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With inclusion of education in General Agreement on Trade in various quality dimensions by them. 
Services (GATS), commercial presence of foreign educational Introduction
institutions (like branch campuses or twining arrangements with 

Since 1990s growing globalization of economy, the unprecedented local institutions) is becoming more prominent. With increased 
boom in private sector and entry of transnational companies in quality consciousness and reduced price sensitivity among the 
India has increased the job prospects of management graduates in students and their preference for foreign degrees, Indian 
highly paying jobs. The interest of the corporate and students have management institutions will have to act proactively to attract and 
resulted in dramatic increase in the number of institutions offering satisfy them. Any educational institute, to achieve competitive 
postgraduate courses in management. Now there are almost 1000 edge, must be committed to a process of sustained quality 
institutions, with a capacity to graduate over 60,000 a year (Murthy, improvement. They need to continually monitor internal and 
2004). With enforcement of General Agreement on Trade in external performance so that organizational efforts can be better 
Services (GATS), commercial presence of foreign educational directed at consistently satisfying customer needs, while 
institutions (like branch campuses or arrangements with local simultaneously ensuring return on their investments.
institutions) will become more prominent. Management education 

Quality in education is a much-debated concept. There are several being the most lucrative educational sector for investment, it is 
studies that give basic overview and application of quality likely to face greatest challenges. (Bandyopadhyaya and Pani, 
management principles to education and the practical experiences 2005a)
in implementing these principles. There are some comprehensive 

Coupled with above trends, price sensitivity is decreasing and quality frameworks for higher education in general and studies on 
quality consciousness increasing among educational stakeholders. quality of management education in India including use of 
An integral part of any educational institute's attempt to achieve SERVQUAL and QFD to measure quality dimensions.  
competitive differentiation is a commitment to a process of 

However, a comprehensive list of key indicators of quality for sustained quality improvement (Athiyaman, 1997). Inherent in any 
Indian management institutions and a measuring scale of these such approach is the need to continually monitor internal and 
indicators are not available. This paper presents a preliminary work external performance so that organisational efforts can be better 
towards developing such a scale.  It is based on an exploratory directed at consistently satisfying customer needs (Taylor and Hill, 
study conducted to understand the key dimensions that students 1993; Owlia and Aspinwall, 1996), while simultaneously 
consider important for quality of a management institution.  The demonstrating the return on quality investments.
study includes student focus group interviews regarding their 

Looking at the quality level of Indian institutions compared to quality perceptions, identifying literature in support of those 
world standards this factor is likely to have enormous impact on the perceptions, developing the survey instrument (questionnaire) and 
competitiveness of institutions. We find that in the worldwide conducting a pilot study to validate the questionnaire. Focus group 
rankings of top 500 institutions only three from India find their discussions brought out eleven key dimensions for service quality 
place, none of which are management institutions (Indian Institute of management institutions that were used to frame the 
of Science Bangalore in 301 to 400 bracket and Indian Institute of questionnaire for pilot study. The questionnaire was found to be 
Technology Kharagpur and University of Calcutta in the 401 to 500 reliable and brought out several aspects of various quality 
bracket).parameters and the importance attached to these by the students. 
(http://ed.sjtu.edu.cn/rank/2005/ARWU2005TOP500list.htm) The study opens up issues for further research. The authors intend 

to administer the questionnaire to various stakeholder groups viz. Indian students are becoming aware of these facts; they are ready to 
students, faculty and corporate. The results obtained can be used to pay more for world-class education (with educational loans 
test if there is a significant difference between the different becoming easier to obtain and cheaper) and have, as always, a 
stakeholder groups with respect to the importance attached to preference for foreign degrees. (Bandyopadhyaya and Pani, 2005b)
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Quality in education is a much-debated concept (Barnett, 1992; consider are essential for 'quality' of a management institution, 
Green, 1994; Dahlgaard, Kristensen and Kanji, 1995; Harvey and focus group discussions were conducted with management 
Knight, 1996). There are several studies that give basic overview of students on the topic “what makes a management institution 
quality in educational institutions (Kwan, 1996; Finch, Helms and excellent?” The students were given the topic in advance so that 
Ettkin, 1997). Others discuss the application of quality they could think over it individually and were prepared to discuss 
management principles to education (Brigham, 1993; Bailey and on it in detail.
Bennet, 1996; Burkhalter, 1996; Owlia and Aspinwall, 1998; This approach of using focus group discussions is consistent with 
Lachlan and Crawford, 1999; Mergen, Grant and Widrick, 2000; procedures recommended and adopted by various scholars for 
Vazzana, Elfrink and Bachmann, 2000) and still others the practical exploratory investigation in research, specifically research on 
experiences in implementing quality principles (Fiegenbaum, finding service quality dimensions. (Parasuraman, 1985)
1994; Rudolph and Howard, 1996). There are few examples of 

The focus group discussions were conducted in three rounds with comprehensive quality framework for higher education (Ho and 
eight students and two observers (also students) in each group. So Wearn, 1995; Sallis, 1996; Cheng and Tam, 1997) in general and 
total thirty students were involved. All the students were pursuing management education in India in particular (Mariappan, 2002). 
their postgraduate management degree course. The observers did There are studies on quality of management education in India 
not take part in the discussions themselves but summed up the (Sahney, 2003; Sahney, Banwet and Karunes, 2004a); and use of 
discussions with their own comments about the discussion at the SERVQUAL and QFD to measure quality dimensions.  (Sahney, 
end.  Three faculty members (including the researcher) were Banwet and Karunes, 2004b). 
present but did not take part or influence the group discussions in 

However, a comprehensive list of key indicators of quality for any way. 
management institutions and a measuring scale using these 

Going through the results of the discussion of the three groups, 11 indicators are not available. This paper presents a preliminary work 
(eleven) broad dimensions emerged to be important. Each towards developing such a scale.  It is based on a study conducted to 
dimension had a few items (indicators) and total number of quality understand the key dimensions that students (primary external 
indicators identified as important are 51 (fifty one). Hence, student stakeholders of institutions) consider important for quality of a 
perceptions seemed to represent a considerable breadth (51 management institution.  The study includes student focus group 
indicators) of the possible spectrum of quality. interviews regarding their quality perceptions, identifying 

literature in support of those perceptions, developing the survey The items under each broad dimension were written in the form of 
instrument (questionnaire) and conducting a pilot study to validate statements that were included in the questionnaire. Each statement 
the questionnaire.  was coded for ease of data analysis. These codes were the student 

identified 'indicators of quality' that were summarized, in no The subsequent sections present the methodology adopted for the 
particular order. A review of the literature showed support for most study, data collection, analysis and interpretation, major findings 
of these dimensions and their indicators (items). The dimensions and conclusion with plans for future work.
and quality indicators for each dimension along with their codes are 

Methodology shown in Appendix  1. 
Sample: The sample chosen for study comprised students pursuing Developing the survey instrument (questionnaire) and pilot study: 
their postgraduate management degree course. Sampling was done A questionnaire was designed using the parameters identified in the 
on a random basis. The focus group discussions were conducted in pilot study. The scale used for the questionnaire is a single-item 
three rounds with eight students and two observers (also students) Likert scale to measure the respondents' level of agreement or 
in each group. So total 30 (thirty) students were involved. The disagreement with a given statement. Various researchers have 
questionnaire was administered to 125 (one hundred twenty five) used such a scale (generally having 2  9 points) to measure the 
students for pilot study. respondents' level of agreement or disagreement with a given 
Data Collection Instrument: Primary data was collected through statement. (Danaher et. al., 1996). The questionnaire has 51 
focus group survey and questionnaire. Initially the parameters of statements (items) in total and all items are in 7 point Likert Scale 
excellence for management institutions were developed through from Strongly Agree (1) to Strongly Disagree (7). Some of the 
focus group discussions. The survey instrument (questionnaire) items were reverse coded to avoid bias. A sample questionnaire is 
was then developed from findings of the focus group survey and shown in Appendix  2. This was administered to 125 management 
literature review. The questionnaire was structured, close ended students for pilot study. 
and scale used was a 7-point Likert scale.  It was tested for Major findings of the pilot study: First, a Reliability Analysis of the 
reliability through pilot study. survey instrument (questionnaire) in Scale Alpha was done using 
Tools for Data Analysis: The data analysis was done with the help of the SPSS 10.0 package. The reliability of the 11 dimension scale 
MS Excel and SPSS 10.0 for windows. was found to be Alpha = 0.7511 (and standardized item alpha = 

0.8185). So, the instrument developed is reliable as a measuring Scope and limitations of the study: The study was purely 
instrument for the quality dimensions (Nunnally, 1967). The result exploratory and limited to only one group of educational 
of the Reliability Analysis is shown in Appendix  3. stakeholders viz. the students. Eleven broad dimensions of quality 

emerged to be important. Thus, student perceptions seemed to Since the correlations between the 11 variables were found to be 
represent a considerable breadth of the possible spectrum of quality low, none of the variables were redundant and reducing number of 
and reduction into less number of factors using factor analysis was variables using Factor Analysis was not considered proper. 
not possible. For each item, the 7-point Likert Scale is compressed into 3-point 
Data Collection, Analysis And Interpretation one. New codes are assigned as follows:

Focus Group Discussions: To find out the parameters that students New code 1  combining old codes 1 and 2 

CJMR / JULY - DEC 2006
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Danaher, P.J. and Haddrell, V. 1996. A comparison of question scales used New code 2  combining old codes 3, 4 and 5 
for measuring customer satisfaction. International Journal of Service 

New code 3  combining old codes 6 and 7 Industry Management, 7(4): 4-26 

New codes 1, 2 and 3 respectively show high, medium and low Feigenbaum, A. 1994. Quality education and America's competitiveness. 
importance attached to a parameter. Quality Progress, 27(9): 83-84

Finch, J. H., Helms, M. M. and Ettkin, L. P. 1997. Development and The results obtained from administering the questionnaire to 125 
assessment of effective teaching: an integrative model for implementation respondents (students) are summarized in Appendix  4. It may be 
in schools of business administration. Quality Assurance in Education, observed that most of the responses are highly skewed in favor of 
5(3): 159-164the factor i.e. most respondents considered them highly important. 
Green, D. 1994. What is quality in higher education? Concepts, policies The distributions for full time assignment and mixed domicile of 
and practice. In Green, D.; (Ed.), What is Quality in Higher Education. faculty are relatively less skewed but still a fairly large proportion 
Buckingham: SRHE and Open University Press, pp 3-20of respondents attached high or medium importance to them. 
Harvey, L. and Knight, P.T. 1996. Transforming higher education. Industry experience of students, student teacher ratio, location near 
Buckingham: SRHE and Open University Pressbig cities and luxurious guesthouse are factors respondents 

considered either very important or not at all important but few are Ho, S.K. & Wearn, K. 1995. A TQM model for higher education and 
training. Training for quality, 3(2): 25-33indifferent to them. Networking with foreign or other Indian 

institutions, standardization of courses and tuition fees are given Kwan, P. Y. K. 1996. Application of total quality management in education: 
high importance by approximately half the respondents, remaining retrospect and prospect. International Journal of Educational 

Management, 10(5): 25-35attaching medium or low importance.

Lachlan E.D. and Crawford, P. S. 1999. Total quality management in Conclusion
education: problems and issues for the classroom teacher. International 

This paper delineates an exploratory study conducted to find out the Journal of Educational Management, 13(2):  67-73
key dimensions for quality of management institutions. Focus 

Mariappan, V. 2002. Total Quality Education: A model for India. 
group discussions brought out eleven key dimensions for service Productivity, 42(4): 597-604
quality of management institutions. These dimensions were used to 

Mergen, E., Grant, D.  and Widrick, S. M. 2000. Quality management frame a questionnaire that was administered for pilot study. The 
applied to higher education. Total Quality Management, 11(3): 345-352

questionnaire was found to be reliable and brought out several 
Murthy, K.R.S., Patel, I.G.. and Paul, S. et al. 2004. Social context of aspects of various quality parameters and the importance attached 
management education: institution building experience at IIMs. Vikalpa, to these by the students. 
29(2): 85-109

The study opens up issues for further research. The authors intend 
Nunnally, J.C. 1967. Psychometric theory. New York: McGraw Hill

to administer the questionnaire to various stakeholder groups viz. 
Owlia, M.S. and Aspinwall, E.M. 1996. Quality in higher education- a students, faculty and corporate. The results obtained can be used to 
survey. Total Quality Management, 7(2): 161-172

test if there is a significant difference between the different 
Owlia, M. S., Aspinwall, E. M. 1998. A framework for measuring quality in stakeholder groups with respect to the importance attached to 
engineering education. Total Quality Management, 9(6): 501-518.various quality dimensions by them. 
Parasuraman, A., Zeithaml, V.A. and Berry, L.L. 1985. A conceptual model 
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Dimension 
(Quality Parameters) 

Item 
No. 

Item Code 
(quality 

Indicator) 

Statement for description 
(used in questionnaire) 

1 assign All faculty members need not be on full time 
assignment 

2 facexp The faculty need not have industry or corporate 
experience 

3 fqualifi Faculty members need not be highly qualified 
4 fresrch Research work and publications by faculty 

members is not essential 
5 forigin The faculty members should come from 

different regions of the country 

1. Faculty Members 
(code: faculty) 

6 fconsult A faculty member should do industry 
consultancy and conduct Management 
Development Programmes 

7 exp Students having industry experience need not be 
preferred over fresher for admission 

8 stratio Student-teacher ratio need not be 7:1. 
9 admit Student admission should be done using a 

combination of their scores in written 
examination, group discussion and interview 

10 apsytest Psychometric tests should be administered to 
judge the students before admission 

11 admitcat Students need not be selected based on standard 
common written admission tests like CAT, 
MAT etc  

2. Selection Procedure 
(code: select) 

12 stdpi The personal interview of students for 
admission need not be standardized 

3. Infrastructure 
(code: infrastr) 

13 clasroom A typical classroom should have LCD with 
projector, AC and well -cushioned seats 

 14 support There should be adequate and competent 
support staff in the institution 

 15 natloc The institutions should be located in a 
widespread, natural environment 

 16 libgener The library need not contain books on general 
studies and classic literature 

 17 bldgs The campus need not have attractive buildings 
 18 liblates The institution should have a library containing 

latest reference books, journals (including on-
line journals), business magazines and research 
papers 

 19 internet 24 hour Internet facility need not be provided to 
students 

 20 citycamp It is not important that the institutions be located 
at metropolis or big cities 

 21 guesthse The institute need not have a luxurious 
guesthouse 

 22 ictes The campus should have the latest information 
and communication technologies facilities 

4. Intellectual property   
(code: ip) 

23 publicat Publishing Journals and books by institute is 
essential 

APPENDIX  1

Coded Dimensions and Items from Focus Group Discussions

What makes a management institution excellent?

CJMR / JULY - DEC 20066



  

Dimension 
(Quality Parameters) 

Item 
No. 

Item Code 
(quality 

Indicator)

Statement for description 
(used in questionnaire) 

24 alumni The institution should conduct regular alumni 
meets 

25 fcollab The institution need not collaborate with foreign 
universities or institutions for its expansion abroad 

26 icollab The institution need not collaborate with other 
Indian universities or institutions for its expansion 
within the country 

27 promote Promoting institutions achievements need not be 
given priority 

28 seminar Institutions should conduct seminars and 
conventions 

29 assimila Institutions should foster cross-cultural 
assimilation through student and faculty exchange 
programmes 

30 isocial Social work and tie-up of institution with NGOs is 
required 

5. Networking (code: 
network) 

31 inetwork The institution should have good networking with 
industry 

32 pers Personality development of students should be 
given special attention 

33 project Project work need not be an important element of 
all the course-works 

34 cpract Courses should be practical oriented, as per 
current industry requirements 

35 indvisit Regular industry visits for students need not be 
arranged 

36 speclzn Specialization courses should be offered in areas 
where recent scope is witnessed 

37 ojts Regular and need-based on- job training need not 
be provided to students 

38 case Case studies need not be incorporated in all 
classes to analyze situations 

39 indtalks Institutions should arrange regular talks by 
eminent industrialists and CEOs 

40 stress Stress management workshops should be 
conducted for the students 

6. Course curriculum 
(code: curricul) 

41 coursestd All courses need not be standardized 
42 quiz Institutions should conduct business quizzes 
43 stusoc Students need not be involved in social work 

7. Co curricular activities  
(code: cocurr) 

44 sports Sports facilities need not be available at the 
institute 

8. Governance (code: 
govern) 

45 vision The institution need not have clearly defined 
vision and mission and a distinct logo 

 46 leader Leadership of the institution should be efficient 
and effective 

9. Placement  
(code: job) 

47 entre Students may be motivated to start their own 
ventures rather than go for jobs 

 48 placemnt All graduating students need not be placed 
through the campus in corporate or industry 

10. Price  
(code: price) 

49  fees Tuition fees charged is not an important 
consideration for students seeking admission in an 
institution 

11. Benchmarking (code: 
bmark) 

50 benchmar Courses should be benchmarked against those of 
the best institutions in the world 

 51 ownstds An institution should set its own standards of 
excellence 
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QUESTIONNAIRE 

On Excellence of Management Institutions

This survey deals with your views and expectations about the ideal service a management institution should provide. Please remember 
that your answers should not reflect your views about your own institution. All information will be kept strictly confidential and will 
be used purely for research purposes. 

PART A

Please show the extent to which you think institutions should possess the features described by each statement listed below. 

1. Personality development of students should be given special attention.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)

2. Students having industry experience need not be preferred over fresher for admission.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)

3. A typical classroom should have LCD with projector, AC and well-cushioned seats.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)

4. All faculty members need not be on full time assignment.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)

5. Project work need not be an important element of all the course-works.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)

6. The institution should conduct regular alumni meets.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)

7. The institution need not collaborate with foreign universities or institutions for its expansion abroad.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)

8. Courses should be practical oriented, as per current industry requirements.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)

9. There should be adequate and competent support staff in the institution.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)

10. Regular industry visits for students need not be arranged.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)
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11. The institution need not have clearly defined vision and mission and a distinct logo.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)

12. Courses should be benchmarked against those of the best institutions in the world.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)

13. The institutions should be located in a widespread, natural environment.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)

14. The faculty need not have industry or corporate experience.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)

15. Students may be motivated to start their own ventures rather than go for jobs.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)

16. Student-teacher ratio need not be 7:1.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)

17. Students need not be involved in social work.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)

18.The institution need not collaborate with other Indian universities or institutions for its expansion within the country.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)

19. Promoting institution's achievements need not be given priority.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)

20. Institutions should conduct seminars and conventions.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)

21. Specialization courses should be offered in areas where recent scope is witnessed.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)

22. An institution should set its own standards of excellence.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)

23. Regular and need-based on- job training need not be provided to students.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)

24. The library need not contain books on general studies and classic literature.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)
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25. Publishing Journals and books by institute is essential.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)

26.Institutions should foster cross-cultural assimilation through student and faculty exchange programmes.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)

27. Case studies need not be incorporated in all classes to analyze situations.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)

28. Faculty members need not be highly qualified.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)

29. The campus need not have attractive buildings.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)

30.Tuition fees charged is not an important consideration for students seeking admission in an institution.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)

31.Research work and publications by faculty members is not essential.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)

32.Institutions should arrange regular talks by eminent industrialists and CEOs.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)

33. The institution should have a library containing latest reference books, journals (including on-line journals), business 
magazines and research papers.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)

34.The faculty members should come from different regions of the country.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)

35.24 hour Internet facility need not be provided to students.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)

36. Student admission should be done using a combination of their scores in written examination, group discussion and interview.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)

37. Psychometric tests should be administered to judge the students before admission.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)
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38. A faculty member should do industry consultancy and conduct Management Development Programmes.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)

39. Students need not be selected based on standard common written admission tests like CAT, MAT etc.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)

40. The personal interview of students for admission need not be standardized.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)

41.It is not important that the institutions be located at metropolis or big cities.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)

42.Sports facilities need not be available at the institute.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)

43. All graduating students need not be placed through the campus in corporate or industry.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)

44. The institute need not have a luxurious guesthouse.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)

45. Institutions should conduct business quizzes.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)

46. Stress management workshops should be conducted for the students.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)

47. Social work and tie-up of institution with NGOs is required.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)

48. The campus should have the latest information and communication technologies facilities.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)

49. Leadership of the institution should be efficient and effective.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)

50. The institution should have good networking with industry.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)

51. All courses need not be standardized.

Strongly Agree Strongly Disagree

(1) (2) (3) (4) (5) (6) (7)
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 PART B

Please fill in your personal details below.

1. Age: 2. Gender:

3. Educational background:

4. Previous Institution:

5. Place of permanent residence:

6. Annual family income:

Thank you for completing the questionnaire. Please go back and check that you have answered all the questions. Finally please hand 
over the completed questionnaire to the administrator who gave it to you.
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Mean Std Dev Cases

  1. FACULTY 2.5230 9343 116.0
  2 SELECT 2.8391 9525 116.0
  3. INFRASTR 2.2147 7543 116.0
  4. IP 1.6466 1.1364 116.0
  5. NETWORK 2.0733 .7961 116.0
  6. CURRICUL 1.8586 .7169 116.0
  7. COCURR 1.9253 .8880 116.0
  8. GOVERN 1.6724 1.0614 116.0
  9. JOB 3.2328 1.1618 116.0
 10. PRICE 3.1810 2.1248 116.0
 11. BMARK 2.0172 1.2510 116.0

APPENDIX  3
RELIABILITY OF SURVEY INSTRUMENT

****** Method 2 (covariance matrix) will be used for this analysis ******

Curricul Cocurr Govern Job Price

CURRICUL 1.0000
COCURR 3443 1.0000
GOVERN 3917 3782  1.0000
JOB .2346 1856 1488 1.0000
PRICE .1545 .1762  .2135  .2100 1.0000
BMARK .3053  .1943 .0812 .1288 .0266

BMARK
BMARK 1.0000

Correlation Matrix

Faculty Select Infrastr Ip Network
FACULTY 1.0000
SELECT 4303 1.0000
INFRASTR 5338 4154 1.0000
IP               . 4514 3326 4677 1.0000
NETWORK 3967 4092 5074 4650 1.0000
CURRICUL .4284 5144 5450 .4078 5274
COCURR .2589 .2964 .3751 .3556 .5250
GOVERN .2247 .2836 .3308 .3646 .5503
JOB .1613 .0086 .1876 .0233 .2270
PRICE .0183 .0410 .1486 .0555 .2678
BMARK .2743 .2523 .2380  .3071 .2094

R E L I A B I L I T Y   A N A L Y S I S   -   S C A L E   (A L P H A)

  R E L I A B I L I T Y   A N A L Y S I S   -   S C A L E   (A L P H A)
 N of Cases =       116.0

                                                   
Statistics for Scale Mean   Variance    Std Dev  N of Variables
            25.1839    44.5577     6.6752         11
Item Means Mean Minimum Maximum Range Max/Min Variance
                   2.2894     1.6466     3.2328     1.5862     1.9634 .3280
Item Variances Mean Minimum Maximum Range Max/Min Variance

1.2848 .5139  4.5148 4.0008 8.7849 1.2630
Item-total Statistics

Scale Mean Scale Variance Corrected Item- Squared Multiple Alpha
if Item Deleted if Item Deleted Total Correlation  Correlation if Item Deleted

FACULTY 22.6609 38.1050 .4837 .3977 .7245
SELECT 22.3448 38.3835 .4463 .3652  .7283
INFRASTR 22.9693 38.3526 .6033 .4675 .7182
IP 23.5374 36.4801 .4944 .3894 .7200
NETWORK 23.1106 37.2457 .6873 .5472 .7084
CURRICUL 23.3253 38.4681 .6270 .4813  .7178
COCURR 23.2586 38.2450 .5030 .3189 .7234
GOVERN 23.5115 37.2183 .4797 .3499 .7228
JOB 21.9511 39.4768 .2556 .1546 .7513
PRICE 22.0029 34.8766 .2059 .1202 .8047
BMARK 23.1667 38.3002 .3031 .1659 .7465

 Analysis of Variance
Source of Variation Sum of Sq. DF Mean Square F Prob.
Between People 465.8304 115 4.0507
Within People 1539.9019 1160 1.3275
Between Measures 380.4906 10  38.0491 37.7402 .0000
Residual 1159.4113 1150 1.0082
Total 2005.7323 1275 1.5731
Grand Mean 2.2894

R E L I A B I L I T Y   A N A L Y S I S   -   S C A L E   (A L P H A)

Reliability Coefficients    11 items
Alpha =   .7511           Standardized item alpha =   .8185
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Dimension 
(Quality Parameters) 
 

Item (quality Indicator) 
 

Importance attached 
 

Full time assignment 28 %High; 45%Medium; 
27%Low 

Industry or corporate experience 73%High; 19%Medium ; 
8%Low 

Qualification 77%High; 15%Medium;  
8 %Low 

Research work and publications 69%High; 24%Medium; 
7%Low 

Mixed domicile 51%High; 43%Medium; 
6%Low 

1. Faculty 
Members 
(code: faculty) 

Consultancy and MDPs 76%High; 22%Medium; 
2%Low 

Student industry experience 20%High; 53%Medium; 
27%Low 

Student-teacher ratio 25%High;46 %Medium; 
29%Low 

Written examination, group 
discussion and interview 

86%High; 12%Medium; 
2%Low 

Psychometric tests 70%High; 25%Medium; 
5%Low 

Standard common written 
admission tests like CAT/ MAT  

67%High; 23%Medium; 
10%Low 

2. Selection  
(code: select) 

Standardized personal interview 69%High; 21%Medium; 
10%Low 

Classroom facilities 64%High; 30%Medium; 
6%Low 

Support staff 86%High; 13%Medium; 
1%Low 

Location in widespread, natural 
environment 

63%High; 33%Medium; 
4%Low 

Books on general studies and 
classics in library 

82%High; 12%Medium; 
6%Low 

Attractive buildings 55%High; 41%Medium; 
4%Low 

Latest reference books, journals in 
library  

90%High; 7%Medium; 3%Low 

24 hour Internet facility 84%High; 10%Medium; 
6%Low 

Located at big cities 37%High; 38%Medium; 
25%Low 

Luxurious guesthouse 31%High; 51%Medium; 
18%Low 

3. Infrastructure 
(code: infrastr) 

Latest information and 
communication technologies 
facilities 

90%High; 9%Medium; 1%Low 

4. Intellectual 
property   
(code: ip)

Publishing Journals and books 80%High; 18%Medium; 
2%Low 

APPENDIX  4

SUMMARY OF SURVEY RESULTS 
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Alumni 77%High; 18%Medium; 
5%Low 

Foreign universities or institutions 57%High; 32%Medium; 
11%Low 

Other Indian universities or 
institutions 

52%High; 31%Medium; 
17%Low 

Promoting institutions 
achievements 

60%High; 27%Medium; 
13%Low 

Conduct seminars and 
conventions 

95%High; 5%Medium; 0%Low 

Student and faculty exchange 
programmes 

75%High; 23%Medium; 
2%Low 

Social work and tie -up of 
institution with NGOs 

68%High; 30%Medi um; 
2%Low 

1. Networking 
(code: network) 

Networking with industry 94%High; 4%Medium; 2%Low 
Personality development 96%High; 2%Medium; 2%Low 
Project work 80%High; 12%Medium; 

8%Low 
Practical industry oriented courses  92%High; 7%Medium; 1%Low 
Regular industry visits 78%High; 11%Medium; 

11%Low 
Specialization in new areas  73%High; 22%Medium; 

5%Low 
Need-based on- job training 82%High; 8%Medium; 

10%Low 
Case studies in all classes 77%High; 20%Medium; 

3%Low 
Regular talks by eminent 
industrialists and CEOs 

88%High; 10%Medium; 
2%Low 

Stress management workshops 92%High; 6%Medium; 2%Low 

2. Course 
curriculum 
(code: curricul) 

All courses standardized 50%High; 26%Medium; 
24%Low 

Business quizzes 92%High; 7%Medium; 1%Low 
Social work 66%High; 2 9%Medium; 

5%Low 

3. Co curricular 
activities  (code: 
cocurr) 

Sports 76%High; 16%Medium; 
8%Low 

Clearly defined vision and 
mission and a distinct logo 

76%High; 14%Medium; 
10%Low 

4. Governance 
(code: govern) 

Leadership 92%High; 8%Medium; 0%Low 
Motivate entrepreneurship 64%High; 19%Medium; 

17%Low 
5. Placement  

(code: job) 
Place all students  70%High; 18%Medium; 

12%Low 
6. Price  

(code: price) 
Tuition fees 49%High; 32%Medium; 

19%Low 
Courses benchmarked 72%High; 22%Medium; 

6%Low 
7. Benchmarking 

(code: bmark) 
Set own standards of excellence 80%High; 14%Medium ; 

6%Low 
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In contrast to the recent media and technology, the marketing Marketing Warfare by AI Ries and Jack Trout, 1986
fundamentals (strategy, positioning, awareness, continuity, product Leadership Secrets of Attila the Hum by Wess Roberts, 1987
quality, concentration, message communication and image 

Philip Kotler was a well-known proponent of marketing warfare projection, etc) remain as constant and as important as ever. The 
strategy.fundaments do not change just because the “information 

superhighway” is created, or interactive media, or multiplicity of The marketing warfare literature also examined leadership and 
television channels. The marketing fundamentals must remain as motivation, intelligence gathering, types of marketing weapons, 
the lodestars in the marketing universe, to guide marketers through logistics, and communications.
the cosmic confusion of changing media, changing technology and By the turn of the century the “Strategy of the Dolphin” was 
changing competitive forces. Several years of longitudinal data developed in the mid 1990s to give guidance as to when to use 
really tell a story, but it's strategic story, a grand panorama of your aggressive strategies and when to use passive strategies. A variety 
performance in the marketplace compared to your competitors as of aggressiveness strategies were developed.
played out during the different phases of the business cycle. With 

J.Moore (1993) used a similar metaphor. Instead of using military this strategic road map, it is possible to plot grand strategy, and 
terms, he created an ecological theory of predators and prey, a sort monitor 
of Darwinian management strategy in which market interactions 

your successes and failures in pursing that aggressive strategy, mimic long term ecological stability.
regardless of the day-to-day confusion and chaos in the quicksand 

OFFENSIVE MARKETING WARFARE STRATEGIES world of upheaval, revolution and transformation.

In marketing and strategic management, marketing warfare The Military Theorists:
strategies, like Offensive marketing warfare strategies are designed 

In the 1980s some business strategists realized that there to obtain an objective, usually market share, from a target 
was a vast knowledge base stretching back thousands of years that competitor. In addition to market share, an offensive strategy could 
they had barely examined. They turned to military strategy for be designed to obtain key customers, high margin market segments, 
guidance. Military strategy books like “The Art of War” by Sun or high loyalty market segments.
Tzu, “On War” by von Clausewitz, and “The Red Book” by Mao 

Fundamental PrinciplesTse Tung became instant business classics, From Sun Tzu they 
learned the tactical side of military strategy and specific tactical Types of offensive strategies:
prescriptions. From Von Clausewitz they learned the dynamic and 

The main types of offensive marketing warfare strategies are:unpredictable nature of military strategy. From Mao Tse Tung they 
lFrontal Attack  This is a direct head-on assault. It usually learned the priciples of guerrilla warfare. The main marketing 
involves marshaling all your resources including a substantial warfare books were:
financial commitment. All parts of your company must be geared Business War Games by Barrie James, 1984
up for the assault, from marketing to production. It usually involves 

!

!

!

* Dr.Hamsa.LManohar, Professor, St.Mary's School of Management Studies, Chennai.
** Dr.A.Chandramohan, Professor, SRM School of Management, Chennai.
*** G.Rajesh Kumar, Sr.Lecturer, SRM School of Management, Chennai.

Aggressive Marketing Using Military Metaphor 
for Crafting Successful Business Strategies
* Dr. Hamhsa L.Manohar
** Dr. A. Chandramohan
*** G. Rajesh Kumar

As globalization becomes vital, the mind wonders what the future might bring for the human race, for the global economy, and for 
the marketing industry as a whole. Predicting the future are daunting and even the most timid are becoming bold and prophetic. 
We find that today's consumer is puzzled with an overwhelming choice of products. Market is such that the bad products get kicked 
out, while the good ones survive. The buyer's decision finally decides the success of products. The paper deals with ways Marketing 
Strategies can identify assess the needs of the consumer and aggressively market to handle the ever-pressing need to deliver results.

The nature and magnitude of changes swirling through the marketing world which include: the information superhighway, interactive 
media, the telecommunications revolution; the growing use of promotions; the decline of traditional advertising; the rise of sports 
marketing, database marketing, telemarketing, conventions and shows, and conferences and symposiums; the multiplication of 
television channels and communication mediums; and the rise of new distribution systems (the superstores, discount mail order, and 
direct television sales) signals the end of an era.
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an attempt to “liberate” a sizable portion of the target's customer sides during the Civil War and are still studied in the military 
base. In actuality, frontal attacks are rare. There are two reasons for academies today. They were never captured or defeated in battle. A 
this. Firstly, they are expensive. Many valuable resources will be frustrated American military was unable to conquer them. The 
used and lost in the assault. Secondly, frontal attacks are often Comanche's were the last Indians to come to the reservation, 
unsuccessful. If defenders are able to re-deploy their resources in choosing to come only when disease and the slaughter of the buffalo 
time, the attacker's strategic advantage is lost. You will be left them few options.
confronting strength rather than weakness. Also there are many History records Comanche brutality more than Comanche 
examples (in both business and warfare) of a dedicated defender brilliance, yet in the Comanche's tactical brilliance, many lessons 
being able to hold-off a larger attacker. The strategy is suitable can be found for today's companies. The parallels between the 
when Comanche's dilemma and the company's dilemma are many. In an 
1. The market is relatively homogeneous age where huge consolidators, emerging franchisors, threatening 

retail giants, and growing utility competition is sweeping though 2. Brand equity is low
industry after industry, companies can find much in common with 

3. Customer loyalty is low the embattled Comanche warriors and continuously market to 
survive the onslaught of the competitive market.4. Products are poorly differentiated

Business strategy using aggressive marketing5. The target competitor has relatively limited resources

To survive, companies must learn how to market and aggressively 6. The attacker has relatively strong resources
defend and protect their territory. They must learn to use innovative l also called encirclement strategy)  
tactics and techniques that keep them one-step ahead of larger, This is a much broader but subtle offensive strategy. It involves 
overpowering competitors. They must learn to conserve resources, encircling the target competitor. This can be done in two ways. You 
making every marketing rupee count in the face of huge could introduce a range of products that are similar to the target 
competition with deeper pockets. They must learn to value speed, product. Each product will liberate some market share from the 
mobility, and flexibility in their marketing, making lightening target competitor's product, leaving it weakened, demoralized, and 
quick strikes other cannot match. They must learn to study their in a state of siege. If it is done stealthfully, a full scale confrontation 
territory so they can direct their marketing efforts where the returns can be avoided. Alternatively, the encirclement can be based on 
are best. They must learn to adapt to changing circumstances to find market niches rather than products. The attacker expands the 
business in new and unexpected places. They must learn to market market niches that surround and encroach on the target competitor's 
hard and market consistently.market. This encroachment liberates market share from the target. 
Marketing  as a wagon wheelThe envelopment strategy is suitable when:

What is marketing and how can it work for you? Thing of marketing 1. The market is loosely segmented
as if it were a wagon wheel. The hub of the wheel is your company. 2. Some segments are relatively free of well endowed 
The spokes are your marketing activities. The rim is the consumer competitors
franchise you count on to succeed.

3. The attacker has strong product development resources
Consumer franchise? This is a term for repeat customers who call 

4. The attacker has enough resources to operate in multiple only you whenever they have a need. It's based on how many times 
segments simultaneously customers do business with you, versus how many times they do 

business with one of your competitors and is the direct result of 5. The attacker has a decentralized organizational structure
being aware of your company's image, products, and services.

lLeapfrog strategy  This strategy involves bypassing the 
The spokes that connect the hub and the rim (spokes connecting enemy's forces altogether. In the business arena, this involves either 
with your customer, marketing spokes) must be strong and of the developing new technologies, or creating new business models. 
right length for the wheel to serve its purposefor you and your This is a revolutionary strategy that re-writes the rules of the game. 
company to succeed. When the spokes aren't right, the ride may be The introduction of compact disc technology bypassed the 
bumpy and the company may fail.established magnetic tape based defenders. The attackers won the 

war without a single costly battle. This strategy is very effective What are the marketing spokes that connect the hub to the rim? 
when it can be realized. There are six key spokes necessary for your success. They fit into 

three key separate functions of marketing:lFlanking attack  This strategy is designed to pressure the 
flank of the enemy line so the flank turns inward. You make gains Successful Business Strategy  Box No: 1.4
while the enemy line is in chaos. In doing so, you avoid a head-on 

The Basic Spokes The Tactical Spokes The Strategic Spokesconfrontation with the main force.
Personal Selling Service Promotions AdvertisingCOMANCHE MARKETING
Customer Price Product Promotions Product/Service ImprovementComanche Marketing is playing the tactics and techniques 

needed to market as well as the Comanche warriors fought. The All spokes of the wheel are considered essential in developing 
Comanche Marketer is “one who analysis every aspect of your company's consumer franchise. However, each spoke is 
marketing and markets all the time.” important in a different way. 
Feared and respected, the fierce Comanche warriors were the terror The two basic spokes are the fundamental parts of your company's 
of the American settler. Their light cavalry tactics were the terror of marketing operation. You cannot build a consumer franchise if 
the American settler. Their light cavalry tactics were used by both you're not talking to potential customers and/or the price of your 

Envelopment Strategy (

Aggressive Marketing Using Military Metaphor 



18

service or product isn't considered to be fair. influencing the ultimate consumer. If we track consistently, it is 
possible to monitor the effects of specific marketing programs as The tactical spokes are designed to help you control where and 
they are introduced.when to increase service or product sales. Major objectives when 

considering the use of promotions should be: Strategic tracking answers a number of important questions:

ØTo attract new customers 1. How is your brand's awareness trending over time, relative to 
competition? ØTo increase overall purchases by your existing customers 

2. How is your brand's image evolving over time? ØTo cushion a price increase 
3. What advertising messages do your consumers remember ØTo stimulate and focus your sales force 

about your brand, and how do these messages change over 
ØTo counter competitive offerings time? 
ØTo expand existing selling seasons 4. What variables define your optimum target market? 
The third group is the strategic spokes. These are essential for an 5. Who are your brand's heavy users, non-users, light users? 
enduring consumer franchise. They give you name awareness and 

6. What are the demographics (and the correlates) that define the an aura of “authority” as a prosperous “expert” who should be 
optimal target market for your brand? remembered and called on when the time is right.

7. Which market segments should you focus upon? Often the strategic spokes are missing in smaller, entrepreneurial 
companies. When the strategic spokes of the marketing wheel are in 8. What impact are your competitors having in the marketplace, 
place, you'll begin eliminating the sting of competition from new and how are competitive activities influencing your brand? 
companies entering the industry every year. Strategic tracking research
Your company, at the hub of the wheel, is the most important factor If you should decide to pursue strategic tracking research for your 
in your marketing success. Just identifying the spokes of the brand, here are some suggestions to keep in mind. Tracking 
marketing wheel and working on a superb marketing plan will not research, like everything else, can be good or bad depending upon 
spell success if something is wrong with the HUB! The hub is not how you design and execute it.
just some name or label. The hub is you, your employees, and your 

Telephone surveys are typically the best way to track awareness, integrity. Your company not only must deliver those products and 
image, and advertising message recall. These telephone surveys services, it must provide some added value that consumers can 
can be continuous (i.e., conducted every day) or pulsed (conducted recognize and appreciate to avoid the nightmare of heavy seasonal 
at a point in time, such as the last week of each quarter). cycles and the continuous strains of new competition.
Some types of tracking research can be conducted by mail (e.g., Marketing's task is to create and maintain customers. The 
recognition tracking, image tracking, or brand share tracking), and marketing plan should include the right tools to find and maintain a 
the quality of the data from mail surveys can be high. Mail surveys, long-term consumer franchise. Any plan must spell out:
however, are not very good at measuring awareness (because 

ØThe targeted market respondents can ask other household members or look up the 
ØThe type of products you will sell answers). 

ØThe brands you will represent Good sampling is essential. The greatest (and often least visible) 
mistakes in tracking research are usually sampling errors. The ØThe pricing plan for you services and product 
sampling plan and management of the sample are absolutely crucial 

ØThe timing and scope of promotions to consistently accurate tracking data. The samples from month to 
month and year to year must be identical in every way, or else the ØThe type and amount of advertising 
resulting data will not be comparable. Always define the sample for ØThe tracking plan to maintain success 
tracking research very broadly and inclusively. The purpose of 

When developing each annual marketing plan, make sure to devote tracking is to tell us what's happening in the marketplace, and a too-
the time necessary to assess the marketing you've done historically. narrow sample almost always defeats this objective. If the universe 
Then build your next plan based on past successes and failures. is small and limited, then sample with replacement. That is, once a 
Doing this each year will help create a living plan that is the key to respondent is interviewed, put that respondent back into the sample 
help you build your marketing efforts, which in totality today has to for the next wave of interviewing. An alternative solution is to 
be aggressive to give results. No marketing can be successful divide the original sample into discrete, matched subsamples, and 
without effective marketing intelligence.  then use one of these subsamples for each subsequent wave of 

interviewing.Strategic tracking of marketing intelligence

Randomize sample within quota groups. Even though most We have found that a successful marketing plan depends on 
projects begin with a random sample, things can happen which strategic tracking of consumer awareness, perceptions and 
destroy randomness. For example, most samples are organized by behavior, delivers essential marketing intelligence to help guide 
time zone. Sometimes, as part of this processing to organize the marketers through the turbulence and helter-skelter of rapid 
sample, the sample is put into some type of order (area code, prefix, changes in marketing technology, media and distribution channels. 
and alphabet). As a final quality-control procedure, always The ultimate goal of marketing is to influence and control the 
randomize the final sample within each quota group. Then, no ultimate consumer. Therefore, if the perceptions, attitudes and 
matter how the sample is worked, you will end up with a random behavior of that ultimate consumer are monitored over time, we 
sample. will know if the cumulative force of all marketing activities is 
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Limit sample to force callbacks. The research company must limit reinforce exactly how the study is to be executed. Likewise, 
the size of the original sample, so that the callback cycle is properly specific quality-control guidelines and standards must be 
triggered. If too many telephone numbers are put in the initial developed and maintained for each long-term tracking project.
sample, then it is likely that no callbacks will ever be made. The Needless to say, once you choose a research company to do a 
study is completed before the interviewers ever work through the tracking project, you should stick with that one company (unless 
original sample. The recommended policy is to release 70% of the that company's performance is unsatisfactory). Changing research 
planned sample, and then gradually introduce the remaining 30% of companies every year or two on a long-term project almost always 
the sample as the callback cycle is completed on the initial sample. guarantees that the data will not be comparable. The true strategic 
Typically, a primary number in the sample should receive a total of value of tracking research is fully realized only after several years 
three calls (an original call and two callbacks). of consistent measurement of your ultimate consumers. With a 
The questionnaire must remain the same from month to month and successful marketing intelligence tracking, your aggressive 
year to year. Changes in the questionnaire (even something as marketing strategy can be planned. 
seemingly innocent as a change in question order) can create 
unexpected changes in the results. Simply changing one word in a 

Reference:question can change the results. Therefore, keep the questionnaire 
1. Kotler.P - Marketing Management, Prentice Hall of India, New constant over time. If you want to modify, add or delete questions in 

Delhi-1993a tracking study, do it toward the end of the questionnaire--so that 
the changes will not distort the key measures in the first 80% of the 2. S.A Sherlekar  Marketing Management  Himalaya Publishing House, 
questionnaire. Mumbai, 2002

3. J.C.Gandhi  Marketing A Managerial Introduction, Tata McGraw All interviewing procedures and controls must remain constant 
Hill Publishing Company Ltd, New Delhi, 1995.over time. Changes in the minutia of training, scheduling, 

4. Philip Kotler  Principles of Marketing, Prentice Hall of India, New monitoring and supervising interviewers can inject unplanned 
Delhi-1980changes in tracking study results. The briefing and training 

instructions for each specific tracking study must remain 5. J.Kelley  Marketing Planning and Competitive Strategy, Prentice 
Hall of India, New Delhi-1962unchanged over time. 

6. William J.Stanton  McGraw Hill Company, Newyork, 1964Editing, coding, data cleaning and tabulation must remain 
constant over time. Changes in the way “no answers” or “blanks” 7. J.C.Sinha  Principles of Marketing and Salesmanship Chand & Co, 
are handled, changes in how many multiple responses are accepted, New Delhi, 1998
and a hundred other “minor” tabulation details can change tracking 8. V.S.Ramasawamy and S. Namakumari  Marketing Management  
results over time. Macmillan India Ltd, 2002

A great long-term threat to the accuracy and integrity of a strategic 9. www.hawahs.com
tracking study is gradualism. That is, small incremental changes in 10. www.tevadata-j.com
methods and procedures accumulate over time and gradually 

11. www.indiainfoline.co
destroy the comparability of the tracking data. For ongoing tracking 

12. www.org.masg.com studies, it is recommended that monthly meetings be held with 
everyone in operations working on the project, to review and 
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Introduction: Attracting and retaining skilled talent is business Objectives of Selection Interviews
issue. Every year number of engineers and management graduates Selecting people for jobs by
pass out from the institutions but they do not meet the requirement 

1. Informing applicants about the jobof the business. Experienced skilled talent is not easily available.  
HR has to perform a critical role in a company, bringing people 2. Gaining unbiased factual information against the criteria
from the outside world into the organization. As such, recruiting has 3. Influencing suitable candidates to accept
a huge impact on the quality of the assembled workforce. Attaining 

4. Demonstrating that the company operates a fair and equitable quality in recruiting and deployment is therefore a natural aim of an 
selection procedure organization. How do you pursue quality in hiring and placement? 

Let's see Effectiveness

As per the position requirement following methods can be used Bottom line Test - Answering Three key questions
for selecting candidates either internal or external. Can he do the job (Competence)?

1. Tests - General Ability, special aptitudes (For fresher/ Will he do the job (Motivation)?
Management students) Will he fit in (Team / Organization)? (Match)

2. Simulation exercise (For senior level positions)
Interviews: 3. Work Sample Tests (For operative positions)
A selection procedure designed to predict future job performance 4. Personality questionnaires/Psychometric tests (For all)
on the basis of applicants' oral responses to oral inquiries.5. Interest questionnaires (For all)

6. Group Discussions Types of Interviews
7. Case discussions I. Unstructured Interview involves a procedure where different 
8. Presentations questions may be asked of different applicants. 
9. On - field accompaniment

II. Situational Interview Candidates are interviewed about what 
10. Handwriting Analysis etc. actions they would take in various job-related situations. The 
11. Interviews job-related situations are usually identified using the job 
12. In tray exercises descriptions and job evaluations. The interviews are then 
13. Assessment Centres (combination of above items) scored using a scoring guide. 

What to judged & evaluate? III. Behavior Description Interviews Candidates are asked what 
actions they have taken in prior job situations that are similar to Skills, Knowledge & Talent
situations they may encounter on the job. The interviews are 

Skills then scored using a scoring guide. 
The how  - fit to the role IV. Comprehensive Structured Interviews Candidates are asked 

questions pertaining to how they would handle job-related Capabilities that can be transferred from one person to another 
situations, job knowledge, worker requirements, and how the Knowledge
candidate would perform various job simulations. Interviews 

'What you are aware of ' tapping job knowledge offer a way to assess a candidate's 
current level of knowledge related to relevant implicit Factual (things you know) Can & should be taught
dimensions of job performance (i.e., "tacit knowledge" or Experiential (understandings you have picked up along the way). 
"practical intelligence" related to a specific job position) Less tangible and therefore much harder to teach

V. Structured Behavioral Interview This technique involves Talent
asking all interviewees standardized questions about how they 

Recurring patterns of thought feeling behavior that carves handled past situations that were similar to situations they may 
individual minds encounter on the job. The interviewer may also ask 

discretionary probing questions for details of the situations, the If someone does not have the talent as part of his filter, then it is very 
interviewee's behavior in the situation and the outcome. The difficult for others to inject it.

!

!

!

!

!

Selecting the Right Talent
* Vinod Bidwaik

*Vinod Bidwaik is Chief Manager  Corporate HR at Sakal Group of Publications, Pune.
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Setting the environmentinterviewee's responses are then scored with behaviorally 
anchored rating scales. No disturbance

VI. Oral Interview Boards: This technique entails the job No phone Calls
candidate giving oral responses to job-related questions asked 

Seating - Neutral (Perhaps an L shape)by a panel of interviewers. Each member of the panel then rates 
No distraction in the vicinityeach interviewee on such dimensions as work history, 

motivation, creative thinking, and presentation. The scoring No 'Power Statements'
procedure for oral interview boards has typically been Having water available on the table (for candidate)
subjective; thus, it would be subject to personal biases of those 

Have stationary ready (for candidate) 
individuals sitting on the board. This technique may not be 

Interview Structurefeasible for jobs in which there are a large number of applicants 
that must be interviewed. Opening, rapport building:          Appropriate recognition

VII. Combination of all Relaxed Approach

Introduce yourself

Tips while interviewing Share - Interview purpose

Job Role (briefly)Minimize stereotypes. Provide interviewers with a job description 
sand specification of the requirements for the position. Interviewers Check Understanding
with little information about the job may be more likely to make 
stereotypical judgments about the suitability of candidates than are 
interviewers with detailed information about the job. Current & previous roles
Job Related. Try to make the interview questions job related. If the 
questions are not related to the job, then the validity of the interview Aspirations & awareness
procedure may be lower. 

Interviewers. Interview should improve the interpersonal skills 
Education & upbringingand the interviewer's ability to make decisions without influence 

from non-job related information. Interviewers should: 
Circumstances & interestsAvoid asking questions unrelated to the job 

Avoid making quick decisions about an applicant 
Avoid stereotyping applicants Closing, wrap up
Avoid giving too much weight to a few characteristics. 
Try to put the applicant at ease during the interview 
Communicate clearly with the applicant 

Asking questions: Maintain consistency in the questions asked

Ask the questions for following reasons and know about the 
candidates more.INTERVIEW PROCESS  REQUIREMENTS

1. Factual recall

2. Comparison

3. Opinion

4. Case Problems

5. Hypothetical

6. Rhetorical

7. Leading

8. Pumping

Structure of questions

Open-ended Questions

How - What - When - Where - Who - Why

Close-ended Questions

Do you - Did you - Can you - Will you - Could you - Would you 
- Should you

!

!

!

!

!

!
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!
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!
!
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Venue

Interview Process

Interviewer
Needs:

!

!Application form

!Time to prepare and judge job 

and company knowledge

! Skills to obtain & evaluate 

information and make 

effective judgments

! Relaxed and open minded 

Agreed Criteria

Candidate
Expects

! Professionalism

! Realistic picture of job & 

company/organization

! Input on where he               

stands (process, time 

scale etc.)

! Minimal Wait

! Objectivity

Selecting the Right Talent
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Prompting/ encouraging expressions 5. Select lead interviewer

Tell me… Describe … 6. The others listen, take notes (factual), ask questions around 
other key areas and observe non verbal behaviorFor example? For instance?, In what sense?

7. Follow up at end of a sectionHow come? In simpler terms...

Some Important TipsQuestioning Pattern
Interviewers need to be provided with job description & 
specification of the requirements of the position to minimize 

Broad open ended the influence of stereotypes

Interview questions need to be job related

Probe Avoid making quick decisions about an applicant

Avoid giving too much weight to a few characteristics

Narrow Try to put the applicant at ease during the interview

Communicate clearly with the applicant

Close Maintain consistency in the questions asked

Interviewing for Managerial positionsSummarize
Less emphasis on background: more on role and work

Ask about aspirations before roleWhat are  good questions?

Easy for candidate to obscure track record through jargon Good questions are:
and generalities

Purposeful
A 'look good, talk good' candidate may land up interviewing 

Relevant
the interviewer - superficial interview may take place

Clear & concise
Hence be specific - focus on Critical attributes

Limited to one idea

Neutral in tone & substance
Focus on Roles

Job titles can be misleading

E.g. Main areas of job.  Principal tasks that you do The quality & value of answer depends on the 
personally? Why'? How do you divide your time? quality of the question
Performance criteria, targets, priorities, performance ratings, 

Question Coverage informal reviews
What questions - Elicit information about knowledge, facts/data, Focus on relationships - up, down, or with colleagues
and opinions Time perspective
Why questions - Analytical skills, reasoning, logic etc. Breadth of perception of job relative to entire organisation
motivations (what else…How else… Where else….) Perceived freedom to act
How questions - Knowledge of functional skills, process/steps Ability to influence the organisation
(also analytical skills)

Management skill
How much/How well questions - validating achievements How results are achieved and how the candidate handles the 

process of management

Setting objectives for self and teamThe panel Interview
Decision making style - alone or team1. Agree roles & structures
Resolving conflicts - how and when

2. Stick to roles
Handling customers - relationship based and task based

3. Do not interrupt
Resolving issues between internal demands and customer 

4. Do not help the candidate expectations
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Motivational style - sort of environment in team. Leading team Mission (a drive to put your beliefs into actions)
front or back Thinking
Grooming others - spending time for developing people

Responsibility  (A need to assume personal accountability for 
Investing in self - learning & growing your work)
Monitoring work of self and team

Numerical (An affinity for numbers)
Handling communication & consultation

Relating 
Influencing others through meetings and presentations

Relator (a need to build bonds that last)

Command (an ability to take charge)
Interviewing for Talent

Talent: A recurring pattern of thought, feeling or behavior 
Selection is the only tool in the hand of the management to bring the that can be productively applied
good people in the organization. However it is very difficult to 

Type of Talent
judge the candidate within ½ hour. But at least by applying above 

Striving we can reduce the subjectivity of the techniques.

Achiever (A drive that is internal, constant & self imposed)

Selecting the Right Talent
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Introduction:

World Trade Organisation (WTO), the legal and institutional The above implications of WTO clearly point to the fact 
foundation of multilateral trading system, was established on that the economies are now becoming more efficient in their 
January 1, 1995 by the Marrakesh Agreement signed at Marrakesh, production process as now they are to compete with the best in the 
Morocco on April 15, 1994. The basic objective of WTO is to world. This has caused better use of resources with the world 
ensure global free trade and reduction of tariff and non-tariff economies and is, thus, a significant factor in the growth of 
barriers. The ultimate objective of WTO is to expand production developing economies. 
and trade and allow the optimal use of world resources. Its However, the picture is not so rosy as it appears to be.  The 
procedures are based on the principles of transparency, discipline implicit in the operations of the WTO system has given 
predictability and certainty. rise to escalating incidence of instances of anti-dumping, non-tariff 

barriers and other forms of protectionist measures, which a country 
can devise. There are charges and counter charges made on both A DECADE OF COOPERATION & CONTRADICTION
sides and the common tenor of the criticism is that it is heavily 

It has been more than a decade since the international loaded against the class of developing countries, for example while 
multilateral trade body was formed. Since then the impact of WTO 80% of the 143 members are developing countries, the balance of 
and its agreements is being felt in every economic activity, viz. power and initiatives favour the developed nations comprising 
agriculture, trading, services or manufacturing. The impact is Europe, USA, Japan and Canada accounting for 85% of world 
predominant in developing economies, which have seen trade.
remarkable expansion in their trade with the outside world. 

THE SINGAPORE ISSUESFollowing are the chief implications of WTO, which are visible 
across the globe in general and across the developing economies in Singapore issues concern areas of trade and investment, 
particular: trade and competition policy, trade facilitation and transparency in 

government procurement. It was at the first ministerial conference 1. World markets are opening up due to lowering of tariffs and 
of the WTO in Singapore in 1996 that they were first brought up to protections are getting progressively dismantled.
initiate negotiations. There is by and large a divide between the 

2. Developing countries are getting greater opportunities to developed and the developing countries on whether these issues 
expand their production in sectors in which they have cost- ought to be part of the WTO's negotiating mandate at this point or 
based comparative advantages. not. Also, the difference of opinions is there on the contours that 

such negotiations should take, if at all they are held. 3. Export markets are becoming tougher because of competition 
among developing nations with similar comparative The European Union, Japan and South Korea were the 
advantage. ones that first pushed for the Singapore issues in 1996 and to 

varying degrees most of the developed world had gone along with 4. There is a wave of standardization; hence products from 
them. India and other developing countries, on the other hand, are developing countries are facing tougher quality standards.
cautious about taking up these issues for negotiations. Following 5. Manufacturers in developing countries are now more focused 
are the chief objections of India and the developing world to the on cost audit and compare themselves with the global markets.
Singapore issues:

6. International Trade is increasingly becoming Knowledge 
Based.

World Trade Organisation: 
Implications For  Developing Economies with 
Special Reference To The Hong Kong Meet
* Dr. A.S.J. Jacob 

** Amit Aggrawal

International trade is based on the theory of comparative advantage which states that countries should specialize in 
manufacturing /growing those products in which it has comparative advantage. It will pay the country to produce more of those goods in 
which it is relatively more efficient and to export these in return of goods in which its absolute advantage is least. The principle of 
comparative advantage favours free trade for efficient production. However, to protect their domestic industry, countries resort to tariff 
and non-tariff barriers and restrictions. As such, to discipline international trade and encourage free flow of goods and services, 
General Agreement on Tariffs and Trade (GATT) was agreed in 1947, which was subsequently replaced by WTO in 1995.

*  Dr. A.S.J Jacob is Director at Sterling Institute of Management Studies, Nerul, Navi Mumbai
**  Amit Aggrawal is Lecturer at Sterling Institute of Management Studies, Nerul, Navi Mumbai
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1. On investment and competition policy, the developing world Policy and this was seven years after the US abandoned direct 
feels that having a multilateral agreement would be a serious agricultural subsidies and replaced them with the so-called 
impingement on the sovereign rights of countries and that there counter-cyclical payments. The subsidies provided by EU are 
will be very little room left for the countries to act as per the even steeper. According to Oxfam, the EU's export prices were 
particular requirements of the individual countries. 34% of its production cost for wheat, 50% for dairy products 

and 75% for sugar in 2000. With such heavy subsidies, the EU 2. On competition policy as applicable to hardcore cartels, India 
captured 18% of the world sugar market, 28% of the market for has pointed out that there is no clarity on whether these would 
dairy products and 8% of the wheat market. include export cartels. Organisation of Petroleum Exporting 

Countries (OPEC) is perhaps the best-known example of an With subsidies totaling $ 310 billion every year in the 
export cartel that rigs prices by fixing production ceilings. developed countries and $ 100 billion in USA alone, there is no 

way the Indian farmer or farmer from the developing countries 3. On the issue of transparency in government procurement, the 
can compete in the global market. Therefore, the key issue of Indian position is that while the principle is entirely acceptable, 
concern before the Hong Kong meet was to slash rich nations' there cannot be a universal determination of what constitutes 
farm subsidies, which distort the world markets and create transparent procedures.
unfair competition for agricultural exports from developing 

4. On trade facilitation, India has argued that once again while the countries.
idea is unexceptionable, developing countries may not have 

2. Industrial Tariffsthe resources-by way of technology or otherwise to bring their 
procedures in line with those in the developed world over the Tariffs have emerged as the most politically sensitive area for 
short to medium term. both developed and developing countries. Big importers such 

as the 25-nation EU, Switzerland and Japan and developing Presently, there is no formal decision on whether there 
nations such as India and Indonesia do not want to open the should be negotiations under the aegis of WTO on these issues 
door too wide. There is near agreement that whatever is except that negotiations can proceed only on the basis of an explicit 
adopted should cut the highest tariffs the most, the so-called consensus on the modalities of negotiations. Here too, there is a 
Swiss Formula. Other key questions include the degree of dispute on whether the consensus is required only on what 
flexibility to be given to developing countries.modalities are to be followed or whether even the inclusion of these 

issues for negotiations is subject to such a consensus. Failure of Also, the European Union has been pressing to come up with a 
Cancun Ministerial meet signals that those pushing for their special package of measures to help least developed countries 
inclusion are using other areas like agriculture as leverage to to show the trade round will also benefit them. Amongst 
persuade the developing countries into agreeing to negotiate on suggestions was an accord to give duty-free access to all goods 
these issues. from Least Developed Countries.

THE HONG KONG MINISTERIAL MEET 3. Services

The sixth ministerial conference of the WTO got underway in Services account for 70% of global economic activity but less 
Hong Kong on December 13, 2005. Apart from acting as forum for than a third of world trade. It is for the first time that they have 
the developing and developed countries to cement ties, the had a key billing in multilateral trade negotiations. Critics say 
conference also gave a boost to the organisation. On December 18, liberalization would mean playing into the hands of giant 
2005 WTO Director General Pascal Lamy said- corporations because 80% of services trade is carried out by 

transnational concerns. Also, unlike in industrial and farm “If the Seattle and Cancun ministerial left the trade 
goods where the aim is to reach a single agreement covering all body sinking, the Hong Kong conference has set it thinking.”
the WTO countries, services negotiations are handled through 
a process of request and offer between individual members.

KEY ISSUES AT THE MEET OUTCOMES OF THE MEET
Following were the key issues of concern before the Hong Concerns about the six-day conference which saw the cementing of 

Kong conference: unity between the developing and least developed countries, 
round-the-clock intensive deliberations and violent protests by 
those opposed to the WTO not delivering anything concrete 1. Farm Subsidies
were sorted out when the second revised ministerial draft was 

Developed countries have been providing heavy subsidies and accepted with minor changes. In concrete terms, the world 
domestic support to their farmers which cut down their cost of trading nations came out with the 44-page document that 
production. As a result, the poor and developing countries fail would serve as the basis for future of completing full 
to compete with them. The agricultural subsidies distort the modalities in agricultural and non-agricultural market access 
world markets and significantly lower barriers to imports in by April 30, 2006. 
both developed and developing countries. The subsidies not 

1. Farm Subsidiesonly contract the market in rich countries for developing 
Among other things, it decided on 2013 as the deadline for the countries' exports but they even enable rich countries' 
elimination of all forms of export subsidies in agriculture and agricultural goods to bee dumped in and reduce production in 
discipline on all export measures with equivalent effect. This developing countries.
will be achieved in a progressive and parallel manner, to be In 2003, the US exported cotton at 53%, wheat at 72%, rice at 
specified in the modalities, so that a substantial part is realized 74% and maize and soyabean at 90% of their cost of 
by the end of the first half of the implementation period.production according to the Institute for Agriculture and Trade 
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An agreement on cotton was also hammered out. As per the services.
paragraph 11 of the declaration all forms of export subsidies 2. Gains in Farm Sector
for cotton will be eliminated by developed countries in 2006. 

The countries like India and Brazil stand to gain owing to Also, developed countries will give duty and quota free access 
flexibilities allowed in reducing the duties. The concessions for cotton exports from least developed countries (LDCs) from 
would also allow domestic industry the time line required to the commencement of the implementation period.
compete with foreign imports, as duties have to be lowered. 

2. Industrial Tariffs The elimination of export subsidies would help protect Indian 
The declaration took note of the ABI (Argentina, Brazil, India) farmers from unfair competition in the domestic market even 
formula for reducing industrial tariffs. The three nations while opening up new opportunities for the export of 
recommended a multiple co-efficient Swiss Formula based on agricultural products. Ending subsidies in rich countries will 
each country's tariff average. A clear instruction to focus on open up export markets for Indian products like basmati, non-
reduction of tariffs, especially tariff peaks and escalation, on basmati rice and cereals. Agri-exports may double in five 
products of export interest to developing countries has been years. Also, India's fertilizer and food subsidies are not to be 
included in the declaration. impacted. Marketing and transport support on farm exports 

may also continue till 2018. Though duties on farm products The declaration provided for a duty free access for the 32 least 
may have to be cut, still critical products can be protected developed countries (LDCs). It set 2008 as the deadline for the 
against dumping. Also, the flexibility to self-designate Special rich countries to lift quotas and withdraw all duties on the 
Products and price and volume triggers in Special Safeguard exports of most products by poor countries. The declaration 
Mechanism would enable India to protect its livelihood and also allowed concessions to developing countries on reduction 
food security concerns.of industrial tariff. It allowed the developing countries to 

declare an appropriate number of Special Products that would 3. Gains in Industrial Sector
remain outside the ambit of the tariff reduction formula on a Among industrial products, proposed cut in peak duties and 
self-selection basis. It also provided for a Special Safeguard non-tariff barriers by rich countries would advance Indian 
Mechanism under which the developing countries would be exports. The removal of tariff peaks and tariff escalations 
able to raise their import duties on agricultural products in the would help many sectors such as textiles and leather on which 
event of surge in their prices. there is excessive duty in developed countries. Leather, 

3. Services garments, auto-components, gems and jewellery exports may 
witness jump. However, competition from foreign goods will In services, an agreed text was produced which points 
definitely put pressure on the domestic industry to excel in positively to the way forward. The policy space essential for 
technological upgradation and evolve cost-effective and developing countries has been fully preserved. Discussions on 
efficient production processes and practices. Also, as per the geographical and biological diversity are set to be intensified 
declaration 5-10 percent of the products may get tariff so as to be completed by June 30, 2006. The declaration also 
protection. Moreover, India will have the option to choose the did not include any fresh commitments for poor countries to 
sectors and products, which may be exposed to stiff foreign open services.
competition.

4. Gains in Services Sector
REPORT CARD OF THE HONG KONG MEET

The declaration has provided advantages for business out-
The draft approved at the concluding session of the ministerial sourcing, IT-enabled contractual services and movement of 
meet brought cheers to India and its industry. Commerce and professionals abroad. It has also accorded flexibility in 
Industry Minister Kamal Nath said: allowing FDI in banking, insurance, pension and telecom 

sectors. The declaration proposes to protect traditional “India welcomes the draft that sets the course of the development 
knowledge like Ayurveda, Unani and Homeopathy products. agenda.”
Also, Basmati rice and Darjeeling tea along with none other 
products and processes have been included for patent rights 

1. Changing contours of trade diplomacy under geographical indicators. Moreover, individual 
governments have been allowed policy space in the services The six-day meet also hinted at the changing dynamics in trade 
sector. Also, no fresh commitments for poor countries have diplomacy with the scales tilting in favour of the poor 
been included in the declaration.countries. The unprecedented unity shown by the developing 

and poor countries through the G-110 grand alliance seemed to HARD BARGAINING LIES AHEAD
have done the trick. For the developing countries the 

At Hong Kong, while the Doha Round of trade talks has been conference was a big shot in the arm as they were able to team 
saved from collapse that threatened it, who finally wins or loses will up with the G-90, the G-33, the LDCs, the ACP (Africa, 
now be determined through 2006, by the end of which the ideas and Caribbean and the Pacific) and small economies to form a 
principles spelt out in the final declaration must be translated into grand alliance that brought pressure on the developed nations. 
concrete steps that different members need to take. The year 2006 Forming such a coalition cutting across levels of development 
is, therefore, likely to see hard bargaining on the specifics.and interests through a process of inclusion, engagement and 
1. The final text committed the developed world to a clear end-commitment would not only strengthen the multilateral 

date of 2013, by which all export subsidies on farm produce system but would also safeguard many legitimate concerns of 
must end. It also makes it clear that a substantial part of the cuts the developing world in agriculture, industrial goods and 
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must take place in the first half of the implementation period, CONCLUSION
though it stopped short of defining what substantial meant. It The WTO Hong Kong Ministerial Meet has done just 
did, however, make it explicit that the cuts must come about about enough to keep alive the prospects of a successful completion 
only in direct subsidies to farm exports of the kind the EU of the Doha round. The self-imposed new deadlines for finalisation 
provides, but also in other indirect subsidies to agricultural of modalities for the negotiations suggest a desire on the part of all 
exports like export credit, state trading enterprises and food concerned to make the Doha round work. Though the 149 
aid. governments involved failed to resolve most of their intractable 

2. The draft ministerial text also commits the developed world to disputes during the sex days, the biggest success of this ministerial 
making effective cuts in trade distorting domestic support to meet is that it has been able to produce a unanimous declaration, 
agriculture and specifies three bands for cuts with the member which reflects the strong desire amongst the member countries not 
with the highest level of such support-the EU in the top band, to sacrifice the Doha round at the altar of narrow national economic 
the next two US and Japan to the second and the rest to the third interests. 
band. The higher bands will have to cut their domestic We can conclude that the Hong Kong Ministerial Meet 
subsidies by more, though exactly how much over what period has taken micro but firm steps towards resolution of conflicts. 
has been left undefined. The original intentions of setting up WTO may be achieved in 

3. The ministerial declaration calls for a balance between the times to come after all.
levels of cuts in tariffs on farm output and industrial goods. 
Again, it is not clear exactly what would be considered a 

REFERENCESbalance. It does, however, reiterate the principle of less than fill 
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seeking greater liberalization, those opposed to any 
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liberalization at all and a third group of countries which is 
6. The Journal of Contemporary Banking & Finance, Corporate happy to live with the current pace of liberalization. This is also 

Training & Development Institute (CTDI), Chandigarh, November the area of the text that has the least in terms of specifics or 
2005.

binding commitments.
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5. For the LDCs who might have hoped for a lot, there was a Training & Development Institute (CTDI), Chandigarh, January 
relatively modest package in the form of a watered down 2006.
scheme on duty-free quota-free access for them to the markets 
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Introduction objective here is to become stronger from all the dimensions of 
business.Financial sector reforms have created a proactive 

environment and highly favorable investment climate for the Scope of Outsourcing
business enterprises. The capital market of the country is It has been the experience of the managements that the 
responding in a highly positive manner to such reforms. The expectations of the investors in terms of high margins and growth, 
reforms in capital market and banking sector have accelerated the is not easy to achieve, particularly in manufacturing which is very 
rate of capital formation in India. The reform measures have also labour and capital intensive. What looks possible is to reduce the 
targeted foreign direct investment and portfolio investment both amount of investment in assets, outsource supplies and thus quickly 
from individuals and institutions which are very much required to boost the return on invested capital. The concept of outsourcing is 
strengthen the economic position of the country and, fortunately spreading world wide because of favourable conditions, such as, 
this is available in abundance, thanks to the liberalization, easy global access to vendors, falling interaction costs and 
globalization has opened an era of transparency and free flow of improved information technologies and communications links.
goods, fund, technology and people. This is high time to make 

The functions included in the list of outsourcing are fullest use of the installed capacity and core competency of 
purchasing and disbursement, billing and collection, order entry, business unit. However, for deficiency, if any can resort to 
human resources administration and customer relation. Now, outsourcing.
outsourcing is also catching up with treasurers as cash and financial 

Why Outsourcing? risk management has become increasingly complex and skills and 
Outsourcing is basically a third part performance of experience required may not be available in-house. The following 

functions once administered in-house the objective here is to treasury operations are usually outsourced  funding and 
increase efficiency and gain cost effectiveness in all areas wherever investment, commercial paper programs, multilateral netting 
possible. Outsourcing may be classified under two categories. One process, in-house banks and cash management processes etc. 
is ITO-I.T. outsourcing. It involves engagement of a third party to Under the current business scenario, BPO has gained momentum 
manage a particular application, including all servers, networks and with the emergence of the new markets for undertaking business 
software upgrades. Second is BPO  Business process outsourcing. services outside of the enterprise. It has changed its dimensions 
It has the feature of engaging a third party contracted to manage the from traditional services to more complex ones requiring greater 
entire business process, such as procurement, accounting or human amount of rethinking and reengineering. This fact must be known to 
resources. In about 1995, the term BPO was first used and became BPO service providers so that necessary changes may be made in 
popular in few years, accelerated by the explosion of information their strategies.
technology.  Outsourcing basically relies upon a vendor to perform Guiding Principles
a vital business process on an ongoing basis. Thus, relieving the 

The joint forum has developed the following high-level principles. management to concentrate on the strategic issues relating to 
The first seven principles cover the responsibilities of acquiring and satisfying customers.
regulated entities when they outsource their activities, and the 

The current competitive environment has compelled the last two principles cover regulatory roles and responsibilities. 
(companies to focus on their core competencies and leave the non- Here, we present an overview of the principles. (More detail 
core, but important processes to outside specialist. The ultimate 

Outsourcing of Financial Services in the Context 
of Changing Socio-Economic Environment 
*Dr. Ayub Khan Dawood

Traditionally performing all business activities in-house is losing same as a business strategy. The call of the day is to be innovative, 
competitive and customer oriented. This requires consistent efforts to improve the productivity of assets of the organizations. To reduce the 
cost and achieve strategic aims, many organizations are outsourcing their regulated and unregulated activities. Financial Sectors Reforms 
have created a proactive environment and highly favourable investment climate for the business enterprises. The success of Financial 
Sector Reforms basically depends upon outsourcing and outsourcing as a strategic tool for effective competitiveness cannot result unless 
financial sector reforms are implemented successfully. Thus, without proper environment for outsourcing, the success of financial sector 
reforms cannot be ensured and outsourcing cannot be done properly and successfully unless financial sector reforms are being 
implemented completely and properly. This article attempts to spell out the importance of outsourcing as a technique of cost saving and 
core competency, scope of outsourcing, develop a set of principles that gives guidance to firms and to Regulators. This article critically 
analyse the key risk factors of outsourcing, evaluates the merits of India as preferred base for outsourcing and the Emerging Business 
Outsourcing opportunities for India.

*Dr. Ayub Khan Dawood is Reader in Commerce at Quaid e Milleth College, Medavakkam, Chennai  601 302.

(Paper presented at the UGC Sponsored National Seminar on Opportunities, Challenges and Strategies in Business in the changing Technological, 
th thPolitical and Socio-Economic Environment on 16  & 17  Feb 2006 organized by Department of Commerce J.B.A.S. College for Women, Chennai.)
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may be found on www.bis.org). Several IT budgets of top US companies have devoted to off 
shoring”. “Several clients have indicated increases in workflows to 1. A regulated entity seeking to outsource activities should have 
Indian companies in 2002”. Besides, in order to gain competitive in place a comprehensive policy to guide the assessment of 
advantage, most of the MNCs are outsourcing their software whether and how those activities can be appropriately 
requirements from India. It has been reported in CFA journal that outsourced. The board of directors or equivalent body retains 
“the Indian software industry has grown from a mere $150 mn eight responsibility for the outsourcing policy and related overall 
years ago to a whopping $ 3.9 bn in 1998-99. in 1998-99 about 200 responsibility for activities undertaken under that policy.
of the fortune 1000 companies outsourced their software 

2. The regulated entity should establish a comprehensive development requirements to India”. Thus, after establishing its 
outsourcing risk management program to address the reputation and credibility in international software development 
outsourced activities and the relationship with the service market, India is gaining its strength as IT-enabled services provider. 
provider. Now, India is emerging as most preferred destination centers, Bulk 

office operations, insurance claims processing, medical 3. The regulated entity should ensure that outsourcing 
transcription, animation, revenue accounting, payroll and logistic arrangements neither diminishes its ability to fulfill its 
management etc.obligations to customers and regulators, nor impede effective 

supervision by regulators.

4. The regulated entity should conduct appropriate due diligence Key Risks of Outsourcing
in selecting third party service providers.

While the outsourcing of certain activities can create a 
5. Outsourcing relationships should be governed by written number of benefits to a financial services organization, there are a 

contracts that clearly describe all material aspects of the number of risks, which need to be managed effectively. Some of 
outsourcing arrangement, including the rights, responsibilities these key risks are given below.
and expectations of all parties.

6. The regulated entity and its service providers should establish 
Strategic Riskand maintain contingency plans, including a plan for disaster 

recovery and periodic testing of backup facilities. The third party may conduct activities on its own behalf, which 
are inconsistent with the overall strategic goals of the regulated 7. The regulated entity should take appropriate steps to require 
entity.that service providers protect confidential information of both 

the regulated entity and its clients from intentional or Failure to implement appropriate oversight of the outsource 
inadvertent disclosure to unauthorized persons. provider.

8. Regulators should take into account outsourcing activities as Inadequate expertise to oversee the service provider. 
an integral part of their ongoing assessment of the regulated 
entity. Regulators should assure themselves by appropriate 

Reputation Riskmeans that any outsourcing arrangements do not hamper the 
ability of a regulated entity to meet its regulatory requirements. Poor service from third party

9. Regulators should be aware of the potential risks posed where Customer interaction is not consistent with overall standards of 
the outsourced activities of multiple regulated entities are the regulated entity.
concentrated within a limited number of service providers. Third party practices not in line with stated practices (ethical or 

otherwise) of regulated entity.

Compliance Risk

India as a Preferred Base for Outsourcing Privacy laws are not complied with.

After initiation of financial and economic sector reforms Consumer and prudential laws not adequately complied with.
and acceptance of the concept of globalization the developmental Outsource provider has inadequate compliance systems and 
activities have taken a stride and resulted into development of basic controls.
infrastructure. Within a short span of time India has reached an apex 

Operational Riskposition of development of information technology and web based 
services. India enjoys competitive advantage in the software Technology failure.
business and gained a position by virtue of which it has emerged as 

Inadequate financial capacity to fulfill obligations and/or one of the front-runners in the BPO market. India is in a position to 
provide remedies.offer cost-effective solutions rapidly with world class quality and 

Fraud or error.high reliability because of the fact that it has skilled manpower in 
abundance, telecom and physical infrastructure of international Risk that firms find it difficult/costly to undertake inspections.
standards and unique capabilities of Indian companies for setting, 

Exit Strategy Riskmeasuring and monitoring quality targets etc. As per a report 
The risks that appropriate exit strategies are not in place. This published in Economic Times (December 3, 2001) “two recent CIO 
could arise from over-reliance on one firm, the loss of relevant surveys by JP Morgan and Merrill Lynch have harped upon 
skills in the institutions itself. Preventing it from bringing the increased reliance on offshore services of IT companies. The India 
activity back in-house and contracts, which make a speedy exit outsourcing story is becoming more mainstream in US. Every CIO 
prohibitively expensive.conference in the US these days has a track on India off shoring. 
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Limited ability to return services to home country due to lack of across the globe”. “Some of the Indian suppliers are providing 
staff or loss of intellectual history. the best QSTP”.

Counterparty Risk v About 60% of $250 billion of foreign investment was 
made in China to build capacity for outsourcing. As a result, Inappropriate underwriting or credit assessments.
about 30% of Air conditioners, 24% of washing machines and 

Quality of receivables may diminish. 16% of refrigerators sold in US are outsourced from China. 
Whirlpool India has identified potential for sourcing out of Country Risk
India. It has stated that they have been seriously looking at Political, social and legal climate may create added risk.
exporting to the whirlpool system since the last four to five 

Business continuity planning is more complex. years. Out of total turnover of worth $200 million, exports 
account for only 12-15% of the same and it is expected to Contractual Risk
contribute 25% of revenue in 3 years.

Ability to enforce contract.
v ABB with its presence in almost 100 countries has 

For off-shoring, choice of law if important. chosen China, India and Brazil as its three main growth 
Access Risk engines. India has also been identified as center of excellence 

for process automation solutions for the cement and steel Outsourcing arrangement hinders ability of regulated entity to 
industry. For the global major ABB, India is also considered as provide timely data and other information to regulators.
base for developing the south Asian market. The Managing 

Additional layer of difficulty in regulator understanding Director and country manager of ABB India indicated that 
activities of the out source provider. “ABB presence in India of over 7 decades, its high degree of 

Concentration and Systemic Risk domain competence, experience and installed base along with 
its vast local manufacturing capabilities have led to a greater Overall industry has significant exposure to outsource provider. 
global role within the group”. This global contribution This concentration risk has a number of facets including:
encompasses projects, products and services. For turnkey 

Lack of control of individual firms over provider; and projects the Indian manufacturing base, technical expertise 
and competitiveness are being increasingly leveraged. A recent Systemic risk to industry as a whole.
order for sub-station solutions for Syria in one manifestation of 
that muscle. ABB India's Vadodara plant is recognized as the 

Emerging Opportunities global sourcing base for 72.5 KV circuit breakers and the 
Nashik operations have been designated as a global factory for The status of India in international markets has changed a 
33KV and 11KV medium voltage outdoor life tank circuit lot and there is title about that there exists a huge outsourcing 
breakers and magnetic actuators.opportunities. Potentials are there; only thing, which is required, is 

appropriate and timely efforts in right direction. It has been reported v India is considered as most appropriate base for 
in Business Today that top 20 global FMGC companies generating global specialty chemical. India is also considered as preferred 
sales of $450 billion have most of the manufacturing located in high base because of less stringent environment regulations, 
cost regions, considerable competitive strength may be gained if assured quality to meet customer requirements, a wide product 
the decide to outsource from low cost area. India is considered to be range and competitive price.
the most appropriate destination as far as cost is concerned. As per 

v Hindustan Lever Ltd. On the basis of its innovative reports published in Business Today, the manufacturing and 
capabilities and experience in the home and personal care 

conversion cost in India is much lower as against developed 
segment has succeeded in capturing an order from Uniliver nations, if tailored made growth option has to be implemented. 
Australia for tea, a toothpaste order from Europe and a trial 

“The capital cost involved in making toothpastes in India are 65% 
order of tea bags from US. “HLL exports Pepsodent, Close-up lower than in Europe and conversion costs are 85% lower. 
and Signal like Dove, Vaelline and Fair and Lovely, Persil and 

Similarly, conversion costs in sourcing tea bags are 25% those in 
Breeze fabric washes, comfort fabric conditioners and sunlight the US”. Business Today has identified and reported the following 
dish wash to Uniliver companies in North America, Europe, business outsourcing opportunities for India.
Russia, Central Asian Republics, the Middle East, south East 

v The auto components have $750 billion worth global Asia and parts of Africa. Branded packets, tea and tea bags are 
market, and it is considered that most of the manufacturing exported to uniliver bases in the Middle East, Australia, USA 
units are located in high cost countries. The Indian auto and Europe”.
components industry has a size of $ 3 billion with exports of 

v It has been reported in Economic Times (Sep.17, $375 million only and thus has huge potentials for exports. 
2002) that German tyre major, continental AG has decided to 

“Ford has seriously been evaluating prospects of sourcing 
out source two wheelers tyres from the Delhi based Metro $150 million worth material and components from its Indian 
Tyres Ltd. The Continental will outsource the entire 

operations. This is in addition to Rs.196 crore of direct exports 
production of motorcycle scooters and moped tyres made by 

Ford India does.” This is worth mentioning that “right from 
metro under a long-term agreement signed between the two seats to batteries to sheet metal to alternators to aluminum 
parties.

alloy wheels to radiators to even radiator caps, India is an ideal 
It has also been reported in CFA journal that in 1998, US was sourcing base for a global auto majors. GM has a global 
having a total call center business to the tune of $23.5 billion of purchasing process in place which helps to procure parts from 
which about $17.5 billion was outsourced. US have around 1 any best “QSTP base” (Quality, service, technology and price) 
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lakh call centers providing employment to around 3% important decision. This fact should be remember that it is not easy 
country's population. It has been estimated that these services to manage the suppliers effectively rather improvement in internal 
may catch up a figure of $58 billion by 2003 of which $43 performance is easy to achieve. All efforts should be concentrated 
billion is expected to be outsourced. McKinsey has conducted over gaining efficiency and reducing the overall cost, so that the 
a study and estimated revenue generation and employment objectives of outsourcing can be achieved easily.
potentials for India from IT enabled services.

References:
Conclusion 1. Adrain T.More, Geoffrey F.Segal and John Mc-Cormally (2000), 

Infrastructure Outsourcing.The decision to outsource is a strategic decision and it must be made 
only after a careful consideration of all important factors. Selection 2. Masaaki 'Outsourcing Service Activities'  Marketing Management.
of appropriate item of process or service to be outsourced is a 3. Yules. Peterson (1998) OUTSOURCING OPPORTUNITY or 
complex one. This requires proper evaluation of the BURDEN?
implementation of outsourcing. Besides, consideration of a number 4. Economic Times December 03, 2001.
of indirect factors, cost benefit analysis is a must. The decision to 
outsource will naturally be based on its results of value addition to 
the firm. Selection of appropriate supplier is another most 

Outsourcing of Financial Services



32

Advertising is an indispensable factor in modern aggressive brand wars, media fragmentation and mega-brands have 
society, as it affects every one in the society in one-way or the all contributed to changing the face and feel of Indian advertising. 
other. Today, it is advertising that helps to launch new products, Media fragmentation has probably been one of the greatest events 
new technologies etc. Advertisement thus gives the benefit to to overtake global and Indian advertising
manufacturer by selling directly or indirectly. It creates a new ADVERTISING AND SOCIETY
demand or help stimulating an existing one. Advertising includes 

Advertisement is a mirror of the society in which not only business firms but also charitable organization, 
itoperates. It reflects the cultural values of that society. Whether government agencies that direct messages to the target publics.
advertising follows society or is it the other way round is still a 

INDIAN ADVERTISING controversial, albeit interesting question. Many researchers have 
 “Today you have to run faster to stay in the same place”- Kotler debated this issue of whether ads are reflective of our cultural 

changes or whether they themselves induce cultural changes.          Advertising has been described as the greatest art form of the 
Although no clear-cut answer to this question is available yet, one 20th century. Indian advertising, over the last decade, has 
can say that advertising is a product of culture. Successful experienced more than its fair share of action. Little big things like 
advertising is consistent with the cultural values of a given society shifting consumer paradigms, changing client equations; new 

Advertising In India:
A Focus on the Ethical Issues & Portrayal of Women
*Jasveen Kaur

Advertisement has always been an important market strategy for the firms. In modern times, advertising has become the lifeline of 
the modern business economy. Advertising is a practical and successful method of mass communication. In the era where customer is the 
king, the marketers can be successful only if they have what the customer needs and are providing him in the most effective prices. There is 
also the requisite that the customer should have the knowledge about the product portfolio of the company. So, the giant business houses 
spend huge amount of money on advertising. In recent years, advertising messages have been preoccupied with grabbing attention and 
sustaining interest, rather than transferring persuasive messages. This has largely been due to a perception that advertising needs to stand 
out and perform an aesthetic, educative or entertaining function in order to be received by consumers. 

The agencies that produce these kinds of commercials argue that, because there was so little product difference, advertisers 
needed to provide difference through the advertising itself, not the product. At the same time, advertisements should not hamper the ethical 
and moral values of the society. The future of Indian advertising is bright, provided that those in the profession acknowledge the social 
responsibility of advertising and conduct themselves in such a way as to be seen as an important part of the economic development effort of 
the country. In the scenario of cutthroat competition, there are chances of discounting truth to succeed in the art of making multiplied sales 
and profits. However, the advertiser has the social and moral obligation towards the consumers because it is the consumers' who pay to the 
last rupee of the advertising expenditure. In order to be consumer-oriented, an advertisement will have to be truthful and ethical. It should 
not mislead the consumers. 

Hence, the focus of this paper is primarily on the ethical issues of advertising in India. The study conducted has been concerned 
with examining the attitude of respondents towards the portrayal of women in advertising. The study also covered the aspects to determine 
the product categories in which women sexual portrayal is justified. And also to determine the extent to which respondents' purchase 
decision depends upon the portrayal of sex in ads. 

CATEGORY OF PAPER: Research paper

Key Words: Advertising in India, ethics and values, sex portrayal, opinion survey, unnecessary physical exposure in numerous ads, social 
responsibility of ads Role of Advertising in Modern World
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and it can transfer some cultural values of one society to another product for something else so that whenever a person sees the 
society at a given point of time. However its cross-cultural impact ad, he is reminded of the original product.
will depend upon the universalization of appeal. 5. Portrayal in Advertisements:  Sex appeals have been used 
ETHICS IN ADVERTISING for years to reach the consumers on behalf of the product. 

There have been many accounts that have created a “hot         Ethics is a set of moral principles norms or values. 
debates”. All these feature very high degree of obscenity and Advertising, too, has ethical values. Advertising communication is 
can have a detrimental effect on the younger generation.a mix of art and facts subservient to ethical principles. In the process 

of acute and cutthroat competition, there are chances of discounting               So, an advertiser should not forget that this plays a key role 
truth to succeed in the art of making multiplied sales and profits. in the success of any organization. This is necessary not only 
However, advertiser has the social and moral obligation towards the for the maintenance of moral principle of society but also for 
consumers because it is the consumers who pay to the last rupee of the maintenance of advertiser's image in the minds of people. 
advertising expenditure. In order to be consumer-oriented, an Therefore, if advertising is used properly it can actually be 
advertisement will have to be truthful and ethical. It should not more useful. 
mislead consumers. If it so happens, the credibility is lost. What it RESEARCH METHODOLOGY
promises must be there in the performance of products.

WOMEN IN ADVERTISING
OBJECTIVES OF THE STUDY

The use of sex in advertisement is hardly new. For many years 
1. To determine the attitude of respondents towards advertising various forms of sex appeal, most of them quite mild and largely 

and portrayal of sexuality in ads.inoffensive, have been used in reaching the consumer on behalf of a 
variety of products, ranging from toilet goods to automobiles. 2. To ascertain the viewpoint of respondents towards the 

portrayal of women in advertising.Most ads in order to attract audience use illustrations 
depicting women. Media has long been presenting women as 3. To ascertain the views of the respondents regarding the use of 
objects of beauty at best and as subjects of sex at worst. Advertising female models in those ads where they are not needed.
is so misleading and misrepresentative of women that if one were to 4. To determine the product categories in which women sexual 
assess the attributes of the female of the human species from portrayal is justified. 
advertising of a period alone, and her mind a myth that a woman's 

5. To know the viewpoint of respondents regarding male sex body is her only reality and her mind a myth.
portrayal v/s female sex portrayal in ads. 

Indian society is changing at a fast pace. There is huge gap 
6. To determine the extent to which respondents' purchase between younger and older generation. Earlier it was considered a 

decision depends upon the portrayal of sex in ads. taboo for women to work outside home, now Indian women take 
pride in their careers. To target her with housewife or glamour 7. To ascertain the bodies, which must take measures to check 
oriented roles may not influence that. Transnational advertising portrayal of women in advertising? 
agencies also need to re-evaluate their practices in India according 

RESEARCH DESIGN
to local culture.

The universe of the study consists of respondents mainly 
As advertising is a social process, it must honour time-

from the cities of Punjab; i.e.; Amritsar, Jalandhar, Ludhiana, 
tested norms of social behavior and should not affront our moral 

Patiala, and Chandigarh. 
sense. There are adequate codes and laws to deal with any wrongful 

A sample of 120 respondents has been taken, which or indecent portrayals of women or any other indecent portrayal in 
includes people of both sexes with different socio economic advertising. 
background. In selecting the sample, sampling technique used is 

PRINCIPLES VIOLATED IN ADVERTISING
convenience and judgment sampling and it includes 70 males and 

1. Exaggerated Facts: Some advertisements make very false 50 females. In a sample of size of 120 respondents, there are 32 
claim about their products. For example in fair & lovely respondents who belong to the age group '15-20 yrs' 43 was belong 
advertisements, it is said that you can get fairer in just 3 weeks. to '21-30 yrs', 35 who belongs to age group '31-45' yrs and 10 who 
But it is really impossible to happen. belongs to age group  'Above 45 yrs'. Further, these are 42 students, 

25 businessmen, 17 housewives, 32 professionals and 4 belongs to 2. Deception: Deception occurs whenever promises made in 
others category. Out of 120 respondents, 22 are at least advertisement are not there in its performance. Advertising 
matriculates, 73 are at least graduates and 25 are postgraduates.offers scope for fraud and deceit by misleading names and 

brands and testimonial of famous stars or sportsmen even The data for the present study was collected by 
though such persons may not have even used such products. interviewing selected respondents with the help of a questionnaire. 

The questionnaire was of structured and non-disguised type. 3. Promoting Harmful Products:  Different people have 
Primary data was collected by interviewing the responding different views regarding this aspect. Some feel that ads 
personally while secondary data was collected from books and promoting the use of products such as alcohol should be 
magazines. Sex of the respondents and age of the respondents have completely banned. But others feel that it is not advertisement 
been used as major variables to examine the attitude of respondents that is harmful but the product itself.
towards portrayal of women in advertising. Relevant research 

4. Surrogated Advertisements: Restriction on some kinds of techniques have been administered in the analysis of the findings of 
alcohol poses a great challenge to creative people. So what the study. 
they do is in order to communicate, they substitute their 

Advertising In India



FINDINGS OF THE STUDY Table 2: PRODUCT CATEGORIES USING WOMEN SEX 
PORTRAYALPART- I:     Sex wise analysis  

 F1 taken for males                                  F2 taken for females

Table 1: ATTITUDE OF RESPONDENTS TOWARDS 
ADVERTISING

From the result for all product categories taken, it can be seen 
that the correlation between men and women is 906, which 
reveals that in any type of ad the portrayal of men and women 
are mostly of same opinion. 

PART- II:       Age wise analysis
T-Test F1 taken as 15-20 years                       F2 taken as 21-30 years

F3 taken as 31-45 years                        F4 taken as above 45 
years

Table 3: ATTITUDE TOWARDS WOMEN PORTRAYAL IN 
ADVERTISEMENTS 

T-Test

Comparison with the men and women attitude see in T 
test Mean diff. is 3.15 and 3.18.

Taking all the parameters the attitude for men and 
women are not significantly different.

Figure 1: Sex wise weighted average score of 
respondents' attitude towards advertising
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newspapers, signboards& hoardings, is an important 
consideration for an advertiser to see its preference on 
respondents. TV has been most preferred media for ads by 
respondents of both sexes. Both the sexes prefer TV the most 
for ads followed by magazines and newspapers. 

vATTRIBUTES OF A GOOD AD

The preference various attribute of a good advertisement by 
the respondents whether Presentation, Slogan / Music, 
Models, Colour Scheme, Use of Sexually suggestive poses. 
'Presentation' is the attribute, which is most admired attribute 
of an ad by all respondents. Sex-wise also, Presentation leads 
the other attributes. Presentation is followed by Slogan and 
Models. Though, the younger age group respondents also 
prefer Presentation attribute, they are in comparisons to older 
people are more inclined towards sexually suggestive poses. 
Male and female respondents both rated sexually suggestive 
pose at low level yet male respondents are more inclined 
towards these sexual poses. 

vATTITUDE TOWARDS SEX PORTRAYAL 

The attitude of respondents towards sex portrayal in 
advertisement to be as Unfavorable (Sinful), Indifferent 
(Appropriate), or Favourable (Successful). Majority of the 
respondents find sex portrayal in ads as successful. Quite a 
large number of respondents feel sex portrayal in ads as sinful. 

As compared to female respondents, more male respondents Figure 2: Age wise weighted average score of 
have been found saying sex portrayal as successful and more of respondents' attitude towards advertising
female respondents as compared to male say sex portrayal as 
sinful. 

Table 4: ATTRIBUTES OF A GOOD AD
Majority of the respondents in younger age group regards sex 
portrayal as successful whereas older age group respondents 
regard it as sinful. 

However, it has been found that differences in the attitude of 
the respondents, whether sex wise or age wise (as shown in the 
worked out correlation) is not very conspicuous.

vMEDIA RESPONSIBLE FOR WOMEN PORTRAYAL 

A large number of respondents both males and females hold 
magazines as the media responsible for portrayal in ads. 
Magazines are followed by TV as another media responsible 
for women portrayal. 

vUSE OF FEMALE MODELS WHERE THEY ARE NOT 
NEEDED

The responses of the respondents regarding excessive use of 
female models in those ads also where they are not needed has 
been substantiated by their opining whether it is justified or it is 
socially harmful or it should be avoided or it hardly matters

The response of the respondents doesn't show much difference 
of their opinion as shown in the worked out correlation. 
Majority of the respondents both males and females feel that 
female models should not be used in those ads where they are 
not needed. 

SUMMARY AND CONCLUSION
Respondents of younger age group opine that use of female 

This study has been concerned with examining the attitude of models hardly matters to them and they feel use of female 
respondents towards the portrayal of women in advertising. models as justified. Majority of male respondents feel that 
The summary of findings of the study is given below: excessive use of female models hardly matters to them while 

female respondents feel that it should be avoided. vMEDIA PREFERENCE 

The agreement regarding ads making excessive use of female The choice of a media for ads, whether TV, magazines, 
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models in ads increases with the age of respondents. AND PURCHASE INTENTION 

vPRODUCT CATEGORIES USING WOMEN SEX Most of the respondents are more sensitive to sex portrayal of 
PORTRAYAL women in ads as compared to males. The male respondents as 

compared to female respondents find female sex portrayal to The respondents feel that women sex portrayal is justified in 
be more sensitive. The respondents irrespective of their sex Textiles, Cosmetics and Personal care products. The response 
and age were of the opinion that male sex portrayal as regarding Toiletries is mixed while respondents are against the 
compared to female sex portrayal was equally harmful to the women sex portrayal in product categories such as Beverage 
society and they did not welcome the shift of trend from female and Automobiles.
to male sex portrayal. 

Majority of the respondents feel that 'Textiles', 'Cosmetics', 
All the respondents, irrespective of their sex and age, were of 'Toiletries' and 'Personal care products' ads uses women sex 
the opinion that sex portrayal in ads does not have any negative portrayal more predominantly. A large number of respondents 
effect on their purchase decision and they would buy the are also of the opinion that ads for 'Beverages and 
product if it gives them satisfaction and desired benefits. Automobiles' also use women in sexy poses. 

vMEASURES TO CHECK WOMEN PORTRAYAL Majority of the respondents feel that women sex portrayal is 
justified in Textiles, Cosmetics and Personal care products All the respondents irrespective of their age and sex feel that 
whereas respondents are against the women portrayal in ads of the responsibility of checking women portrayal in ads is that of 
Beverages and Automobiles. government, followed by advertising agencies and company 

management. The findings of the study reveal that the variation in the opinion 
of the respondent's age wise and sex wise is not significant. (as Thus, it is clear that success of any product depends upon its ad 
shown in the Correlation and T-test). and success of an ad depends upon its attributes and media. 

vATTITUDE OF RESPONDENTS TOWARDS From the above analysis, it is clear that respondents hold TV 
ADVERTISING and Magazines as the most preferred media for ads with 

Presentation and Slogans/ Music as major attributes of ads. Majority of the respondent's feel that ads are often amusing and 
Respondents are of the opinion that there is nothing wrong in entertaining and results in better products. But at the same time 
sexually suggestive illustrations though respondents are of the they are of the opinion that ads should be ethical, informative 
opinion that ads must portray women in respectful manner and and not vulgar. 
in relevant product categories only. Respondents are of the 

vATTITUDE TOWARDS PORTRAYAL OF WOMEN opinion the responsibility to check women portrayal in ads is 
NUDITY AND SEX IN ADS that of Government. However, there is no significant variation 

in the attitude of respondents, whether sex wise or age wise Majority of the respondents disagree with the statement that 
regarding the ethical issues of advertising in India, and the sexually suggestive ads are harmful to the society and hence 
sexual portrayal of women in the ads.should be prohibited by law. But the response regarding this 

statement varies according to age and sex. More of females Kaushik (1999) says that there should be minimum regulation 
agree with this statement as compared to males. More of and minimal interference by any regulatory body when it 
younger age group respondents disagree with this statement comes to entertainment, media or advertising. Nine out of ten, 
and as the age of respondents increases more of respondents if the situation is left unregulated there is a social dynamic-that 
agree with this statement. The respondents belonging to both will take care of it and that is healthier situation to be in.
sexes more or less agree with the statement that 'there is 

However, in India advertisers have to design or create ads in nothing wrong in ads which are sexually suggestive'. However 
consistency with laws and codes. Some of the laws and codes more male respondents and younger age group respondents 
associated with ads are Indecent Representation of Women agree with this statement as compared to female and older age 
(Prohibition) Act, 1986, Code of Commercial Advertising on group respondents. The majority of the respondents 
Doordarshan, Advertising Standard Council of India, MRTP irrespective of their age and sex agree with the statement that 
Act, Drugs and Remedies (Objectionable Advertisement) Act there is no room for more sex in our ads. 
etc.

Majority of the respondents both males and females feel that 
Their laws and codes try to prevent print or celluloid matter scantily clad women make ads attractive. However, more 
that is lascivious in nature and tends to corrupt the morals. males and younger age group agree with this statement as 
Indecent Representation of women (Prohibition) Act, 1986 compared to female and older age group respondents. The 
was involved for the Milind Soman- Madhu Sapre and Snake response of the respondents regarding portraying women in 
ad for Tuffs shoes. The ad showing the pair in a clinch with respectful manner in ads, portraying women in relevant 
only shoes on was considered unethical and portrayed women product categories and portraying scantily clad women an 
in an indecent manner.insult to womanhood is same irrespective of sex and age. More 

of males' respondents and younger age group respondents feel However, sometimes law becomes harsh too. For example, 
that women make ads presentable and product sales increases under Drugs and Remedies (objectionable Advertisements) 
when a woman in sexy pose is shown. The response of Act, it is banned to shows the ads of drugs, which claim to 
respondents regarding showing partially dressed women is correct menstrual disorders in women.
women exploitation is same irrespective of age and sex.          In the modern world, transmission of ideas, thoughts, views 

vATTITUDE OF RESPONDENTS TOWARDS MALE and development, particularly through impersonal 
SEX PORTRAYAL V/S FEMALE SEX PORTRAYAL communication have gained a rapid momentum. This has been 
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necessitated to meet the growing needs of mass production and codes governing ads so that their ads are consistent with the rules 
mass distribution. In modern times advertising has become the and codes of India. 
lifeline of the modern business economy. Advertising is a · Women portrayal should be shown only in those ads 
practical and successful method of mass communication. where they are relevant to the product being advertised. Consumers 
Often the goal of advertising is to persuade consumers to would like to see women portrayal only in those products' ads 
change their attitude more favorably to a particular product, where their portrayal is justified. 
service, person or issue through their persuasive appeals. It has 

· As far as possible, women should be portrayed in roles been rightly said that in the age of mass production and mass 
such as mother, working-women and housewife rather than distribution the advertising remain the only sensitive weapon 
glamorous and sexy roles. that penetrates the market at a reasonable cost.   
· As nowadays women are becoming more and more         Advertising can be used to build up a long-term image of a 
liberated, it will helpful for the advertiser to show women as product or trigger quick sales. Advertising can efficiently reach 
liberated women with mind of her own to target working women as geographically dispersed buyers. Certain forms of advertising 
well as housewives. (TV advertising) can require a large budget, whereas other 

forms (newspaper advertising) do not. Just the presence of · Ads portraying nudity and sexually suggestive 
advertising might have an effect on sales. Consumers might illustrations should only be used when they are relevant to the 
believe that a heavily advertised brand must offer “good value”  product being advertised; otherwise these illustrations prove to be a 

disaster.       In recent years advertising messages have been preoccupied 
with grabbing attention and sustaining interest, rather than · As younger age groups of consumers are greatly 
transferring persuasive messages. This has largely been due to influenced by sexy portrayal of women, the advertisers targeting 
a perception that advertising needs to stand out and perform an younger age group could portray women in sexy poses. 
aesthetic, educative or entertaining function in order to be · Ads portraying women in obscene and indecent way 
received by consumers. The agencies that produced these should not be used to target older consumers, as they prefer to see 
kinds of commercials argued that, because there was so little women in respectful manner. 
product difference, advertisers needed to provide difference 

· Female consumers are more sensitive to sex portrayal. So through the advertising itself, not the product. At the same 
in case of female product category generally non-sexual ads or only time, advertisements should not hamper the ethical and moral 
mildly sexual suggestive ads should be used. values of the society.

· Ads of products requiring sexual portrayal should be such       The future of Indian advertising is bright, provided that those in 
that they are informative but not vulgar and at the same time are the profession acknowledge the social responsibility of 
ethical. advertising and conduct themselves in such a way as to be seen 

as an important part of the economic development effort of the Advertisements should contain nothing indecent, vulgar or 
country. repulsive which is likely, in the light and propriety, to cause grave or 

widespread offence. It is essential in today's world to inform people 
about AIDS, family planning pills, products of personal care but ads 

RECOMMENDATIONS should portray information about these in decent terms.
In India, though the attitude of people towards sexuality is 

changing yet people of India are not so broad minded as that of 
REFERENCESforeign countries. In India, people still value the traditions and 

culture. So, while designing ads, advertisers and advertising 1. Alexander Wayne, M. and Judd B. Ben - 'On the reduced effectiveness 
of some sexually suggestive Ads'.agencies have to be very careful. They have to bear in mind that an 

ad that evokes positive perceptions, in the minds of the consumers, 2. Lau, Berkman and Bellur - 'Readings in Advertising'.
towards various attributes of the ad as well as the female character 3. Solomon J. Paul and Caballero Marjorie - 'A longitudinal view of 
portrayed in the ad result in favourable attitude towards the ad. women's role portrayal in Television Advertising'.
Only those ads are successful which leads to positive attitude of 

4. Sontakki, C.N., - 'Advertising'.
consumers towards the products. In conservative Indian culture, 
non-sexy ads as compared to sexually suggestive ads are 
successful. Ads portraying nudity and sex are highly effective only ACKNOWLEDGEMENT
when they are used in relevant product category and that too in Nanda, Vasudha, “ Portrayal of Women in Advertising:- A study of 
limit. Consumer Attitudes”, Research Project conducted under my guidance in 

the Dept. of Commerce & Business Mgt., Guru Nanak Dev University, Some of the recommendations made are: 
Amritsar.

· Advertisers while designing ad should take into 
consideration the Indian culture and must be aware of the rules and 
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Workforce Diversity
stAs we enter the 21  century, Workforce Diversity has A major reason for the emergence of diversity as an important 

become an essential business concern. In the so-called challenge is changing demographics. Older workers, women, 
information age, the greatest assets of most companies are now minorities, and those with more education are now entering the 
on two feet (or a set of wheels). Undeniably, there is a talent war workforce in record numbers. However, for now it can be noted that 
raging. No company can afford to unnecessarily restrict its the composition of today's and tomorrow's workforce is and will be 
ability to attract and retain the very best employees available. much different from the past. For example, USA Today calculates a 

diversity Index (based on population racial and ethnic probabilities) Generally speaking, the term “Workforce Diversity” 
that shows now almost 1 out of 2 people randomly selected in the U.S. refers to policies and practices that seek to include people within 
are racially or ethnically different, (up from 1 out of 3 in 1980). At the a workforce who are considered to be, in some way, different 
more micro level, of an organization, assuming talent and ability from those in the prevailing constituency. 
equally distributed throughout the population and that every one has 

In other words, it means increasing heterogeneity of an equal opportunity, this means that there should be diversity at every 
organizations with the inclusions of different groups is knows as level of organization. Another pragmatic reason for diversity in 
“Workforce Diversity”. The term encompasses anyone who today's organizations stems from legislation and lawsuits. 
varies from the so-called norm. In addition to the more obvious 

Still another reason for the emergence of the importance of groups-women, African-American, Asian-Americans, it also 
diversity to organizations is the realization that diversity can help includes the physically disabled, gays and lesbians and the 
them meet the competitive pressures they currently face. Firms that elderly. In other words, Workforce Diversity is the term used for 
aggressively try to hire and promote women and minorities are going describing the challenges faced by many Organizations to adapt 
to end up with a more talented and capable workforce than those that people who are different. 
do not take such a proactive, affirmative action approach. For 

Reasons for the emergence of  Diversity : example, a recent large study by the American Management 
Association found that the more accurately the senior team of a  ("By FRED LUTHANS")

company represents the demographics of its 
market, the more likely it is that the company 
will design products, market services, and 
create ad campaign that score a hit. Moreover, 
companies that gain a reputation for 
“celebrating diversity” are more likely to 
attract the best employees regardless of age, 
gender, or ethnicity. The most talented and 
qualified people will feel that opportunities are 
better with these firms than with others. In 
other words, diversity can provide an 
organization with competitive advantage. For 
example, a recent study examined the 
relationships among racial diversity, business 
strategy, and firm performance in the banking 
industry. It was found the racial diversity 
interacted with business strategy in 
determining company performance as 
measured in  three different  ways:  
productivity, return on equity, and market 

Managing  A Diverse Workforce:  A challenging task
*  Dr. Jyotsna Haran

India is a land of contrast and diversity, “land of fabulous wealth and abject poverty, of palaces and hovels of sadhus (saints) and 
scientists, where the smell of science mingles with the smell of cow dung and sewage”.

- (DUNUNG, 1996)

Whichever theory one adopts to explain the genesis of the Indian culture, it is clear that its national diversity stems from the interplay of 
innumerous invasions, conquests, cultural assimilation and fragmentation seasoned by multiple religious beliefs and very diverse physical 
environment that generated the ethnic, linguistic, and religious diversity we witness today. 

*Dr Jyotsana Haran is Assistant Professor at Jodhpur Institute of Management,Jodhpur(Rajastan).
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performance. This study concluded that the results demonstrated resulted in heterogeneous Workforce available or different 
that diversity not only adds value but, in the proper context, also organization. People from different class, creed, religion, and etc. are 
contributes to a firm's competitive advantage. found working in an organization. This situation has made the study of 

the nature and causes of Workforce Diversity and its impact on Stimulated by competitive pressures, organizations 
industrial productivity necessary. now recognize and strive to obtain diverse viewpoints in their 

decision-making processes and teams. Recent academic A hypothesis formulated by “Dr. Richard Jenner” in his 
research points out the complex linkage between work group recent study “Cultural Evolution in India-Based Self-Organizing 
diversity and work group functioning. But there is also growing Global Alliance Networks”, suggests that alliance networks in India 
practical evidence that diversity leads to innovation and often should be managed as self  organizing networks to take advantage of 
breakthrough competitive advantages. For example, women the Indian unique talent for the operation of alliances, while promoting 
working for Reebok pointed out that there was no good shoe cultural changes necessary to reposition India in the global company. 
available for aerobics. The firm took this advice and began Findings 
marketing aerobic shoes, which became very profitable and Research material provided supporting evidence to Jenner's 
served as a breakthrough for Reebok in the very competitive hypothesis. Successful multinationals or alliances in India do make 
athletic shoe industry. Another example occurred at the giant widespread use of modern management techniques such as total 
chemical firm DuPont, which used input from African- quality management (TQM), employee empowerment, use of teams, 
American employees to develop and successfully market and establishment of broad communication channels, which are 
agricultural produces for small farmers in the South. characteristics of self-organizing networks. 

A final major reason for the emerging challenge of Self  Organizing networks require open channels of 
diversity is that more and more organizations are entering the communication to be effective and it helps shaping corporate 
international arena. A natural by product of going international is environments that foster creativity and innovation.
increased diversity, in this case cultural diversity. If domestic 

 However, Indian hierarchical values and difference for organizations have and promote diversity, then, as they expand 
seniors are behavioral patterns that could hinder the vital flow of globally, they will be accustomed to working with people who 
relevant information in self-organizing networks. have different cultures, customs, social norms, and more. For 

example, a multicultural team at DuPont is given credit for The diversity which is to be found can be due to gender, age, 
gaining the firm about $45 million in new business worldwide. style of working, cultural background, education, length of time in an 
Among other things, this diverse team recommended an array of organization, the nature of work that is performed by various 
new colors for countertops that was very appealing to overseas individuals, religious affiliations of workers, geographic origin, 
customers. The international arena is not a threatening place for sexual orientation and a variety of other differences amongst the 
diverse firms, a fact that is particularly important because of the members of the workforce that may be the human resource of the 
major role that international operations and sales will play in the organization.
growth, and even survival, of companies in the global economy. Diversity in the workplace means creating an environment 
As we pointed out that the percentage of overall revenues from where people from dissimilar backgrounds can work productively 
international operations and sales is increasing dramatically. together. Therefore it is important to manage workforce diversity. 
Trade developments such as NAFTA (North American Free Diversity if positively managed, can increase creativity and 
Trade Agreement), the EU (European Union) are a sign of the innovation in organization as well as improve decision making by 
times. The advantage of multinational companies that have and providing different perspective on problems. But when diversity is not 
value cultural diversity becomes abundantly clear in this global managed properly there is a potential for higher turnover, more 
interconnected economy. difficult communication and more interpersonal conflicts. 

The study has been able to establish through the survey that 
ADVANTAGES AND DISADVANTAGES OF still industries and other business organizations have not been able to 
WORKFORCE DIVERSITY understand the concept of workforce diversity and its implications on 

organizational output. This may be because that sample studied was 
small and from a city which has still too much of such workforce 

ADVANTAGES DISADVANTAGES
diversity that can really affect the work performance of the 

·Multiple Perspectives. organization. Still it is proved that organizations are still to understand 
·Openness to new ideas. Complexity. the phenomenon of workforce diversity and ways to manage it for the 
Multiple Interpretations. Confusion. best possible results for the organization.
Increased Creativity. Miscommunication A study on “Current Status and Future Trends of Diversity 
Increased Flexibility. Difficulty in reaching a single agreement. Initiatives” by R.M. Wentlin and N. Palma Rivas has concluded on the 
Increased Problem Solving Skills. Difficulty in agreeing on specific actions. topic. The findings are worth noting in understanding the problem of 

workforce diversity in the organizations. The major findings are as                                                                                                                   
follows:(By STEPHEN.P.ROBBINS)
1. The major barriers that have inhibited the employment, 

development, retention and promotion of diverse groups in 
Review of available Research  By "Richard Jenner" the workplace can be categorized into two types. The first 

type of barrier is organizational in nature and comes from the Workforce Diversity is inevitable aspect of any 
workplace environment. The second type of barrier is organized endeavor. Mobilization of human resource has 

Ambiguity.

Managing Diverse Workforce
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individual and comes from the employees themselves. 8. Other important recommendations for managing diversity 
are to obtain top management support, to integrate diversity 2. The six organizational barriers which are most likely to 
into all company functions, to use a combination of inhibit the advancement of diverse groups in the 
strategies and to create a corporate culture that supports workplace are: 
diversity.

i. Negative attitude and discomfort toward people who 
are different. 

9. Diversity training needs to begin with increasing awareness ii. Discrimination. 
of what the concept of diversity is and why it is important? 

iii. Prejudice. The skill training then should provide specific information 
need to create behavior changes that are required to iv. Stereotyping
effectively manage and work within diverse workforce. v. Racism.
Then, application strategies and support needs to be 

vi. Bias. provided so that diversity awareness and skills can be 
applied to improve work performance.3. The six individual barriers that are most likely to inhibit 

the advancement of diverse groups in the workplace 10. The major goals of diversity training are to increase 
are: organizational effectiveness and personal effectiveness.

i. Poor career planning. 11. The ten components of effective diversity training 
programme are: ii. Inadequate skill preparation.

i. Commitment and support from top management.iii. Lack of organizational political savvy.

ii. Inclusion as the part of the organizational strategic plan.iv. Lack of proper education.

iii. Meeting the specific needs of the organization.v. Low self esteem.

iv. Utilizing qualified trainers.vi. Poor self image. 

v. Combining with other diversity initiatives.4. Diversity should be defined in the broadest sense in 
order to include all the different characteristics that vi. Mandatory attendance.
make one individual different from another. Also, 

vii. Creating inclusive programmes.another reason for making the definition all-inclusive 
viii. Providing trust and confidentiality.is that it recognizes everyone as part of the diversity 

that should be valued. ix. Requiring accountability.
5. The six factors most likely to influence diversity in the x. Conducting evaluation.

workplace are: 
12. The future trends related to diversity include: society will 

i. Demographic changes. become more diverse and therefore, the workforce and the 
market place will become more diverse; there will be more ii. Global market place.
globalization of corporations, which will lead to a more iii. Economics.
global workforce, marketplace, and economy; diverse work 

iv. Comfort with being different. teams will be reality in organizations; diversity will become 
more closely linked with competitive strategies; diverse v. A diverse customer base.
populations will make more money and spend money and 

vi. Equal employment opportunity and affirmative action 
this increase in wealth will empower diversity; senior 

programmes.
managers will become more involved in diversity issues 

6. The four major reasons that organizations manage because they will realize that the diverse workforce should 
diversity are: be better utilized in order to remain competitive; more 

managers shall face the challenge of dealing with backlash; i. To improve productivity and remain competitive. 
and diversity training will be integrated with more other 

ii. To form better work relationships among employees. types of training.
iii. To enhance social responsibility.

iv. To address legal concerns. Managing a Multicultural Workforce
7. The six best strategies for managing diversity are: The aforesaid findings bring home this fact that Indian 

organizations certainly require to study the phenomenon of i. Training and education programmes.
workforce diversity in it true sense and develop capabilities for ii. Organizational policies that mandate fairness and 
managing workforce diversity. Following paragraphs are devoted to equity for all employees.
suggest ways and means to manage multicultural workforce. 

iii. Mentoring programmes.
No matter whether one is running a global company virtually 

iv. Performance appraisal systems are non discriminatory. from behind his desk or by doing regular visits to overseas sites, 
managing a multicultural workforce effectively is a big challenge. For v. Outreach programmes and
the manager or executive, it can also result in additional stress. In order vi. Career development programmes.
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to manage the available workforce diversity a manager has to Another solution is to hire managers with excellent multicultural 
analyze the nature of diversity and its implication on the working management expertise and recruit staffs that have also had 
of the organizational objectives. He has to take into account all exposure to multicultural work settings. If you sense a deep 
the diversities and develop plans to manage the diversity well. cultural conflict within your organization, consider hiring a 
The steps required to be taken in this process can be as follows: culture change agent. There are a few consultants who focus on 

solving multicultural management problems. The most 
successful have programs that extend over a period of weeks or 
months to guide management in understanding the diversity of 
culture in today's workforce. Although such programs can be 1. Identify the Diversity
expensive, the long-term rewards will far exceed the cost. Check Collect data about workforce. One would be surprised at the 
references, and then attend a few one day seminars to determine number of identifiable culture groups and subgroups within 
which consultant's approach will fit best with the concerned the company, all of which gather and process information in 
company.different ways.

2. Discover the norms
 References:Get detailed information on employees' cultures from 

rd1. Robbins. P. Stephen, "Organization Theory" Prentice-Hall India, 3  consulates, reference books; people who have lived and 
edition, January2005.worked abroad and cultural change consultants. Get first 

th2. Luthans Fred, "Organizational Behavior" Mc Graw Hill, 9  edition, hand information from employees themselves choosing 
2002, pp. 70-80.from among various methods of data collection such as 

questionnaire, diary, personal interview etc. 3. Florida, Richard, Gary Gates (2001), "Technology & Tolerance: The 
importance of Diversity to High Technology Growth".3. Discover the differences

4. Howes, Ruth H., C.L. Herzenberg, E.c. Weaver (1999). "Their Day in 
There will be plenty. What seems a logical way to process the Sun": Women of the Manhattan Project. Philadelphia, PA: Temple 
information for one culture may be unbelievably University Press.
unreasonable for another. Some cultures require a step by 

5. Pedler, Burgoyne, Boydelt (1991). "A learning company is an 
step approach while others make giant intuitive leaps. If one Organization that facilitates the learning of all its members & 
does not understand these differences and cannot use the continually... 
information in a meaningful way, effective communications 

6. Dunung (1996), "India is a land of contrast & Diversity", land of 
between him and his employees cannot likely take place. fabulous wealth & abject.....

4. Develop a Plan 7. G. Hofstede, "Culture's Consequences: International Differences in 
Work Related Values Beverly Hills, CA: Sage, 1980;Unfortunately, no business school or curse can teach 

8. Grolier (1997), Ethics & Cultural Diversity in Books Spencer, G.Shaw. specific, foolproof ways on how to deal with different 
cultures. This is something one learns by finding out about (www.neal-schuman.com/db/9/29.html.)
the different cultures himself. No amount of technology can 

9. Giddens (1996), "Cultural Diversity & Planning Issues and Current 
take away the need for him to visit his foreign offices and Debates..." London: Sage (1996) Mc Nulty. 
meet with his local people. Plan to make such visits more 

10. Jenner, "Life in the Deep-Sea : Activity Adaptations & Diversity....".regular, making sure that one covers different grounds and 
issues and meet with other people and departments each 
time. 
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Competition is the core of success or failure of a business in the products did NOT yield any Sustainable Competitive Advantage to 
long run. It determines the appropriateness of the firm's activities the innovating firm. The Patent Rules and the corresponding 
that can contribute to its performance such as innovativeness, a Intellectual Property Rights ensured that Innovativeness got its due 
cohesive culture and finally a good implementation. Competitive in creating a sustainable competitive advantage.
strategy helps in establishing a profitable and a sustainable For a practicing manager, therefore it is necessary to develop and 
position in the market place. present in a lucid manner the various factors governing the relative 
The central theme to any competitive strategy would be the competitive advantage and its link in the overall competitive 
attractiveness of the market and relative competitive position of the strategy. Additionally, he must understand the influence each of the 
firm's products not with respect to the marginal firms but with factors has on one another, thus calling for an integrated approach 
respect to the No.1s and No. 2s. Both these themes are highly rather than a piece meal approach and finally its impact on the key 
dynamic in nature. The key to competitive strategy is the management objective viz. The Return on Investment (ROI). This 
competitive advantage nay-sustainable competitive advantage. paper aims to aid the practicing manager in his quest for superior 
These advantages stem from the various subgroups of a firm's performance in so far as it helps in identifying the key issues 
processes, the skills and resources at its disposal as well as its involved and the interlinkages amongst these issues so as to 
innovative strategies and finally how are these advantages develop a strategy for developing a sustainable competitive 
implemented in the market place. Finally these advantages must advantage.
contribute to the Top Management's Objective viz. the Return on We define sustainable competitive advantage as the firm's ability to 
Investment. achieve a higher return through operating processes or other 
The notion that superior performance requires a business to gain competitive positioning over the competitor and which can be 
and hold a sustainable advantage over competition is central to any sustained over a long period of time. It involves a key success factor 
strategic thinking. This advice is good however it is very difficult to and is preservable and cannot be easily copied.
follow. Manager's must first understand the reasons for the current Fig. 1 gives a broad framework for assessing the sustainable 
advantages / disadvantages and the vulnerability of these competitive advantage. This sustainable competitive advantage 
advantages to copying by the competitors. Do these advantages / can be derived from two basic themes viz. Competitor Centered and 
disadvantages result in a sustainable competitive position in the / or Customer Centered.
long run? The classic example of the pharmaceutical industry is a 

Competitor centered involves comparison of the various factors pointer in this direction. Till 2000, in the pharmaceutical industry 
with respect to the No. 1s and No. 2s. The SWOT, the BCG matrix the process was patented and not the product. Consequently new 

Key Issues in Development of Strategies for
Achieving Sustainable Competitive Advantage
*Dr. R. Gopal

Competition is the core of success or failure of a business in the long run. It determines the appropriateness of the firm's activities that 
can contribute to its performance such as innovativeness, a cohesive culture and finally a good implementation. Competitive strategy 
helps in establishing a profitable and a sustainable position in the market place.

The central theme to any competitive strategy would be the attractiveness of the market and relative competitive position of the firm's 
products not with respect to the marginal firms but with respect to the No.1s and No. 2s. Both these themes are highly dynamic in 
nature. The key to competitive strategy is the competitive advantage nay-sustainable competitive advantage. These advantages stem 
from the various subgroups of a firm's processes, the skills and resources at its disposal as well as its innovative strategies and finally 
how are these advantages implemented in the market place. In the ultimate analysis these advantages must contribute to the Top 
Management's Objective viz. the Return on Investment.

This sustainable competitive advantage can be derived from two basic themes viz. (1) Competitor Centered and (2) Customer Centered. 
Competitor Centered implies deriving strategies by comparing your performance with respect to your competitors and for which the 
BCG, SWOT and finally the financial performance of the competitor. Customer Centered involves studying issues like the type of 
benefits preferred by the customer (can be determined using the Feature Importance analysis), innovations, customer complaints, 
understanding the potential v/s extraction rate of the customer, process analysis etc.

In the ultimate analysis, all these issues should result in an action plan, which would result in an increase in the Shareholder's 
Wealth, which is an increase in the Return on Investment.

Key Words: Sustainable Competitive Advantage, Customer Centered, Competitor Centered, Feature Importance Analysis, Potential 
Extraction Analysis, Return on Investment

Classification: Conceptual Paper.

Dr. R Gopal is Director at Dr. D.Y Patil Institute of Management, Navi Mumbai.

CJMR / JULY - DEC 2006



43

and the analysis of the financial performance with respect to the For a firm, the development of suitable strategies for a sustainable 
competitor provide the necessary matrices for understanding this competitive advantage also calls for an understanding and a holistic 
aspect. approach to the customer-to-customer cycle time and to take 

corrective steps to ensure that the issues pertaining to this customer-The Boston Consulting Group's (BCG) matrix is a very powerful 
to-customer cycle time are taken care. This customer-to-customer tool especially in the case of FMCG goods and / or volume goods. 
cycle time comprises of several steps starting from the time when The BCG helps to understand the cost competitiveness of the 
the firm makes a first contact with its so-called customers till the product. The X - Axis of the BCG matrix represents the Relative 
final payment is received from the customer. The total time for this Market Share (RMS) of the product. The RMS can be used to derive 
customer-to-customer cycle time has been empirically found to be some truths about the cost of the product w.r.t. Competitor's 
as high as even one year. A typical customer-to-customer cycle time product. The R.M.S. of the product is a fair indicator of the cost 
would take around 200 days. Sustainable competitive advantage is advantages that a firm may have because of the increased volumes 
obtained when this customer-to- customer cycle time is reduced. of the product.  This advantage stems out of the concept of the 
This reduction is possible only when we look at certain time learning curve or the experience curve, which indicates that as the 
gurglers or cost gurglers like the factory process time and / or the volume increases the cost of production, decreases but never 
debtors process time. The factory process time can be reduced becomes zero. This appreciation of the BCG coupled with 
through a re look at the process of manufacturing, supply chain knowledge of the financial performance of a firm gives the 
issues (both forward and backward) as well as a close look at the strategists a very powerful tool for developing strategies.
inventory levels.

The financial analysis of several firms in the same industry 
For the business manager, the debtor 's process time raises issues indicated the following:There was no substantial difference in the 
like:Material Cost and the Personnel Cost between the cost structures of 

any two firms, as a % of sales, (the maximum difference was seen to a. Is the credit policy appropriate?
be around 4 to 5% of per unit sale), though in absolute terms there b. Are the four Ps of Marketing in order? A high level of debtors 
was some difference. indicates that probably the products are not moving in the 
Substantial difference was seen both as a % of sales as well as in market place? Are the customers getting the right type of the 
absolute terms when one analyzed the overheads.  The breakdown product? Is the benefit to price ratio okay? Is the channel policy 
of overheads indicated that interest and depreciation were the major in order  both in terms of numbers, location as well as in quality 
components of the overheads (as a % of sales as well as in absolute and finally is the communication policy okay? Are we sending 
terms). These two components of the overheads were in fact the the right messages to the customers?
major contributor of the negative drivers of the cost structure.

Consequently, the operational performance of any firm can be In the ultimate analysis from the firm's point of view, sustainable 
evaluated by an understanding of six basic parameters, viz. competitive advantage can be obtained only through an 
Turnover, Profitability, Interest, Debtors, Inventory, and understanding of the 
Depreciation. These six parameters are the prime contributors to 

Ø Process involvedthe superior cost performance of the firm's products.
Ø People and skill requirementsA customer buys only when he sees benefit for the product that he 

buys vis a vis the competitor. This benefit is the sum of several Ø Offering different products and services.
factors (for e.g. Service Quality, Timing Quality, Delivery Quality,  Central to this theme of an understanding this causes or the factors 
Reputation / Image, Price Relationship etc). The customer buys through which the firm can develop sustainable customer 
only when he sees a unique advantage vis a vis the competitor. This advantage, is another overriding and MOST IMPORTANT issue 
unique advantage is then compared with the price that he pays for viz. Risk Analysis. This is very nay extremely important aspect of 
the product. Sustainable competitive advantage is derived when the any strategy development. The Business manager has to classify 
firm is able to extract or utilize this unique price-benefit advantage risk in terms of the probability of occurrence and their potential to 
either by giving additional benefits in relation to the price that he is cause recursion. Based on this analysis it is necessary to classify 
expected to pay for the product again in relation to the competitor. risks into:
The Feature Attribute analysis is a formidable tool to understand the 
issues that lead to the development of a sustainable competitive 
advantage. Ø High Risk (High Impact, High probability of occurrence)

Classifying customers according to their potential and extraction Ø Medium Risk (Medium Impact, Medium probability of 
helps in identifying and understanding the issues concerning the occurrence)
customer. Also an understanding of WHO is the customer and what 

Ø Low Risk (Low Impact and Low probability of occurrence)are his expectations in the CUSTOMER ORGANIZATION is a 
Generally there are seven types of risks at the Corporate Level viz. must for developing a sustainable competitive advantage.
Business Risk, Value Added Risk, IT Risk, Purchasing Risk, Legal Classifying the customers according to their potential of buying v/s 
Risk, Personal Risk and the most important risk i.e. Financial Risk.the amount, which the firm can extract, provides a formidable tool 
An understanding of all these issues is CENTRAL to the formation to the strategist to develop sustainable competitive advantages 
of any strategy and which MUST finally result in increasing either towards the customers. A classic example is the case of the OEM 
the margin ratio (i.e. the external efficiency of the firm) and / or the suppliers, wherein firms are prepared to tailor make their products 
asset turnover ratio (i.e. the internal efficiency of the firm). The to suit the OEM and also offer the products at a prices, which are 
combination of these two efficiencies in the ultimate analysis rock bottom  perhaps equal to the marginal cost of the product.

Key Issues in Development of Strategies 
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would lead to an increase in the Return on Investment, which is the well as the portals of the firm. This can be seen through the link as 
ULTIMATE AIM of the Top Management. Any strategy which shown as in Fig. 2.
does not in the result in an increase in the Return on Investment is 
bound to fail and will not be acceptable both at the market place as 

 
Firms derive sustainable competitive advantage either by being 
Competitor centered or Customer Centered 

Competitor 
Centered 

ØComparison of 
various factors w.r.t. 
the No. 1 or No. 2 in 
the market place 
ØConfiguration 
ØCosts 

ØSWOT Analysis 
ØBCG Matrix 
ØThe analysis of 
the Profit and 
Loss Account and 
the Balance Sheet 

Customer 
Centered 

ØCustomer Choices 
ØSegments 

ØComparison of 
the various 
attributes with 
respect to the 
competitors and 
its importance to 
the customer. 

+ + 

Successful Companies are those that are COMPETITOR CENTERED 

AND CUSTOMER CENTERED. 

Fig. 1 
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Any strategy designed to achieve a sustainable 
competitive advantage MUST in the ultimate analysis 
MAXIMIZE the Return on Investment 

STRATEGIES FOR DEVELOPING SUSTAINABLE 
COMPETITIVE ADVANTAGE  

Attribute or Feature Importance 
Analysis, Customer Handling 
Systems and Service  

Strength Weakness 
Analysis, BCG, Financial 
Statement Analysis  

Understand customer 
segments and importance 
of features 

Comparison of various 
factors w.r.t. the competito r 

Provide Value to the 
Customer by increasing 
benefits or features 

Reduce Costs by reducing 
processing time—Customer to 
Customer cycle time 

Customer 
Focus 

Innovation Process People 
Skill & 
Resources 

Margin Ratio or External 
Efficiency 

Asset Turnover Ratio or Internal 
Efficiency 
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INTRODUCTION  action looms large in their thoughts. In the present study an attempt 
was made to gauge to what extent the BBM students are aware of The period of late adolescence with a short span of 2 years 

th th the avenues open to them and also their aspirations.from 17  to 18  year is by and large beset with indecisiveness and 
indifferent attitude. Adolescence is a transitional phase when the METHODOLOGY
individual's status is vague. The adolescent is confused about roles A questionnaire was prepared and administered on 20 
to be played. It is a period of change and unreality. It is also known students to check up the validity of the questionnaire. After 
as a dreaded age.  The unrealistically high aspirations of the incorporating the relevant suggestions / modifications the 
adolescent has for himself / herself and for his / her family is in part questionnaire was recast. Information / opinion were collected 
responsible for some of the heightened emotions. As the adolescent from a sample of 356 respondents, all BBM (Bachelor of Business 
approaches early adulthood he / she tries to create an impression Management) Final Year Students of various colleges in and around 
that he / she is no longer a teenager. While crossing adolescence, the Coimbatore during Jan. March 2006. The awareness / aspirations of 
developmental tasks include gaining emotional independence from the students were classified based on the personal factors. Chi  
parents, achieving assurance of economic independence and square analysis was done to find out the relationship, if any, 
selecting / preparing for an occupation. between the personal factors and awareness / aspirations of the 

The adolescents are in a state of confusion incapable of students.   
deciding their life  careers. Lack of experience coupled with 
inadequate analytical thinking is the major causative factor for the 

RESULTS AND DISCUSSIONindecisiveness of the adolescents. The final year students of BBM 
degree programme who have just crossed adolescence are at the The details of the sample are presented in Table 1.
threshold of early adulthood. The question of future course of 

Awareness And Aspirations of UG Students of 
Business Management
*Ms. R. Savitha, Mr. R. Prabhu & Dr. T. Raju

A study was conducted among the final year UG students of Business Management in and around Coimbatore during January to 
March 2006, to gauge the level of awareness and aspirations of their future course of action. Information / Data collected through 
an inventory from 356 students indicated various levels of awareness and varied aspirations. It is observed that in 60% of the cases 
it is the parents / family members who decide the future course of action of their words. Majority of the students (73%) who opt for 
employment are confident of getting job with a monthly salary of more than Rs.10.000/-.  Out of the 200 students who prefer to 
pursue higher students, many of them wanted to join MBA Programme, but a good number of them (49%) are not aware of the 
details / procedure to get admission for MBA. While the expectation is that, the BBM students would prefer to take up positions in 
business management or become entrepreneurs, the study revealed that 51% of the students wish to take up IAS and other 
competitive exams. Only 44% of the students intend to join call centres; they opine that call centre jobs carry the stigma of high 
work pressure and undesirable work hours. Nearly 50% of the students are disinclined to take up marketing of banks' financial 
services /products. Majority of the students (61%) agree that faculty members' influence / counseling help them decide their future 
course of action.

Chisquare Analysis suggested significant relationship between personal factors of the respondents and their awareness / aspirations. 

*Ms.R.Savitha, Mr.R.Prabhu and Dr.T.Raju are faculty members at Department of Management Sciences 
S.N.R.Sons College (Autonomous), Coimbatore  641 006.
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The sample consisted of 60% boys and 40% girls. Most of background of family members, 42% of the students have 
them (83%) have done their schooling in English medium. While graduates and 16% PG's in their families. While 31% of the parents 
41% of the parents are in business, the remaining are either salaried have a monthly income between Rs.10,000  20,000/-  , 46% of the 
or engaged in agriculture or other activities. Very few of the parent's monthly income is <Rs. 10,000/-.
mothers (12%) are employed. In the case of educational 

S.No Demographic Factors No of respondents % 

1 Gender : 

Male  

Female  

 

212 

144 

 

60 

40 

2 Schooling  

English Medium  

Tamil Medium  

Others 

 

294 

60 

2 

 

83 

16.4 

0.6 

3 Fathers Occupation  

Salaried  

Business 

Profession  

Agriculture 

Others 

 

104 

146 

6 

 

100 

 

29.2 

41.1 

1.6 

 

28.1 

4 Employment of Mother  

Employed  

Not Employed  

 

42 

314 

 

12 

88 

5 Educational Background of Family 

No. of Graduates  

No.of PGs  

Non. Graduates 

 

151 

58 

147 

 

42.4 

16.3 

41.3 

6 Parents Monthly Income  

< Rs. 10,000 

10,001  20,000 

> 20,000 

 

162 

112 

82 

 

46 

31 

23 

 

Table 1 : Sample Statistics 
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Table 2 : Shows who decides the future of the students and the student's future plan.

S.No Particulars / Dimensions No of Students % 

1 Decision  makers of future course  

Parents / Family members  

Self  

Others 

 

214 

120 

8 

 

60 

34 

6 

2 Future course of action  

Employment 

Higher studies 

Business 

Other activities  

 

94 

200 

56 

6 

 

26 

56 

16 

2 

3 Area of preference of employment 

Marketing 

HRM 

Production 

Others 

 

39 

31 

19 

5 

 

42 

33 

20 

5 

4 Attending Interviews  

Attend all interviews 

Attend only selected ones 

 

30 

64 

 

32 

68 

 

Table 2 : Future course of action.

 It in observed that in 60% of the cases, it is the parents / family members who decide the future course the students. This could be to 
some extent, related to the no. of graduates / PG's in the family. In table 1, it is seen that 58.7% of the students have PG members in their 
families. It is inferred that the future course of the students are influenced by the educated member of the families and in families without 
graduates / PG., it is the students who decide their own future.

While 56% of the students prefer to pursue higher studies. 26% opt for employment and 16% wish to do business. The reason 
could be that higher educational qualification may help land them in better position than just with a Bachelor's degree. The low percentage 
of students intending to take up business may indicate that entrepreneurship may be lacking in majority of the students. In the case of area of 
preference the option for marketing and HR is almost equal.

Among the 94 students who opted for employment it is surprising to note that 64 have determined to attend only selected 
interviews. This shows their level of confidence. It is also reflected in table 3, which shows that 69% of the students are confident of getting 
jobs.

The level of confidence of the students in getting jobs and the expected salary are  given in Table 3.
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Table 3. Statement on Coimbatore of getting jobs and expected salary 

 

 It is seen that majority of the students (69 %) are confident of getting job. It is a little intriguing. Given the present scerario where 
competition in the job market is jammed consequent to churning out of graduates in far success of the actual demand.

Very few (   %) prefer to settle for a monthly salary of < Rs. 5000. It is related to their level of confidence in getting job. The 
students who expect a salary of > Rs. 10,000  are the ones who are confident of getting jobs. It could be discerned that those who are 
confident of getting jobs expect higher salary than that of others.

The future plans of higher education are shown in table 4. 

Table 4: Higher Studies

 

Out of 200 students who prefer to pursue higher studies, majority of the students (73%) opted to do MBA. But it is paradoxical to observe 
that 49% of them are not aware of the details to get admission to MBA programme. Only 37.5% of the aspirants of higher education are 
aware of the details of MBA programmes. 

Student's intention in taking up competitive examinations is shown in Table 5.

49

S.No Particulars No of Students % 

1 Confidence of getting jobs  

Confident 

Difficult   

Very Difficult  

Not Sure 

 

69 

8 

4 

13 

 

73 

9 

4 

14 

2 Expected Salary 

< Rs. 5000 

Rs. 5000  10,000 Rs 

Rs. 10,000  15, 000 Rs 

> 15, 000 

 

10 

18 

36 

30 

 

11 

19 

38 

32 

 

S.No Particulars No of Students % 

1 Preference of higher studies  

MBA 

PG Diploma 

MCA  

Other PG Course  

 

146 

13 

15 

26 

 

 

73 

6.5 

7.5 

13 

 

2 Awareness of most of the details of securing 

seat in MBA course  

Aware  

Aware to some extent  

No aware  

 

 

65 

37 

98 

 

 

 

37.5 

18.5 

49.0 
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Table 5 : IAS and other competitive exams.

It is noted that 51% of the students have an idea of taking up IAS or other competitive examination. While the expectation is that 
the BBM graduates take up positions in business management or become entrepreneurs it is interesting to observe that a good number of 
students wish to take up competitive exams. Many of them are aware of the coaching centres and mode of selection. The awareness could be 
due to the frequent advertisement by the coaching centres in the print as well electronic media.

The awareness and preference of call centre jobs are presented in Table 6.

Table 6.  Awareness and Preference of call centre jobs.

While a majority of the students are fully or partially aware of the job opportunities in call centres only 44% prefer to join call 
centres. Some of the students (17%) feel that work pressure is high in call centres. According to some others (24%), working hours are not 
desirable. It is surprising to note that 48% of them don't have any idea about call centres. 

S.No Particulars No of Students % 

1 Intention to take up IAS and other 

competitive exams  

Yes 

No 

Not Sure 

 

 

182 

86 

88 

 

 

51 

24 

25 

2 Awareness of coaching centre / mode of 

selection  

Aware  

Not aware 

Aware to some extent  

 

 

80 

94 

182 

 

 

23 

26 

51 

 

S.No Particulars No of Students % 

1 Awareness of job opportunities at call 

centres  

Aware  

Not aware 

Aware to some extent  

 

 

164 

90 

102 

 

 

46 

25 

29 

2 Preference to join call centres  

Prefer 

Dont Prefer  

Not Sure 

 

156 

144 

54 

 

44 

40 

16 

3 Opinion on call centre jobs  

BBMs dont fit in to call centres  

Work pressure is high  

Working hours are not desirable 

No idea  

 

22 

60 

102 

172 

 

6 

17 

29 

48 
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Students attitude in taking up jobs to market Banks' product / services are shown in Table 7.

Table 7 : Marketing of credit cards, personal loan vehicle loan etc of Banks.

 

 While one half of the students are interested marketing of credit card, personal loan, vehicle loan etc, other half does not evince 
any interest in this area.

Those who are not interested in taking up the said job (54%) appear to be not inclined to give any opinion on the job (56 %). Those 
who are interested opine that either the job is difficult (21%) or salary is not regular.

The statement of the students on the help rendered by the teaching faculty in deciding their future course is shown in Table 8.

Table 8 : Teaching faculty's help in deciding future course of action.

Majority of the students state that the faculty members are helpful in deciding their future course of action. Among the 46 students 
who state that faculty is not helpful, 40 of them are boys. Compared to girls, boys are not so satisfied with faculty's help.

Chi-square analysis revealed significant relationships between certain personal factors and aspirations / awareness.

The findings are summarized below :

Its is generally expected that the future course of action of the girls is decided by the parents. But no significant relationship is found 
between the decision making source and gender. Girls are equally self determined like boys in taking decisions about the future course 
of action.

There is significant relationship between medium of schooling and decision  making source. In the case of Tamil medium students 50% 
decide on their own and another 50% depends on the parents. But in the came of English medium students 67% of them take self 
decisions. 

A significant relationship is noticed between father's occupation and decision making source. It is seen that future of the students of 
salaried parents is decided by the parents as well as the students, in the case of the students of businessman and agriculturists the 
influence of friends appears to be significant. 

Though there is a general expectation that employed mothers will have more say in their wards' future no significant relationship is found 
in this study.

The influence of educated members of the family members appears to be not significant.

It is seen that higher the family income higher is the say of the students in deciding their future 

!

!

!

!

!

!

S.No Particulars No of Students % 

1 Interest in marketing of various service 

products of bank 

Interested  

Not interested  

 

 

164 

192 

 

 

46 

54 

2 Opinion on marketing of Banks services / 

products  

Job is difficult  

No regular salary 

No idea  

 

 

74 

74 

208 

 

 

21 

21 

56 

 

S.No Statements Boys Girls Total  % 

1 Helpful 102 108 210 61 

2 Helpful to some extent 68 30 98 26 

3 Not helpful 40 6 46 13 
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As expected almost all the girls prefer either job or higher studies. Business does not appear to be their cup of tea.

While majority of Tamil medium students prefer to take up jobs, English  medium students opt either for higher studies or business.

Wards of businessmen prefer to plunge in business, Others intend to go for jobs or higher studies

In the family with more of degree holders the students tend to opt for higher studies.

As expected the students with lower family prefer to take up jobs and higher income students prefer higher studies or business.

Girl students are more inclined to take up HR job than production, but their preference to take up marketing is almost on par with boys.

Wards of businessmen tend to opt for marketing 

Girls appear to be more confident of getting jobs 

Students from English medium schools are more confident in getting jobs than Tamil medium students. 

Girls are prepared to accept less pay than boys. 

More of girls prefer to take up. IAS and other competitive exams than boys.

Though the call centres require more proficiency in English, it is surprising to observe that more of Tamil medium students wish to join 
call centres. They also prefer to market services / products of banks.  

Students from low income groups have more inclination to join call centres than that of higher income group.

Girls appreciate the help rendered by the faculty more emphatically than the boys.
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The Concept of Charity human being came on the earth about fifty thousand years ago but 
till ten thousand years ago the species behaved more or less like  The following eras can be seen in the transition in the concept of 
other animals.  The first technology discovered by human being: charity in history of our civilization:
farming and animal husbandry, made a change in the life of the 

Charity by Humanism human being as well as that of other creatures in the world.  The 
human being got out of the rut of running for survival and found Charity by Guilt Feeling
time to think about other aspects of life.  In this period, he created Charity by Religion
culture, religion, and other avenues for human activity.  One 

Charity by Socialism activity that formed a distinguishing feature was starting on charity.

Charity by Government Charity is essentially the tendency to give what one can consume 
for one's own pleasure to others whose need is perceived as more Charity by Linkages
important.  This is a distinct characteristic generally found in 

Charity by Professionalism. human species.  In other animals this thinking is not evident.  
Except for the bringing up of the offspring's, the concept of giving is 
absent.  The idea of charity was perhaps created by a feeling of Charity by Humanism
identity with other creatures.  Some consider this as a compulsion 

One of the important aspects that separate human being from other for being human.  Bhagwati Charan Verma says:
species is the desire for charity.  According to anthropologists, the 
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Concept of Charity - Yesterday, Today and Tomorrow
*Sharu Rangnekar

*Sharu Rangnekar is a nationally renowned management consultant and educator. This paper is the  Address given at the inauguration 
thof IIT-SOSVA programme on Resource Mobilisation for NGOs on    18  February 2006 at IIT Bombay,Mumbai.

Hum mitti ke putlonko jab 

Spandan ka adhikar mila 

Mastak par gagan aseem mila 

Aur talavon pe sansar mila 

Un tattvon ke samrat bane  

Jinka humko adhar mila 

Phir haai asahsa vahin hamein yeh 

Maanavta ka bhaar mila 

When we dolls of clay 

Received the right to vibrant life 

We received the limitless sky above our head 

And a wide world below our feet 

We became monarchs of those elements  

which were our supports 

Alas! That is where we received  

This unbearable burden of humanism.  

 
Charity by Guilt Feeling people need.” (For example, they want five star hotels but their 

people need drinking water in the villages).  Gandhiji's prophecy Another approach to charity is to create a guilt feeling if you are 
came to be true and while every kind of luxury is available in India, consuming more than others.  One Silencing journalist wrote that 
yet the drinking water is not available in many villages.  (During the when he tried to interview Gandhiji in 1946, Gandhiji was very 
1977 Janata regime, George Fernandez said that there are villages busy with the negotiations prior to Independence.  However, he 
where Coca Cola is available but drinking water is not available.  consented to give 3 minutes to the “foreign” journalist.  The 
So he removed Coca Cola from the scene  but the result was that journalist was warned that he had only 3 minutes with Gandhiji.  So 
those villages had neither Coca Cola nor drinking water!)the first thing he wanted to ask for was his autograph  that took one 

minute and so two minutes were left.  So he asked Gandhiji to give a Gandhiji was very strong about frugality for individual comfort.  
message for his people.  Gandhiji said, “The message I am giving is When he returned from South Africa he used to wear zabba, dhoti 
not only for Srilanka, it is for all nationals of developing countries and the so-called Gandhi cap.  In his first trip to Madurai, he found 
which are going to get independence in the near future and the that a woman was washing half her saree in the river - wearing the 
message I want to give them is: ”Try to Minimize Your Wants  and other half.  He asked his host, “Why is she doing such a strange 
Satisfy Your Needs.” The message did not mean very much to the thing?” He replied, “She has only one saree.  She wears half and 
journalist.  So he asked for an explanation.  Gandhiji said, “When washes the other half.  When that half is dry, she wears it and 
people become free to take their own decisions for development, washes the half that she was wearing.”  Gandhiji was shocked at the 
they are likely to provide for what they want and not what their idea that the woman did not have more than one saree for herself.  
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So he said, “It is criminal for me to wear so much cloth - zabba, essential amenities, the concept of charity became a responsibility 
dhoti and cap  more than one set each.  So he measured the area of of the government.  After the industrial revolution and particularly 
the saree and decided to have two sets of loin cloth and that became after the World War II, the socialist feeling made it compelling for 
his dress.  Even the cap, which was named after him  he stopped nations to provide “minimum” amenities for their own people 
wearing it. through government and private sources.  Taxation and tax 

concessions were used to promote this idea.  But many realized that So the basic approach to this type of charity is that till all others get 
providing charity through government is a very inefficient way.  In the essentials they need, we should not spend on luxuries.  
the famous words of Rajiv Gandhi “Only 20 paise reach when one However, the feeling virtually vanished with Gandhiji and all types 
rupee is given to charitable activities  through government of luxuries became part of our life.
channels.”

Charity by Religion
Charity by Linkages

As the human civilization progressed, religion started playing a big 
One of the ways of dealing with the anomalies is for organizations role in the concept of charity.  Basically, the religion offered “life in 
that are close to the grassroots to become responsible for the the other world” as the inducement. Charity has been advocated in 
allocation of charity.  Thus, the non-government organizations all religions.  Giving charity to “appropriate” persons is considered 
(NGOs) took a prominent role in ensuring that charity goes to those greatly beneficial to the person giving charity.  However, the 
who really need it.religious charity often chose the people by strange criteria.  

Amongst Hindus, the Brahmins were able to grab most of the However, inefficiencies crept in in the system because the NGOs 
charity as they were “entitled” to it by their birth.  This charity often were also influenced by other considerations  particularly linkages 
took the form of “feeding people.”   In some Muslim restaurants, of relationship, caste, creed, language, etc.  Many times it meant 
there is a crowd of people waiting outside the restaurant.  “Andha baante revari, Apne apne ko de.” (“The blind man 
Periodically, a big car comes in and gives a hundred rupee note to distributes sweets, gives them to his own.”
the waiter and then ten people are pushed in to have food.  This kind Charity by Professionalism
of charity to feed people might ultimately result in people getting 

So it has become necessary to operate charity more professionally.  accustomed to this charity and not pursuing possible avenues to 
This means earn their livelihood.  As the famous proverb says: “Giving fish to a 

person can satisfy his hunger for a day.  But teaching him to fish There has to be a systematic objective method for selecting 
might give him food for lifetime.” beneficiaries,

The charity by religion often induced advantage in the other world There has to be a  market survey to assess the need of the people,
as a benefit of the charity.  Not that everybody really believed in it.  There has to be budgeting system to see that available resources 
The faith of human being in the so-called other world was rather are spread as evenly as possible.
limited.  As Mirza Ghalib puts it:

This approach would bring modern management to do market 
Hum jannat ki haqeekat jaante hain lekin research, distribution system, financial planning, budgeting, etc.
Dil khush rakhne ke liye Ghalib ye khayal achchha hai. In the past, the charitable organizations worked with the help of do 
(We know the facts behind the concept of paradise gooders who would take personal decisions about doing good 

things.  But the activities of NGOs can now be planned to see that But it is a nice idea to please the heart.)
the resources coming to them are utilized to the best advantage.

Charity by Socialism
Even to get resources, there has to be a systematic approach.  In 

The capitalism emphasized the concept of greed.  Many people felt fact, like everybody else, the NGOs can use an approach to see that 
that we have enough to satisfy everybody's need but not to satisfy the client's rupee becomes a part of their fund instead of going 
anybody's greed.  Then came the famous dictum of socialism: elsewhere.  This requires a marketing approach vis-à-vis the client 
“From each according to his ability - to each according to his need” and all marketing techniques can be utilized to make this more 
and a communist social system was built on the basis of this effective.
philosophy.  The philosophy was successful to the extent that it 

So the non-government organizations (NGOs) have the produced a more egalitarian society.  However, in terms of 
responsibility to see that charity, resources are efficiently mobilized economic progress, the system proved inadequate.
and reach substantially to those they are meant for.  Various 

Meanwhile, the capitalist system incorporated some ideas of sociological changes support this idea.  The extended families have 
charity and did not work as harshly as it did in the beginning of the become nuclear.  With a vast family, the charity began at home and 
industrial revolution.  Furthermore, it provided motivation for ended there.  With nuclear family, a substantial saving was 
people to produce more and more and then ultimately improved available to give to others.  Many people realized that keeping 
progressively the standard of living of all concerned. money for their successors created legal wrangles.  Often the 
As a result, communist system lost its adherence.  In fact, charity charity was lost in the mires of lawyers and legal procedures.
based on the socialist system proved severely inadequate. In recent times, there has been a great amount of alienation within 
Charity by Government the family.  The children no longer accept responsibility for the 

parents and often leave them to fend for themselves.  This Using the Gandhiji type of charity to individuals did not prove 
“ungrateful” behaviour gives a desire to donate the assets to charity adequate and this made imperative for government to provide for 
rather than to family succession.those who were not getting their essentials.  This has been the 

declared policy of most governments but it has not been very 
successful since the resources passing through various sticky hands In case of non-resident Indians, very often the parents lead a frugal 
do not reach where they are needed. living to save for the benefit of the children.  The children getting 
With the emergence of government to provide for the people the dollar salaries look at these lifelong savings as “peanuts” and ask the 
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parents to “blow it up”  and refuse to be induced to get back to the of the donations.  This is a tough task and we are just making a 
family. beginning of it.  A conscious objective look at the activities can help 

in making them more effective.  I may end in the words of This has created a situation where assets are available for 
Mahadevi Verma:distribution and reliable creditable organizations are needed to see 

that the purpose of the donations would be served adequately. “Kya tujhe yeh bandh lenge mom ke bandhan sajile,

So a systematic scheme of approach has to be taken to provide a Pantha ki badha banenge titliyonke par rangeele
conduit between the surplus assets available and those who need it.  Vishwa ka krundan bhula degi mandhup ki madhur gunjan
This involves

Tu na apni chhaanhako apne liye kara banana
·Identifying such opportunities

Jaag tujhko door jana, jaag tujhko door jana.
Making a presentation to motivate the donors to donate

(Will these pretty bonds of wax bind you up
Marketing the idea widely

Will the colourful butterflies distract you from your path
Carrying out adequate financial management 

Will the sweet murmur of the bees make you forget the cry of the 
Poviding distribution channels for proper use of the charity. world

So a continuous effort is required to bridge the gap between the Do not allow your shadow to be your prison
potential donors and those whose management ideas can help in 

Wake up! You have yet far to go, Wake up! You have yet far to go)managing, marketing, budgeting and effective financial utilization 
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Background gain the popularity. 

Computers came to India in the decade of eighties. However, the As time advanced Tally also came out with advanced versions, the 
use of computers was then constrained more to the field of most popular were Tally 4.5, Tally 5.4 and Tally 6.3. In year 2005 
technology rather than business. Various problems faced by people April, VAT was introduced in India. Tally 7.2 was the only VAT 

stwhile doing computerization in business were the bulky size and ready software available in the market on 1  of April 2005. This was 
the cost of the computers, the complex procedure of computer version 7.2 of Tally. Tally also offers protocol support for HTTP, 
operation, difficulties in understanding the computer programming FTP, SMTP, ODBC, and data interchange formats like XML and 
etc. Different experts were trying to standardize the business SOAP, besides PKI enablement for electronic signatures. Recently 
processes, develop systems and develop software to replace the Tally has come out with the version 8.1, which is multi-lingual 
manual systems. One such area was identified by experts was accounting software available in English as well as in major Indian 
'Business Accounting Software'.  Different companies developed languages. 
accounting software but the most popular software in India is In 2006 Tally has come out with 'Tally Ascent', which is ERP 
'Tally'. The case inscribed here aims at discussing various business software. With features like ERP  financials, inventories, 
strategies adopted by this company to achieve the leading position manufacturing processes, sales and purchases, service processing 
in India and to become a truly Indian Multinational Software etc. this package has become a complete suite for SME segment.
company. 

Overseas Branches
Methodology:

Besides the operations in India with over 2000 dealers, Tally has 
The objective of the study was 'To trace the success parameters of branches in four countries viz. United Kingdom, Singapore, South 
Tally Solutions Pvt. Ltd.'. For this purpose, a study was conducted Africa and United Arab Emirates. Tally has a network of 86 Tally 
in the months of March and April 2006 to trace the rationale of the Authorised Service Centres to support after sale assistance to Tally 
success of Tally. The primary data was collected from 20 users of users in India and abroad.  
this software, including the stand-alone and network versions of 

Awards and Recognitions Tally. 5 authorized channel partners of Tally were contacted to 
collect primary data. 2 educational institutes teaching Tally were Tally is accredited by the Institute of Chartered Accountants in 
also contacted to collect the primary data.  The method of sampling England and Wales. Recently Tally got certified by NASBA 
was non-random, convenience sampling. The official website of National Association of State Boards of Accountancy  USA. Till 
Tally was the most exhaustive source of secondary data. Literature now only American or European Financial Accounting Software 
published by Tally and different relevant news published in Courses had been conferred with this Honour. Tally has received 
newspapers was also used as secondary data. the PC Quest User's Choice Award 12 times in the last 20 years. In 

2005 Tally was chosen for the prestigious Bhoomi Award of India.The 'Tally' Chronicle:
The Towering Statistics: Mr. Bharat Goenka recognized the need for developing Accounting 

Software for small and medium sized business. In 1986 a firm Since 1986, the registered number of Tally users has already 
named 'Peutronics' was incorporated by Mr. Goenka and his team at crossed 1.8 millions. The company officials estimate that 
Bangalore and the software named 'Tally' was created. Today Tally approximately 90% of the Tally users are working on illegally 
team consists of Mr. Bharat Goenka, Ms. Sheela Goenka, Mr. pirated copies. That means the actual users of Tally are much more 
Bharath Gopalkrishnan, Mr. Rokiah Ahemad, and Mr. Avinash than this. The market share of Tally is over 60% in India. The 
Gupta.  turnover for the year 2005 is US $ 50 millions and for the year 2006 

likely turnover is $60 millions. It grew 118% last year, making it the The first version of the software was created in the language BASIC 
fastest growing software company of India.  but was soon rewritten in C. Tally was the first codeless software in 

accounting which made it the most user friendly package in India. The Players in the Indian Accounting Software Industry:
The users of Tally are not supposed to be experts in the field of Over last twenty years many firms have come out with their own 
information technology. The simplicity of this software helped it accounting software. These included the small firms developing 

Business Strategy: A Case of Tally Solutions Pvt. Ltd.
*Smita Sovani

Indian software industry has seen drastic development during the last 20 years. While some Indian software firms could secure recognition 
on the global map, some firms could only survive and many firms were wound up within a short time. 'Tally' is internationally recognized 
accounting software used in 88 countries of the world. The article presented here maps the success parameters of this software and the firm 
'Tally Solutions Pvt. Ltd.' The study revealed that the simplicity in using this codeless software, affordability, international recognitions, 
multi lingual versions, tie up with educational institutions, VAT and service tax calculations, after sales support, distributor network, 
training to Tally seller and user are the key factors that contributed to the success of this software. 

* Smita Sovani is faculty at Vishwakarma Institute of Management, 2/3, Kondhwa Budruk, Pune 411048.
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customized software for the clients and the big players making increase in the manpower. The company is a privately held entity, 
branded software. The major players in this field of branded keeping its full control within the hands of the promoters. It has also 
software are Tally, Trio, FACT, Wings and Ex-Accounting. The managed to keep the overheads under control. A huge expenditure 
customers of these players are given in the following table. on advertisements is avoided. Instead, Tally promoted the sales 

through the authorized channel partners. Tally spent heavily on Table 1:  Some Leading brands in the Financial Accounting 
VAT seminars all over India in March 2005. During March 2005 space thTally Solutions Pvt. Ltd. was the 4  highest media spender in India. 

Product Major Clients But this expenditure was so focused that it brought out a very large 
number of buyers of Tally 7.2. The statistics says, 80% of the buyers Tally Bajaj, Maruti Udyog, RBI, Bharti Telecom, BPL, 
of Tally 7.2 attended the Tally  VAT seminars in March 2005. Infosys, Wipro

4. Affordable priceEX DSP Merrill Lynch, Tata Sons, Colgate, Philips, 
Crisil, SEBI  Tally always kept the price of the software affordable to the small 

and medium business segment. Therefore many firms from this Fact Rallis, Hawkins, Mahanagar Gas, Essel, Dupont, 
segment preferred to purchase Tally instead of purchasing the NDTV 
competing software products. The offer price of Tally 7.2 at Wings HLL, Voltas, Birla 3M, Zee Records, Hindustan 
introduction of VAT in India was below Rs. 5,000, which resulted Times, Acer 
into a record-breaking sale of this version of Tally. Even individual 

Trio Anchor Electricals, Venus Records, Hitachi, Johnson professionals like consultants; estate agents purchased Tally to take 
& Johnson the benefit of this introductory price. Small traders also purchased 

Tally on a very large scale. (Source : http://www.expresscomputeronline.com)

5. Unauthorized copyingWhile all these players have been successful in Indian market, 
Tally, which is comparatively a small company, took a high jump in  For the first few years, Tally did not take much a serious action 
2005. Tally has become an Indian multinational making its impact against piracy. Needless to say, Tally was copied in multiples and 
is many foreign countries.  The success parameters of the company spread all over India. This did affect the sales revenue of the 
are as under.  company. However, the favourable effect was that Tally became 

popular within a very short time. Ultimately, when Tally installed 1. The mission:
the ante-piracy measures, a large crowd using illegal copies of Tally 

The   company was started with a mission of providing a business 
had to buy the registered software copies. 

solution akin to the manual accounting system and yet optimized 
6. Tie up with educational institutescomputing power, epitomized in its one and only product TALLY, 

to make TALLY an easily comprehensible package to the user and Computerization in India has been expanding by leaps and bounds. 
attain high standards of user acceptability, to incorporate flexibility Computer institutes are coming up in all parts of the country. 
in the use of TALLY in diverse practical business situations and yet Especially in urban and semi-urban areas, computer institutes are 
provide adequate security and audit features and to specialize in very large in number. These institutes started teaching 
pure business accounting needs of the user and make TALLY, computerized accounting using Tally besides other areas of 
comprehensively serve as an analytical tool for all business information technology. So the number of Tally 'literates' 
decision making requirements. increased. On getting employed, such accountants or computer 

operators supported the used of Tally at the workplace. This turned 2. Codeless Software 
out to be a subtle marketing of this software.  Tally set up the 

Tally was   the software, which did not require any coding of 
Education and Training line, in the year 1999. Tally has provided 

account heads for 
vocational education to over 2,00,000 individuals through its 800 

computerized accounts. This made it user friendly. Even the users Tally Academy network. Tally is also providing a placement 
who were new to computers could learn Tally operations in less support to the qualified candidates.
time. While most other software products were code based, the 

Recently, in March 2006, Tally has affiliated with Osmania 
accountants would need more time to understand how to use the 

University at Hyderabad. This automatically spread Tally to all 
codes and make the entries, view the ledgers or edit the past records. 

parts of Andhra Pradesh, even to the rural parts. Wherever there is a 
Use of wrong codes would lead to mistakes in accounting. Thus, 

college running a programme in Commerce, Tally will become 
even with computerized accounts, the operators would require a 

mandatory now. This will result in increase in sales volume of this 
keen control over mistakes. But in Tally the account name can be 

software. 
used directly for passing the entries, thus wrong posting of 

7. Vat ready softwaretransactions gets minimized. This feature helped Tally win the PC 
Quest User's Choice Award. Tally, despite being a single product In April 2005, VAT was introduced all over India except a few 
company - is recognized as an In-house R&D Centre by the states. The implementation of VAT would change the way the 
Department of Science and Technology, Government of India and accounting, invoicing, filing tax returns etc. It was a status of 
is famed for its innovations and technical excellence in the product. confusion and chaos regarding the primary things in business, how 

much is the VAT paid by the buyer at the time of making a purchase, 3. Pragmatic spending  
how much VAT should be collected from the customer after the 

Tally kept itself simple and cost effective. The company had a small 
material bought is processed and sold, and how to prepare the 'Tax 

team and a modest premise at Bangalore. It kept the number of 
Invoice' which is essential under VAT. Tally handled this situation 

employees to optimum, creating a team of dedicated software 
proactively; Tally 7.2 was ready with the calculations of input and 

professionals and accountants rather than making a quantitative 
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output VAT, formats of Tax Invoice, forms for monthly / quarterly also be customized through the trusted channel partners as per the 
and annual statutory returns. The acknowledgement for Tally 7.2 requirements of the customer's business. The authorized channel 
from various State Government authorities developed a trust in the partners are also given training to install and use Tally. Regular 
minds of the users about the authenticity and completeness of the communication through partner meets, circulars, bulletins etc. is on 
calculations done by Tally. Naturally, Tally received a fabulous going activity. The company has also distributed Tally 7.2 through 
response from the users, as it was the only VAT ready software unemployed youth, which gave them an opportunity to earn. Tally 
available right from the first day of the financial year. Tally crossed Maharaja, Tally Star etc. schemes are designed to promote the sales 
all the past records of its own performance during the year 2005-06. through these partners. 
Thousands of small and medium businesses from all VAT 13.  After sales support centres 
implementing states purchased Tally during the first two months of 

 Tally has authorized support centres all over India. These centres the year. 
help unlock the complete power of Tally, and benefit from solutions 

8. Service Tax Calculations  and beyond box services tailor-made to suit the changing needs of a 
Moreover, Tally also is ready for Service Tax calculations, track business. These centres comprise people officially trained by Tally 
input tax credit, adjust the actual tax collected and provide to provide beyond standard services that enhances the user's 
information on net tax payable. It also generates half yearly and experience while working with Tally. Online and offline help is also 
annual returns and the TR-6 challans. This made Service Tax offered for the registered Tally users. Help for data migration from 
calculations simple, quick and accurate. The professional's taxable older versions of Tally to the latest version of Tally is also available 
under Service Tax, viz. consultants, event managers etc. also through internet. The authorized distributors can also give the 
started using Tally because of this added feature in Tally. necessary support to the user at his desk. 

 9. Supporting software products The challenges 

Tally first created an image of itself as a single product software In spite of being the most popular accounting software in India, 
company; the product obviously was Tally accounting software. Tally is facing a few challenges. The primary challenge is the 
Once it created a brand name for itself, it was easier for the control over software piracy. The reasons for illegally copying 
company to create a market for supporting software products Tally are manifold. The underlying problem is that the illegal 
developed by them. These products are also related to the area copies of the software contribute in making it more widespread, but 
related to accounting. E.g. payroll accounting, ERP etc. A person also put a constraint on authorized number of the Tally users, 
using Tally comfortably, naturally gives a preference to the further resulting into restrictions on the sales revenues of the firm. 
subsequent softwares developed by the same company while Tally is trying to control piracy by using the ante-piracy measures 
computerizing the newer systems. viz. incorporating software lock in the package, using dongles, 

using passwords etc. Yet, the problem of illegal copying is not fully 10. Multi-lingual user interface
under control. However, such piracy is not the problem of Tally 

A large section of Indian businessmen are not comfortable with alone; most companies operating in India face the same problem. 
English. They speak the regional language; even keep their 

Yet another challenge to Tally is the competition in the large-scale accounts in their own language. A large portion of businesses, 
business segment. While Tally is giving the towering statistics especially in smaller towns of India remain deprived of 
about the sales turnover and the market share, it cannot be ignored computerization if the accounting software is not in the language 
that the major portion of the same is from small and medium scale understood by them. Tally identified this need of the masses in 
firms. Tally is positioning itself as a suitable package for large India and came out with the multi lingual version of Tally. Here the 
business application also. That Tally has been the choice of user can use all the features of Tally in his own language. Multi 
corporates like Bajaj, Maruti Udyog, RBI, Bharti Telecom, BPL, lingual Tally is Available through 10 user interfaces in major Indian 
Infosys, Wipro is not known to people. Tally has come out with languages like Hindi, Punjabi, Marathi, Gujarati, Oriya, Bengali, 
enterprise resource planning (ERP) software, which may help it to Telugu, Tamil, Kannada and Malayalam. Many firms in SME 
change its face from 'A narrow accounting software for a small firm' segment, co-operative banks, Pat-Sanstha, Bachat Gats of women 
to 'A comprehensive finance package with inventory, payroll, etc. can now use this version of Tally and get the benefit of 
balance-sheet analysis and tax compliances for a large scale computerized accounting. Tally is India's first multi-lingual 
business.' accounting software.
A likely problem that Tally might face in the coming future is the 11. International versions
hike in prices. The prices of Tally are increased recently. 

Tally has come out with international versions of accounting 
Table 2: Price Changes in the year 2005-06software keeping in line with the current legal framework of those 

countries. This has made Tally mark its presence in 88 countries of April 05 Single user Rs. 4,950 Multi user Rs.13, 500
the world covering 3 continents viz. Europe, Asia and Africa. The version version
recognitions by authorities like NASBA National Association of October 05 Single user Rs. 6,300 Multi user Rs. 17,100
State Boards of Accountancy  USA, IAB - International version version
Association of Book-keepers  UK etc. have contributed positively 

March 06 Single user Rs. 9,900 Multi user Rs. 22,500in building good image of Tally in the foreign countries. 
version version

12. Distributor network 
The software was being sold in April 2005 for Rs. 4950 and multi-

Tally has a wide network of hundreds of authorized Tally Channel user Tally price was Rs.13, 500. The prices increased upto Rs. 6,300 
Partners who are the distributors of the authentic copies of the for single user and Rs.17, 100 for multi-user version in a short time. 
software products. A unique facility offered here is that Tally can 
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Within one year the next version of Tally was introduces and the overcomes the sting of piracy and to what extent the fast pace of 
prices were hiked again upto Rs. 9,900 for single user and Rs. growth in sales volume can be maintained. But every one would 
22,500 for multi-user version. If the prices increase at this pace, proudly agree that today Tally is a powerful brand. It is one of the 
whether the users continue to buy registered copies or turn to very few Indian companies that could stand in the fierce global 
pirated copies is a question. If the target market of Tally is the SME competition and won the trust and a respectable position in 88 
segment, the latest prices seem to be high. countries of the globe. 

Conclusion

The investigator felt that Tally Solutions Pvt. Ltd. used the correct References
strategies to remain in the forefront of Computerized Accounting 1.Goenka, Bharat, Tribune, Chandigarh, Feb.20, 
business. It has foreseen the market, identified the user needs and 2006.
acted quickly as per the changes in the business environment. 2.Article by Srikanth RP & Stanley Glancy, 
However, it will have to focus on the right market segmentation expresscomputeronline.com 8 April 2002
because the accounting and reporting needs of a small firm are 3.http://www.indiansources.com/peutronics.htm
different than that of a large business. Tally should come out with 4.Economic Times Rating.
different capsules of the same product, of course with a little 5.The Hindu Business Line, 14 March 2006.
customization, which will cater to the needs of professional, 6.Economic Times, 14 February 2006.
traders, small industries and large corporates. 7.Tally Net, May 2005, issue 7. p.5
It remains to be seen whether Tally would be successful in its future 
strategies to capture a large market share in large scale business 
also, how Tally ERP is received by the market, whether Tally 
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Managing people is the essence of management. In the era of information technology and 
virtual organizations human relations and personal touch has taken a back seat. IT has increased the 
reach of organizations products and services but has distanced the customers from the Organisation. 

In this changing context an understanding of Psychology and its application to business 
and industry assumes significance. Industrial psychology is the application of psychological 
principles to the problems of business and industry.

The text by Prof M.R Shaikh is worth reading for the students of social sciences, 
management and engineering as well as all those involved in managing people. There has been a 
dearth of books on the subject and the text fills this void. The book starts with introduction to 
psychology, the Suffield's of psychology about professional psychologists and the application of 
psychology in our everyday life. The author then proceeds to industrial psychology and very lucidly 
explains the concept of industrial psychology, the methods of industrial psychology and the 
methods of industrial psychology. He also traces the historical development of the field of industrial 
psychology with reference to India. The first two chapters provides a clear idea of the field and even 
a layman can understand the concepts put forward in a simple and logical way.

The other chapters covers the application of Industrial psychology to various personnel 
functions such as personnel selection, psychological testing, motivation and job satisfaction, 
human engineering, leadership and accident prevention and safety. The topic on psychological 
testing would be of particular interest to the recruiters.

Overall the book is a good reading to the students and all those interested in the 
understanding of the foundations of human behaviour and the application of psychological 
principals to business and industry.

Industrial Psychology
*Prof. Archana Gaikwad

Title: Industrial Psychology
Author: Prof. M.R Shaikh
Publishers: Vrinda Publications (P) Ltd., New Delhi
Pages: 265
Price: 125
ISBN: 81-8281-062-3

BOOK REVIEW

*Prof. Archana Gaikwad is Faculty (OB & HRM) at Sinhgad Institute of Business Administration  & Research, Pune.
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