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Editor-in-chief Message 

Dear Reader,  

We are grateful to the entire management fraternity for the overwhelming response to 
our first issue of JSSGIW Journal of Management. We received a very good number 
of papers for the current issue also. All the papers were sent for blind peer review. For 
all forthcoming issues the committee has decided to publish both research papers and 
articles so as to make it more useful to researchers and academicians. 
 
The present issue has shown different paradigms of management in the areas of 
Finance, Marketing and Human Resources. Various researches on marketing issues 
like Customers Perception regarding ATMs, Identification of Potential Segments in 
the Indian Market for New and Renewable Energy Products, Viral Marketing and 
Supply Chain Management has been presented. Similarly the burning HR issues like 
Employee Burnout and Employee Retention have been explored and in depth analysis 
of financial affairs like Measurement of Intangibles, Ethical Concerns related to 
Banking Industry and Core Banking has been done. The research papers published 
here presented a holistic view of the latest trends and practices in the field of business 
and management. 
 
We invite all the researchers and academicians to contribute original papers, research 
articles management case, book reviews etc. for our next issue. The authors are 
requested to submit papers as per the guidelines available on the last page of the 
Journal. The authors are also requested to sign an ‘Assignment of Copyrights’ only 
after reading it carefully. The authors will be responsible for all the contents and 
views expressed by them in the papers submitted and can submit the papers on Email 
Id: journalofmanagement@jssgiwfom.com. 
 
In this context we believe that the research articles of the authors would provide a 
great opportunity to highlight key issues, new models and management thoughts. 
 
The PDF of the Journal is available on the website www.jssgiwfom.com. 
 
We look forward to your valuable feedback, inputs and contributions. 
 
Thanks and regards, 
 
Dr. Rakesh Anand 
Director, JSSGIW, Bhopal 
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A Study on Customers’ Perception about ATM as an Alternative 
Service Delivery Process of Commercial Banks  

 
Dr. Nilanjana Deb 

Professor, GIMT, Guwahati, Assam 
Email: nilanjana_mba@gimt-guwahati.ac.in 

 
 

Abstract  
 
In India, the advent of IT revolution has ushered a change in the way Indian 
banks function. Today, a bank has become a virtual entity and its focus is to 
ensure that customers have the privilege of enjoying ‘any-time-any-where 
banking’. This has eventually made banks to adopt alternative service delivery 
processes by offering the facility of e-banking. E-banking enables a customer to 
pay bills online, view account balances and statements, create fixed deposits 
online, buy tickets online etc. as well as empowers a customer to withdraw and 
deposit cash with ATM-cum-Debit/Credit cards. Thus, an attempt is made 
through this study to examine the perception of the customers about ATMs along 
with the growth in numbers of ATMs across the country and the level of 
customer satisfaction. 
 
The study is based on primary as well as secondary data. A sample of 70 
(seventy) bank customers – 35 users and 35 non-users of ATM – based at 
Guwahati (Assam) was selected through convenience sampling technique and 
data were collected by using a questionnaire. Further, based on the objectives of 
the study, hypotheses were formulated and Independent t-test was carried out to 
test the hypotheses.  
 
Findings reveal that a section of the customers is reluctant to use ATMs and still 
depends heavily on the traditional service providing mechanisms of banks. 
Further, there has been an impressive growth in the number of ATMs across the 
country but coincidentally the number of complaints (related to ATM) to total 
complaints registered with the Banking Ombudsman against banks is also worth 
considering.  

 
Keywords : E-Banking; ATM; customer perception; customer satisfaction; 
public and private sector commercial banks 
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Introduction 
 
In India, commercial banking has evolved over the ages since the establishment of the 
General Bank of India in 1786. Today, a commercial bank is no longer restricted to 
providing only traditional services i.e., accepting deposits and making advances but 
encouraged to provide a host of banking and financial services ranging from 
insurance to merchant banking and from mutual funds to investment banking. This 
has been made possible after the financial sector reforms and liberalisation of certain 
statutes. As a result of these developments, competition in the financial sector 
(comprising of banks, DFIs, NBFCs etc.) has increased manifold and banks realised 
that in order to sustain this cut-throat competition, they are required to provide not 
only innovated banking and financial products but at the same time they need to 
upgrade their customer services to a much higher plane. And they found technology 
as an ideal tool to achieve this objective (Shastri, 2001). Further, IT revolution in the 
country has ushered a change in the way banks function and one of the most 
significant implications of technological advances in the banking sector is the 
possibility of delivering banking services through electronic channels (Hway-Boon & 
Yu, 2003).  Thus, e-banking has become one of the most sought out options of 
availing banking and financial products. With e-banking facilities being made 
available, banks are no longer confined in the branches. This is because, today, 
customers are being provided with additional delivery channels viz. ATMs, Internet 
Banking, Mobile Banking, etc. (Gurusamy, 2009). In other words, it can be said that 
as far as the functioning of banks and financial institutions are concerned, e-banking 
services made it possible to replace the traditional deposit service functions of bank 
employees along with the brick and mortar investment required for financial 
institutions (Dandapani, Karels, and Lawrence, 2008). 
 
However, one should remember that banks are a fragile institutes and built on 
customers’ perceptions of trust – a trust which makes customers voluntarily hand over 
large amounts of cash in the belief that the bank will safeguard the money and pay 
them a return for the privilege of doing so (Benamati and Serva, 2007). However, 
changes in the financial/banking environment have been affecting how customers 
perceive the trustworthiness of banks in general. For instance, about two decades 
back, customers visited their branch for any sort of banking transaction. As compared 
to the present day scenario, this mode of transaction was a bit inconvenient but 
customers are reassured with instant documentary proof that their transaction was 
completed successfully. Again in mid-eighties, customers had the privilege of having 
ATMs to complete transaction. Although ATMs seems to be more convenient, the use 
of such machines initially raised issues of suspicion and concern in the minds of 
consumers and many are still reluctant to adopt it. Finally in the present era, 
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customers are entitled to avail different banking and financial services through e-
banking – a system that is totally driven by technology.  
 
Although ATMs were introduced way back in mid-eighties, there is still a huge chunk 
of customers who are reluctant to use ATMs. They, however, prefer the traditional 
mechanisms. Thus, the study makes an attempt to know the factors that influence the 
use of ATMs by bank customers, the growth of ATM kiosks in the country and 
customer satisfaction. 
 
Objectives of the Study 
 
The objectives of the study are – 

1. To identify the factors that influence customers of banks to use or not to use 
ATMs for withdrawal and/or deposit of cash.  

2. To analyse the growth in numbers of ATMs of commercial banks in FY 
2012-13. 

3. To analyse the level of satisfaction of the customers while using ATMs. 
 
Formulation of hypotheses 
(a) Factors influencing customers to use ATMs 
In view of the objectives of the study, the Alternative Hypotheses (H1a-g) are 
formulated as below – ‘the users of ATMs as compared to non-users, perceive ATMs 
as more convenient (H1a), more accessible (H1b), simple or less complex (H1c), more 
economically beneficial (H1d), less time consuming (H1e), less risky in relation to 
breaches of confidentiality/security (H1f) and also requires low level of IT proficiency 
(H1g)’. 
 
(b) Growth in the number of ATMs 
Presently, one can see mushrooming of ATM kiosks of public as well as private 
sector banks in every nook and corner of cities, towns and even in rural areas. This 
growth in number of ATMs over the years point out that customers have been making 
use of ATM kiosks extensively for withdrawal/depositing of cash and in view of 
customers’ requirement, banks are compelled to increase the number of ATMs. Thus, 
an attempt is made through this study to know whether there is any significant 
difference between the mean of growth in number of ATMs of public and private 
sector banks or not. Therefore, the Alternative hypothesis (H1h) is formulated as 
below – ‘the mean of growth in number of ATMs across the country of public and 
private sector banks in FY 2012-13 with respect to FY 2011-12 are different’.  
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(c) Complaints registered by ATM users 
Although a major proportion of customers of bank presently prefer ATM to 
traditional service delivery process of banks, yet this alternative service delivery 
process is not free of customers’ grievances. Further, a significant number of 
customer grievances against banks for ATM/Debit & Credit Card (as registered with 
the Banking Ombudsman) are reported.    Therefore, the Alternative hypothesis (H1i) 
is formulated as – ‘the mean of percentage of complaints registered by ATM users to 
total complaints of public and private sector banks in FY 2012-13 across the country 
are different’.  
 
Research Methodology 
The study is based both on primary as well as secondary data.  
Sources of data - Primary data were collected by using questionnaire while the 
sources of secondary data were Reports on Trend and Progress of Banking in India 
2011-12 & 2012-13.  
Universe of the study - Altogether 45 commercial banks (26 public sector and 19 
private sector banks) were included in the study. However, Nainital bank – a private 
sector bank was excluded from the study because the bank does not show having 
ATMs on record. 
Designing of Questionnaire - Qualitative research in the form of semi-structured 
interviews was utilised for this purpose. A sample of five customers, who had made 
use of ATMs and five who had not, were interviewed. The focus was to know what 
are the factors that they considered while using or for not using ATMs. 
 
The questionnaire was design by incorporating the factors that are available in 
literature as well as from the outputs of semi-structured interview. The study includes 
7 important factors. These factors are presumed to influence a customer to use or not 
to use ATMs. A total of 7 (seven) statements were used and to test the perception of 
the respondents, 5-point Likert scale was introduced against all the statements. 
Further, a pilot survey was conducted on a sample of 10 customers of banks and the 
questionnaire was slightly modified based on inputs of the pilot survey.  
 
Sampling technique - Convenience sampling technique was used and samples were 
selected based on the convenience of the researcher as well as willingness on the part 
of the respondents to be a part of the survey. 
Sample size - 70 (seventy) respondents of various commercial banks – 35 users and 
35 non-users.  
Statistical tools - The overall mean and the SD of a parameter is taken into 
consideration and Independent t-test was carried out to test the hypotheses at 95% 
confidence level. SPSS 16.0 for Windows was used for this purpose.  
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Findings of the Study 
 
(a) Demographic profile of the Samples 
Responses were obtained from adult individuals having accessibility to banking 
services and residing in Guwahati. Majority of the respondents were male (about 
78.6%), about 81.4% had a University Degree and 62.9% of the respondents had an 
income of 2, 00,000 to 5,00,000 per annum. The usage period for ATMs of the 
respondents ranges from less than 1 year to more than 10 years.  
 

Table 1: Demographic Profile of Respondents 
 

Demographic 
Profile 

Classification ATMs Inference from 
Independent   

t-test (at 95% confidence 
level) 

Users Non-
users 

Age Below 20 yrs 1 4 p = 0.000. As p < 0.05, it 
can be inferred that the 
mean of differences of age 
of users and non-users of 
ATMs is significant with 
younger generation 
inclined towards ATMs. 

20-35 years 13 1 

35-50 years 14 5 

50-65 years 5 11 
65 yrs& above  2 14 

TOTAL 35 35 

Educational 
Qualification 

10th Standard 1 3 p = 0.725 As p > 0.05, it 
can be inferred that the 
mean of differences of 
educational qualifications 
of users and non-users of 
ATMs is not significant.  

12th Standard 5 3 

Graduate 25 24 

PG and above 4 4 

TOTAL 35 35 

Annual 
Household 

Income 

< 2 Lac 4 6 p = 0.745. As p > 0.05, it 
can be inferred that the 
mean of differences of 
annual household income 
of users and non-users of 
ATMs is not significant. 

 2 - 5 
Lacs 

24 20 

 5 - 10 
Lacs 

6 6 

> 10 lacs 1 3 

TOTAL 35 35 

Source: Survey 
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(a) Factor that influences customers to use or not to use ATMs 
 
The users and non-users of ATMs differ in the manner they perceive this alternative 
service delivery facility offered by their banks. Findings of the study reveal that there 
were perceptual difference about ATMs and certain factors occupy a pivotal role in 
influencing a customer either to use or not to use ATMs. The following explanations 
on each factor and associated statistical evaluations shed some light on customers’ 
perception about ATMs – 
 
(i) Convenience of ATM 
 ATM offers the convenience of 24×7 services and that too, without the need of 

visiting a bank branch.  
(ii) Accessibility of ATM kiosk 

Customers need not visit a bank branch; rather they can access the service in 
any of the nearest ATM kiosks. 

(iii) Simple or less complex process 
One of the factors considered in adopting or not adopting e-banking is that it is 
simple or less complex. 

(iv) Economically beneficial  
 ATM is perceived to be economically beneficial in the sense that the hassles to 

go to a bank branch for withdrawal/depositing of cash can be avoided, which 
eventually results in considerable savings in terms of resources mainly time and 
money.  

(v) Less time consuming  
In the hustle-bustle of today’s world, customers want cash withdrawal/deposit 
to be instant and withdrawal/deposit of cash through ATMs are indeed less time 
consuming.  

(vi) Less risky in relation to breaches of confidentiality/security  
 The grey side of IT revolution is that there is a possibility that 

‘fraudsters/hackers’ can gain access to a customer’s bank account. This is 
considered to be a risk. However, if customers a bit careful whenever they 
make any transaction through ATMs, this risk can be easily tackled.   

(vii) Requires low level of IT proficiency. 
 Transactions through ATMs entail use of IT or more specifically a device – 

Teller machines with internet connectivity. Knowledge of use of these devices 
is minimal and anyone can make a transaction through those machines.   

 
The mean and SD values and subsequent inferences from Independent t-test are 
depicted in the table below – 
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Table 2: Perception regarding ATMs 
 

Factors that influence 
Customers to use or 

not to use ATMs 

Users Non-users Inference from 
Independent t-
test based on 
Factor Mean 

Mean SD Mean SD 

Convenience of ATM 2.029 1.043 2.286 1.017 

t = 1.045 
p= 0.300 
Since p > 0.05 
H0 is not rejected 

Accessibility of ATM 
kiosk 

2.400 1.218 3.200 1.256 

t = 2.706 
p= 0.009 
Since p < 0.05 
H0 is rejected 

Simple or less complex 
process 

2.229 1.165 3.314 1.345 

t = 3.609 
p= 0.001 
Since p < 0.05 
H0 is rejected 

Economically 
beneficial 

2.629 1.215 3.114 1.051 

t = 1.789 
p= 0.078 
Since p > 0.05 
H0 is not rejected 

Less time consuming 2.600 1.265 2.971 1.272 

t = 1.225 
p= 0.225 
Since p > 0.05 
H0 is not rejected 

Less risky in relation to 
breaches of 
confidentiality/security 

2.971 1.272 1.943 0.873 

t = 3.946 
p= 0.000 
Since p < 0.05 
H0 is rejected 

Requires low level of 
IT proficiency. 

2.400 1.218 2.686 1.323 

t =0.940 
p= 0.351 
Since p > 0.05 
H0 is not rejected 
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Source: Calculated from survey data 
 
From the above table, it can be inferred that the users as well as non-users of ATM 
believe that ATMs are convenient, economically beneficial, less time consuming and 
requires low level of IT proficiency. On the other hand, opinions of the users differ 
from non-users as far as accessibility of ATM kiosk is concerned. Further, the users 
unlike non-users believe that ATM is a simple or less complex process and risk 
associated with its operation is less. 
 
(b) Growth in number of ATMs of commercial banks 
In this study, instead of evaluating on the basis of number of ATMs of commercial 
banks, the researcher considered the growth of ATMs in FY 2012-13 with respect to 
FY 2011-12. This is because operational presence and magnitude of banking business 
of all banks across the nation is not uniform; especially the small private sector banks, 
which are confined to a particular corner/region of the country. Therefore, to get a 
real picture pertaining to growth of ATMs of commercial banks, the percentage 
increase in numbers have been considered in this study. 
 

Table 3: Mean and SD of growth of ATMs 
 

Public Sector Banks 
Private Sector 

Banks Inference from Independent t-
test based on Mean & S.D. 

Mean S.D. Mean S.D. 

20.60 15.28 35.43 49.30 

t = 1.265 
p= 0.2205 
Since p > 0.05 
H0 is not rejected 

 
Source: Calculated (Report on Trends and Progress of Banking in India 2011-12 & 
2012-13) 
 
Analysis of secondary data reveals that there had been a prolific growth in the number 
of ATMs of private sector banks (especially the new generation private sector banks) 
when compared with the public sector banks. In view of mean and SD values of 
banks, the calculated ‘p’ value (0.2205) is more than =0.05. Therefore, the Null 
hypothesis – ‘the mean of growth in number of ATMs across the country of public 
and private sector banks in FY 2012-13 with respect to FY 2011-12 are not different’ 
– cannot be rejected. 
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(c) Satisfaction of bank customers using ATMs 
Users of ATMs tend to be satisfied with the benefits offered by ATMs. Profile 
Analysis was undertaken to know the level of satisfaction of customers.  For this, the 
weights assigned to different points of the Likert Scale namely highly satisfied, 
satisfied, indifferent, dissatisfied highly dissatisfied are +2, +1, 0, -1, -2 respectively. 

 
Table 4: Customer satisfaction 

 
No. of respondents and their Satisfaction level of using ATMs 

Highly satisfied 
(+2) 

Satisfied 
(+1) 

Indifferent 
(0) 

Dissatisfied 
(-1) 

Highly 
dissatisfied 

(-2) 
7 12 8 5 3 

 
The possible score ranges between -70 and +70. The summative score is +15. 
Although the satisfaction level of the customers using ATM is positive, it is just 
21.4% of the maximum positive score. Thus, it cannot be considered to be too high. 
 
Further, the study reveals that majority of the customers are satisfied and that is why 
they still continue to use ATMs. However, there are cases of dissatisfaction and many 
have lodged complaints with their banks and some even moved their grievances to the 
Banking Ombudsman.  
 
Therefore, the researcher tried to highlight the percent of complaints (related to 
ATMs) to total complaints in FY 2012-13. The mean and SD values of banks are 
shown in the table below - 
 

Table 5: Mean and SD of growth of complaints on ATMs 
 

Public Sector Banks 
Private Sector 

Banks Inference from Independent t-
test based on Mean & S.D. 

Mean S.D. Mean S.D. 

34.07 55.31 31.85 40.55 

t = 0.1557 
p= 0.8770 
Since p > 0.05 
H0 is not rejected 

 
Source: Calculated (Report on Trends and Progress of Banking in India 2012-13) 
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Analysis of data reveals that the mean of number of complaints on ATM/Debit and 
Credit Cards to total complaints in FY 2012-13 (as recorded by Banking 
Ombudsman) against public sector banks is more than that of private sector banks. 
However, this difference is statistically not significant. Therefore, the Null 
Hypothesis – the mean of percentage of complaints registered by ATM users to total 
complaints of public and private sector banks in FY 2012-13 across the country are 
not different – cannot be rejected. 
 
Limitations of the Study 
The study encompasses 45 commercial banks. However, all these banks do not have 
their operational presence in Guwahati. This can be considered as a limitation of the 
study as customers of all commercial banks could not be included in the study. 
Further, data for FY 2011-12 and FY 2012-13 are considered for the study because 
Annual Report of FY 2013-14 of many commercial banks are yet to be uploaded in 
their respective websites. 
 
Conclusion 
Today, banking is no longer a business of ‘accepting deposits and making advances’ 
but providing a host of banking and financial services as well as a provider of 
information pertaining to finance and investment. And in the process of this 
transition, Information Technology had played a pivotal role. In fact, IT enabled 
banks to offer new products, operate more efficiently, increase productivity, expand 
geographically and compete globally. Apart from this, ITeS also provided the 
customers with the privilege of enjoying and enabling banking transactions without 
being required to visit a bank branch and ATMs have proved to be of much benefit to 
customers.  
 
Findings of this study reveal that there exist a few differences of perception of 
customers about ATM as an alternative service delivery process of the bank. Users as 
well as non-users believe that ATMs are convenient, economically beneficial, less 
time consuming and requires low level of IT proficiency. However, non-users believe 
that it is better to stand in a queue in a bank and withdraw/deposit cash than wait in a 
queue outside the ATM kiosk. Further, the non-users believe that withdrawal or 
depositing cash through ATM is rather a complex process and risk involved is high. 
 
The study also points out that the growth in number of ATMs in the country is 
significant with new generation private sector banks setting up more number of 
ATMs in the country. As far as customer satisfaction is concerned, it is positive but 
not too high. Further, number of complaints for ATMs to total complaints registered 
with the Banking Ombudsman shows that there are more complaints against public 
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sector banks than the private sector banks. Thus, in short, it can be said that ATMs 
are a useful alternative service delivery process of banks and banks need to ensure 
that customers are satisfied while availing service of the bank through this alternative 
channel. 
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Abstract 
 
There is an ever increasing gap in demand and supply of energy; and 
consequently rise in the prices. The New and Renewable Energy Technology 
products have been present in the Indian market since last three decades, but 
the market has not responded enthusiastically. The paper reviews the various 
drivers of making the Indian market a potential one in the context of New 
and Renewable Energy Products. The paper concludes by identifying the 
middle and rural class as the most potential segment, and suggests that 
products should be designed in a way that they complement the lifestyle of 
the consumer, and at the same time they should be priced competitively to 
the conventional products.  
 
Keywords: Renewable energy products, Indian demographics, Middle class, 
Technology products, Demographics, LOHAS. 

 
 
Introduction 
 
Energy crisis 
The population figure indicates (Census, 2011) that there will be an increase in 
demand for consumer durable products and therefore directly or indirectly the 
demand for energy is also going to be affected. The energy statistics report (Energy 
Statistics, 2013) states an increase of more than 41 % in the figures of electricity 
alone from 2001 to 2013.Such trends can very well substantiate the projected energy 
supply and demand imbalance of almost 30 % by 2017 (Energy Statistics,2013) . The 
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rise in energy prices therefore should not be surprising as the supply from 
conventional energy sources has its limitations and therefore growing scope of New 
and Renewable Energy products cannot be ruled out.   
 
The Marketers Dilemma  
Kotler et.al (2013) observes that products in their introduction stage have slow sales 
growth and the profits are nonexistent. The NRET products have been in market since 
long, and though difficult, but the marketers have to still treat them at the introduction 
stage, as the volumes are low, and they have to invest more on the promotion of the 
products .However by now the early majority should have enthusiastically shown 
interest in the products, which seems to be not happening. The low levels of adoption, 
4.3 million adoption against a potential of 12 million (Biogas, 2013), should make the 
marketers rethink the entire approach and possibly redefine the target audience or the 
marketing mix for the existing one. 
Therefore in order to derive a meaningful conclusion it is important to analyze the 
various factors and drivers which may help us in identifying the consumers who 
qualify for these products.  
 
Objective and Methodology 
The study aims at profiling the Indian market in terms of suitability for New and 
Renewable Energy Technology Products. For this purpose the market has been 
analyzed on the various segmentation bases and the optimum clusters have been 
highlighted. The study also briefly suggests the marketing mix for the proposed target 
group.      
 
Literature Review 

 Relevance of NRETs as a Product in India 
The Indian consumer has been historically depended on the subsidized fuel supply 
from the state owned entities in the form of LPG, Kerosene, Diesel, and Electricity. 
The dismantling of the administered price regime in fuels has led to the sharp increase 
in the price of LPG and petroleum products (Oil Pricing in India, 2012). This 
however should have forced the Indian consumer to think about adopting alternative 
sources; however it appears that the Indian consumers still treat them as unsought 
products; though there is subsidy extended on most of the products by the 
government. 
 

 India as an ideal target market 
The Indian Market in order to qualify as an ideal market should have the ideal 
geographical demographic, psychographic or behavioral traits. 
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 Appropriate Geographical location and physical conditions 
The geographic condition of India provides it with ample scope for the use of solar 
and biomass based energy products. India receives 600TW of solar energy per year 
(Muneer et.al, 2005); as per the solar irradiance map published by the NREL majority 
of the Indian states receive more than 4 -4.5 direct normal irradiance annually. The 
average intensity of solar radiation received on India is 200 MW/km square 
(megawatt per kilometer square) (Solar, 2013).  

 
Figure 1: India Solar Resource 

Source: National Renewable Energy Laboratory, USA 
 
With a geographical area of 3.287 million km square, this amounts to 657.4 million 
Menthe capacity to generate from biomass can be up to 50000 MW (India – Waste 
Generation Scenario,2013) from the estimated that India produced 600 million tons of 
“agro-waste” each year, of which 150 million to 200 million tons are not used(India 
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Increases Effort to Harness Biomass Energy, 2013).Such a pool of resources should 
encourage the nation as whole to adopt  such New and Renewable Energy 
Technology (NRET) products ,like the solar water heater, solar photovoltaic products, 
portable biogas and improved stove , to produce energy which can drastically reduce 
the energy bill at the domestic level and save the environment also. 
 
Demographics support for NRET products in the Indian context 
 

 Growing Population 
One of the most remarkable factors affecting the demand for energy products is that 
the population of India hasshown a growth rate of 17.64% in the period between 2001 
-2011 (Refer to table : 1)and within it the rural population has grown by 12.3% and 
the urban population has grown by 31.8%.Some of the states where the decadal 
change in population is more than 15% are Tamilnadu, Karnataka, Maharashtra, 
Gujarat, Madhya Pradesh, Uttar Pradesh, Jharkhand, Bihar, Meghalaya and 
Arunachal Pradesh. These are also the states where the solar irradiance is more than 4 
KWh/M2/Day. Even the occupied housing figures have shown an increase in absolute 
figures. These figures reflect that not just the Indian population is consistently 
growing in terms of numbers but the demand for housing is also growing with the 
passage of time(Refer to table :2). Another reason for this growth in housing is the 
change in socio-economic structure of the Indian society where the number of nuclear 
families has grown in the last few years (The rise of the nuclear family, 2010). 

Table: 1 
Population and decadal changes by residence: 2011(Persons) 
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1 2 3 4 5 6 7 8 
 India 1,21,05,69,573 83,34,63,448 37,71,06,125 17.7 12.3 31.8 
09 Uttar Pradesh 19,98,12,341 15,53,17,278 4,44,95,063 20.2 18 28.8 
10 Bihar 104099452 92341436 1,17,58,016 25.4 24.3 35.4 
12 Arunachal Pradesh 1383727 1066358 317369 26 22.6 39.3 
17 Meghalaya 2966889 2371439 595450 27.9 27.2 31.1 
20 Jharkhand 32988134 25055073 7933061 22.4 19.6 32.4 
23 Madhya Pradesh 72626809 52557404 20069405 20.3 18.4 25.7 
24 Gujarat 60439692 34694609 25745083 19.3 9.3 36 
27 Maharashtra 112374333 61556074 50818259 16 10.4 23.6 
29 Karnataka 61095297 37469335 23625962 15.6 7.4 31.5 
33 Tamil Nadu 72147030 37229590 34917440 15.6 6.6 27 

Source: Census of India (2011) 
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Table: 2Households by household size 
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P 1 Total number of households 246692667 16782673
0 

7886593
7 

100 100 100 

P 2 1 9043243 6195096 2848147 3.7 3.7 3.6 

P 3 2 23982862 16454768 7528094 9.7 9.8 9.5 

P 4 3 33661722 21108028 1255369
4 

13.6 12.6 15.9 

P 5 4 55977592 35181591 2079600
1 

22.7 21.0 26.4 

P 6 5 46263178 31675109 1458806
9 

18.8 18.9 18.5 

P 7 6-8 61403975 45148607 1625536
8 

24.9 26.9 20.6 

P 8 9+ 16360095 12063531 4296564 6.6 7.2 5.4 

Source: Census of India (2011) 
 

 Rising Literacy level 
The adoption of renewable energy products is also affected by the literacy level(Libay 
and Kinnear,1998).as per the census (2011)The literacy rate overall is 73%,for urban 
population its 84.1 % and for rural its 67.8%(Refer to table :3).Some of the states 
where literacy levels have gone up  substantially are J&K by 10.4 %,Uttar Pradesh  
by11.5 %,Bihar by 11.5,Sikkim by 11.6,Arunachal by 8.5 %,Nagaland by 11.6 



   JSSGIW Journal of Management, Volume-I, Issue No. II, Apr.-Sept., 2014     
 

 

17

%,Tripura by 10.5 %,Meghalaya by 11.4 %,Jharkhand by 9.5 % , Dadar and Nagar 
Haveli by 14%.In terms of urban vs the rural the major change has happened in the 
rural areas where it is 9.1% whereas in the urban areas it’s just 4.2%.The higher 
literacy rate does   These states are not only populous but also have the appropriate 
geographical conditions for Solar products. 
 

Table: 3 
Literates and literacy rate by residence: 2011(Persons) 
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 India 76,34,98,517 482653540 280844977 64.8 58.7 79.9 73 67.8 84.1 

01 Jammu & 
Kashmir 

70,67,233 47,47,950 23,19,283 55.5 49.8 71.9 67.2 63.2 77.1 

09 Uttar 
Pradesh 

114397555 85284680 29112875 56.3 52.5 69.8 67.7 65.5 75.1 

10 Bihar 52504553 44812152 7692401 47.0 43.9 71.9 61.8 59.8 76.9 

11 Sikkim 444952 321930 123022 68.8 66.8 83.9 81.4 78.9 88.7 

12 Arunachal 
Pradesh 

766005 535902 230103 54.3 47.8 78.3 65.4 59.9 82.9 

13 Nagaland 1342434 896663 445771 66.6 62.8 84.7 79.6 75.3 89.6 

16 Tripura 2804783 1992773 812010 73.2 69.7 89.2 87.2 84.9 93.5 

17 Meghalaya 1785005 1315154 469851 62.6 56.3 86.3 74.4 69.9 90.8 

20 Jharkhand 18328069 12643078 5684991 53.6 45.7 79.1 66.4 61.1 82.3 

26 D&N Haveli 223230 99142 124088 57.6 49.3 84.4 76.2 64.1 89.8 

Source: Census of India (2011) 
 Growing Housing 

As per the census of India (2011) of the total number of houses found in the census 
92.5 % are occupied in India out of which 53.2 % are in good condition and 41.5% 
are in livable condition(Refer to table:4). 71.4% house have roof made of material 
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other than concrete. Of the 246692667 households identified 13.6% have members 3, 
22.7 % have 4 members, 18.8% have 5 members and 24.9% have 6-8 members again 
this supports the viability of NRET products.  
 

Table: 4 - Condition of Census Houses 
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C1 Total 24464158
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16615660
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7848497
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C2 Good 13012475
5 

76364051 5376070
4 

53.2 46.0 68.5 

C3 Livable 10144174
0 

78974413 2246732
7 

41.5 47.5 28.6 

C4 Dilapidat
ed 

13075087 10818139 2256948 5.3 6.5 2.9 

Source: Census of India (2011) 
 Power Usage Pattern 

Another factor qualifying large households for NRET’s is that only 67.2% households 
use electricity for lighting, 31.4 use kerosene and 0.4 % use solar energy for lighting. 
For cooking 49% use firewood, 29.5% use LPG/PNG and 0.4 % use biogas (Refer to 
table: 5). 

Table No: 5 Households by main source of lighting 
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P 1 Total Number of 
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24669266
7 

16782673
0 

7886593
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P 2 Electricity 16589729
4 

92808038 7308925
6 

67.2 55.3 92.7 

P 3 Kerosene 77545034 72435303 5109731 31.4 43.2 6.5 
P 4 Solar 1086893 916203 170690 0.4 0.5 0.2 
P 5 Other Oil 505571 407919 97652 0.2 0.2 0.1 
P 6 Any other 493291 361507 131784 0.2 0.2 0.2 
P 7 No Lighting 1164584 897760 266824 0.5 0.5 0.3 

Source: Census of India (2011) 
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 Rising Per-Capita Income 

Even per caipta income for the states which have the above mentioned variables 
favorable also have high per capita income,  as per GOI data (2013) Bihar had a per 
capita income of Rs 24681 in 2011-12, for Uttar Pradesh it was Rs 29417,for Delhi it 
was Rs 175812,Jharkahnd had Rs 31982,for J&K it was Rs 41833,for Chhattisgarh it 
was Rs 46573, ,for Uttrakhand it was Rs 75604,for Punjab it was Rs 78171(Refer to 
table no :6). 

Table No: 6 State-wise Per Capita Income and Gross Domestic Product at 
current prices: 

 

Sr. 
No 

State 
Per Capita Income Gross Domestic Product 

2010-2011 2011-2012 2012-2013 2010-2011 2011-2012 2012-2013 

1 Bihar 19205 22890 28317 204463 246995 308640 
2 Jharkhand 34721 38258 
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162557 
 

3 J&K 40752 
 

45380 
 

50641 
 

58073 
 

65344 
 

73657 
 

4 Chhattisgarh 40166 
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117978 
 

139515 
 

160188 
 

5 Uttar 
Pradesh 

26692 
 

29785 33269 
 

600164 
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769729 
 

6 Delhi 148608 
 

173686 
 

201083 
 

261470 
 

310736 
 

365726 
 

7 Uttrakhand 73815 
 

81595 
 

92607 
 

83966 
 

94159 
 

108343 
 

8 Punjab 
69580 

 
 

78633 
 

88783 
 

226204 
 

258006 
 

293815 
 

Source: GOI (2013) 
 Behavior towards technology adoption 

The credibility of the brand has a positive impact on the price sensitivity (Erdem et.al, 
2002); the generation X and generation Y consumer are showing a similar trend with 
higher levels of adoption of international and national brands.The Indian Brand 
Equity Foundation (2011) has forecasted in its report on consumer durables industry 
in India, that the industry will have a grow rate of 14.8 per cent CAGR in FY15, and 
thus doubling to USD12.5 billion from USD 6.3 billion in FY10 .The argument 
behind this is growth in the penetration of rural markets and the changes in the urban 
market. The rural market is demanding newer technology driven products, whereas 
the urban market is showing increased demand for higher end technology products. 
The report states that of the various drivers for this increased demand one of them is 
the presence of international brands.  
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 Psychographics 
Coupled with the substantial growth in the disposable income the new age middle 
class of India is asking for products which not only add comfort to their lifestyle but 
also are aesthetically appealing. The consumer landscape of India is seeing a 
transformation. The Indian consumer is demanding products which can offer them 
better lifestyle, the market is seeing a surge in the demand for products like Air 
conditioners, and High–End Television sets, Sports Utility Vehicles etc (Dutta, 2005). 
 

 Green behavior  
Conscious Media in 1990 coined the term LOHAS an acronym for Lifestyles of 
Health and Sustainability and is based on the work of US sociologist Paul H. Ray 
where he has used the term “Cultural Creative’s” for refereeing to consumers who 
prefer products and lifestyle which support environmental sustainability (Everage, 
2002).A recent thought about green products is that the consumers who have adopted 
them or are willing to adopt them or who have the potential to adopt them should 
depict in their lifestyle the components which support the adoption of such products. 
The Natural Marketing Institute has classified the consumers into: Nomadic -"A 
conglomeration of consumers who are in search of their true sense of well-being. As 
such, they tend to move from place to place with regard to personal ideals, 
environmental platforms, and the overall relevance of sustainability.”;Centrists - "A 
middle-of-the-road assemblage who congregates towards the central ground when it 
comes to dealing with health and sustainability. They are more steadfast in their 
attitudes, behavior, and usage of specific products and services; regardless of their 
impact on the planet and self; Indifferent- a consumer group that sees no need nor 
recognizes any connection between their consumption patterns and the effect they 
have on resources. They are caught up in the day-to-day challenges; not necessarily 
looking out for tomorrow (Everage, 2002).This classification was primarily created 
for the American and European markets. Therefore it’s worthwhile to identify and 
analyze variables, which may help us in assessing the size of the market and further 
on group them on factors near to the Indian response. 
 

 Government promotion 
To promote the NRET products the government of India has a separate ministry as 
Ministry of New and Renewable Energy .The promotion in terms of subsidy has been 
extended by ministry for almost all the products. Apart for the central subsidy, some 
states have also extended additional incentives for adoption of these products 
(MNRE, 2013).  
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Table: 7 Summary of selected resources referred in the study. 
 

Author(s) & Year Time/Sample Size/Country Significant Variables/Factors in the study/report 

GOI (2013) 2001-2010/100 million/India Population/Housing/Literacy 

Mukherjee &Satija(2012) 2012/India Income and buying habits of middle class 
Energy statistics (2013) 2013/India Energy Demand, Energy Supply 

Joshi & Rao (2013) 2013/India Environmental Concern/Product Price 
Dutta (2005) 2005/India Consumer lifestyle 

MNRE (2013) 2013/India Biogas/Solar water heater/ 
Sukumaran (2013) 2013/India Kitchen waste 

 
 
Discussion and Conclusion 
Geographically and demographically, the potential consumers ideally reside in area 
where the annual average irradiance is high for solar based products and more 
specifically as per NREL map these are the southern and the central states of India 
which receive more than 4KWH/M2/Day irradiance (Refer to figure no: 1), also as per 
the Census (2011) a substantial number of houses have rooftops at their disposal to 
install the equipment. For biomass based products like the improved stove and the 
biogas plant the urban and the rural households which have a regular supply of 
biomass waste have the potential, again as per the Census (2011) majority the energy 
users (49%), for cooking use wood. In case of biogas the combined usage of 
LPG/PNG and Biogas as per the Census (2011) is still just 30% for cooking which 
can be increased by using 200 million tons of unused agro-waste(India Increases 
Effort to Harness Biomass Energy,2013) .Even an urban Indian household on an 
average produces 700 grams of kitchen waste daily(Sukumaran,2013), which is 
almost sufficient to produce gas in a portable biogas plant for a family of 1-5 
members(Biogas,2014). 
The states like UP, Bihar, Jharkhand, MP, Tamilnadu have seen a marked increase in 
the population (Table: 1) however these are the states where per capita income is low 
but it is growing. The marked increase in the level of literacy of these states qualifies 
them for potential markets. 
 
The Indian middle class and rural market, the largest in the India in their respective 
categories are showing favorable response to the new high technology products, also 
they are showing a favorable trend towards the premium international brands 
(Mukherjee &Satija, 2012); and therefore the clusters of these classes can be 
identified in the above identified states. 
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(Joshi & Rao 2013) have concluded that though the Indian consumers are concerned 
about the environment, but they are not willing to pay a premium price for them and 
are not willing to make a sacrifice in their present lifestyles. This entails that in terms 
of LOHAS segmentation in India a large number of consumers with similar 
orientations like the Centrists and Indifferent, can therefore be expected to be present. 
Therefore the Indian consumer have a higher tendency  compare the cost of the 
NRET products with the conventional product, moreover since they used to getting 
subsidized products, hence the subsidized cost should be comparable to these 
products and the offering has to be from a trusted brand. 
 
References 
 Biogas (n.d.) Retrieved from http://www.hollandiapowersolutions.com/biogas-

plants.html 
 Consumer Durables India: On Growth Path (2010) Retrieved from 

http://www.geplcapital.com/reports/ConsumerDurables_vJuly_15v1.pdf 
 Consumer durables (2011) In ibef.org Retrieved from 

http://www.ibef.org/download/Consumer_Durables50112.pdf 
 Decentralized Systems (2013) Retrieved from 

http://www.mnre.gov.in/schemes/decentralized-systems/ 
 Dutta, D. (2005).Indian Consumer: A do yourself segmentation kit retrieved 

from. http://thirdeyesight.in/articles/Indian_consumer_A_do-it-yourself_kit.pdf 
 Erdem,T., Swait,J., Louviere,J.(2002) The impact of brand credibility on 

consumer price sensitivity, International Journal of Research in Marketing, 
Volume 19, Issue 1, March 2002, Pages 1-19, ISSN 0167-8116, 
http://dx.doi.org/10.1016/S0167-8116(01)00048-9. 
(http://www.sciencedirect.com/science/article/pii/S0167811601000489 

 Everage, L. (2002) Understanding the LOHAS Lifestyle, Retrieved 
fromhttp://www.gourmetretailer.com/top-story-center_store  
understanding_the_lohas_lifestyle-4175.html 

 Consumer durables (2011) In ibef.org ,Retrieved from 
http://www.ibef.org/download/Consumer_Durables50112.pdf 

 Government of India, Press Information Bureau(2013).In pib.nic.in, Retrieved 
from http://pib.nic.in/archieve/others/2013/dec/d2013121703.pdf 

 India – Waste Generation Scenario (2013). Retrieved from 
http://www.eai.in/ref/ae/wte/wte.html 

 India Increases Effort to Harness Biomass Energy (2013) Retrieved 
fromhttp://www.nytimes.com/2013/10/09/business/energy-environment/india-
increases-effort-to-harness-biomass-energy.html 



   JSSGIW Journal of Management, Volume-I, Issue No. II, Apr.-Sept., 2014     
 

 

23

 Joshi, N. & Rao, P.S. (2013)Environment Friendly Car: Challenges Ahead in 
India. Global Journal of Management and Business Research Interdisciplinary, 
Volume 13(Issue 4).https://globaljournals.org/GJMBR_Volume13/3-
Environment-Friendly-Car.pdf 

 Kotler, P., Keller, K., Koshy, A., &Jha, M., (2013) Marketing Management 
(14th Ed.)-A South Asian Perspective, New Delhi: Pearson, 2008 

 LABAY, D. and KINNEAR, T. (1998). Exploring the Consumer Decision 
Process in the Adoption of Solar Energy Systems. JOURNAL OF CONSUMER 
RESEARCH, 8, pp.271-278. 

 Ministry of Home Affairs, Office of Registrar General & Census 
Commissioner, India (2011). Primary Census Data Highlights - India, 
Retrieved 
fromhttp://www.censusindia.gov.in/2011census/PCA/PCA_Highlights/pca_hig
hlights_india.html 

 Ministry of Statistics and Program Implementation, National Statistical 
Organization (2013) Energy Statistics, Retrieved from 
http://mospi.nic.in/mospi_new/upload/Energy_Statistics_2013.pdf?status=1&m
enu_id=216 

 Mukherjee &Satija (2012) “The Consumption Pattern of the Rising Middle 
Class in India”, Boao, Retrieved from  
http://www.boaoreview.com/perspective/2012/1125/38.html 

 Muneer,T., Asif,M., Munawwar,S.(2005) Sustainable production of solar 
electricity with particular reference to the Indian economy, Renewable and 
Sustainable Energy Reviews, Volume 9, Issue 5, October 2005, Pages 444-473, 
ISSN 1364-0321, http://dx.doi.org/10.1016/j.rser.2004.03.004. 

 Ministry of New and Renewable Energy(2013) Biogas, Retrieved from 
http://mnre.gov.in/schemes/decentralized-systems/schems-2/ 

 Oil Pricing in India(2012).In dnb.co.in,Retrieved from 
https://www.dnb.co.in/IndiasEnergySector2012/OilPrice.asp 

 Solar (2013)Retrieved from 
http://www.indiaenergyportal.org/subthemes.php?text=solar 

  The rise of the nuclear family (2013) Retrieved from 
http://www.livemint.com/Companies/WMs1riTsMUiN9Z2OFZ2voL/The-rise-
of-the-nuclear-family.html 

 Sukumaran, P. (2013) How to compost kitchen waste in 6.5 steps, The Hindu, 
Retrieved   from http://www.thehindu.com/news/cities/chennai/how-to-
compost-kitchen-waste-in-65-steps/article5016625.ece 



   JSSGIW Journal of Management, Volume-I, Issue No. II, Apr.-Sept., 2014     
 

 

24

Indicators for Measurement of Intangibles- A Case Study of 
International and Indian practices  

 
Dr. Rakesh Anand 

Director, Jeev Sewa Sansthan Group of Institutions for Women 
Faculty of Management 

Lake Road, Sant Hirdaram Nagar, Bhopal(MP), Email: ranand18@gmail.com 
 

Dr. Pradeep Kumar Singh 
Assistant Professor, Department of Commerce 

Mahatma Gandhi Arts College, Mahe, Pondicherry 
Email:drpks3@rediffmail.com 

 
Abstract 
Accounting and reporting of intangible assets are a matter of great concern for all 
the accounting bodies around the globe. And hence there are global efforts to 
form consensus regarding the incorporation of information of intangibles in the 
financial statements. At present the companies are focusing on the value creation 
for shareholders, which depends upon innovations, research & development 
activities, brand building and relationships & networks. All these assets are 
intangible assets. Many Indian companies have huge intangibles, but are unable 
to manage them. Indian companies are aware of the fact that the intangibles are 
the major drivers of business growth in knowledge economy. Intangible assets 
are one of the main sources for enhancement of value for shareholders and 
enhancement of market share. Constant competitive pressure induced by 
globalization of trade, deregulation and technological changes have forced the 
companies to rely on continuous innovations for survival and growth. Innovation 
in turn is primarily achieved by investment in intangible assets. Companies are 
having different indicators for measurement of intangible assets. Due to different 
indicators the investors cannot compare information of one company with other 
similar companies.  
Reporting of intangibles is an important aspect but at the same time it is a 
difficult task for determination of accurate value. After considering various 
methods and indicators we conclude that there are three main indicators which 
are common in almost all the industries. They are Human capital, Organizational 
capital and Customer capital. And that they exist in one or the other form in 
every company.  
Key words: Measurement of Intangibles, Indicators for Intangibles, Knowledge 
Economy and Intellectual Capital.   
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Introduction 
 
Accounting and reporting of intangible assets are a matter of great concern for all the 
accounting bodies around the globe. And hence there are global efforts to form 
consensus regarding the incorporation of information of intangibles in the financial 
statements. At present the companies are focusing on the value creation for 
shareholders, which depends upon innovations, research &development activities, 
brand building and relationships & networks. All these assets are intangible assets. 
Many Indian companies have huge intangibles, but are unable to manage them. Indian 
companies are aware of the fact that the intangibles are the major drivers of business 
growth in knowledge economy. They are just wakening up to the fact that managing 
and monitoring of intangibles is the key to gain a competitive edge and sustained long 
term profitability. Recently some leading companies had started to set up a system to 
identify and monitors intangibles. The most important long-term assets for young and 
innovative firms in highly competitive environments are intangibles such as: 
knowledge of employees, technology, manufacturing arrangements, marketing & 
distribution systems etc. Exhibit I indicates different aspects of intellectual capital / 
intangibles in the contemporary environment.    
 
Exhibit-I: Different aspects of Intellectual Capital 
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Marr B &Moustaghfir K.(2005). Defining intellectual capital: A three-dimensional 
approach. Management Decision 43(9): 1114–1128. 
 
NEED FOR THE STUDY:  
Intangible assets are one of the main sources for enhancement of value for 
shareholders and enhancement of market share. Constant competitive pressure 
induced by globalization of trade, deregulation and technological changes have forced 
the companies to rely on continuous innovations for survival and growth. Innovation 
in turn is primarily achieved by investment in intangible assets. Companies are 
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having different indicators for measurement of intangible assets. Due to different 
indicators the investors cannot compare information of one company with other 
similar companies. But when Intellectuals contribute 80 percent value of corporate 
wealth in developed economies, creating uniform standards become important both 
from a micro and macroeconomic perspective. 
 
A standardized reporting form is required to develop common indicators for 
identification and reporting of intangible assets. At present many companies are 
adopting the guidelines which are developed by the various consulting firms related 
to intangibles as per the nature of the industry. Now, it’s appropriate time to develop 
common indicators for the reporting and discloser of intangibles. In the process of 
developing indicators we need more concentration on the following area:  

1. Companies should keep structured records on their intellectual capital–from 
technical expertise to customer relations and value it,  

2. Companies should report to the capital market  about intangibles and 
3. Corporate analysts should be able to use it for understanding companies’ 

earnings potential. 
 
INTERNATIONAL PRACTICES   
 
International environment is also not very encouraging. Contemporary accounting 
practices (e.g. Indian GAAP, IFRS, US GAAP) recognize intangible assets only if has 
a purchase value attached to it. The measurement of intangibles is based on a 
transaction system i.e. if there is no transaction there is no value attached to an asset. 
It can be argued that these accounting practices are not appropriate for the new 
knowledge economy because now a day’s much of the value creation is from non-
transactions activities. More than 150 companies from Scandinavia, Central Europe, 
Japan and Australia are reporting intangibles in supplement intellectual reports and 
some companies are publishing it only for the benefit of its stakeholders. They are 
using this information to created positive image for various projects of the company. 
Technically the reporting is not even mandatory under US GAAP and Indian GAAP. 
Companies like BHP, Morgan & Banks National Mutual (Australia), Cultor 
(Finland), Ernst & Young (Sweden), Fuji Xerox (Japan), IBM (Europe), Intel, Oracle 
and Steel case (USA), MIMOS, (Malaysia), Siemens  (Germany) and Skandia 
insurance (Sweden) are adopting the model of supplement reporting.  
 
Danish Intellectual Capital Statement: 
 
The Danish Ministry of Science, Technology and Innovation has published several 
reports related with the introduction of intellectual statement. The Danish Ministry of 
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Trade and Industry in cooperation with 17 Danish companies issued guidelines for IC 
statements (ICSs) to encourage companies to report on their IC. According to Danish 
an intellectual capital statement consists of four elements such as, a knowledge 
narrative, a set of management challenges, a set of initiatives and a set of indicators.  
 
Exhibit II: Danish Intellectual Capital Statement 
 

Knowledge 
Narrative 

Management 
Challenges 

Initiatives Indicators 

 Product or 
service: secure 
and systematic 
assessment of 
taxes for 
business 

 Use Value: 
prevention of 
unfair 
competition.  

 Knowledge 
sources:  
simple, 
effective and 
correct tax 
collection 
system advising 
users on the 
administration 
of often 
complex 
statutory rules 
and regulations 

 
 
 
 
 

  Deep insight 
into user’s 
conditions 

 Analyze users 
expectations and 
satisfaction 

 Monitor business 
activities 

 Monitor new 
legislation 

 Number of new 
laws on taxes, 
excise and duties  

 Users satisfaction 
measurement 

 Number of annual 
surveys 

 Hiring and 
retaining 
employees 

 Plan future need 
for competencies 

  Create a family 
friendly work 
place. 

 Promote customs 
and tax regions, 
including its role in 
society  

 Develop 
relationship 
between wages and 
result 

  Develop 
assignments 
characterized by 
responsibility and 
independence 

 Staff turnover  
 Age distribution  
 Number of schemes 

on part time work, 
leave and other time 
off.  

 Number of 
applicants  

  Number of 
employees with new 
salaries 

 Number of 
employees with 
bonus 

  Employees 
satisfaction survey 

 Development 
of professional 
and personal 
competencies 
among the 
personnel 

 Create  an overall 
understanding of 
customs and tax 
regions/s products 

 Develop 
knowledge sharing 
across professions 

 Introduce 

 Number of job 
changes in the 
organization 

 Number of courses 
and other 
knowledge sharing 
activities  

 Number of 
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competency 
development 

  Introduce 
development 
methods 

international 
exchanges 

 Training cost size 
 Competency 

evaluation 

 Development 
of new 
effective 
processes 

 Develop a process 
and culture of 
improvement 

 Number of process 
descriptions 

 Number of 
improvement 
proposals  

 Benchmarking 
 Electronic 

accessible 
rules, practices 
processes and 
experiences 

 Anchor rules , 
practices processes 
and experience 
electronically 

 Monitor results of 
new legislations , 
user behavioretc 

 Number of applied 
process descriptions 

 Numbers of 
decisions 

 Number of new acts 
and changed 
practices 

 Quality 
assurance with 
respect to equal 
treatment.  

 Prepare quality 
declarations 

 Prepare quality 
assurance guide 

 Analyze users 
expectations and 
satisfaction 

 

 Number of language 
analyses 

 Number of quality 
assurance decisions 

 Number of appeals  
 Number of 

complaints 
 User satisfaction 

surveys  
 
Source: Jan Mouritsen et al “Intellectual capital statement- the new guideline” 
Danish Ministry of Science, Technology and Innovation 2003 p 17.  
 
The knowledge narrative describes how the company has organized its knowledge 
resources to meet the needs of its customers. This includes the company's vision, mis-
sion, and value proposition. Management challenges describe the challenges that 
management faces in developing knowledge resources in connection with customers, 
employees, processes and technologies. Under initiatives are activities like analysis 
of user’s expectation, competencies for future plans, development of process, culture 
of improvement, quality declaration and quality assurance guide etc. Based on 
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initiatives a number of indicators are developed by companies from time to time. 
Indicators are the measures of the initiatives, expressed in effects, activities and 
resources.  
 
Intangible Asset Monitor (IAM) 
 
The Intangible Assets Monitor is a method for measuring of intangible assets and a 
presentation format which displays a number of relevant indicators for measuring 
intangible assets in a very simple way. Under this method some indicators are 
developed by the company depending upon their business strategy as well as related 
environment. The Intangible Assets Monitor (IAM) was developed by Karl-Erik 
Sveiby as a management tool for organizations that wish to track and value their 
intangible assets. Sveiby was one of the first to develop a method for measuring 
intangible assets in the 1980s. It was an attempt to demonstrate how the measurement 
of intangible assets can create a difference between a company’s market value and 
book value1.  
 
Exhibit III: Intangible Assets Monitor by Karl-Erik Sveiby 

INTANGIBLE ASSETS MONITOR 
External Structure 

Indicators 
Internal Structure 

Indicators 
Competence Indicators 

Indicators of 
Growth/Renewal 
Profitability per Customer. 
Organic Growth. Image 
Enhancing Customers. 

Indicators of 
Growth/Renewal 
Investment in IT. 
Structure-Enhancing 
Customers. 

Indicators of Growth/Renewal 
Number of Years in the Profession. 
Level of Education. Training and 
Education Costs. Marking. 
Competence Turnover. 
Competence-Enhancing Customers. 

Indicators of Efficiency 
Satisfied Customers Index. 
Sales per Customer. 
Win/Loss Index. 

Indicators of Efficiency 
Proportion of Support 
Staff Values/Attitudes 
Index 

Indicators of Efficiency 
Proportion of Professionals. 
Leverage Effect. Value Added per 
Employee. Profit per Employee. 

Indicators of Stability 
Proportion of Big 
Customers. Age Structure. 
Devoted Customers Ratio. 
Frequency of Repeat 
Orders. 

Indicators of Stability 
Age of the 
organization. Support 
Staff Turnover. Rookie 
Ratio. Seniority. 

Indicators of Stability 
Professionals Turnover. Relative 
Pay. Seniority. 

                                                             
1 See Kari-Erik Sveiby (www.sveiby.com.au) 

 



   JSSGIW Journal of Management, Volume-I, Issue No. II, Apr.-Sept., 2014     
 

 

31

Source: Sveiby, K. E. (1997) The new organizational wealth: managing and 
measuring knowledge-based assets, Berrett-Koehler Publishers, Inc., San Francisco. 
 
Individual competence is one’s ability to act in various situations. It includes skills 
(including social skills), education, experience and values. According to Sveiby, a 
key determinant of an organization’s success is the competence of its staff.  Internal 
structure includes patents, processes, systems, concepts, computer and 
administrative systems. Such structures are generally created by the employees and 
are thus generally owned by the organization. A key feature of such structure is that 
they largely remain intact even if people leave the organization. External structure 
consists of relationships with customers, suppliers, brand names, trademarks and 
organizational reputation or image. The value of such assets is primarily influenced 
by how well the company solves its customer’s problems.  
 
The Skandia Navigator 
 
The world’s first annual intellectual capital report was prepared by the Swedish 
financial services firm, Skandia. Skandia’s 1994 IC report, Visualising Intellectual 
Capital presented a first logical attempt to report the value of intellectual capital in an 
organization. This report was a milestone not only in the field of IC but also in the 
finance domain as after that the firms realized that just publishing financial statements 
were not enough to have rich information for decision making process. It introduced 
the measure behind the Navigator and gave new non financial measures in four 
groups–customers focus, process focus, human focus and renewal & developmental 
focus. The navigator incorporates a total of about 30 key indicators in the various 
areas which are monitored internally on a yearly basis.  
 
Exhibit IV: Various components of Skandia Navigator by Leif Edvinsson at 
Skandia 
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The Skandia Navigator facilitates a holistic understanding of the organization and its 
value creation along with five focus areas: Financial focus of the Skandia Navigator 
captures the financial outcome of our activities. It is here where we establish the long 
term goals and also a large part of the overall conditions for the other perspectives. 
This could be profitability and growth that our shareholder demands from us. 
Customer focus gives an indication on how well the organization meets the needs of 
its customers via services and products. It represents a view that looks from the 
outside toward the inside of the company. It is of importance that we define our 
customers' needs. Process focus of the Skandia Navigator captures the actual 
processes of creating the services and the products which our customers desire. 
Renewal and Development focus aims at reassuring the organizations long term 
renewal and in part its sustainability. What steps and actions should we take now to 
ensure long-term growth and profitability?  Human focus of the Skandia Navigator is 
the heart of the organization and is essential in an organization that creates value. The 
process of knowledge creation is visualized in this focus area. It is also essential that 
the employees are happy with their work situation, satisfied employees lead to 
satisfied customers, improving the company's sales and results. 
 
Value Chain Scorecard:  
 
Value chain scorecard approach is developed by Baruch Lev2, which provides 
investors and external decision makers with information relating to an organization’s 
utilization of IA. The focus of the framework is on innovation and information on IA 
obviously plays a prominent role in this information system. Lev3 states that the key 
to achieving substantial improvement in the disclosure of information about IA, both 
within business and to capital markets, is the construction of a comprehensive and 
logical information structure that focuses on the essentials–the value creation process 
of the enterprise–and places IA in their proper role within this structure. According to 
this approach three stages are important for each industry.  
 
Exhibit V: Intangible assets discloser index based on value chain scoreboard 

                                                             
2 Lev, B. (2001) Intangibles: Management, Measurement, and Reporting, Washington, D C: 
The Bookings Institution. 

3 Lev, B. (2003) “Remarks on the measurement, valuation, and reporting of intangibleassets”, 
FRBNY Economic Policy Review, September, pp. 17–22. 
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Source: Reporting Intangible Assets: Voluntary Disclosure Practices of Top 
Emerging Market Companies Helen H Kang & Sidney J Gray PP 41. 

 
The Discovery and Learning phase involves the discovery of new ideas for products, 
services or processes. Such ideas can originate from the firm’s internal R&D 
operation or from workforce development and training (internal renewal). Presently, 
knowledge and ideas are increasingly obtained from outside as well–for example, 
acquisition of information technology (acquired capabilities) and know-how gained 
through alliances/joint ventures with other business partners (networking). The 
second phase, Implementation, involves achieving technological feasibility of the 
products, services or processes under development. During this phase, there is a 
transformation of ideas and discoveries into working products through the workforce, 
infrastructure assets and networking with customers and suppliers. It is a important 
phase of the value chain since it is concerned with the process of how to implement 



   JSSGIW Journal of Management, Volume-I, Issue No. II, Apr.-Sept., 2014     
 

 

34

discoveries and ideas identified in the previous phase and how to reap the benefits of 
intangible resources. The final phase, Commercialization, signifies the successful 
realization of the innovation process. Ideas are transformed to workable products and 
services and are brought to the market to generate sales and earnings.  
 
An attempt is made by the researchers to make a comparative study of these four 
important models according to the objectives and their specific contribution in the 
field of development of indicators and measurement of intangibles.  
 
Exhibit VI: Comparison of Methods for Measurement Intangibles Assets  
Measurement 
methods  

Objectives   Specific Contribution  

Intangible Assets 
Monitor  (Sveiby 
1997) 

Measurement of 
intangibles assets for 
management and 
external reporting  

Leading method in the field based on 
three components: Internal Structure, 
External Structure and Competence of 
Personnel. 

The Skandia 
Navigator 
(Edvinsson & Malone 
1993)  
 

Measurement of 
intangibles assets for 
management and 
external reporting 

First attempt towards general measures of 
intangibles. Three components that form 
value are: Organizational (structural) 
capital,  Customer (relational) Capital,  
Human Capital 

Danish Guidelines  
(Mouritsen  et al 
2003) 

External and internal 
reporting of Intangibles  

Focus on specific management 
challenges and development of 
indicators.  

Value Chain 
Scoreboard (Lev 
2001) 

 Measurement of 
intangibles assets for 
management and 
external reporting 

Correlating intangible assets to a value 
creation chain which is used as an 
indicator for measurement.  

   
Source: Anttilönnqvist (2002): Frontiers of e-business research, measurement of 

intangible assets  –an analysis of key concepts pp 78. 
 
INDIAN PRACTICES- A case study of Infosys Ltd:  
 
In the last decade many Indian companies such as Infosys, HCL, Dr Reddys, and 
BHEL had provided voluntarily information about intangibles. Because of the lack of 
common indicators they presented intangibles as per their nature of business and their 
own methods to disclose the information. Companies such as Infosys are disclosing 
intangibles on each and every parameter but companies such as BHEL are disclosing 
information with economic aspect, EVA and enterprises value. Here we have 
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presented a case study of Infosys Ltd as to how they are developing indicators to 
value intangibles in a successful manner.   
Intangible Indicators in Infosys: The intangible assets of Infosys are classified into 
four major categories: Human resources, Intellectual property assets, internal assets 
and External assets. 
 Human resources: Human resources represent the collective expertise, 

innovation, leadership, entrepreneurship and managerial skills of the employees, 
talent-capacities, competencies, values, education, experience, and training of its 
people. etc. 

 Intellectual Property assets: Intellectual assets include know-how, copyrights, 
patents, Products and tools that are owned by a corporation. These assets are 
valued based on their commercial potential.  

 Internal assets: Internal assets are methodologies for assessing risk, managing 
projects, risk policies, communication systems, processes systems, technologies, 
processes and tools that are specific to an organization. These assets give the 
organization a unique advantage over its competitors. These assets are not 
licensed to outsiders.  

 External assets: External assets are market-related intangibles that enhance the 
fitness of an organization for succeeding in the market. Examples are customer’s 
loyalty (reflected by the repeat business) and supplier’s relationship, brand value 
and network. 

Intangible assets score sheet4 is one of the important tools in Infosys Ltd for 
disclosure and reporting of intangible assets along with various indicators. Infosys 
Ltd. is using IA Monitor method and three categories are taken into account:  

(a) Intangibles represented by competence of employees,  
(b) Intangibles related to the internal structure of the organization, and 
(c) Those related to the external structure including brand names, image, and 

relationships with suppliers and most importantly relationships with customers. They 
are taking three measurement groups: Growth/ Renewal, Efficiency and Stability. IA 
score sheet is further classified as follow, External Structure–Our clients, Internal 
Structure–Our organization, Competence–Our people.  
 
External Structure-Our Clients: For a company whether it is manufacturing, 
processing or service oriented unit, the most valuable intangible asset is their client 
base.  Under this form of external structure indicators are; retention and growth of 
clients every year, repetition of orders, total clients during the year and addition of 

                                                             
4This score sheet is broadly adopted from the intangible asset score sheet provided in the book 
titled The New Organizational Wealth, written by Dr. Karl-Erik Sveiby and published by 
Berrett-Koehler Publishers Inc., San Francisco. 
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new clients in the current year. It includes regular clients and their contribution in the 
total revenue, efficiency includes sales per client, clients’ base and their nationality 
indicate popularity of product in the different countries and continents. Stability of 
clients shows repetition of business order which is important for the revenue growth 
and earning point of view which directly affects the market capitalization of the 
company.  
 
Internal Structure-Our Organization: Internal structure is one of the important 
intangible assets which differs from company to company. Key indicators for internal 
assets are systems, technologies, methodologies, processes and tools that are specific 
to an organization. These assets give the organization a unique advantage over its 
competitors. It also includes research and development facilities, technological 
investment and total investment by the firm during the financial years. All these are 
important to create and maintain intangible assets in a long run.  
 
Competence-Our People: Competences of an organization will depend upon the 
quality of the human resource which is working directly and as a supporting staff.  
Quality of people also depends upon the qualifications and their experiences with the 
related work.  Under the evaluation and reporting of competence the important 
indicators are total employees, employees added during the years, staff education 
index, employees of different nationalities working, gender classification such as 
male & female, stability of employees, their age factor, attrition of employees etc. 
Some financial parameters like value added per employee, sales per employee will 
also be considered under the competence.  When we compare it with other similar 
companies or competitors then we can come to know the strength and competence of 
our people.  

After the analysis of various models and indicators in India it is concluded 
that IAM and value scoreboard method are the most popular and practiced methods 
adopted by Indian companies. Based on the above analysis some common value 
drivers and indicators are listed in the exhibit VIII which is compiled from various 
sources.  
Exhibit VIII: Important Common Value Drivers and Indicators for Intangibles. 
   

Common Value Drivers Indicators 

Human capital and how it 
is  being leveraged (Innovation 
Index)          

Average age of employees, level and type of education, 
employees trained as managers, distribution of 
professional skills, number of training days, number of 
exchange meetings, employees turnover, rate of 
absenteeism, value added per employee. Idea 
Generation Rate Idea Implementation Rate , Internal 
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Profitability Rate,                                                         
External Profitability, Rate Growth Potential Rate 
(based on all the above) 

Organizational   
knowledge   (process capital) 
and how it is being, 
leveraged(Renewal 
Index)                                          
    

Time to Market, % of Revenue of Products introduced 
in the last 2 years, Customer Response Rate, % of 
Time and Revenue for Renewal, R&D costs, number of 
patents claimed, cost per unit, average order processing 
time, rate of complaints, product innovation rate, 
information technology costs, number of personal 
computers per employee, ratio of new products to total 
products, investment in information processing system 
etc.  

Intellectual property and how 
it     is being leveraged 
(Intellectual 
Property    Index)                         
                      

Segment wise turnover, level of dependency on few 
customers, profitability per customer, win/loss index, 
frequency of repeated orders, agreements with business 
schools and universities, longitivity of customer 
relationship, entry of new customers etc, IP 
Capitalization Rate (either Total Brand Equity, 
Patent/Trade Secret Capitalization Rate, or Copyright 
,Diversity Rate)  

Source: Compiled from various literature related to intangibles.  
 
 
Conclusion 
Reporting of intangibles is an important aspect but at the same time it is a difficult 
task for determination of accurate value. After considering various methods and 
indicators we conclude that there are three main indicators which are common in 
almost all the industries. They are Human capital, Organizational capital and 
Customer capital. And that they exist in one or the other form in every company. This 
is the right time to develop some common indicators for the measurement of 
intangibles. This will minimize information asymmetry for various stakeholders and 
create a positive relationship between principle (shareholders) and agent (directors). 
This will also improve corporate governance practices among Indian companies.   
 
References  
 
 DB Research (2005). Value intangibles Intangible capital can and must be 

valued - owners and values alike will benefit. 
 Helen H Kang & Sidney J Gray. Reporting Intangible Assets: Voluntary 

Disclosure Practices of Top Emerging Market Companies. PP 41 



   JSSGIW Journal of Management, Volume-I, Issue No. II, Apr.-Sept., 2014     
 

 

38

 Jan Mouritsen et al “Intellectual capital statement- the new guideline” Danish 
Ministry of Science, Technology and Innovation 2003 p 17  

 Lev, B. (2001). Intangibles: Management, Measurement, and Reporting, 
Washington, D C: The Bookings Institution. 

 Lev, B. (2003). Remarks on the measurement, valuation, and reporting of 
intangible assets. FRBNY Economic Policy Review, Sept. pp. 17–22. 

 Marr B & Moustaghfir K.(2005). Defining intellectual capital: A three-
dimensional approach. Management Decision, 43(9), 1114–1128. 

 Sveiby, K. E. (1997).The new organizational wealth: managing and measuring 
knowledge-based assets, Berrett-Koehler Publishers, Inc., San Francisco. 

 
 
  



   JSSGIW Journal of Management, Volume-I, Issue No. II, Apr.-Sept., 2014     
 

 

39

Study on Viral Marketing - A Success Factor 
 

Porkodi. S 
Lecturer, Bishop Cotton Women’s Christian College, Bangalore - 560 027 

E-mail:porkodi.a@gmail.com 
 
 

Abstract 
 

The research paper is concerned with the concept, importance and key success 
factors of viral marketing. The first section is literature review which presents a 
rough idea of the summary of findings of all key success factors of viral 
marketing used in the recent days. The latter section contains research design 
followed by the analysis and findings of a series of interviews conducted with 
respondents of different age groups. The findings show that any marketing 
interaction has the probability to go viral provided that the social object it 
contains is relevant to the spectators and that the proper viral technicalities are in 
place. Three types of contents were identified which increase the chances of a 
marketing communications going viral which include optimistic/affirmative 
messages, entertainment and interactive content. 
 
Further, the findings prove that the role of viral marketing is as same as the 
concept of word of mouth communication and the concept can be used both for 
tangible and intangible product or services. Finally the researcher finds that, viral 
marketing though is an old marketing tool, but in the present times, it has now 
gained importance and brings wider scope for a product.  
More importantly, this research paper opens the way for further experiments and 
manipulations in the same area. 
 
Keywords: Viral marketing, Spectators, Entertainment, Affirmative, Interactive. 

 
 
Introduction 
 
The advancement of technology has not only created new ways for marketers to 
spread information, but also enabled consumers to spread information on-line or 
through other digital mediums that challenge traditional marketing practices. With 
consumers showing increasing resistance to traditional forms of advertising such as 
TV or newspaper ads, marketers have turned to alternate strategies like Viral 
Marketing. This concept exploits existing social networks by encouraging customers 



   JSSGIW Journal of Management, Volume-I, Issue No. II, Apr.-Sept., 2014     
 

 

40

to share product information with their friends. Viral marketing or Viral Advertising 
refers to marketing techniques that use pre-existing social networking services and 
other technologies to increase brand awareness or to achieve other marketing 
objectives through self- replicating viral processes. Information can be delivered by 
word of mouth or enhanced by the network effects of the Internet and Mobile 
networks. Viral marketing may take the form of video clips, interactive flash games, 
ad- games, e-books, brand able software, images, text messages, email messages, or 
web pages.  
 
Historically, many on-line viral marketing activities were generated more by accident 
than by design, as with so many activities on the Internet. The ultimate goal of 
marketers interested in creating successful viral marketing programs is to create viral 
messages that appeal to individuals with high social networking potential and that 
have a high probability of being presented and spread by these individuals and their 
competitors in their communications to others in a short period of time. Social 
networking sites have the biggest lead generation for both buyers and sellers. 
Statistics prove that total social networking users and service providers are increasing 
rapidly (Facebook 1.15 billion users, Twitter 500 million+ users, Google+ 500 
million+ users, Linked in 238million+ users, Instagram 130million+ users, Pinterest 
70 million+ users, YouTube 1 billion users). 
 
Viral marketing is of significance for brand consciousness and to make the consumers 
aware of the product. This brand consciousness is, together with brand image and 
brand association, the most essential part of brand equity, which relates to the 
publicity of a product or service. Without the awareness about a brand, it will be hard 
for the customer to distinguish and relate to the product or service and react to 
possible adverts. So to conclude, Internet advertising or marketing simply spreads 
exponentially whenever a new user is added. Viral marketing assumes that as each 
new user starts using the service or product, the advertising will go to everyone with 
whom that user interacts. 
 
Literature Review 
 
The authorsDuncan J. Watts and Jonah Peretti in their article ‘Viral Marketing for 
the Real World’ found that viral marketing model works on the similar lines as that of 
an infectious disease. They found that an individual starts spreading the message by 
infecting his/her friends hence the number of newly infected people are generated and 
this is referred to as the ‘reproduction rate’. 
Boese and Wellman prescribe that there are some similarities between biological and 
viral marketing. In both the above mentioned terms the dissemination depends on the 
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networks. The author’s findings were that spread of virus and viral marketing are 
fashioned by the nature of interpersonal relationships, the structure and composition 
of the interpersonal networks. 
Helm defines viral marketing as “a communication and distribution concept that 
relies on customers to transmit digital products via electronic mail to other potential 
customers in their social sphere and to animate these contacts to also transmit the 
products”. Author finally stated that viral marketing is a communication tool which 
builds word of mouth communication. 
Mr. Wilson in his research found out that all flourishing viral marketing strategies 
make use of the six principles. The best way according to him is that marketers can 
go viral with their present offer to use a separate product that forces everyone who 
comes in contact with the product or service which the marketer or original generator 
is trying to sell. 
Jure Leskovec in his article ‘The Dynamics of Viral Marketing’ found viral 
marketing was a general and not like an epidemic which one may have hoped, 
normative approach for word-of-mouth advertising should analyze the interests of the 
social network of the customers. This research however shows that advertisers 
consider it to be a form of advertising. 
Social Media and Internet Analyst Brad Hines in his article ‘The Top 22 Viral 
Marketing Tactics You Need in 2013’ communicates that viral marketing is like a 
calculus function which is mixed with few elements of randomness. The author also 
found that there has to be a combo of things and luck plays an important role. The 
author tells going viral is calculus because few times it works and other times it may 
not. 
H.B. Klopper in his research titled, “Viral Marketing: A powerful, but dangerous 
marketing tool" found that viral marketing is an old idea (nothing else than word-of-
mouth) which has been that revitalized by the hustle and quickness of digital 
resources, including the Web and mobile phones.  
 
Research Design 
 

 TITLE OF THE STUDY -“Study on Viral Marketing – A Success Factor” 
 

 STATEMENT OF PROBLEM 
 
This study is relevant where the generators of the product or services are very keen in 
promoting the item. Research studies have proved that every generator of a product, 
whether tangible or intangible product needs a promotional tool or strategy to 
introduce the innovation into the market.  
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So, the importance of the present study will not only emphasize on the awareness of 
the concept among people but it also aims at finding the elements and purpose of viral 
marketing. Therefore the present study attempts to throw light on how different is the 
concept of viral marketing from word of mouth communication. The study may also 
create a way towards further research in the field of marketing strategies. 
 

 NEED AND IMPORTANCE OF THE STUDY  
The need and importance of the study conducted by the researcher was to find out 
whether the viral marketing concept is a recent development or same as word of 
mouth communication. The study also concentrates on the purpose, elements and 
critical success factors of viral marketing. 
 
Objectives of the Study 
 
1. To define the purpose of viral marketing.  
2. To identify key success factors of viral marketing campaigns.  
3. To find the awareness of viral marketing among people. 
4. To identify whether viral marketing is one of the traditional promotional tool or 

recent development. 
 
Research Methodology 
 

 TYPE OF RESEARCH - Descriptive Research 
 

 TYPE OF DATA 
 
The present study is based both on primary and secondary data. The study is basically 
empirical in nature. Both the kinds of data have been collected for analyzing the 
relevance of viral marketing concept. 
 

 SOURCES OF DATA 
Primary data for the study was collected by the researcher directly from respondents 
and the respondent’s age limit was between 19 to 30. The detailed meaning about 
viral marketing was first communicated to the respondents. 
 
Secondary data for the study was collected from books, newspapers, published 
journals and articles. 
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 DATA COLLECTION INSTRUMENTS  
The primary data was collected by using various data collection tools like 
questionnaire survey, mail survey, and informal personal and telephonic interview. 
The secondary data was collected from published and unpublished sources. 
 

 SAMPLING DESIGN 
 
SAMPLE DESCRIPTION 
The survey was conducted on the basis of sampling method. Researcher collected the 
list of respondents who had knowledge about the concept of viral marketing to 
develop a sample design. 
 
SAMPLE SIZE 
The researcher found a population of 58 respondents out of which 25 were selected as 
samples for the study. The present study covers Central Bangalore as the area for 
study. 
 
SAMPLING TECHNIQUE 
Simple random sampling technique was adopted by the researcher. This sampling 
technique gives each element an equal and independent chance of being selected. An 
equal chance means equal probability of selection. 
 
Data Collection and Fieldwork 
 
Appropriate mathematical and statistical tools were used for analyzing the data. 
 Chi square test was used by the researcher using SPSS software to find out the 

awareness of the concept of viral marketing. 
 Simple ranking method was adopted by the researcher to find out the purpose 

or need of viral marketing.  
 Simple rating method was adopted to analyse the success factors of viral 

marketing. 
 Spearman’s ranking correlation method was adopted by the researcher to rank 

the elements of viral marketing and to get the opinion of respondents on viral 
marketing. 

 Simple average method was adopted to find the awareness of viral marketing 
concept among respondents. 
 

 Data Processing  
Once the data collection process was completed with the help of survey method, both 
dependent and independent variables were segregated by preparing demographic and 
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actual data table. The tabulation was done in order to use all the information available 
in the questionnaire. The data was transmitted on excel sheets for further analysis and 
interpretation.  
 
Limitations of the Study 
 
1. Research was limited to 25 respondents. 
2. Respondents found it difficult to accept viral marketing as a separate promotional 

tool. 
3. Lack of interest and irrelevant response from the respondents’ side while filling 

up the questionnaire. 
4. Difference of opinions of respondents. 

 
Analysis and Interpretation of Results 
 

CHART 4.0: AWARENESS ABOUT THE CONCEPT OF VIRAL 
MARKETING 

 

 
                          Source: Primary data 
 
H0: Respondents are aware about the concept of viral marketing 
H1:  Respondents are not aware about the concept of viral marketing 
 

Response Observed N Expected N Residual 

Yes 10 12.5 -2.5 
No 15 12.5 2.5 

TOTAL 25   

YES
40%NO

60%
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Test statistics 
 

 Awareness of the concept 

Chi-Square 1.000a 

Degrees of freedom 1 
Assume. Sig. .317 

 
INTERPRETATION 
 
Since the probability value is 0.317 (p > 0.05) and the calculated value 1.000 is lesser 
than the table value 3.84 with the degrees of freedom 1, there is no evidence to accept 
the null hypothesis. Therefore the null hypotheses will be rejected and the researcher 
concludes that the respondents are not still not aware about the concept of viral 
marketing. 
 

CHART 4.1: OPINION ABOUT VIRAL MARKETING 
 

 
             Source: Primary Data 
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X Rank X Rank Y d d² 
5 1 3 -2 4 
10 2 1 1 1 
4 3 4 -1 1 
6 4 2 2 4 
   ∑ d = 0 ∑ d² = 10 

 
                    Formula,              R =   1 – ∑6  d² / n (n²-1) 

=   1- 6(10) / 4 (4² - 1) 
= 1 – 60/60 

= 0 
INTERPRETATION 
 
From the above calculation the researcher found that the co-efficient of correlation is 
0 which clearly represents that there is no correlation with the other set of variables 
and indicates that viral marketing is same as word of mouth communication, a 
traditional promotional tool. 
 
CHART 4.2: ELEMENTS OF VIRAL MARKETING 
 

 
          Source: Primary Data 
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X Rank X Rank Y d d² 
9 1 1 0 0 
1 2 5 -3 9 
6 3 3 0 0 
2 4 4 0 0 
7 5 2 3 9 
   ∑ d = 0 ∑ d² = 18 

 
                    Formula,              R =   1 – ∑6  d² / n (n²-1) 

=   1- 6 (18) / 4 (4² - 1) 
= 1 – 108/60 

= 0.8 
INTERPRETATION 
 
From the above calculation the researcher found that the co - efficient of correlation is 
0.8 which represents that there is a positive correlation between the set of response 
from the sample and hence proving that all the variables are interconnected for the 
success of viral marketing. 
 

CHART 4.3: AWARENESS ABOUT VIRAL MARKETING CONCEPT 

 
           Source: Primary Data 
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X W XW 
13 3 39 
7 2 14 
5 1 5 

∑X =  25 ∑W =  6 ∑ XW = 58 

 
Formula:  
Average response from the respondents =   Sum of all answers / Number of                                
respondents                                                                   
                                                                 =      ∑ ∑XW /  X                                                                   
                                                                 =      58/25 
                                                                 =       2.32 
INTERPRETATION 
A response rating of 2.32 represents that, the rating falls to the right indicating 
awareness and closer to the understanding of concept to some extent. This clearly 
indicates that though 20% of respondents are unaware about the concept of viral 
marketing at least remaining 80% of respondents are aware about the concept. 
 
CHART 4.4: PURPOSE OF VIRAL MARKETING 
 

 
     Source: Primary Data 
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INTERPRETATION 
 
The above mentioned graph represents the purpose of viral marketing where, 32% 
among the sample feels that the modern promotional tool promotes frictionless 
sharing of information and also 21% feel that they seek the attention of the customers 
proving that they are very essential to popularise a product. 
 

CHART 4.5: KEY SUCCESS FACTORS OF VIRAL MARKETING 
 

 
 
Source: Primary Data 
 
INTERPRETATION 
 
From the above chart it is understood that researcher has tried to indicate the success 
factors of viral marketing where humour from entertainment, transparency from 
affirmative and customization from interactive takes an important position in giving a 
success towards a product or services which spreads like a virus across the globe. 
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Summary of Findings 
 From the research the author was able to meet the objective through major 

findings in the field survey. 
 Major finding of the research is that viral marketing is an old idea, nothing else 

than word of mouth communication that has been significantly re-energized by 
the speed and liveliness of digital resources, including the Web and Mobile 
phones.  

 The researcher found that advertisers consider viral marketing as a modern form 
or tool of advertising. 

 Another major finding from the research was that virality of a product whether 
tangible or intangible is not within control of advertisers, but rather the degree of 
uncertainty is reduced. 

 Most of the respondents were aware about the concept of word of mouth 
communication but they could not differentiate it from viral marketing. 

 The researcher found that if integrated properly with traditional marketing 
techniques, viral marketing definitely would be the best concept which marketers 
can explore. 

 Finally researcher proves that viral marketing itself is a successful factor for 
every generator of a product or services. 

 
Suggestions 
The researcher feels that marketers must realize that viral marketing is a digital means 
which would provide a way to do better, faster and sometimes even cheaper word-of-
mouth marketing than could ever have been done before. Also viral marketing is the 
best definition for the concept and which can be considered as a new buzzword. It is 
important for marketers to realize the potentials of viral marketing compared to word-
of-mouth communication.  
 
Conclusion 
When creating a campaign with the ambition for it to go viral, marketers should 
clearly define the role. The researcher found that viral marketing will be best to 
contribute in raising awareness of a particular object, stimulating immediate actions 
on behalf of consumers such as purchasing, sign-ups etc. However, if devised 
properly, it could reinforce the positive image of the brand. It is important to note that 
achieving the viral effect is rather a means to an end, and not the actual goal itself. 
Also viral marketing concept, when it is integrated with other marketing 
communication approaches, will prove to be a powerful tool, as none of others have 
the capacity to spread a message as far or as fast. 
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Abstract  
 
The unease in the personal and professional life of employees is increasing 
exponentially. It is like a bad relationship between the personal and 
professional life which eventually slowly deprives one from good aspects of 
both. Every organization faces the problem of burnout and eventually they 
have to deal with it as postponing the solutions or negligence could 
compromise the performance of not just the employee but of the organization 
as well. In the long run it could affect the sustenance of the organization. It is 
generally associated with service industry employees with increased work 
experience, increased workload. When the employees exhibit the burnout the 
whole thong unfolds as a huge mishap leading to turnover from withdrawal 
stage.  
 
The study focuses on the major contributors of burnout and indicates what 
sort of ideas could be incorporated in practice to avoid the bad results of the 
burnout situation and can improve the existing coping strategies especially in 
telecom sector industries. It may provide a look through certain practices 
which could be useful along with indicating the extent to which different 
factors could influence this condition and lead to improvement of existing 
Strategies. It will also shed light on the importance to control burnout in an 
organization. 

 
Key Words: Employee Burnout, Occupational Burnout, Organizational 
Burnout, Inverting Burnout, Job Burnout, Stress Anxiety, RAS- Responder 
Apathy Syndrome, Coping Strategies etc. 
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Introduction 
 
Job burnout emerged as an important concept in the 1970s, and it captured 
somethingvery critical about people’s experience with work. It continues to do so 
today;with globalization it has become far more important as mostly it is observed 
that highly motivated, dedicated and inspired employees which are extremely 
valuable assets for the company are mostly the ones which are susceptible for 
burnout. So, researchers, practitioners, organizational strategists and management 
everyone is keenly interested in employee burnout, rehabilitation and interventions 
associated with it. 
 
Burnoutstrikes employees when they have exhausted their physical or emotional 
strength. This usually occurs as a result of prolonged stress or frustration. Sometimes 
the cause is the work environment. Stressful jobs, lack of support and resources, and 
tight deadlines can all contribute to burnout. Other times, burnout has more to do with 
employees' expectations of themselves or their personal circumstances. 
 
Burnout can manifest itself in a variety of ways, including the following: 

 Frustration or indifference toward work 
 Persistent irritability 
 Anger, sarcasm, or being argumentative 
 Exhaustion 
 Absenteeism 

 
All of these things can drain an organization's morale—as well as its wallet. Burned-
out employees can be costly in terms of productivity, and if burned-out employees 
quit, there are the costs of replacement searches and training. Burnout is a syndrome 
of emotional exhaustion, depersonalization, and reduced personal accomplishment 
that can occur among individuals who work with people in some capacity (Maslach, 
1996). However, by the late 1980s, researchers and practitioners began to recognize 
that burnout occurred outside the human services, for instance, among managers, 
entrepreneurs, and white- and blue collar workers. Thus, the burnout metaphor was 
extended from the intense requirements of client service to other work requiring 
creativity, problem solving, or mentoring. In this more general form, burnout was 
defined as a state of exhaustion in which one is cynical about the value of one’s 
occupation and doubtful of one’s capacity to perform (Maslach, 1996).  
 
Over time, employees experiencing burnout lose the capacity to provide the intense 
contributions that make an impact. If they continue working, the result is more like 
smoldering – uneventful and inconsequential – than burning. From their own 
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perspective or that of others, they accomplish less.While burnout can't always be 
prevented, it can be managed. In order to effectively manage employee burnout, 
people need to- 

 Understand the reasons for burnout 
 Find mutually agreeable solutions 
 Rekindle employee motivation 

 
Organizational Approach to Inverting Burnout 
 
The concept of burnout has stimulated research and industry both therefore treatment 
programs, via preventive workshops to organizational consultancy. Van Emmerik in 
2004 discussed its special relevance for career development as many professionals 
earn a living by treating burnout victims, giving workshops on burnout, or consulting 
with organizations on how to prevent burnout and build work engagement. In this 
sense, burnout has boosted professional practice. 
 
Several decades ago, business and administrative services division were facing 
serious troubles. The talented workforce had become demoralized and burned-out, 
and no wonder thatthe organization’s and management facing issues like minimally 
trained employees, far-flung departments which have trouble communicating with 
each other and rarely collaborating departments, came up with a survey conducted 
using a questionnaire (based on Workload, Control, Reward, Community, Fairness 
and values etc.) by the committee established to accomplish that task. Initial survey 
indicated the troubled zones and they made strategies to overcome them. A year later, 
a second survey showed that these changes had led to successful improvements in 
major areas, but especially the targeted ones offairness and values. 
 
The National Institute for Occupational Safety and Health offers some ways for an 
employer to find out if there is too much stress placed on employees- 

 Hold group discussions with employees 
 Design an employee survey 
 Measure employees' perceptions of job conditions, stress, health, and 

satisfaction 
 Collect and analyze data to identify problems and stressful conditions 

 
After you identify the sources of stress and form a plan for your company you can 
prioritize your solutions. Hold an all-organization meeting and talk about possible 
solutions. Then follow through. Besides employee retention, here are some good 
reasons to work towards preventing employee burnout: 
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 Healthcare expenditures may increase for workers who report high levels of 
stress 

 Stressful working conditions may interfere with safe work practices and set 
the stage for work-related injuries 

 Increased absenteeism and tardiness, both signs of burnout, hurt the bottom 
line 

 
Resolving these discrepancies requires integrated action on the part of both the 
individual and the organization. A better connection on workload means assuring 
adequate resources to meet demands as well as work/life balances that encourage 
employees to revitalize their energy. 
 
Employee Assistance Programs (EAP) 
 
Mayo's Hawthorne Studies lead to employee assistance programs which were 
designed to assist employees in dealing with the primary causes of stress. Some 
programs included counseling and psychological services for employees. There are 
organizations that still utilize EAPs today, but the popularity has diminished 
substantially because of the advent of stress management training (SMT). Along with 
EAP these companies focus on Individual aspects of coping by using coping 
strategies like-Problem based coping, Appraisal based coping and social support. 
 
Companies’ higher professional help for identifying and handle Responder apathy 
syndrome (RAS), which is considered as a controversial psychological diagnosis 
connected to occupational burnout that is not recognized by most physicians or 
psychologists. 
 
Burnout and Workaholism 
 
The term workaholism was coined by Oates in 1971, who describes it as . . . the 
compulsion or the uncontrollable need to work incessantly. This early description 
entails two core elements which return in later definitions of workaholism: working 
excessively hard and the existence of a strong, irresistible inner drive (McMillan, 
O’Driscoll, & Burke, 2003). The former points to the fact that workaholics tend to 
allocate an exceptional amount of time to work and that they work beyond what is 
reasonably expected to meet organizational or economic requirements. The latter 
recognizes that workaholics persistently and frequently think about work, even when 
not working, which suggests that workaholics are obsessed. As workaholics are more 
prone to burnout, the question arises-What makes them more prone to it? Because, a 
better understanding to that question, could lead us towards the right solution. 
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Objectives 
 
The study under consideration was conducted after keeping in mind the following 
objectives: 

1. To study the new trends and process used for coping with employee burnout. 
2. To study and evaluate the factors which indicate and contribute towards 

employee burnout. 
 
The Study 
 
The study compares the perceptions of different employees towards employee 
burnout. In case of telecom sector it has a huge employee base which could be prone 
to employee and job burnout due to the kind of profile as indicated by previous 
studies. There are several other issues which directly and indirectly affect 
employeeburnout and orientation of telecom industries towards such 
conditions.However, the processes for coping with burnout are indicated, made 
available and utilized in many organizations associated with this sector. But, still the 
coping methods which were initially introduced as a tool to calibrate, refine and 
diminish the burnout must be updated according to the changes in intensity of the 
concerned prominent variables to facilitate employee burnout at job, organization and 
occupation level. The study aims to provide information to make the practice better 
than before.  
 
The Method 
 
Sample Design and Methods of Data Collection 
The study adopts a combination of convenience sampling for the selection of the 
sample. The respondents were employees of telecom sector industries. The study used 
the survey research method and Interview method for data collection. Overall 55 
respondents provided the available data on the concerned topic. The data was 
collected by correspondents and secondary data was also gathered to plan the 
framework and screening the variables.   
 
Questionnaire, Measurement Scale and Analysis of Data  
 
Questionnaire consisted of a series of 16 questions which were focusing on the 
concerned issue and Likert summation five-point rating scale was used for collection 
of data so that respondents could select a numerical scoring from the available range 
of 1-5 for each statement. Where 1,2,3,4, and 5 denoted following options Strongly 
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Agree, Agree, Neutral, Disagree and Strongly Disagree, analysis of data was aided by 
arithmetic mean and completed with statistical tests e.g. ANOVA, MANCOVA and 
Chi-Square test. 
 
Analysis and Interpretation 
 
The data obtained after conducting the survey and interview for the concerned study 
clearly indicates that the lack of Reward, Clarity, Absence of Good leadership and 
poor communication are the major Organizational causes of Employee burnout. On 
the Other hand at personal level lack of recognition and non-fulfillment of their 
realistic expectations lead to employee burnout at personal level. Study also indicated 
that major role here is played by the organizational factor not by personal factors.  
The interviews disclosed that employees were complaining about the implementation 
problems of company policies and flaws of their implementation. Employees also 
revealed that in most of the cases no such practices are useful as they have trouble 
coping at withdrawal Stage. The individual has a lot of trouble in establishing his or 
her own personal and professional relationships asmultiple triggers lead to 
withdrawal. Thus, if that ultimate combination of personal and professional could be 
achieved by oneself it will result to success. 
 

 
 

Fig. 1: Causes of Employee Burnout;  
Source: Data Collected Via Survey and Interview 
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Fig. 2: Organizational Conditions Causing Employee Burnout;  
Source: Data Collected Via Survey and Interview 

 

 
 
 

Fig.3: Personal Conditions Causing Employee Burnout;  
Source: Data Collected Via Survey and Interview 

 
Conclusion 
 
The organizations are often facing the loyalty crisis and when their loyal employees 
are burned out they panic for rescuing them as they are assets. To avoid turnover 
issues, decrement in performance and many other concerned issues companies try out 
coping strategies for Burnout. But when they do not produce the desired results than 
their only pass is hidden beneath the factors contribution to burnout. The 
organizations require employees qualitatively as well as quantitatively ad burnout 
affects those both-ways. But, when a smart organization evaluates these factors, they 
develop a better identification and understanding than the results can be astonishing. 
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A combination of different coping strategies altogether could facilitate the generation 
of desired outcomes. Thus, on this issue of employee burnout re-evaluating factors, 
reinventing coping strategies can modifythe scenario and invert the employee 
burnout. 
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Abstract 
Supply chain management is the plan and control of material and information 
flow among suppliers, facilities, warehouses, and customers with the objectives 
of minimization of cost, maximization of revenues, customer services and 
flexibility. The supply chain of a business process comprises mainly five 
activities i.e. purchase of materials from suppliers, transportation of materials 
from suppliers to facilities, production of goods at facilities, transportation of 
goods from facilitates to warehouses and transportation of goods from ware 
houses to customers. In this paper, a supply chain conceptual model will be 
developed for the dairy industry, located in MP, India. The supply chain 
includes four entities namely raw milk suppliers, plant, warehouse, and 
customers. In this model, emphasis is mainly on production and distribution 
activities, with a view to find out purchase plan of raw milk, production plan of 
product mix, transportation plan of the products and finally the distribution 
plan of the products to the final consumers . 
The paper starts with the introduction of cooperative as well as dairy industry 
followed by the objectives, MPCDF organisation structure, marketing and 
distribution activities of MPCDF, then it will make you familiar about the 
current situation of MPCDF. We propose the conceptual model which can be 
best suited for MPCDF. In the later part, the paper discusses about the future 
potential for growth and conclusion of this study. In the end, paper also give 
some recommendations as well as last five years statistical data regarding the 
performance of MPCDF on different parameters in table 1 and table 2. 
 
Keywords -Supply chain management, Transportation, Production plan, 
MPCDF, Project Semen, Bull mother farm, Conceptual Model. 
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Introduction 
 
In 1904 cooperation seed was sown in India with the enforcement of first Cooperative 
Act. Since then, the cooperative movement has made rapid changes in all fields of 
socio-economic activities. The contribution of cooperatives to India’s dairy industry 
is huge. The cooperatives have ushered in white revolution in the country, because of 
which, India is the leading producer of milk in the world. The milk revolution started 
in India in 1946 in a small town called Anand (Gujarat) has made a big contribution 
to the socio-economic development of rural milk producers. It has also established an 
effective partnership between farmers and professionals in the dairy industry. It can 
be said that dairy cooperatives are the most professionally managed sector of the 
Indian cooperatives. Dairy development helps the rural poor in having additional 
regular income. Today in India, there are about 75,000 dairy cooperative societies, 
spread all over the country with a membership of 10 million. There are nearly 70 
million households engaged in milk production, of which more than 10 million are in 
the co-operative sector. However, except for the brand name ‘Amul’, most of the state 
federation brands are regional. These include ‘Verka’ in Punjab, ‘Nandini’ in 
Karnataka, ‘Vijaya’ in Andhra Pradesh, ‘Saras’ in Rajasthan, ‘Anchal’ in 
Uttarakhand, Sanchi in Madhya Pradesh, ‘Mother Dairy’ in Delhi and Kolkata.Dairy 
cooperatives account for a major share of processed liquid milk marketed in the 
country. As far as dairy industry is concerned, procurement of raw milk, and 
transportation of processed milk are the vital components of supply chain 
management. On this front, Indian co-operatives are little susceptible and lag behind 
the MNCs and other private firms. Non-observance of deadlines, inefficient 
distribution of milk, frequent break-downs of milk vans, delays in loading and 
unloading at depots lead to disturbed supply of milk and its products. 
 
Objectives 

 
 To study the purchase plan of raw milk, the production plan of product mix, the 

transportation plan of the products and the distribution plan of the products to 
the final consumers. 

 To design the supply chain theoretical model which includes raw milk 
suppliers, plant, warehouse, and customers. 

 
 
MPCDF Structure 
 
MPCDF has three tier organisation structure which include DCs (Dairy cooperatives 
which are at village level), Regional level milk Unions and at the top is MPCDF the 
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supreme body. Apart from this MPCDF has two more entities namely Bull mother 
farm and Project Semen. The detail description of each is given in respective sections. 
 
Dairy cooperative societies at village level 
Sources: http://mpcdf.nic.in/ 
 

MPCDF Organisation structure

State level federation

Regional level milk union

Dairy cooperative societies at village level

Sources: http://mpcdf.nic.in/

MPCDFBull Mother Farm Project Semen
Station

Bhopal Ujjain Indore Jabalpur Gwalior

DCS DCS DCSDCSDCS

 
 
Dairy Cooperative Society 
 
The milk producers of a village, having surplus milk after their own consumption, 
come together and form a Village Dairy Cooperative Society (VDCS). The Village 
Dairy Cooperative is the primary society under the three-tier structure. It has 
membership of milk producers of the village and is governed by an elected 
Management Committee consisting of 9 to 12 elected representatives of the milk 
producers based on the principle of one member, one vote. The village society further 
appoints a Secretary (a paid employee and member secretary of the Management 
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Committee) for management of the day-to-day functions. It also employs various 
people for assisting the Secretary in accomplishing his / her daily duties. The main 
functions of the VDCS are as follows: 
 

 Collection of surplus milk from the milk producers of the village & payment 
based on quality & quantity. 

 Providing support services to the members like Veterinary First Aid, 
Artificial Insemination services, cattle-feed sales, mineral mixture sales, 
fodder & fodder seed sales, conducting training on Animal Husbandry & 
Dairying, etc. 

 Supplying milk to the District Milk Union. 
 
Regional Cooperative Milk Producers’ Union 
 
The Village Societies of a District having surplus milk after local sales and come 
together to form a Regional Milk Union. The Milk Union is the second tier under the 
three-tier structure. It has membership of Village Dairy Societies of the District and is 
governed by a Board of Directors consisting of 9 to 18 elected representatives of the 
Village Societies. The Milk Union further appoints a professional Managing Director 
(paid employee and member secretary of the Board) for management of the day-to-
day functions. It also employs various people for assisting the Managing Director in 
accomplishing his / her daily duties. The main functions of the Milk Union are as 
follows: 
 Procurement of milk from the Village Dairy Societies of the District 
 Arranging transportation of raw milk from the DCS to the Milk Union. 

Providing input services to the producers like Veterinary Care, Artificial 
Insemination services, cattle-feed sales, mineral mixture sales, fodder & fodder 
seed sales, etc. 

 Conducting training on Cooperative Development, Animal Husbandry & 
Dairying for milk producers and conducting specialised skill development & 
Leadership Development training for DCS staff & Management Committee 
members. 

  Providing management support to the DCS along with regular supervision of 
its activities. 

 
Madhya Pradesh State Cooperative Dairy Federation Ltd (MPCDF) 
 
Dairying was hardly known as an organized activity at the time of formation of the 
State of Madhya Pradesh in 1956. The dairy trade was unorganized and largely under 



   JSSGIW Journal of Management, Volume-I, Issue No. II, Apr.-Sept., 2014     
 

 

67

the control of milk traders, middlemen and vendors. Dairying, as an allied activity to 
agriculture, provides many rural families with their only source of continuous 
income. Lately, the concept has undergone a lot of change owing to the participative 
and interactive approach having been organized on proper lines as an integrated and 
inter-linked activity involving production, processing and marketing. Presently only 5 
Milk Unions (Bhopal, Indore, Ujjain, Gwalior and Jabalpur) are operating. The Milk 
shed area of the Cooperative structure is thinly spread over in 44 out of 48 districts. 
However, the milk routes cover only about 10% of the total villages in the state. The 
Cooperative Dairy structure has played the role of a development agent and has been 
an important participant in the rural development program initiated by the 
Government to generate subsidiary employment & alleviate poverty. The Cooperative 
Dairy structure in the State was created under the Operation Flood (OF) programme 
with the financial support of National Dairy Development Board (NDDB). MP State 
Cooperative Dairy Federation Ltd (MPCDF) is the apex body of the 3 tier dairy 
cooperative structure in the State of Madhya Pradesh for organized dairy 
development. 
 
The First Tier - Village level Cooperative Societies- the DCSs, Second Tier – Central 
Society i.e. Cooperative Milk Unions, and Third Tier - Apex Society i.e. MPCDF has 
become the mainstay for almost all dairy development activities in the State. At the 
primary level are the Village milk producer’s Dairy Cooperative Societies (DCSs) 
that are welded together into 5 regional Cooperative Milk Unions which operate 
facilities for milk & feed processing, collection & distribution of milk and provides 
the milk producer members a full range of technical input services. The 5 regional 
Cooperative Milk Unions situated at Bhopal, Indore, Ujjain, Gwalior and Jabalpur 
procure raw milk from the village level dairy cooperative societies, process it in the 
dairy plant and market the pasteurized liquid milk in sachets under the brand name of 
“Sanchi” to the urban consumers. The surplus quantities of liquid milk is transferred 
to other milk unions of the State under State Milk Grid (SMG) or the milk unions 
outside the State under the National Milk Grid (NMG) or converted into milk 
products by the Milk Unions. The main functions of the Federation are as follows: 
 
 Marketing of milk & milk products processed / manufactured by Milk Unions. 
 Establish distribution network for marketing of milk & milk products. 
 Arranging transportation of milk & milk products from the Milk Unions to the 

market. 
Creating & maintaining a brand for marketing of milk & milk products (brand 
building). 

 Providing support services to the Milk Unions & members like Technical 
Inputs, management support & advisory services. 
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 Pooling surplus milk from the Milk Unions and supplying it to deficit Milk 
Unions. 

 
Bull Mother Farm 
 
Bull mother farm is a model animal farm that has elite mothers of various breeds like 
Holstein Freisien, Murrah, Jafarbadi, Sahiwal etc. where training is being provided to 
the farmers on the following 
 Modern animal husbandry techniques 
 First aid 
 Stall feeding 
 Milking 
 Production of fodder 
 
Project Semen Station 
 
Project Semen Station produces the frozen semen doses from the high quality bulls of 
Jersy, Sahiwal, Gir, Murrah, Jafarbadi varieties and supplies to the affiliated milk 
unions for artificial insemination. 
 
Marketing and Distribution system of MPCDF 
 
The milk products are manufactured and marketed under the brand name of “Sanchi” 
by the milk unions and also marketed by the apex federation MP State Cooperative 
Dairy Federation Limited under the brand name of “Sneha” within and outside the 
MP State. The milk unions that own and operate the milk processing and associated 
infrastructure in their milk shed have gradually evolved into self-supportive 
organizations and have registered a great degree of success on account of operational 
independence. However, a common platform for evolving uniform policy and 
coordinated systems and procedures is provided by the apex milk federation i.e. 
MPCDF. It maintains liaison with GOMP / GOI regarding policy making and 
implementation of Dairy development activities, advises & guides its member milk 
unions regarding all aspects of Managerial, Monitoring and Auditing Issues. 
 
Current Situation 
 
Today the apex federation (MPCDF) with its five regional Cooperative Milk Unions 
is procuring 5.16 lakh kilograms of milk daily from its 2.56 lakh milk producers 
associated to 5583 dairy cooperatives. The local milk sale is to the tune of 4.47 lakh 
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liters daily thus disposing the balance under State/National milk grid arrangements 
and product making. During financial year 2009-2010, the 5 Milk unions have 
together registered an operating profit (Before Depreciation & Deferred Liabilities) to 
the tune of 12.71 crores (till February 2010). 
 
Conceptual Model 
 
The model which we have proposed is consisting of all the entities of the dairy 
industry. Since MPCDF doesn’thas any integrated system so it is not making pace in 
the growth of the dairy industry like AMUL. In this model at the top of the model is 
farmers who are the real producers of the milk and then all the other players who are 
required to be part of this whole chain are placed at their respective places which is 
shown in the below figure. In the later section of this paper we discuss the potential 
for future growth, challenges faced by MPCDF and in the last recommendations. This 
is our proposed model and once tested on different parameters it can be used by all 
the dairy industries as well so that real potential of the dairy industry can be obtained 
in due course of time. 
 
Proposed SANCHI logistics & Supply chain management system 
 
Potential for future Growth 
 
Madhya Pradesh accounts for about 14% of total cattle population and 11.7% of the 
total milk production in the country. Livestock sector alone contributes 12.5% of the 
overall GDP at current prices. The agro climatic conditions are conducive to 
development of not only dairy but also to development of sheep, and goat rearing. 
Bullocks of Nimari, Kenkatha and Malvi Breeds of M.P. are known for their superior 
draught power. The climate of the state is conducive to adoptability of cross bred and 
up-graded bovine and caprine as well as exotic swines. Breeding policy of the state 
recommends indigenous milch breeds like Hariana, Gir, Tharparkar, Sahiwaletc to be 
taken up at large scale, especially in rural areas along with crosses of Jersey as well as 
Holstein Friesian in urban or semi urban areas. Jamnapari and Barberi breeds of 
caprine and White York Shire breed of swine have been introduced in different parts 
of the state. 
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The state breeding policy recommends indigenous milch breeds like Gir, Tharparkar, 
Sahiwal for upgrading of the non-descript cattle. For the crossbreeding purpose, 
jersey is used. The state is having one semen production centre producing about 10 
Lac frozen semen doses per year. The state is also having a Bull mother farm where 
in purebred Jersey, Jersey and Sahiwal crossbred and Sahiwal animals are 
maintained. For conserving and developing indigenous cattle breeds of the state 
namely Malvi, Nimari, Kenkatha and Gaulav, a controlled Cattle Breeding 
Programme is being implemented through selective breeding of identified breeds in 
respective breeding tracts. 500 Integrated Livestock Development Centres in 10 
districts have been established under Navachar ProtsahanYojana by a NGO namely 
J.K. Trust Gram VikasYojana in order to improve livestock breed in inaccessible 
rural areas of the state. To upgrade local ND and graded indigenous breeds, 
Nandishala Yojana has been launched in rural areas. Breeding bulls are being 
distributed to progressive pashupalaks, Goshalas and Dairy Co-operative societies on 
subsidy basis. To upgrade local ND and graded buffalo 
SammunatPashuPrajananKaryakram is being implemented in the state. Breeding 
buffalo bulls are being supplied on subsidy to improve the local breeds. The total no. 
of AI Centres in operation in the state  are 3228 (Mobile centres operated by the Dept. 
2236, Centres operated by Dairy Federation – 612, and Centres operated by NGOs – 
380). Besides this, the state has got 5 main dairy plants with installed capacity of 9.0 
LLPD (Lac Ltr per Day). The current operating capacity of these plants is of 71%. 
There are 40 chilling centres having operating capacity of chilling 5.10 Lac litres of 
milk per day. There are 2 milk drying facilities with a capacity of 30 MTPD and 2 
cattle feed plants with capacity of 200 MTPD. Total milk processing facility with 
milk federation in the State is about 9 lakh litres per day, against which actual 
procurement is 4.5 lakh kgs per day. There is no significant improvement in milk 
processing facility and milk procurement over the last five years. All the DCS should 
be provided with AMC and Milkotester Improved germ plasm of Frieswal cattle and 
Murrah buffalo for 5% increase in milk production Cystoscop assisted artificial 
insemination for improved conception ratio by 20%. Field based diagnostic kits 
(Bovine Viral Diarrhoea, Infectious bovine rhinotrachitis, peste Des Petitis 
ruminants) and vaccines (foot & mouth HS, Blue Tongue) for enhanced production 
and income. Complete feed blocks and area specific mineral (P, zn and Mn) 
supplementation for 10- 15% improvement in productivity. Value addition and 
improving shelf life of milk products (low cholesterol ghee, instant kheer mix and 
flavoured milk). 
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Conclusions 
 
Today, the challenges faced by our dairy sector are immensely complex. The rules 
governing international trade in international commodities are also changing fast 
according to the WTO. Currently, the rural population is widely scattered in 55,393 
inhabited villages of the State in which the coverage of dairy activities is limited to 
only 8-10%. 
 
Currently, dairying as an activity of income generation to the rural masses in the state 
needs to be promoted as a venture for self-sustenance and economic development. 
The Cooperative Dairy Sector has to usher in the new era, bringing-in the changes in 
the strategic management policies along-with its sustaining development objectives. 
In order to compete amidst stiff business competition both with private and giant 
cooperatives, there is an immense need to raise the level of state's dairying scenario 
and create the dairy infrastructure and strengthen them with latest technological up 
gradation, expand the level of operations by tapping the uncovered potential areas 
through establishment of new milk collection centers, laying new milk routes, 
promoting cattle induction, setting up bulk milk coolers of rated capacities in match 
to the milk availability/ potential and prioritizing milk automation systems etc. 
 
Recommendations 
 
1. Application of Six Sigma- MPCDF can adopt the concept of TQM as Amul had 
implemented TQM very successfully, although this concept has grown old. In order 
to succeed in this competitive environment apart from AMUL TQM model it is our 
suggestion that MPCDF must use the concept of Six Sigma, which means putting the 
customer first and using facts and data to drive better solutions. Six Sigma generally 
focuses on three key areas: Improving customer satisfaction, reducing cycle time, 
reducing defects. Improvements in these areas usually represent dramatic cost savings 
to businesses, as well as opportunities to retain customers capture new markets, and 
build a reputation for top performing products and services. This is a system that 
combines both strong leadership and grassroots energy involvement.This system is 
not owned by the senior leaders or middle level management; it takes place at the 
front lines of the organization. This will help the organization to put more 
responsibility into the hands of the people who work directly with customers. 
 
2. Application of ICT- The use of Information Communication Technologies (ICT) in 
rural areas of MP by MPCDF can make the operation of the dairy industry different. 
While it has always been argued that investments related to ICT made in rural India 
are not effective, the case of Amul proves that, where there is a will there is a way. 



   JSSGIW Journal of Management, Volume-I, Issue No. II, Apr.-Sept., 2014     
 

 

73

Amul has become rural India’s flag bearer in the IT revolution. So it is our suggestion 
to MPCDF to follow the footsteps of AMUL by adopting the ICT applications. 
 

Table1. (Data of each milk union) 
 

 BHOPAL GWALIOR INDORE JABALPUR UJJAIN 
No of District 
covered 

Bhopal, 
Sehore, 
Vidisha, 
Rajgarh, 
Raisen, Guna, 
Ashok Nagar, 
Hoshangabad, 
Betul, Harda, 
Shajapur 
(partly) 
 

Gwalior, 
Bhind, 
Morena, 
Shivpuri, 
Datia, 
Sheopur 

Indore, Dewas, 
Khargone, Dhar, 
Barwani, 
Jhabua, 
Khandwa, 
Burhanpur 

Jabalpur, Seoni, 
Narsinghpur, 
Rewa, Satna, 
Mandla, 
Dindori, Katani, 
Chhindwara, 
Shahdol, 
Umaria, Sidhi, 
Balaghat, 
Damoh, 
Anuppur 

Ujjain, 
Ratlam, 
Mandsaur, 
Neemuch, 
Shajapur 
(partly), 
Dhar 
(partly) 

Processing 
capacity 

1.50 Lakh 
Litre / Day 

2.00 Lakh 
Litre / Day 

2.00 Lakh Litre / 
Day 

1.00 Lakh Litre / 
Day 

2.50 Lakh 
Litre / Day 

Chilling 
capacity 

1.35 Lakh 
Litre / Day 

0.63 Lakh 
Litre / Day 

0.91 Lakh Litre / 
Day 

0.72 Lakh Litre / 
Day 

1.60 Lakh 
Litre / Day 

Dairy 
plants/chilling 
centres/IMC 
units 

Habibganj 
(Bhopal), 
Ashta, 
Narsinghgarh, 
Harda, 
Maliwaya, 
Betul, Lateri, 
Multai, 
Rajgarh, 
Sanchi, 
Suhagpur, 
Bareli, Guna, 
Shujalpur, 
Keeratpur, 
Shahganj, 
Gairatganj 

Banmore 
(Morena), 
Mehgaon, 
Daboh, 
Shivpuri, 
Sheopur, 
Datia, Dabra 

ChandaTalawali, 
Chapda, 
Phulgawadi, 
Jhabua, Ambua, 
Petlawad, 
Burhanpur, 
Khargone, 
Dudhi, Barwani, 
Barwah, 
Khandwa 

Imlia (Jabalpur), 
Bandol, 
Narsinghpur, 
Shahdol, Rewa, 
Chhindwara. 
Balaghat, 
Mandla, 
Sirmore(B), 
Chakghat(B), 
Mauganj(B), 
Beohari(B), 
Majhagawan(B), 
Amarpatan(B), 
Anuppur(B), 
Manpur(B) 

Maxi Road 
(Ujjain), 
Ratlam, 
Agar, 
Mandsaur, 
Shamgarh, 
Neemuch, 
Shajapur 

 
Sources: http://mpcdf.nic.in/ 
 

Table2. Last five years Performance on key parameters- all unions (MPCDF) 
 

Parameters 2009-10 2010-11 2011-12 2012-13 
2013-14 Till 
Nov 2013) 

No of functional milk 
routes 

249 272 323 357 357 
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No of functional dairy 
cooperatives 

3805 4116 4837 4987 5089 

Membership of functional 
dairy cooperatives 

166939 176419 197374 204396 202227 

Average milk procurement 
per day in Kg. 

523259 586913 720317 798571 736475 

Local milk 
marketing(LPD) 

447474 494641 524276 586142 670570 

No of AI centres 642 686 871 1023 1023 
No of AI done 183297 189169 205167 255654 183313 
Turnover(in Crore) 613.79 728.17 995.90 1061.07 818.59 
Sources- http://mpcdf.nic.in/ 
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Abstract 
 
The field of responsible business practice is one of the most dynamic and 
challenging subjects, corporate leaders face today. The need is more felt 
because, the world is walking up to the fact that, the worldwide problems of 
poverty, indebtedness, child labour, pollution and corruption are still with us. 
The attention has been focused upon the publicly financed international 
organizations. Yet many are also wondering about the role of large 
multinational organizations and private sector in general. Companies 
operating in globalised markets are increasingly required to balance the 
social, economic and environmental components of their business, while 
building shareholder value.5 The extent to which corporations must consider 
non-financial aspects of their business or in other words their level of 
‘Corporate Social Responsibility’ is an area of intense research today.  There 
is a growing concern that “markets” do not work in health care, because we 
can’t view health care as just another business. Health care institutions across 
the world are facing challenges in the delivery and provisioning of services 
with financial solvency. Patient care now competes with the financial 
solvency of the health care institutions, and the issue of ethics has become 
more relevant than at any other point in time. Health care services have a 
special moral quality6. In this article an attempt will be made to provide a 
brief overview of the field of ethics in health care, the status of the health 
care sector in India, the key institutional actors and finally, the key ethical 
issues arising out of the interactions across the various actors. 
Keywords:Health, Surrogacy, Business Ethics, Company, Social 
Responsibility  

 
                                                             
5S.C. Shastri, Environmental Law, Eastern Book Company, Lucknow,2008 
6 A. K. Bhatia, Tourism Development Principles and Practices, Sterling Publishers Private 
Limited, New Delhi, Third Revised Edition, 2009 
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Introduction: 
 
The purposes of health care services include saving lives, preventing or relieving 
suffering, preventing and curing disease and disability, and ameliorating the 
consequences of disease when it cannot be prevented or cured. Few people can be 
morally comfortable with the idea that some people should be denied access to health 
care that might relieve their suffering or save their lives because they cannot pay for 
it. In the Indian context, where health indicators of the country arepoor, the discourse 
on ethics assumes greater complexity and requires a more nuanced understanding and 
appreciation of the contextual elements7.  
 
Medical Tourism also called medical travel or health tourism can be defined as 
patient movement from highly developed nations to less developed areas of the world 
for medical care by bypassing services offered in their own communities8. Medical 
tourism differs from the traditional model of international medical travel where 
patients generally journey from less developed nations to major medical centres in 
highly developed countries for medical treatment that is unavailable in their own 
communities9. Services typically sought by travellers include elective procedures as 
well as complex specialised surgeries such as joint replacement including knee or hip, 
cardiac surgery, dental surgery and cosmetic surgeries. Individuals with rare genetic 
disorders may travel to another country where treatment of these conditions is better 
understood. However, virtually every type of health care, including psychiatry, 
alternative treatments, convalescent care and even burial services are available.  
 
Historical background of Medical Tourism  
 
The first recorded instance of medical tourism dates back thousands of years to the 
period when Greek pilgrims travelled from all over the Mediterranean to the small 
territory in the Saronic Gulf called Epidauria This territory was the sanctuary of the 
healing god Asklepios. Epidauria became the original travel destination for medical 
tourism. Spa towns and sanitariums may be considered an early form of medical 
tourism. In eighteenth century England, for example, patients visited spas because 
they were places with supposedly health-giving mineral waters, treating diseases 
from gout to liver disorders and bronchitis. Now days over 50 countries have 

                                                             
7 B S Badan and Harish Bhatt, Financial Management of Travel and Tourism, Commonwealth 
Publishers, New Delhi, 2007 
8SudiptaDev,  “The responsible way of developing tourism is a matter of political will and 
awareness”, TravelWorld, May, Vol. 7, No. 4, 2012. 
9Pushpinder S Gill, Perspectives on Indian Tourism, Anmol Publications, NewDelhi, 2009 
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identified medical tourism as a national industry. However, accreditation and other 
measures of quality vary widely across the globe, and some destinations may become 
hazardous or even dangerous for medical tourists.  
 
Medical Tourism vis a vis Pleasure Tourism in India 
 
Medical tourism is market driven it is shaped by the complex interactions of myriad 
medical, economic, social and political forces. The reasons medical tourists embark 
on worldwide journeys for health care. Low cost is the primary reason that patients 
from industrialized nations seek medical care in less developed countries. The key 
point is that resources are insufficient for them to comfortably purchase care in their 
local market, but adequate for them to buy care in low-cost foreign facilities. For 
patients from Britain, Canada and other countries where a governmental health care 
system regulates access to health care, the reason to leave the local market is the 
desire to have timely treatment, circumventing delays associated with long waiting 
lists10. Because national health programs do not fund cosmetic surgery and similar 
type services, patients seeking these services are driven to pursue medical tourism by 
the same economic forces as those from the other countries. Patients also travel to 
medical tourism destinations for procedures that are not available in their own 
countries. For example, stem cell therapy for heart failure, unobtainable by many 
patients in industrialized countries, is available in the medical tourism marketplace11. 
A faraway country provides privacy and confidentiality for patients undergoing 
plastic surgery, sex change procedures and drug rehabilitation. There is currently 
virtual absence of involvement of referring physicians in medical tourism.  
 
Doctors in industrialized nations, unfamiliar with the practitioners and practices in 
less developed countries, are reluctant to encourage their patients to pursue care by 
unknown providers in distant lands. Further, the physician may deeply believe that it 
is unreasonable to choose a provider for potentially risky medical therapy based on 
anything other than medical considerations. Finally, physicians in highly litigious 
nations may be particularly reluctant to endorse offshore treatment because of 
concern about vicarious liability. However, there are many agencies that provide 
services to patients who want offshore medical and surgical care. These agencies help 

                                                             
10 V. Basil Hans, Tourism in India: Contemporary Issues and Emerging Challenges. In 
Mazumdar, Debasish and Mishra, Lavkush (eds.), Contemporary Tourism Development Issues 
and Challenges, Rajat Publications, New Delhi, 2010. 
11Jayasheela and V. Basil Hans, “India’s Tourism Industry – Is a Take-off Round the 
Corner?”, Asian Economic Review, Vol. 49, No. 3, pp. 459-474, 2007. 
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patients select a country, facility and provider12. They determine prices and collect 
payment, assemble and transmit medical records, and arrange travel and 
accommodations. Additionally, they may arrange for postoperative follow-up in the 
patient’s own community after they return. Although some travel professionals 
promote the tourism aspect of offshore care, as the seriousness of the medical 
situation increases, the recreational aspects of travel have diminishing importance13.  
Medical tourism agencies can be easily found on the Internet or in any medical 
tourism guide. The availability of resources is the issue that most differentiates the 
traditional international medical patient from the patient in the medical tourism 
model. In the medical tourism model, the absence of some resource influences or 
drives the decision about travel for medical services, whereas the traditional 
international medical patient has ready access to health care facilities throughout the 
world as a consequence of available financial resources. In the medical tourism 
model, poor nations export health care expertise and services to patients from 
industrialized countries14. The direction of international trade is opposite that of the 
traditional model. Consequently, nations that once primarily exported medical 
services to less developed countries are now purchasing health care from these same 
countries. The principal reason why medical tourism destinations are able to offer 
services so inexpensively relates to the level of their national economic development. 
Accordingly, the lower cost of health care is appropriate for the economic 
environment in which the care is provided. Another reason for low costs overseas 
relates to the medico legal environment-the professional liability insurance premium 
for a surgeon in India is 4% of what it is in New York. 
 
Medical tourism in India is a million dollar booming business, drawing loads of 
oversees patients. Medical Travel India is projected to capture 2.5% of the 
International Medical Tourism Market by the year 2015, with concurrent revenue 
projects of $2.3 billion. It has been estimated, that the Medical Tourism Industry in 
India will attract over 1.1 million patients from across the globe, by the end of 2015. 
Contemporary and state of the art infrastructure, high end technological support and 
excellent quality of health care, make India an alluring Medical trip destination, 
chiefly for patients in the UK and USA where health care costs are exceedingly steep. 
Coming to India for a medical trip helps save a significant amount of money, 

                                                             
12ibid 
13A. Raheem and K. Sambasivam, and R. Krishnamurthy, “Tourism Economics 
AnInterpretation of Economic Models”, International Journal of Business Statistics 
&Finance, Vol. 1, No. 1-2, January-December 2011, pp. 47-58. 
14R. Chandwani, D TDevare,&V. Srinivasan, Future fit HR in Health Care Sector: Issues and 
Challenges. Presented at theNHRDN National Conference, Bangalore, October, 2011. 
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sometimes to the tune of 50 % to 70 %. Importantly, low cost of medical care, in no 
way indicates substandard or poor quality. Indian hospitals provide first class services 
and facilities. Also, Medical Travel to India, helps to do away with the long waiting 
lines that patients experience in their home country, and thus, assists them in gaining 
easy access to timely medical care.  
 
Reproductive Tourism in India and Ethical issues involved  
 
A specialized subset of medical tourism is reproductive tourism and reproductive 
outsourcing, which is the practice of travelling abroad to undergo in-vitro 
fertilization, surrogate pregnancy and other assisted reproductive 
technology treatments including freezing embryos for retro-production. However, 
perceptions of medical tourism are not always positive15. In places like the US, which 
has high standards of quality, medical tourism is viewed as risky. In some parts of the 
world, wider political issues can influence where medical tourists will choose to seek 
out health care. 
 
Health tourism providers have developed as intermediaries to unite potential medical 
tourists with provider hospitals and other organisations. Companies are beginning to 
offer global health care options that will enable North American and European 
patients to access world health care at a fraction of the cost of domestic care. 
Companies that focus on medical value travel typically provide nurse case managers 
to assist patients with pre- and post-travel medical issues. They also help provide 
resources for follow-up care upon the patient’s return. 
 
In an attempt to avoid the legal prohibitions and uncertainties found in many states, as 
well as to seek a less costly option, many intended parents travel overseas to find 
surrogacy services. International surrogacy, however, is problematic and fraught with 
risk16. 
 
India has become a viable option and is a frequent destination for those seeking 
international surrogacy services17. Even so, it presents its own set of limitations. 
India’s own Baby M case Baby Manji provides a cautionary tale. In November 2007, 
Ikufumi and Yuki Yamada, a Japanese couple, contracted for surrogacy services in 

                                                             
15SipraMukhopadyay, Tourism Economics, Ane Books, Pvt Ltd, New Delhi. Ltd, 2007 
16V. Basil Hans, “India’s Tourism Industry – Progress and Emerging 
Issues”,http://depot.gdnet.org/newkb/fulltext/1228070211_INDIA%5C%27S_TOURISM.pdf 
17N. Y Times, 10thMarch, 2008, at p. 9. 
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India, using an egg donor and a gestational surrogate18. Baby Manji was born in late 
July 2008. Unfortunately, during the pregnancy, the Yamadas divorced, and Mrs. 
Yamada ceased to be involved. Because Baby Manji was not born to a Japanese 
mother, the Japanese embassy in India declined to grant her a passport. Indian law 
was silent on surrogacy, and a 120-year-old law prohibited single men from adopting 
baby girls. This posed a problem for the now-single Mr. Yamada. Eventually, the 
Indian Supreme Court resolved the issue in favor of Mr. Yamada, and he was able to 
take his daughter home. Since the Baby Manji situation, Indian lawmakers have 
proposed draft bills addressing surrogacy and other reproductive technologies. To 
date, these bills have not been enacted into law19.India has also posed additional 
challenges for intended parents. In 2010, Myleen and Jan Sjodin of Toronto, Canada 
faced unexpected difficulty after their child was born to an Indian surrogate. The 
Sjodins reported that the physician dramatically raised her fees prior to the child's 
birth and used India's bureaucracy to delay their return to Canada.  
 
In general, the ethics behind the commercial surrogacy is that it is helpful for those 
women who are naturally noting a position to become a mother. It helps them to 
enjoy the motherhood. At the same time, those families which are having the problem 
of lack of peace due to absence of child can overcome the said quandary and for 
achieving this goal commercial surrogacy is no doubt a way out.  
 
However the point is what the ethical issues are as to commercial surrogacy. 
Many argue that surrogate arrangements depersonalize reproduction and create a 
separation of genetic, gestational, and social parenthood. Others argue that there is a 
change in motives for creating children. According to them children are not 
conceived for their own sakes, but for another’s benefit20. 
 
Actually, the entire idea of a child created in a test tube and carried by an unrelated 
woman is enough to drive fear into the hearts of many while questioning the ethics of 
surrogacy21. Surrogacy is the only way to conquer both biological and social 
infertility. It provides medically infertile couples as well as socially infertile 
individuals who are unwilling to get married with a chance to have a child of their 
own. Blocking every way for minority members to obtain the treatment they desire 

                                                             
18The Hindu, 22nd January 2013, at p. 11. 
19ibid 
20Dr.S.K.Tiwari&P.S.Adhya, “Surrogacy and Human Right: Legal and Ethical Issues” Law 
and Gender, P.164, 2010 
21Supra Note 4 
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would be perilous because it could increase feelings of frustration, suppression, and 
indignation. Actually, legalization of gestational surrogacy aims to protect the 
surrogate’s interests as well as those of the intended parents and the baby born after 
the surrogacy. 
 
India is emerging as a leader in international surrogacy22. So far the Indian 
perspective is concerned; it has left no doubt with the room that Indian surrogates 
have been increasingly popular with fertile couples in industrialized nations due to the 
relatively low cost. At the same time, Indian clinics are becoming more competitive, 
not only in the matter of pricing, but also in the hiring and retention of Indian females 
as surrogates. Actually, surrogacy in India is much simpleras well as less costly. So, 
people from western countries are gathering to India get a baby of their own genes23. 
 
Surrogacy Contracts and the Ethics 
 
As for as the legality of the concept of surrogacy is concerned it would be worthwhile 
to mention that Article16.1 of the Universal Declaration of Human Right 1948 says, 
inter alia that “men and women of full age without any limitation due to race 
,nationality or religion have right to marry and found a family”. The Judiciary in India 
has recognized the reproductive right of humans as a basic right. For instance in B.K. 
Parthasarthi v. Andhra Pradesh24 the AP High Court upheld “the right of 
reproductive autonomy’ of an individual as a facet of his ‘right to Privacy’. Even in 
Javed v. State of Haryana25 , though the SC upheld the two living children norm a 
person from contesting a Panchayati Raj election it refrained from stating that the 
right to procreation is not a basic human right26.         
 
In the complicated case of Baby Manji v. Union of India27, the Supreme Court of 
India has indirectly recognized even commercial surrogacy. 
 
 

                                                             
22Dr.JyotiBhakare, “Surrogacy – A reality eclipsed by Ethical, Social, Legal Issues-Indian 
Perspectives”, Indian Journal of Law and Justice,Vol.2,no.1,March 2011,p.79  
23Dr.Kamaljit Kaur &Jishnu M Nair, “Women’s Right to Reproductive Health:Socio-Legal 
Critique on Surrogacy with special reference to the union territory of Chandigarh” RGNUL 
Law Review ,Vol. II, 2009,p. 109  
24 AIR 2000 AP 156 
25(2003)8SCC369 
26PriyaPareek, “Surrogacy: Concept of Renting A Womb” , Rajasthan Journal of Judicial 
Science,Vol.1 Issue 1 ,Jan-June 2011  
27(2008) 13 SCC 518 
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Indian Council of Medical Research Guidelines 
 
In the absence of law regulating these issues, the only ray of hope was in the form of 
guidelines laid down by Indian Council of Medical Research (ICMR).But after all 
these guidelines are not laws . Hence, they lack sensation behind it. They issued the 
guidelines for accreditation, Supervision and regulation of Clinics in India. These 
guidelines are silent on many major issues after they were introduced in 2005, the 
incidences of malpractices, surrogacy trafficking have gone undeterred28.   
 
According to contract law principles as well, it is uncertain as to whether commercial 
surrogacy arrangement can be interpreted to be public policy and hence 
unenforceable as per Section 23 of the Indian Contract Act,1872. In the locus 
classicus on this point , Central Inland Water Transport Corporation Limited v. 
BrojoNathGanguly29 ,it was stated that though the phrase, “opposed to public policy” 
is incapable of a precise definition ,it connotes some matter which concern the public 
good and the public interest. Principles governing public policy are capable of 
modification and expansion30. 
 
Assisted Reproductive Technology (Regulation) Bill 2010  
 
The advances in human reproductive sciences have made it possible for couples and 
others to have biologically their own children who otherwise cannot for a number of 
reasons. This has given rise to the concept of surrogate mothers. Surrogacy is a 
method of assisted reproduction. More common form is IVF/Gestational surrogacy in 
which the surrogate child biologically belongs completely to the social parents. The 
other type is gestational surrogacy where the surrogate child is genetically related to 
the male parent and the surrogate mother31.  
 
India has emerged as a favourable destination for surrogacy and its Assisted 
Reproductive Technology (ART) industry has evolved into a 25-billion rupee 
business annually, with Law Commission describing it as “a gold pot”. The 
phenomenal rise in surrogacy in India has been due to it being cheap, socially 
accepted. Moreover, surrogacy has emerged as a preferred option because of 

                                                             
28Supra note 22 
29 (1986)3 SCR 156 
30AyushiM.Sutaria, “Commercial Surrogacy in India :Proposed Framework for Legalizations 
and Safeguarding the Surrogate Mothers Interest”, CNLU Law JournalVol 3,2013 p. 33 
31Available at http://pib.nic.in/newsite/efeatures.aspx?relid=72127. Last Accessed on 2nd 
August 2014 
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complicated adoption procedures32.Foreigners including NRIs seeking surrogacy for 
various reasons, both medical and personal, have also contributed to the rise of the 
Indian surrogacy industry predominantly because of it being at least ten times cheaper 
than in their respective countries. No statistics exist on the number of foreign couples 
coming to India to have a child. But Assisted Reproductive Technology clinics say 
that their numbers have been appreciably growing.  
 
The last nearly 20 years have seen an exponential growth of infertility clinics that use 
techniques requiring handling of spermatozoa or the oocyte outside the body, or the 
use of a surrogate mother. As of today, anyone can open infertility or assisted 
reproductive technology (ART) clinic; no permission is required to do so. There has 
been, consequently a mushrooming of such clinics around the country. In view of the 
above, in public interest, it has become important to regulate the functioning of such 
clinics to ensure that the services provided are ethical and that the medical, social and 
legal rights of all those concerned are protected. The bill details procedures for 
accreditation and supervision of infertility clinics (and related organizations such as 
semen banks) handling spermatozoa or oocytes outside of the body, or dealing with 
gamete donors and surrogacy, ensuring that the legitimate rights of all concerned are 
protected, with maximum benefit to the infertile couples/individuals within a 
recognized framework of ethics and good medical practice33. 
 
The Law Commission of India has submitted the 228th Report on “Need for 
Legislation to Regulate Assisted Reproductive Technology Clinics as well as Rights 
and obligations of parties to a Surrogacy.” Reproductive Tourism is one of the 
growing areas in the field of business in India; there is a need to keep a check on the 
issues of ethics and economic efficiency in the provisioning and delivery of services 
in the Indian context. So keeping this in mind the Law Commission has made 
following observations34: - 

I. Surrogacy arrangement will continue to be governed by contract amongst 
parties, which will contain all the terms requiring consent of surrogate mother 
to bear child, agreement of her husband and other family members for the 
same, medical procedures of artificial insemination, reimbursement of all 
reasonable expenses for carrying child to full term, willingness to hand over 
the child born to the commissioning parent(s), etc. But such an arrangement 
should not be for commercial purposes. 

                                                             
32Ibid 
33Preamble, The Assisted Reproductive Technologies (Regulation) Bill, 2010.  
34Available at http://lawcommissionofindia.nic.in/reports/report228.pdf. Last visited on 3rd 
August 2014 
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II. A surrogacy arrangement should provide for financial support for surrogate 
child in the event of death of the commissioning couple or individual before 
delivery of the child, or divorce between the intended parents and subsequent 
willingness of none to take delivery of the child. 

III. A surrogacy contract should necessarily take care of life insurance cover for 
surrogate mother. 

IV. One of the intended parents should be a donor as well, because the bond of 
love and affection with a child primarily emanates from biological 
relationship. Also, the chances of various kinds of child-abuse, which have 
been noticed in cases of adoptions, will be reduced. In case the intended 
parent is single, he or she should be a donor to be able to have a surrogate 
child. Otherwise, adoption is the way to have a child which is resorted to if 
biological (natural) parents and adoptive parents are different. 

V. Legislation itself should recognize a surrogate child to be the legitimate child 
of the commissioning parent(s) without there being any need for adoption or 
even declaration of guardian. 

VI. The birth certificate of the surrogate child should contain the name(s) of the 
commissioning parent(s) only. 

VII. Right to privacy of donor as well as surrogate mother should be protected. 
VIII. Sex-selective surrogacy should be prohibited. 

IX. Cases of abortions should be governed by the Medical Termination of 
Pregnancy Act 1971 only.35 

 
The Report has come largely in support of the Surrogacy in India, highlighting a 
proper way of operating surrogacy in Indian conditions. Exploitation of the women 
through surrogacy is another worrying factor, which the law has to address. The Law 
Commission has strongly recommended against Commercial Surrogacy. However, 
this is a great step forward to the present situation to keep a balanced check on the 
growing reproductive tourism in the country.  
 
Conclusion and Suggestions 
 
Medical tourism in India has emerged as the fastest mounting segment of tourism 
industry in spite of the global economic recession. Elevated cost of treatments in the 
developed countries, particularly the USA and UK, has been forcing patients from 
such regions to look for alternative and cost-effective destinations to get their 

                                                             
35 Law Commission of India, Report No. 228, “Need for legislation to regulate assisted 
Reproductive technology clinics as well as Rights and obligations of parties to a Surrogacy”, 
August, 2009, Para 1.3 & 1.4. 
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treatments complete. The Indian medical tourism industry is currently at a budding 
stage, but has a massive potential for future development and progress. The Indian 
government has also signalled its intention to promote medical tourism, but this has 
evoked criticism from health sector analysts. “Where is the logic of the government 
spending energy and effort to attract foreign patients for the private sector when an 
over- whelming majority of patients in India have inadequate access to health care,” 
said Dr Amit Sen Gupta, joint convenor of the People’s Health Movement, a 
nationwide network of non- government organisations campaigning to improve the 
country’s public health services36. The western Indian state of Maharashtra has set up 
a Council for Medical Tourism to pro- mote the state as a health destination for 
foreign patients. In the past year, the Indian Healthcare Federation, a consortium of 
private hospitals and medical industry, has sent delegations to Britain and the United 
Arab Emirates to showcase India’s medical infrastructure and capabilities37.  
 
It is only through rapid economic growth that India will be able to generate the 
resources to invest in its people and reduce poverty. Investment in health care is 
positively linked to productivity growth and will lead in return to sustainable 
growth38. There is further scope for social marketing in India, which requires the set-
up of an appropriate institutional framework as well as new partnerships between the 
public and the private sector. The effective social marketing of health care in India 
requires the involvement and the cooperation of society as a whole. The profit motive 
is not the sole driver of socio-economic change. Government policies, business 
growth and innovation all have an active role to play. 
 
From the traditional concept of “AthithiDevobhava” (The guest is God) to themodern 
slogan of “Incredible India”, India’s tourism parampara(tradition) has comea long 
way. It is time now to have a fresh look at this sector in the light of impact 
andimplications of GATS and the burgeoning service sector of the country39. 
Tourism’s uniqueness should be clearly understood. Ourpreparedness for new 
challenges can be tested by growth coupled with qualitychanges. Tourists’ safety and 
eco-balance must receive priority in tourismmanagement. The thrust is on “boosting 
tourism and balancing hospitality” withproductive roles played by public and private 
sectors as synergistic stakeholders.The tourism sector is a vibrant and fast growing 
sector, postglobalization. It has both pervading and penetrating effects and learning 

                                                             
36The Chronicle, May 2013, at p. 54. 
37ibid 
38 Sanjay K Aggarwal, Corporate Social Responsibility in India, SAGE Publications, p 48 
39C V Baxi andAjit Prasad, Corporate Social Responsibility: Concepts and Cases, Excel 
Books India, p98 
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and earning. The processes of economic reforms, private participation in 
infrastructure development and foreign investments have made tourism industry a 
major source of invisible earnings40. 
 
The tourism, industry has a huge responsibility of the traveller and its own 
employees. India represents the most prospective medical tourism market in the 
world. Factors such as low cost, scale and range of treatments provided by India 
differentiate it from other medical tourism destinations. Furthermore, the growth in 
India’s medical tourism market will be a boon for several associated industries, 
including hospital industry, medical equipments industry and pharmaceutical 
industry41. To enhance visibility and scalability and attract more clients, health 
institutions in India will require intensive efforts on the establishment and compliance 
of rigorous quality standards, implementation of international best practices, and 
communication thereof. Health services are increasingly coming under independent 
evaluation by accreditation agencies in many countries. Accreditation is a voluntary 
process by which an authorized agency/organization evaluates and accredits health 
service according to a set of standards describing the structure and processes that 
contribute to desirable patient outcomes. The patients get services by credential 
medical staff. Rights of patients are respected/protected and regularly evaluated 
through patient satisfaction and simultaneously there is an element for professional 
growth enrichment42. 
 
In spite of very optimistic, supportive, and economically driven environment being 
garnered for Medical Tourism, some of the issues and concerns could be incentives, 
concessions and taxation, follow-up services, limited presence of global health 
insurers, exodus of specialists from public health system to private sector, 
malpractices by patients/attendants, litigation, legal stay, and import of exogenous 
infections. However, taking a clue from the current scenario, it would be apt to 
conclude that Medical Tourism has a huge potential in times to come as more and 
more foreign travellers will be visiting not only the north western states of India but 
southern states for their health needs and keeping an eye on future will lead to 
quantitative and qualitative gains for both international and national clients. 

                                                             
40Id 
41Gupta, Amit Sen,‘Medical Tourism and Public Health’, People’s Democracy, V XXVII, No 
19, May 9, 2004. 
42The India Today Magazine, May 2014 at p 34 
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The tourism industry must realize that the industry is community based and 
consideration must be given to the socio cultural costs of tourism development and, 
being service oriented, it must be ethical in its treatment of customers and employees. 
The industry must be willing to plan, conduct and reinforce an ethical program. Being 
ethical is good business since being ethical enhances a company’s profits 
management effectiveness, public image and employee relations. 
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Abstract 
 
Banking and finance play a fundamental role in developing public policies in 
today’s business setting. Economic pointer like growing and downturn 
performance of a country is largely reliant on the banking and financial 
system. This paper highlights the various ethical concerns and challenges like 
Usurious practices , Speculative banking, Financing arms manufacturing and 
trade , Financing and supporting totalitarian regimes , Ecological Impact , 
Involvement in social enterprise , and so on. Ethically-responsible, respectful 
banking and financing industries are not only possible, but also highly 
enviable, and they are already starting to emerge. Some banks, mainly small 
institutions in developed countries have comprehended the importance of 
being ethical beyond their internal Code of Values that is, beyond paper and 
beyond what is strictly within its operations. Individual investors will play a 
key role in putting force on banks and regulators to let them know that 
banking practices cannot go on as self-governing of ethics any longer. The 
significance of what banks do with the people’s resources is material. This 
paper is divided in three segments. First section discusses about the Banking 
Industry in India. Second section explains historical background and 
development of banking.  Third section highlights the Ethical concerns 
related to Banking Industry and finally conclusion has been given.  
 
Key words: Banking industry, ethical banking, Issues, challenges, India. 

 
 
Introduction 
 
Historically banks have been viewed solely as financial institutions, which should 
concern themselves with all things financial. Morality has not entered the equation. 
Banking Institutions -including all sorts of Banking activities, credit, private equity, 
pension funds, insurance, and the like- have in past been considered by most persons 
that the major concern for the banks is wealth maximization. The performance of 
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Banking Institutions is therefore measured by their capability to take full advantage of 
financial assets, specifically, it has been considered with assessment factors that 
reconsider only their financial end results. In pursuing the various ends, banks, and 
Banking Institutions in general, have long safeguarded the privacy of the information 
relevant to their industry, be it information about their clients, the sources and the 
target of the economic capital they handle, their credit-giving policies and measures, 
and many more aspects of the banking profession that tend to be little translucent and 
not very unrestrained about their way of doing big business. 
 
This public view has allowed banks momentous freedom with concern to ethical 
standards. The reason behind this was that they have not been connected with the 
performance taken by the businesses they lend to. Banks have also portrayed the 
reason for not escalating the new confronts that sustainability presents is that such 
examination would necessitate intrusion in the performance of clients. Yet with the 
varying social burden, and as more is known about the effects that banks can have 
through their lending policies, banks have started to feel strained from the general 
public, NGOs, governments, and the like to go ahead of conform ist commerce 
administration. Regrettably, governments, supervisory bodies, and other institutions 
merely cannot manage with this rate of development in a pleasing way. Banks are 
moving rapidly for the reaction-time of governments and other organizations. As a 
result, many significant matters are being unobserved by the institutions charged with 
directing our social order towards the general superiority way. In order to handle 
money as a product with no moral insinuation and impact is to ignore significant 
moral issues, issues that could in fact be funded, and thus, passed, endorsed, and 
successfully created, by the investors’ money. Known the reality that currency can be 
used in an incorrect way -and it regularly does get used in such a way- and bearing in 
mind that currency is ultimately funded to a very large extent by individual financier, 
we must ask: is it still ethically tolerable that financial institutions endow and let 
somebody use money chaotically, watching only the bottom-line? Should bank 
confidentiality and privacy for no reason be held to answer for the moral and ethical 
insinuation that money can have in our world? 
 

 Ethical Bank 
 

An ethical bank, also well-known as a social, alternative, civic, or sustainable bank, is 
a bank concerned with the social and environmental impacts of its investments and 
loans. Ethical banks are an element of a well-built communal movement toward more 
communal and ecological accountability in the financial sector. This movement 
comprise of ethical investment, communally accountable outlays, CSR, and is also 
related to such engagements as the fair trade practices, morally consumerism, etc. 
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Ethical banking is an infantile sector within this movement. Other areas, such as fair 
trade, have wide-ranging codes and set of laws to which all business that wish to be 
approved as fair trade must stick. Ethical banks are regulated by the same statutory 
bodies as traditional banks and have to put up with by the same systems. The most 
common set of principles, being precision, transparency and social and/or 
environmental aims of the projects they finance. Ethical banks generally work with 
lesser profit margins than conventional ones, and as a result they may have few 
offices and operate mostly by phone, Internet, or mail. 
 
The Code is founded to achieve its objectives on the following principles: 
 

 INTEGRITY 
 CONFIDENTIALITY 
 LOYALTY 
 LEGALITY 

 
Ethics for Bankers 
 
Objectives:  
The Code of Ethics sets down fundamental principles seeking to achieve the ethical 
conduct of banking business. The Code aspires at all times to enable the members 
practice the highest standards of the profession while at the same time satisfy the 
statutory and regulatory requirements governing the banking business in the country. 

 
In this regard, the Code of Ethics has been formulated with the following objectives: 

 
 To provide a collective statement of standards for personal and corporate 

behaviour, 
 To ensure adherence to principles of professional behaviour, 
 To promote and maintain confidence in the banking profession, 
 To resist and highlight improper or unprofessional conduct, 
 To uphold social values, laws and customs of India in the banking industry, 
 To instill a sense of honesty, fairness and decency in the conduct of banking 

business, 
 To harmonise the concepts of profitability and social responsibility, 
 To instill commitment To high standards of ethical behaviour by institute 

members, 
 To reinforce compliance with regulators, 
 To enhance and sustain public confidence of banking Industry. 
 To safeguard the corners tones of the Banking Profession, 
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 To respect the rules of professional conduct, 
 
To add value and support to Rules and regulations lay down by member banks and 
other organisations as employers. 
 
Literature Review 
 
In spite of its importance, a little consideration is given to ethics in finance in general 
(cf. Boatright, 2008) and to ethics in banks in particular (c.f. Cowton and Thompson, 
1999; Cowton, 2002; Edery, 2006), so the ethics in economics area is a research 
subject to develop nowadays. Few papers analyze ethical banks and show the relevant 
role of the ethical banking as an independent and different financing activity (Alsina, 
2002; Barbu and Vintilã, 2007; Buttle, 2008; Lynch, 1991; Kendrick, 2004; 
Thompson and Cowton, 2001). 
 
Misconduct, is easier to describe and is attributed to fraud, deceit and dishonesty in 
all its forms. Reasons for misconduct can be greed, personal gain or desperation 
trying save ones job or jobs in the financial service provider’s organization or to save 
the company. Every financial service company needs an independent compliance 
department as well as internal and external audit. (2012 Financial Services Industry 
Compliance Benchmark Study). To mislead, make a false statement or leave out an 
important fact is misrepresentation. An example is when a financial service provider 
“guarantees” (not in writing, but by saying – “sure theoretically there is a risk but in 
reality.”) a high risk free return when in fact there are risks involved with the 
investment. There been several such cases in the subprime crises. CDO or CMO was 
sold as virtually a no risk investment. Investors took loans to leverage their 
investment since it was 100% safe according to brokerage houses. Now these 
investors sit on the loan and worthless securities. A so-called safe investment did not 
just lead to the loss of invested capital, but further losses. (SVD 2010) 
 
Objectives of the study 
1. This study aims at studying various ethical concerns facing banking industry. 
2. To study the various reasons why banks do such practices. 
 
Research Methodology 
In this study the descriptive research design is used. The data is collected through 
secondary sources like websites, published data in journals, books and websites. 
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Findings, Discussions and Suggestions 
 

 Major Concerns of Banking Industry 
The aim of the code is to enable financial institutions, regulatory bodies and their 
employees to know in clear terms what acts, conducts, omissions and practices are 
considered unethical, and the appropriate sanctions that would apply for non-
compliance with the code. 
 
Banks can channel economic resources in different ways that make money result in 
some form of evil-doing. The two main ways in which banks can do this are  
 
(a) By lending money to others, that is, by issuing credit facilities to their clients, 
these being customers corporations, governments, individuals, etc. 
 
(b) By actively and directly investing money, that is, owning shares, be it in the name 
of others or for themselves, in companies, projects, or countries, that conduct 
different forms of wrong-doing. Owning shares of companies that could be 
conducting wrong-doing is, of course, not exclusive to financial institutions; however, 
the large sums of funds that banks have available to invest make these investments 
particularly relevant when we analyze ethical issues facing banks. How banks and 
financial institutions have been known to effectively fuel wrong-doing through the 
issuance of credit facilities to clients in questionable businesses, and through other 
actions that range from actively holding shares of companies with questionable 
practices, to speculation and other questionable matters. 
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practices

Speculative 
banking

Financing and 
supporting 

authoritarian 
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with slight or no 
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1. Usurious practices. 
Protecting and growing people’s money is a business of Banking. The aim is to create 
assets, in the type of monetary returns for its shareholders. Banks that charge 
excessive interest rates, foul commissions, or instant money credit charges that go 
further than rational standards for taking an extra benefit from a specific situation in 
harm to their customers, are culpable of usury.  “Usury may be defined as demanding 
significantly more money back from customers than is just and fair”. Financial 
institutions constantly betrothed in usury are therefore is a focus of concern. The 
major concerning part is that banks are regularly charging unnecessary rates and 
imposing unfair reward for themselves upon clienteles. Thus it is expected from 
banks to take care to put into practice those policies that avertillegal behaviour in the 
form of usury and similar sorts of illegal practices. Financial institutions are also 
guilty of some forms of usury when they encourage their customers, especially 
individuals, to go into excessive debt by taking irresponsible credit at too high interest 
rates.  
 
2. Speculative banking. 
When Banks engage the investments and assets of individuals or corporate in 
exceptionally speculative investments and reckless credit lending practices is 
ethically intolerable, and in many cases, not even good business. It is believed that 
bankers and financial professionals should take an accountable approach in all 
investment and lending operations with its clienteles’ money. The point is that there is 
always an ethical constituent involved in these too-risky investments that are being 
mistreated and this has led to severe wealth minimization of investors and clienteles’. 
One more concerning facet regarding speculative banking is the fact that many 
financial institutions have been occupied in speculative investments ensuing in huge 
losses for their clientele while their executives carry on with receiving high reward 
packages and additional benefits in the millions of rupees. As we comprehend that the 
banking profession has conventionally created a lot of wealth for its executives, their 
undue bonuses become an ethical concern when their clients’ wealth has been cracked 
specifically because of these forms of speculative investment traditions. 
 
3. Financing and supporting authoritarian regimes. 
Banks frequently give loans to companies operating in countries governed by 
authoritarian regimes such as Burma, North Korea, or Sudan. Those companies in 
turn use the money to enter those markets. Some of these countries are overwhelmed 
with fraudulent government authorities that regularly necessitate them to give 
considerable in documents to permit them to work in those nations. By sponsoring 
these companies, banks are agreeing to money to flow into these authoritarian 
regimes which have no value for human rights and who use this money to reinforce 
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their place in their particular countries.  The basic problem is not that a company be 
present in a country with a suppressive regime, but that its business there is somehow 
complicit in supporting up or disseminating the suppressive regime. 
 
4.Financing of companies with slight or no obligation to corporate social 
responsibility. 
The banking industry generally provide funding facilities in the form of credit to 
corporations, and helps in lifting funds in capital in the financial markets, to 
companies functioning with no social obligation outline, or with slight promise to 
one. The companies operating and that allow child-labour, irresistible contamination 
of the environment. The companies that have little respect for their workers and 
which are consistently engaged in violatinglabour laws (mainly in developing 
countries) having no difficulty in protecting credits from well-known banks.  Some 
real estate developers, for instance, that are building water dams around the world 
have been blamed of impacting the communities in which they function by forcing 
the dislocation of individuals from their home communities to build the dams 
wherever it is more in expensively suitable for them to build them, in spite of the 
communal collision this might have. Funding to companies those operate in unethical 
manner fuels their misconduct. These funds which are provided are the individual 
investor’s money but not the Bank money. 
 
5. Ecological Impact. 
Companies identified to be caught up in actions that consequence in considerable 
ecological damage through the extraction of fossil fuels; polluting the seas which 
releases poisonous chemicals; and any other company decrementing the world should 
not be given financing from banks and financial institutions. Evasion of all possible 
ecological damage is often very costly and firm to attain, therefore efforts should be 
at least seriously followed. Companies should vigorously search for a balance 
between their activities, their production processes, their use of natural and human 
resources and the respect for the environment. The same goes for companies involved 
in unsustainable harvest of natural resources, including fishing, timber, and other 
natural resources should also be severely questioned by banks when asked for 
financing. The same underlying principle goes for companies involved in violent, 
needless animal testing of cosmetics and household products or ingredients. Although 
testing is an important step of many manufacturing processes; it is rude, needless, 
extreme, testing which should be avoided. Intensive farming methods, blood sports, 
trade in the furs of endangered species, and other animal unfriendly businesses are 
also the matter of concern when animals are used for unnecessary violent and shall 
owamusementactions. 
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6. Involvement in social enterprise. 
Banks and financial institutions are commended when they support organizations 
such as cooperatives or credit unions, or get involved in financing of community 
initiatives.  A bank benefits in a straight line from the economic resources of a 
community, the matter is concerning when a bank frankly ignores and says no to help 
those areas in which it operates. 
These are the major concerning areas where banks and financial institutions are 
involved, and in order to be ethically operated, they should engage in avoiding these 
practices as discussed above. 
 
Conclusion 
Financial institutions have long been well thought-out by most populace as their main 
objective is creation of wealth. The performance is therefore calculated exclusively 
on the foundation of their ability to make the most of financial assets, that is, it has 
been calculated with assessment aspects that reconsider only their financial bottom-
line results. How banks make use of money is not immaterial from anethical and 
principled perspective. Offence, contamination, dishonesty infringement of human 
rights, threats to human life, authoritarian regimes, and all types of wrong-doing need 
and use money every year. Financial institutions play a most significant role in 
providing and movement of money. The supply chain used is not ethically or fairly 
preventable any longer to examine and to vigorously query how banks are using that 
supply chain to channel your money, with financial rehearsals that can be fuelling in 
correctaction across the world. Improved, ethically-responsible, reverential banking 
and financing industries are not only possible, but also highly attractive, and they are 
by now in preliminary stage to appear. Some banks have understood the significance 
of being principled, fair, right further than their inter iorcipher of principles that is, 
ahead of paper and operations. Individual investors will assist a significant role in 
putting force on banks and controllers to let them know that banking practices cannot 
go on as self-governing of principles and ethics any longer.  
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Abstract 
 
 Every organization requires manpower to conduct its business activities. 
Now a days in competitive market skilled people got high package job very 
easily. After getting this job how many people could do this same job for 
long time? No one knows the answer. New company offering attractive pay 
packages and people change their job. There are so many reasons behind 
employee job change. So to retain the skilled employees in the organization 
is a big task for manager. This research paper shows that how high ratio of 
employees’ turnover impact on organization and why employee retention is 
essential for reduce the turnover of employees and maintain the position of 
organization in competitive market. In this research paper I also show that 
how consultancies work on their hiring employees and what kind or lose they 
face when employees switch the job. This study is based on primary as well 
as secondary data collected from there liable sources and interpretation of the 
results shows that how employees attract in organization. 
 
Keywords: Retention, Employees turnover, Retain skilled employees, 
Employee’s retention. 

 
 
 
Introduction 
 
As we all know that without human resource we can’t imagine organization and 
skilled human resources are the main component of organization success. In today’s 
competitive business environment retention of skilled employees has been of serious 
concern to managers in the face of ever increasing high rate of employee turnover. 
Employees turnover is common in every organization but when the number of 
turnover increase in a particular time period that time company face lots of losses for 
their human and other resources. To reduce turnover of employees in the organization 
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employee’s retention is required. Recent studies have shown that retention of highly 
skilled employees has become a difficult task for managers as this category of 
employees are being attracted by more than one organization at a time with various 
kinds of incentives 
 
Retention is now very popular word for retain employees in organization. Retention 
of key employees is critical to the long-term health and success of any organization. 
Some techniques used in the organization by the management and superior and 
increase the job satisfaction and motivation of the employees in the organization. And 
this helps to retain employees for long time. As we all know that hiring is not an easy 
process it takes different kind of cost and time both. Replacing exiting employeesis 
costly to organizations and destructive to service delivery. It is a known fact that in 
consultancies firm retaining the best employees ensures client satisfaction, increased 
solution services , satisfied peers and reporting staff, effective succession planning, 
and deeply embedded organizational knowledge and learning. So, failing to retain a 
key employee is a costly proposition for an organization. 
 
Literature Review 
 
According to Reggio (2003), employee turnover “refers simply to the movement of 
employees out of an organization”. It is a negative aspect, which might lead to the 
failure of employee retention strategies in the organizations. “Employee turnover 
occurs when employees leave their jobs and must be replaced. Replacing exiting 
employeesis costly to organizations and destructive to service delivery. It is therefore 
imperative for management to reduce, to the minimum, the frequency at which 
employees, particularly those that are crucial to its operations leave. Retention is a 
voluntary move by an organization to create an environment which engages 
employees for long term (Chaminade, 2007). Existing literature (Abassi and Hollman, 
2000; Hewitts Associates, 2006; Sherman et al. 2006) highlight reasons for employee 
turnover in the organizations: hiring practices; managerial style; lack of recognition; 
lack of competitive compensation system; toxic workplace environments. Others 
include lack of interesting work; lack of job security; lack of promotion and in 
adequate training and development opportunities, amongst others. 
 
These are intrinsic and extrinsic motivational factors which can assist managers to 
influence employee retention in their organizations. The problem, however, is that 
managers have failed in identifying and properly using these variables as retention 
strategies thereby resulting in the prevailing high turnover rate in the organizations. 
Turnover is not only destructive to organizations, it is also costly. Every time an 
employee quits, a replacement must be recruited, selected, trained and permitted time 
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on the job to gain experience. Apart from the costs that are directly associated with 
recruiting and training a new employee, other indirect costs exist. Bliss (2007) and 
Sutherland (2004) contend that organizations lost productivity, social capital and 
suffer customer defection when a productive employee quits. Knowledge, skills and 
contacts that a departing employee takes out of the organization constitutes a huge 
loss.  
 
Frederick Herzberg's theory of motivation is also called 'Two Factor Theory', 'Dual 
Factor Theory' and 'Hygiene / Maintenance Theory of Motivation'. This theory self 
say about employees’ retention in organization. According to this theory for retain the 
employees for long period of time some extra efforts are required. The information 
collected relates to the attitude of people towards work. This attitude towards work 
depends on two sets of factors namely hygiene or maintenance factors and the 
motivating factors. The Hygiene Factors do little contribution to provide job 
satisfaction. He called them "dissatisfiers' as their absence cause dissatisfaction but 
their presence is not motivating but only prevent dissatisfaction. Motivating Factors 
act as forces of job satisfaction. They create positive and a longer lasting effect on 
employee’s performance and are related to work itself. Adequate provision of such 
factors called are 'Satisfiers'. They make people happy with their jobs because they 
serve man's basic needs for psychological growth.  According to Herzberg, intrinsic 
motivators such as challenging work, recognition, and responsibility produce 
employee satisfaction, while extrinsic hygiene factors, including status, job security, 
salary, working conditions , supervision, company policies and administration and 
fringe benefits – if absent – produce dissatisfaction. This two-factor model of 
motivation is based on the notion that the presence of one set of job characteristics or 
incentives leads to worker satisfaction, while another and separate set of job 
characteristics lead to dissatisfaction. Thus, satisfaction and dissatisfaction are not on 
a continuum with one increasing as the other diminishes, but are independent 
phenomena. If management wishes to increase satisfaction on the job, it should be 
concerned with the nature of the work itself – the opportunities it presents employees 
for gaining status, assuming responsibility, and achieving self-realization. If, on the 
other hand, management wishes to reduce dissatisfaction, then it must focus on the 
job environment – policies, procedures, supervision, and working conditions. To 
ensure a satisfied and productive workforce, managers must give attention to both 
sets of job factors.  
 
Objectives of the Study 
 
 To know about personal factors that working behind turnover. 
 To know about employees opinion regarding change their job frequently. 
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 To find out the job changing ratio of male and female employees. 
 To find out the relation between employee age and turnover. 
 To know the importance of retention need for today scenario. 
 
Research Methodology 
 
Sample area-  
I chose few consultancies of Bhopal location as a sample area of my research. 
 
Sample size- Approximately 40 employees taken as sample. 
 
Research design- 
The study is conducted to find the information regarding the retention and turnover of 
the candidate in the organization so to facilitate the purpose and the design of the 
study is exploratory. 
 
Data Collection- 
 
Primary data for the research study was collected through unstructured interviews of 
the employees and observation. Besides, secondary data was collected through 
various research journals & papers on the same topic. Information regarding new 
approaches and strategic development in the field was collected from the internet and 
reference was taken from the books of some renowned authors as well in order to get 
a deeper insight into philosophy. 
 
Factors affecting Employee’s Turnover 
 
As per my survey in consultancies it is found that basically 22-35 age group persons 
are work there and female employees are more than male employees. The basic 
reason of turnover are  organization size, payment, supervisory level, location, 
selection process, work environment, work assignments ,change in work life, 
benefits, Stress from overwork and work life imbalance, promotions, company image, 
job security and growth. It is also observe that Younger employees have a higher 
probability of leaving. Younger employees have more chances, low family 
responsibility, and no lost chances in the existing organization. Similar to age, length 
of service is contributing to turnover decision. It was found that, the shorter the period 
of service, the higher is the turnover. As we know that consultancy provide target 
based job so, some new hire employees are fail to achieve their target in starting 
training period and they think that this job is not a cup of their tea. 
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 In consultancies basically a target oriented job are present so they feel lack of job 
security and fear from management level person so they found other way to switch 
the job. It is also found that most of the employees leave job for better career plan and 
for better pay package because in Bhopal area basic starting salary for new fresher 
hiring is very low. As per the personal discussion with employees of consultancies 
that is also found that few are join firm just for time pass they are not so much 
committed for this job.  
Some factors are  
 

 Current job not match with employee’s desire job: Sometimes the job 
responsibilities don’t come out to be same as expected by the candidates. 
Unexpected job responsibilities lead to job dissatisfaction. 

 Job and person mismatch: A candidate may be fit to do a certain type of job 
which matches his personality. If he is given a job which mismatches his 
personality, then he won’t be able to perform it well and will try to find out 
reasons to leave the job. 

 Lack of appreciation and motivation: If the work is not appreciated by the 
supervisor, the employee feels de-motivated and loses interest in job. 

 Lack of trust and support in coworkers, seniors and management: Trust 
is the most important factor that is required for an individual to stay in the 
job. Non supportive coworkers, seniors and management can make office 
environment unfriendly and difficult to work in. 

 Stress from overwork and work life imbalance: Job stress can lead to work 
life imbalance which ultimately many times lead to employee leaving the 
organization. 

 Lack of opportunities: No or less learning and growth opportunities in the 
current job will make candidate’s job and career stagnant. 

 Not achieve target: If employees not achieve target regularly they get 
frustrated and set their mind for change. 

 Compensation: Better compensation packages being offered by other 
company may attract employees towards themselves. 

 New job offer: An attractive job offer which an employee thinks is good for 
him with respect to job responsibility, compensation, growth and learning etc. 
can lead an employee to leave the organization. 

 
All these factors including some contingent ones lead to the attrition by the 
employees. Actually some people may think that money is the only cause, but it is not 
always true. Psychological and social maladjustment is equally responsible for the 
employees to leave the organization which is a response to his physical environment. 
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Impact of Employees Turnover on Organization 
 
Recruitment is not an easy task and consultancy also known as recruitment firm. To 
search a person for their client is an art. So it’s not easy, it required proper skill and 
knowledge. Consultancy firm when recruit employees as a recruiter they provide 
them proper training and transfer skill and knowledge to them. Working on portal and 
find right person for right client is a challenging job. For trained employees lots of 
time and cost are used, and when a skilled employee left the job, this lack of 
continuity makes it hard to meet your organization’s goals and serve customers well. 
Replacing the employees costs much expense and this doesn’t even include the cost 
of lost knowledge. Concerning costs, the major categories of costs to take account of 
are identified as:  
 
 administration of the resignation  
 recruitment costs  
 selection costs  
 cost of covering during the period in which there is a vacancy  
 Induction  training cost for new employees 
 
The firm which I choose for my study they are not so big, bringing employees’ up to 
the speed takes even more time. And when they are short-staffed; they often need to 
put in extra time to get the work done. 
 
Need of Employees Retention 
 
In consultancies firm if one employee left from current job it disturbed to all the 
process of organization. Company try to find out its synonyms but its take some time. 
And prepare new employees for position handling is not a simple task. In between 
that time there are chances of loose company’s time, business, commitment, profit 
and reputation. Only one employee left from job that is disturbed company process 
cycle. So all employee are important for every organization. 
 
There are lots of opportunities for a talented person. There are many organizations 
which are looking for such employees. If a person is not satisfied with their current 
job, he may switch over to some other more suitable job. In today’s competitive 
environment it becomes very important for organizations to retain their employees. 
The top organizations are on the top because they value their employees and they 
know how to keep them with the organization. Intelligent employers always realize 
the importance of retaining the best talent. Retaining talent has never been so 
important in the Indian scenario; however, things have changed in recent years. In 
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prominent Indian metros at least, there is no dearth of opportunities for the best in the 
business, or even for the second or third best. 
 
In this kind of firms mostly new hiring frequently switch the job so for them different 
policies and for highly skilled employees used different strategies. These employees 
are old for organization they are backbone for company. Turnover of highly skilled 
employees can be very expensive and disruptive for firms and it’s affected to their 
business. Losing highly skilled staff members may incur substantial costs connected 
with planning, advertising, recruiting, re-skilling and train a new staff. This process is 
time taking and expensive process. These process hidden costs are associated with 
difficulties completing projects and disruptions in team-based work environments. 
 
Reduce Employees Turnover by Retention Strategies 
 
It depends on the organizations that they can either hold on to their employees tight or 
lose them to competition. As we know that every organization and business aim is 
profit. Same like this every employees working for his profit. When both profit match 
with each other, both get benefit from them. 
Most beneficial retention strategies are- 
 Offer an attractive, competitive, benefits package.  
 Provide opportunities for people to share their knowledge via training sessions, 

presentations, mentoring others and team assignments. 
 Provide healthy working environment for the employees. 
 A culture of open communication enforces loyalty among employees. 
 Company conduct career development program so employees enhance their 

knowledge. 
 Provide as much job security as possible. Employees who are made to feel that 

their jobs are precarious may put a great deal of effort in to impress, but they are 
also likely to be looking for more secure employment at the same time. 

 Treat people fairly in organization 
 
Retention Strategies used by Consultancies 
 
Retention of employees is a necessity for today scenario. In this competitive era if 
company want to maintain their position in market it require that work should be on 
time and process cycle of work is not break. Every employees of the organization is 
important for success of organization and if they leave the organization companies 
face many problems, for that retention strategies are required.  
Main retention strategies used by consultancies are- 
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1. Role clarity- they provide role clarity for every employee to avoid confusion in 

work place regarding providing task.  
2. Better job opportunities- they provide new opportunities to their employees. 

Like client meeting, big position, business development, candidate preliminary 
interview etc. this activities help employees to enhance their knowledge and skills 
and give them chance of promotion. 

3. No monotonous work role- most of the employees getting bore with same kind 
of work so they provide them different kind of work to create interest in work. 

4. Incentive and bonus- after achieving target they provide them incentive and 
timely bonus. 

5. Timely increment- new or old every employee wants to achieve better payment. 
They give them increment in salary. 

6. Daily target as well as declare the name of best performer weekly-few 
consultancies used this strategies ,in this strategies head give the daily target to 
the employees like client current requirement and declare the best performer 
name every week so they get motivate. 

7. Celebrate every achievement with employees- few consultancies used this 
strategies for motivate employees. 

 
Suggestions 
 
When new employees join the company then new employee is not aware with 
company’s other employees, management and work environment. Senior colleagues 
are spend some time and providing some training and information about company. 
Management and HR department fix their job profile and benefits. Old colleagues 
work some day with new employee and try to set in new work environment. Means 
company spent time and money behind the new employee to set them in organization. 
This new employees spend some time in this organization and leave the job. 
Companies take a new employee and do this process again. Now days, this is a 
general scenario in many organization. This situation deeply affected on company’s 
business and his work quality. Its break company’s process cycle and company’s not 
full fill his commitment to client on time. This all situation give the negative effect on 
company position. So employees’ retention strategies for reducing in employees’ 
turnover in consultancies firm are important than hiring. Here are some suggestions 
for improving retention in consultancies. 
 

 Take exit interview by manager that help to know the exact reason of 
employee leaving as well as help to know company shortcoming. 
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 Give them good organizational culture so they enjoy their work. 
 Hiring new employees very carefully. At the time of interview firstly know 

about their interest area is they really want to work on this area? 
 Most of the recruiter work on same position for long time and not fill that 

position so get frustrated , give them proper training regarding client 
requirement. 

 Give them chance to share their idea. 
 Declare the name of best performer weekly this strategies used by every 

consultancies. 
 Open communication should be present in organization 
 Transparency should be there. 
 Keep providing them feedback on their performance. 
 Treat your employees like you treat your most valuable clients. 
 Ratio of male employees very less, give better work culture so contribution of 

both male and female increase. 
 
Conclusion  
 
Employees are the valuable assets of every organization. Employees turnover is a 
major issues in current scenario and it create hurdle for organization success. To 
remove this hurdle companies used retention strategies for stay their best skill 
employees in the organization. Employers never take employee turnover lightly 
because it directly impact on organization cost, reputation and process cycle. 
Employees wants transparent work environment to work in. In a transparent 
environment where employees get a sense of achievement and belongingness, where 
they can best utilize their potential and realize their skills. Training and development, 
recognition/reward for good performance, a competitive salary package and job 
security are the basic variable that help to retain employees. 
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Abstract  
 
Core banking is the jargon frequently being used in banking circles. 
Technology advancement especially in information and communication 
technology has led to new ways of doing business in banking. These 
technologies have brought down operational time; have led to working 
simultaneously on different issues thereby increasing efficiency and 
objectivity. These in-turns have led to growth in ROI, enhanced customer 
satisfaction and greater growth and profitability. Core Banking has thus led 
to redefining of bank operations and changed the strategic landscape of 
banking industry worldwide. This paper looks at the concept of core banking 
critically and analyzes its effect.  
 
Key words: Banking, Service Oriented Architecture, Technology 
Advancement, ICT 

 
 
Introduction to Core Banking 
 
Core Banking has been defined as assortment of services being offered by the 
banking to its customers, supported by ICT and are directed by a central host server at 
its Core branch location with efficient networking across its geographical branches. 
Amongst many functions, most importantly it makes possible for banks to transfer 
funds and other transactions to core banking branches of other banks in the most 
efficient, time saving and transparent manner. Thus for any customer deposit and 
withdrawal can be done at any branch of the bank. With the advent of technology, 
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most importantly particularly in Information & Communication Technology (ICT) it 
has become possible to send data from peripheral to another in matters of second. The 
most important use that can be made of this is to connect branch computers to a single 
central computer from various data centre with transactions of all branches being 
recorded live at central computer. This concept has come to be known as “Core 
Banking”. Core banking has evolved in last decade and has led to the tremendous 
change in the banking operations & system structure.  
Review of Literature  
 
Gartner (4) defines a Core Banking System (CBS) as a back-end system that 
processes daily banking transactions, and posts updates to accounts and other 
financial records. E. Gordon (3) elaborates the main differences between the banking 
of past and contemporary scenario. B. Muniraja Sekhar & B. Sudhir(2) describe 
the implementation of Core Banking solutions in the urban-cooperative banks and the 
various issues and challenges involved. Mittal R. K. and Dhingra(8) Sanjay discuss 
the technical issues in modern Banking and their likely solutions.  K C Chakrabarty 
(7) in their article states that CBS has led to  technological based banking services 
thus providing effective monitory services like ATMs, Tele banking and MIS server 
facilities etc which helps in developing the economy. The technology advances 
enable the broader and inclusive banking sector. A Subbiah & S Jeyakumar (1) in 
their study point to fact that increased level of customer satisfaction has been reported 
with advent of Core Banking. Subramani et al(9) and Rajashekhara(10) in their 
respective article(s) point out to the fact that ICT implementation in banking by RBI 
has led to various developments which have simplified procedures and have led to 
high operational efficiency. The Report on Indian banking (5) and study by Jadhav 
et al (6) illustrates the fact that core banking has created a revolution in the field of 
banking in India and across the world.  
 
Evolution of Banking 
 
A look into the evolution of Banking confirms that relationship between bank and its 
customer has been on a one-to-one level through its branch only. This was on the 
premise of operational zing and concentration of work flow and decision-making 
responsibilities being concentrated at the individual branch level. Bank HQ had the 
responsibility of overall clearance and networking, the size of the branch network and 
staff training. It monitored the organizational performance and formulated the 
decision-making and policy parameters, but the information that was available to 
branch and its staff and their customers were limited to geography. Things have 
changed drastically across last half century with advent of fast paced technology and 
seamless communication breaking across barriers and continents. 
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Indian Banking System:  
 
Year 1786 saw the establishment of first bank of India. Since then Indian banking has 
evolved leaps and bounds. Its evolution can be traced to three distinct phases. Early 
Phase (1786 - 1969) of banking was characterized by small banking companies 
patronized by Ruler of various states and some entrepreneurial activities done in the 
late 18th and 19th century. Bu Independence in 1947, there were 1100 small banks in 
India. Indian Government implemented Banking Companies Act 1949 to facilitate 
functioning of commercial banks. RBI was authorized to supervise Indian banking 
sector and became Central Banking Authority, Thus paving way for increased 
regulation & greater Integration.  In the Post Nationalization Period (1969 - 1991), 
the nationalization of banking sector followed, as result of planning of the Indian 
economy on socialist fundamentals with focus on inclusive integrated reach.  State 
Bank of India was formed to act as a principal agent of RBI and handle banking 
transactions in India. Fourteen major commercial banks were nationalized as there 
was a decline in public confidence during the early phase. Nationalization guaranteed 
the sustainability of banking industry and aroused public confidence. With the Post-
Liberalization Period (1991 - now) Liberalization of banking practices Followed. 
Entry of Foreign banks was allowed. ATMs, phone banking, net banking were 
introduced to make the banking system more convenient and efficient. International 
banking norms were implemented. The development of banking system is thus 
transiting. Public-Sector Banks occupy market share of 78% of total banking industry 
asset with the rest going to Private-Sector Banks.  
 
The Idea of CORE Banking 
 
Across Banks, few decades ago it used to take to take at least a day or two for 
transactions to be reflected in their accounts because each branch had local operations 
and the data from one branch to another was sent in batches only at the End of day 
(EOD). Cute to today’s scenario most banks use Core Banking Applications & 
Solutions to support their operations. CORE Banking stands for "Centralized 
Online Real-Time Electronic Banking".  The basic enabler of centralized data 
server by which all bank branches applications are operationalized makes way for 
deposits and withdrawals made to be reflected immediately on the bank's servers 
amongst a host of services vis-à-vis connection through ICT to all bank branches. 
Core banking became possible with the advent of ICT which information to be shared 
between bank branches quickly and efficiently. Here, computer software enabled into 
central data server is developed to perform core operations of banks like recording of 
transactions, passbook maintenance, and interest calculations on loans and deposits, 
credit-processing capabilities, customer records, balance of payments and withdrawal, 



   JSSGIW Journal of Management, Volume-I, Issue No. II, Apr.-Sept., 2014     
 

 

110

with interfaces to general ledger systems and reporting tools. Different bank branches 
are given access by communication means to this central server.  
Core Banking is normally reflected upon as the business done by a bank with its 
retail, medium and small business customers. Larger businesses are managed via the 
Corporate Banking division of such Banks which includes emphasis on HNI’s & 
Investment Banking.  Core banking thus is basically seen as an aspect of Retail 
Banking which includes depositing and lending of money and functions of loans, 
mortgages and payments. Global Banks cater these services across multiple channels 
like ATMs, Internet banking, and branches. This is done in an integrated manner with 
the help of technology enabling the real time component to be a part of the banking 
process. The platform where communication and information technology are merged 
to suit core needs of banking is known as core banking solutions.  Core Banking 
solutions are thus banking applications on a comprehensive technical platform 
enabling a phased, strategic approach that improves operations, reduces costs and 
increases efficiency.  
 
Experts Suggest an Service-oriented-architecture (SOA) of Such core banking 
applications which helps banks to reduce risk that can result from multiple entry of 
data and obsolete information, increase management observance & approval, and thus 
avoid potential disruption that can be caused to business while transition.  
 
Emphasis lies on Strategic combination of Service-Oriented Architecture and 
supporting technologies that create extensible, agile architectures Of CBS. 
Implementing a modular, component-based Core Banking Solution ensures strong 
integration with existing technologies and operations. CBS has thus changed the way 
banks run their operations. They also have the capability to address the needs of 
corporate customers, providing a comprehensive banking solution. Many banks 
implement custom applications for core banking. Others implement/customize 
commercial software packages. While many banks run core banking in-house, there 
are some which use outsourced service providers as well. Systems integrators like 
Capgemini, Accenture, IBM and HP implement these core banking packages at 
banks.  
 
Needs of Core banking: 
 Increasing Customer Satisfaction and convenience thereby Improving CRM  
 Allowing More time for branch staff to focus on sales and marketing of Products 
 Process Simplification for employees 
 Enhancing bank competitiveness in Industry 
 Study intense competition and changing Dynamics of Market  
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 Understand customer demands who are better informed, demanding and less loyal 
Now.  

 Enhance efficiency of Operations and effectiveness 
 

Improved process efficiency, Shrinking margins & Slow growth- are the challenges 
that are confronting today’s banker and they are as intense and varied and technology, 
the bankers trusted friend in the past few decades, has now become an obstacle in 
quest for market leadership. Expectations of Stakeholder’s continue to be guided by 
their positive experience in other industries like retail and travel, of the difference 
Technology makes to processes. Satisfying such expectations requires banks to make 
their vital systems customer-centric, cross-Capable across various channels, process-
oriented.  
 
Overview of Core Banking Solutions and other Services provided by the Banks.In the 
present globalised world, banks in India are increasingly adopting core-banking 
solutions in order to provide better services to the customers at a minimal cost. The 
public and private banks are revamping their marketing depts. to increase their market 
share by selling unconventional products like Life Insurance, RBI bonds, Credit 
Cards etc. Thus Core banking applications are able to support this. Risk management 
is another area where core banking applications can help. These systems take care of 
the risk monitoring and reporting requirements. Loyalty programs can also be 
monitored and managed using a core banking application.RBI and other central nodal 
agencies have prescribed the basic amenities which are provided under CBS in order 
to standardize services across banks and create a efficient network of banking 
services regulated via RBI for ex: NEFT and RTGS to be provided to Indian citizens 
with efficiency and timeliness objectivity.  With the help of centralised system core 
banking solution offers the following electronic transactions to their customers: 
 

1. Deposit management: This transactional module offers automated, real-time 
posting and highly efficient deposit processing for all the balance-based 
liability products. It also provides back up support for opening, settling, and 
closing card and check account contracts. 

2. Limit management: This module indicates the liability limits and actual 
liability levels of business units and partners. Limit management checks the 
transactions against liability limits assigned to the borrowers. 

3. Financial accounting: The Financial Accounting function supports the 
general ledger transactions and finance management transactions at all the 
organizational levels, thus improving the management control and reporting. 
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4. Complementary third-party products are also available to help the bank by 
managing the teller machines and payments. 

5. Reserve for bad debts: This module supports risk monitoring, provisioning, 
and realization of bad-debt charges. 

6. Customer information files management: This module provides centralised 
access to all customer-related information. This transaction allows the bank 
to change the information fields without modifying the underlying software. 

7. Loan management: Loan management is an automated process for many 
lending products like secured and unsecured loans. It helps the bank in 
creating a flexible/ tailor-made product portfolio and streamlining the 
processes according to the customer’s need. 

8. Security management: This facility helps banks to manage the following 
products and security processes like: 

 
•  Security agreements like real estate liens, registered liens, pledges, 

assignments, and guarantees 
•  Security amounts 
•  Encumbrances by the banking institution or a third party 
•  Declaration of purpose (specific or global) 
•  Relationships between assets, transactions, and security agreements – 

including guarantee pools 
•  Assignment and deletion of guarantee. 
•  Relevant calculations – including security cover, security distribution, 

loan-to value ratios, free security and security shortfalls 
 
Electronic Clearance System (ECS) 
Electronic clearance system is again categorized into two categories like ECS (credit) 
and ECS (Debit). In this scenario, the Reserve Bank of India has implemented an off-
line electronic funds transfer system allowing paperless direct debit and credit 
transactions by banks, viz. Electronic Clearing Service. ECS (Debit). This ECS 
allows customer to pay their monthly/quarterly/half100 yearly/yearly utility bills like 
telephone, electricity, loan instalments, insurance premium etc directly through their 
bank accounts. The Customer’s bank account would be debited through the new 
payment mechanism right on the due date. The Customer would be advised in the 
usual manner to pay the bill. 
 
ECS (credit): ECS (credit) is a new method of payment introduced by Reserve Bank 
of India which provides customers an option to collect their monthly/quarterly/half 
yearly/ yearly interest/dividend/ salary / pension directly through their bank accounts. 
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Electronic Funds Transfer (EFT) 
Electronic Funds Transfer (EFT) is a system of transferring money from one bank 
account directly to another without any paper money changing hands. One of the 
most widely-used EFT programs is Direct Deposit, in which payroll is deposited 
straight into an employee's bank account, although EFT refers to any transfer of funds 
initiated through an electronic terminal, including credit card, ATM, and point-of-sale 
(POS) transactions. It is used for both credit transfers, such as payroll payments, and 
for debit transfers, such as mortgage payments.  
 
The growing popularity of EFT for online bill payment is paving the way for a 
paperless universe where cheques, stamps, envelopes, and paper bills are obsolete. 
The benefits of EFT are reduced administrative costs, increased efficiency, simplified 
bookkeeping, and greater security. However, the number of companies who send and 
receive bills through the Internet is still relatively small. 
 
Online Banking or Internet Banking 
 
Online banking has become a large part of the Financial Services. Online Banking 
allows individuals to access their accounts and pay bills at any time. In order to keep 
up with the rapidly changing technological environment, bankers and customers must 
keep in mind the governmental regulations, the current trends in technology, and 
maintain a watch on the competition. Online banking means simply using today's 
technology to give customers the option of bypassing the time-consuming, paper-
based aspects of traditional banking, in order to manage their finances more quickly 
and efficiently.  Online banking gives the bank’s customers access to their bank 
through the Internet, to complete transactions such as viewing their accounts status, 
transferring money between accounts, viewing images of cancelled cheques, print 
copies of those cheques and paying bills online.  Internet banking is using the internet 
to deliver traditional banking services like account information, opening of new 
accounts, transferring fund.  
 
Illustration1. Examples of implementation of Core banking in banks in India 
 
The State Bank of India (SBI), the largest and oldest bank in India, had computerized 
its branches in the 1990s, but it was losing market share to private-sector banks that 
had implemented more modern centralized core processing systems. To remain 
competitive with its private-sector counterparts, in 2002, SBI began the largest 
implementation of a centralized core system ever undertaken in the banking industry. 
The State Bank of India selected Tata Consultancy Services to customize the 
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software, implement the new core system, and provide ongoing operational support 
for its centralized information technology. 
 
Although SBI initially planned to convert only 3,300 of its branches, it was so 
successful that it expanded the project to include all of the more than 14,600 SBI and 
affiliate bank branches. The State Bank of India has achieved its goal of offering its 
full range of products and services to all its branches and customers, spreading 
economic growth to rural areas and providing financial inclusion for all of India's 
citizens. The implementation of the Tata Consultancy Services (TCS) BANCA Core 
Banking at the State Bank of India (SBI) and its affiliate banks represents the largest 
centralized core system implementation ever undertaken. 
 
The overall effort included the conversion of approximately 140 million accounts 
held at 14,600 domestic branches of SBI and its affiliate banks. Much effort was 
taken by the Top Management to modernize the bank, reach out to employees to 
upgrade the processes and operations, ensure that technical glitches don’t hamper 
operations being run currently and coverage other varied aspects of the transition. 
 
Cost of implementation of Core Banking& Related Issues  
 
Over the last decade technology has transformed the landscape of Indian banking. 
Implementation of core banking platform has automated basic processes, enabled the 
movement to a single customer view and allowed for optimization of work across 
branch and hub network. Core banking platform have also given banks a strong 
launch pad to offer digital channel capabilities — almost all banks today are 
feverishly building out their online and mobile channel offerings. ATM deployments 
and technology-enabled business correspondent (BC) network have allowed banks to 
service large parts of the Indian hinterland.   
 
Responding to Basel norms and a more aggressive supervisory regime, banks have 
undertaken risk and compliance management system implementations. Information 
management and analytics are in focus as banks have built out large data warehouses 
in an attempt to leverage their data assets to better understand, sell and serve their 
customers. All this points to a flourishing industry, focused on technological 
innovation. However, while there has been significant action, considerable amount 
remains to be done. Most core banking programs have been focused on internal 
functioning with banks adopting a “lift and shift” approach to moving processes 
rather than adopting a holistic business process reengineering paradigm. Internet and 
mobile banking enrolment and adoption across many banks are significantly low. 
While the increase in the number of “no-frill” accounts opened is heartening, 
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technology is yet to make a dent in the lives of hundreds of millions of financially 
excluded Indians. Risk systems are still deployed in silos as banks work toward their 
enterprise risk management agendas.  
 
Many data warehousing programs in the industry are floundering as banks struggle to 
move from ”consolidating information” to ”gleaning insight” from their information 
management investments. The next few years are critical as banks focus on 
“sweating” their technology investments to increase their return on investment. The 
strategic use of technology to implement a differentiated business model, transformed 
customer experience and an optimized cost structure will separate the leaders from 
the laggards in the industry. 
 
Challenges in CBS implementation for Banks  
 
Banks face numerous challenges in their effort of technical transition which include:   
 Definition of a comprehensive set of functional and technical requirements based 

on an existing best practices model which are needed in the CBS  
 Selection of a shortlist either through an RFI (Request for Information) process or 

using Bank defined criteria 
 Selection of right core banking system vendor & get the best Deal vis-a-vis bank 

dynamics 
 Ensuring that right contract of CBS with a tightly defined scope of work is 

implemented  
 Ensuring that CBS implementation does not disrupt the existing Services 
 
Advantages of Core Banking Implementation: 
 
• Effective utilization of Human Resource 
• Anytime anywhere banking to the convenience of customer 
• ATM, Internet Banking, Mobile Banking, Payment Gateways, Referral Business 
• More realistic MIS  
• Additional Time available for Marketing and Recovery and Personalized banking 
• Instant Information updating of records   
• Quick and Accurate Implementation of Policies 
• Improved Recovery Process causing cost reduction  
• Process Engineering and standardization.  
• Centralized Printing and backup resulting in reduction in capital and revenue 

expenditure  
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• Electronic Transactions clearing at high speeds  
• Efficient workflow at Increased Speed in working resulting in more business 

opportunities and reduction in penalties, legal expenses etc. 
 
Conclusion 
 
Amongst all the entities which can be considered banking institutions, commercial 
banks are the most widespread as well as the oldest of them all. Most commercial 
banks have a wide network of branches and command the utmost public confidence, 
thus having the majority share in the total banking operations. Even up to the late 
sixties the core functions of banks only included the management and financing of 
trade, commerce and industry.  
 
However, the core functions of modern day banks are much more diversified today 
and now banks are even participating in the active financing of agriculture, small 
business enterprises and even small borrowers. Foreign commercial banks have also 
entered the Indian market, thus making it more competitive and thus raising the 
overall standard of the Indian banking scene. Core banking in contemporary scenario 
represents the best that can be given to customers of the bank with the use of modern 
technology. Core Banking Solutions (CBS) essentially helps in integration of the 
range of services that can be offered by all the bank's branches from centralized data 
centers. It also helps the banks, apart from providing better customer service, in 
generating MIS reports for the top management and in submission of various reports 
to the regulators and the Government. CBS is a necessity in today’s banking scenario. 
Banks are, therefore, advised in their own interest, as also in the interest of their 
customers, to adopt CBS as soon as possible. The ultimate benefactors of such real 
time efficient utilities will be the not just the banking institutions but their ultimate 
clientele helping the entire Banking Industry to grow.  
 
References: 
 A Subbiah& S Jeyakumar (2009); Customer service in commercial banks in India 

: a study with reference to core banking; Vinimay, Vol. XXIX, No.3 
 B. MunirajaSekhar& B. Sudhir; (2012); Core Banking Solutions in Urban 

Cooperative Banks- Issues and Challenges; International Journal of Scientific & 
Engineering Research ; Volume 3, Issue 8 

 E. Gordon; (2003). Banking-Theory, Law and Practice. New Delhi: Himalaya 
Publishing House  

 Gartner, Inc. (2011); Magic Quadrant for International Retail Core Banking, 
Don Free 



   JSSGIW Journal of Management, Volume-I, Issue No. II, Apr.-Sept., 2014     
 

 

117

 Indian Banking System – The Current state and road Ahead ;(2010) ; Annual 
Survey ; FICCI  

 Jadhav A. S., Jadhav R. A; (2004); Status of e-banking in India; National Annual 
Convention of CSI 2004. 

 K C Chakrabarty;  (2010); Banking Technology beyond CBS: Issues and way 
forward; Professional Banker  

 Mittal R. K. and Dhingra Sanjay; (2007); Technology in banking sector: issues 
and challenges; Vinimay;  Vol. XXVII, No. 4 

 Rajshekhara K. S; (2004); Application of IT in BankingYojana 
 Subramani N. Murugesh M. Anbalagan D.and Ganesan V; (2007); E-Banking 

and E-Commerce. Mumbai: Himalaya Publishing House Pvt. Limited. 98-105  



Copyright Statement and Permission to publish article/research 
paper/case study/book review in Journal  

 
 
To                                                                                                                Date: 
The Editor, 
JSSGIW Journal of Management, 
Bhopal 
 
Madam / Sir, 

Sub: Assignment of Copyright 
 
I/We, …………………………………………………………………………………………… 
(Author (s) name) 
 
The copyright owner(s) of the article/research paper/ case study /book review 
……………………………………………………………………………………………  

(Title of the article/research paper/ case study/ book review ) 
 
Do hereby authorize you to publish the above said article/research paper/ case study in the Journal.  

I/We further state that: 

1) The article/research paper/ case study is my/our original contribution. It does not infringe on the 
rights of others and does not contain any libelous or unlawful statements. 

2) Wherever required I/We have taken permission and acknowledged the source. 

3) The work has been submitted only to this Journal and that it has not been previously published or 
submitted elsewhere for publication. 

4) The contents and views expressed in the paper is my own and the publisher will not be responsible 
for it. 

 

I/We hereby authorize you to edit, alter, modify and make changes in the Article to make it suitable for 
publication. 

I/We have not assigned any kind of rights of the above said Article to any other person/Publications. 

I am the corresponding main author and have the consent of my co-authors to sign on the declaration on their 
behalf. I have also informed them of the same.  
 
 
Signature :  
Name :  
Organization : 
Address : 
Contact No : 



JSSGIW Journal of Management 
 
Authors are requested to submit their papers electronically to 
journalofmanagement@jssgiwfom.com with title of paper as subject line. 
 
Guidelines for Authors: 
 
Authors are requested to follow the stated guidelines without which the paper will not 
be accepted for publication. 
 The paper should be typed in Microsoft Word format, Times New Roman font 

with 12 point size. 
 Set uniform margins of 1 inch (2.54 cm) on the top, bottom, left and right of 

every page. 
 The cover page should contain the title of the paper, author’s name, designation, 

official address, contact phone numbers, e-mail address and an abstract of not 
more than 250 words followed by 5-6 keywords. 

 The contribution must be original and is neither published nor under 
consideration for publication anywhere else. 

 The main text should not contain name of the author and footnotes. 
 Figures and tables should be numbered consecutively and should appear near the 

text where they are first cited. Captions of the figures at the bottom and tables at 
the top are to be given.  

 Titles and sub-titles heading should start from the left-hand margin.  
 The length of the paper should not exceed 3500 words, including references & 

annexure. 
 The copy rights of the contributions published in the Journal lie with the 

publishers of the Journal.  
 The order of the content must be as per following sequence; 

 Cover Page with Authors details, Abstract & Keywords 
 Introduction  
 Materials and Methods 
 Results  
 Discussion  
 References 
 Annexure (if any) 

 APA format for references must be used. 
 Papers are processed through a blind referral system by experts in the subject 

areas. 




