role of Community, NGO, RTE 

INTRODUCTION

Nelson Mandela—“Education is the most powerful weapon which you can use to change the world.”

• The Right to Education has been universally recognized since the Universal Declaration of Human Rights in 1948 (though 

referred to by the ILO as early as 1920s) and has since been enshrined in various International Conventions, National 

Constitutions and Development Plans. However, while the vast majority of the countries have signed up to and ratified 

International Conventions. India as a signatory to the above conventions, passed the Bill for implementation of Free and 

Compulsory Education for Children between the age of 6 and 14 years  through its Constitutional Amendment that included 

the Article 21A in the Indian Constitution making Primary Education a Fundamental Right. 

IMPORTANCE OF COMMUNITY INVOLVEMENT IN THE IMPLEMENTATION OF THE ACT

• Merely passing an Act by the Parliament did not fulfill its objectives unless it is implemented or enforced in its letter and spirit.   

Therefore, even today we see in every nook and corner that children are still working in some shops, hotels, garages, 

domestic houses etc. 

• The role of community and NGOs becomes very vital in the following areas:-

1. Where the parents are unwilling or unlikely to send their children for schooling even when the facilities for free 

education are available in the neighborhood.
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2. Orphans and destitute who normally become pray to the gangs who engage them for begging, rag picking, shoe 

polishing etc.

3. Where the parents think that the children’s education is not the priority but their support to the family income in the 

form of working in farmland, grazing cattle in the fields, domestic works is necessary. 

4. Where the parents of girl child is discriminated by not sending her to school when the sons are enrolled in schools. This is 

because of well known reasons like social taboos, sibling care, domestic works, fuel wood gathering, water fetching, 

cooking, early marriage etc.

ROLE OF NGO IN IMPLEMENTATION OF RTE ACT

• As there is a huge gap of teachers requirement in comparison to the number of children who are supposed to get free and 

compulsory education the government is not fully equipped in filling this gap within a time frame therefore, the importance 

of  community institutions/ NGOs play a very vital role in implementing the Act.

• As the Act has been named as Free and Compulsory Education ACT for children in the age group of 6 to 14 years there is no 

system evolved in it to enforce it compulsorily. Therefore, there is a very much need to voice for this institutional arrangement 

through community involvement/NGOs.

• Special problems require special solutions. Schooling may be provided when the children are free from domestic duties or 

paid or unpaid work through night schools, mobile schools and the like.  Involvement of NGOs and teacher entrepreneurs 

would be necessary in such conditions.

• The task to provide universal education to the girl child is even more complicated. The primary school enrolment of girls is far 

below that of boys even in the urban areas, the gap is much wider in the rural areas. Parents withdraw them from schools 

much before the completion of elementary education. 

•  The Right to Education Act is to be implemented through PPP (public private partnership). PPP here implies that the private 

sector will be encouraged to start primary and middle schools in non-served areas and they will have to admit wards of the 

weaker section up to at least 25 per cent of their total intake in each class in the case of unaided schools. Thus the voucher 

system is to be implemented. 

• If the private sector is to be made partner in the task of universal elementary education, only these small scale private 

entrepreneurs will be of any help. They will gladly accept the vouchers. 

• Domestic NGOs should be encouraged to take the lead in providing educational services in under-served areas and segment 

of population. Studies comparing the performance of NGO schools and other educational providers show that non-profit 

NGO schools are more successful in encouraging literacy and imparting elementary education specially to girls.

PROBLEMS OF SCHOOL DROP OUTS

• For the reasons, even though universal or very high enrolment in primary education may be attained, class repetitions and 

school drop-outs and push-outs are common. In addition, because of the inefficiency in the country’s schooling system, 

actual school attendance is much lower than enrolment, and the rates of grade repetition are very high.

• Absenteeism of teachers and lack of serious teaching activity even when present is a major problem, specifically in the rural 

and remote areas. Moreover, the quality of their services in terms of impact on schooling outcomes is quite weak. There is no 

pressure on the teachers to perform, innovate and experiment. There is no effective incentive/disincentive system. Thus, 

better training as well as higher pay packets alone do not ensure better results if motivation to perform and accountability are 

lacking.

CONCLUSION

• Establishment of the neighbor hood school system wherein parents from all educational, social and economic background 

are required to send their wards to a school in their neighbor hood, whether it is private or Govt. school and the school 

cannot refuse admission is the best solution. As development actors NGOs have become main service providers in the 

country where the Government is unable to fulfill the traditional role. In the education sector, many NGOs have moved 

beyond gap-filling initiatives into capacity building activities.

Remember “Parenthood of success is claimed by many, but the failure left an orphan”. Let us make with the involvement of 

community/NGOs in the process of implementation of the Free and Compulsory Education for Children between the age of 

6 and 14 years so that no one is deprived of elementary education.
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RECOMMENDATIONS

For implementation of Free and Compulsory Education for children from the age of 6 to 14 years the Govt. must have a ‘VISION’ 

must provide a ‘MISSION’  and then carry out its ‘EXECUTION’ as it has been done in  the sphere of other Fundamental Rights that 

too with the involvement of people at all levels.
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