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Traditional Market Research Vs. Neuroanalysis

The disadvantage with this innovative ways to market is the difficulty to correctly estimate
the thoughts and behavior of customers. The Neuro analysis is generally done in |abg where
a testing customer is provided with multiple products and the purchase behavior is analyzeq
through sophisticated scientific methods. Many times, the actual behavior of customers tend
vary from the way they behave in a pre set environment. What modern marketers look into is hoy
the new technologies can be leveraged to analyze the target customer trends to formulate ney
marketing methods to increase the effects of product promotion. Studies have shown that most of
the purchase decisions happen at the last minute before billing. Customers sometimes leave their
favorite brands and pick new products and place them in their shopping basket, reasons are sl
unknown and neuroanalysis comes into play in such situation. Tomorrows marketing decisions -
will be decided by the analysis of the neuro studies of human brain. |

Conclusion

Having said that, it needs to be noted that the field of NeuroMarketing is still i its embryon'c stage.
Itis developing with more and more new studies being conducted round the year However 8
with any emerging field, there is enough scope of improvement in this as well. In spite 0 |
s st not widely used by the companies. High price of the fMRI test prohibits many ™"
from trying it out. The fact that the test subjects are subject to brain imaging 10 understélffd "h:'
they are thinking, is considered to be unethical to many, resulting in a reluctance to participat®’

: sn
such studies and high participation fees. The fact that fMRI machines are cumberse™ do: -

f its utility

help things. Also, the cases where NeuroM till few an
' rere NeuroMarketing is applied successfully are st
between vis-a-vis traditional marketing methods, to gain currency amongst the M
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Reshma Nikhag:

ABSTRACT

Days are gone wh
organization, now |

indirectly getting affe _
as Corporate social responsi

en the corporates usé to be responsi.ble for the gog
t has to equally think about the society which g g;
cted with the policies, taken such care of the society is ter
bility (CSR) it is being the way through Whi;]]ed
company achieves a balance of economic, environmental and socig| imperatisz
(“Triple-Bottom-Line- Approach”), focus!ng on people ,planet and profit. While o
ing the expectations of shareholders and stakeholders .

the same time addressi _ R
explained by United Nations Industrial Developmgpt Organization (UNIDO). 1t jg 5
corporate initiative to assess and take responsibility for the company’s effects on

the environment and impact on social welfare, became noticeable over the |ast two

decades as the policies and the practices where not upto the codes and standargs.
CSR is a tool used to integrate societal objectives with the company’s operatigns
and growth. It has become mandatory now for the companies and have its policies,

S of the
recly o

Keywords: Corporate Governance, Corporate Social Responsibility, Mandates,
Sustainable Development, Transparency

Introduction

CSR is the process by which an organization thinks about and evolves its relationships with
stakeholders for the common good, and demonstrates its commitment in this regard by
e_xdoptlon of appropriate business processes and strategies by working on the triple botiom
line apprqach, and now companies are compelled to react as it has become mandaloy
now. The |dga has gained prominence over the last two decades with better understandnd
and taking different issues by different companies and countries in their own way, whate®

may be the m ‘ o b :
benye s ethod, issues the main objective was to see that the society at par should be

lCrJnSpI: c;;rcg:-,;ctssuaf(e.far more replicable, scalable and sustainable, with a significant multiplie”
stainable livelihood creation and environmental replenishment (0soT

1 Asst Professor, Maulana

. Az i . ¢ &
r.nikhat@yahoo.com 2d National Urdu University, Hyderabad and can be reach®

This Paper was presented at “8th Intern

B ; ! mance.
Sustainability &amp; Responsibility” hopy dgggnal Conference on Corporate Govemar{ceé %%z'se, IPE

Hyderabad in collaboration with AR/, Malaysia ® 19-20 January, 2017 at Institute of public EN
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evelopment (WBCSD) defines CSR as, "The

: wat ehave ethically and contrn.
Lo BusIm:)?’tment by the business 0"93""128232“‘13 gf life of the wn:klorm: S:Egl;l;me
continuous commi ile improving the que . entante e G thejr
to the economic developmen clety at large CSR projects are far Morg
families as well as of the Iocat : ificant multiplier |fm”pact o(r:w SUStainapy,

- ain : inci as S: achon

replicable, scalable and S\l/Jifonmental replenishment. Principle flrbes(auoqwrmtss"‘“"Vllnes
el e utation, and contribute o businessb \._” atis all to g
filtgeta oke enhanceSI;E y rograrrlls. those outcomes should be ?j sptn' ovef, not thejy
good. But for many CSR p ne thing in common: They are aligned with the COmpanjgg
reason for being. Yet all have 0 portant stakeholders, and the needs of

[ the companies’ im ‘ :
business purpose, tr\;,eh;/carl:utliz ?Ji)mpanies operate. The;e compame;,, i()f~fourbe’ stand in
tr:e :om::rl;r;'tt'teost;-,nose that are focused solely on creating value for their s hareholders ¢
stark co
' lect the increased power of busjnes
needs updating to refl hs
f CSR century. The amended pyramid of CSR places ethicy
by legal responsibilities economic responsibilities ang

s Council for Sustainable D

The original pyramid 0
relative to government in the 21*
responsibilities as primary, followed
lastly philanthropy.’

Hanna Schramm - Saarbruecken’s study we contribute 1o the knowledge on the impac
of CSR in the retailing industry on consumer behavior, which has only seldom beep,
addressed in previous research and to the best of our knpwledge has not been analyzed
in such a comprehensive manner, covering all six domains of CSR activities. Our study
on CSR’s impact on consumers’ purchasing behavior is in line with the rgseargh that
generally suggests that the influence on companies’ market performance is positive in
terms of affecting customer loyalty and purchasing behavior. We could reconfirm this for
the retailing industry.®

According to HBR review there is equally important need to ensure that society does not
suffer from disparities of income and provision of basic services like health care. education
and literacy, companies are adopting CSR practices because of various benefits like
1. Securing strong relationship with stakeholders 2.To increase attractiveness of investors

3. Create a better & stimulating work environment 4. To improve organization effectiveness
5. Create & maintain high reputation.®

Wilson (1994) argues that creating an environment in which the organisation can flourish
,‘ dePeI)dS upon developing relationships with stakeholders including government, industry,
. suppliers, employees, special interest groups, and local and national communities.

6 V. Kasturirangan, lisa chase and sohel, social res
n 7 Denise Baden, Are construction of Carroll's

8 Hanna Schramm - Saarbr
g kConsumers' Prileas BL;(;I:’BISFC?orporate Soclal Responsibility of Retail Companies: s it relevant for
avita d. Chordiya"
o manage?nrgzta(izc;rrxgj%r;te slocla.l responsibilities of Mahindra & Mahindra", josr journal of business
10 Wilson, L. (1994). The ret)ue. stsn. 2278-487x, p-ISSN : 2319.7668 PP 14-20 www.iosrjournals.org.
community relations ag relatir:nsgipcfgmlzllnscnaﬂ: Toward a theory of public relations and CorpOmml
business perspectives (pp, 135, ng. In A, Alkhafaji (Ed.), Business research yearbook: GIob®

University Press of America, - Lanham, MD: International Academy of Business Disciplines 8
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CSR Pali ;
R Policy and its Implementation: A Study of Select [T Companies

communication strategies that are adapted to cong
ntial (Ding 2006), especially when the

uld be essentle . - Message content and audience’

Oessage perception are tied to.cultural va]ues (e.g. Kim & Johnson 2013)." CSR :g'&?g: ¥

communication practitioners Implementing CSR or cRry campaigns across diff s.

utural groups should carefully examine audience’s cultura ety

: | backgrounds and their
on individuals’ message processing, and develop Culturally adaptive messageS;'zr i

umers’ cultura| backgrounds
0

Objectives

1. To know the concept of CSR & the various benefits of CSR.
2. To study the CSR status in the IT Firms.

3. To understand the diversified activities under CSR by It

firms.

4. To look into various kind of CSR policies.

The modern times are followed by Globalisation and the rise of variety for the consumers
and their welfare is kept in mind to better oneself and the society at large. Some of the

IT Companies based on the corporate social responsibility and its incorporation and
implementation policies are studied for the same and the details are given below.

|.TechMahindra’s CSR policy works for the

equal opportunities to people with different abilities. The Foundation was set up in 2007, as
a Section 25 Company (referred to as a Section 8 Company in the Companies Act, 2013).
The Foundation essentially works with children and youth from urban, disadvantaged
communities in India. In the current year, it will reach out to as many as 80,000+ primary
and 400,000+ secondary beneficiaries. Of these, at least 50% are girls/young women and
10% are people with disabilities. It has 10,000+ associates over 50,000+ hours with its
beneficiaries through a robust corporate volunteering programme.

“Educated, skilled and able people providing

Tech Mahindra’s social work is currently focused upon three areas School Education,
Employability and Technical Education, the Foundation is running _1 50 * projects at 10
locations in 9 states/union-territories of India, Iong-term partnerships with government,
non-government, corporate and institutional agencies.

d into the semi-finals,and 124
A [ osals from 375 schools entere )
pgjc:er:;%svmzhe:,éigdp:ﬁg final, 32 were ultimately selected for awards (10,000-80,000
ORMB (USD 1,460-11,700).

_ ion Cup in 2009 with 6,252 applications from 766 colleges and
Thg set?gnd el 'nnﬁzﬁt??m groposals from 377 schools entered into the semi-finals.
ggl\;?rsme:isazvn;ggs‘glected as the winning projects who received Google’s funds.

opos

i t of moral emotions on cause-related marketing
' K. K. P. (2013). The impac
11 Kim, J.-E., & Johnson,

ination. Journal of Business Ethics, 112(1), 79-90. doi:10.1007/
e _cultural examina
campaigns: @ cross

s10551-01 2—1233-?.
12 soojungkim and jiyand
responsibility(CSR)c
Journal of Corporgtg
Bae 2016 published:

bae: Cross-cultural differences in concrete and abstract corporate social

aiginsi perceived message clarity and Perceived CSR asmediators, International
ampsocial Responsibility 20161:6DOI: 10.1186/s40991-016-0009-1©Kim and
August 2016
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In 2010, Among the 18,200 proposals from 1,060 schools, 1,511 proposals f
qchools has made to the gemi-final round. 28 student teams were selected tg be fro 0%
run thelr projects in 2010 summer. Undeg o
0,600 proposals from 1,278 colleges and universities, 3 32¢

de their way into the semi-finals and 310 proposals fro}n 17pf0p03als
ms, approximately 40 expected, that stand out in the E‘nstchoms

le awards ranging from 20,000 to g 000 il ryp
oY Rg

In 2011, Among the 2
from 677 schools ma
into the finals. Winner tea :
their projects in 2011 summer with Goog
(USD 3.050-12,200).
Innovation Cup for College Students” is a nationwide ¢
China’s youth to become agents of social change. 100 o fotmpetition
will share 500 Google “Campus Vommel;&:g‘tlhat
arg’

“Google China Social
that aims to empower
top in the number of proposal submission
Scholarships every year.

Social issues addressed have included education, poverty alleviati
_ ; Iation, disability .
healthcare, women and children, arts and culture, and community developm::tab”'ty aid,

Google Grants is an in-kind donation program awarding fre -
;harilable prganizations. Since its incepgt;ion, it has sfppost:c? wsgg?e?jcslvg? A tf) Select
in ‘advocatrng and promoting their causes, from animal rights and literac torganlzati()ns
fhll‘dren and HIV gducation. Room to Read, which educates children in \);  abandoned
ndia and Cambodia, attracted a sponsor who clicked on its AdWords ad TS

In the aftermath of the Sichuan earth i '
| ! : quake in China, Google Grants als
g:::gielie: (cljr_tr)ss, Chlnla Charity Federation, China Youth Development Foz:;;ported the
nd Teenager’s Fund and other organizations with free in-kind adver‘tisilr(])g:r;1 ’o(f:hlna
over

6 million RMB."
Table-1: CSR Policies of Microsoft
Categories of CSR
- at(-:“vmes Microsoft Performance
ucating and M i
ore than 99% of Microsoft employees completed annual training on Standards

empowerin i
g workers | of Business Conduct, which is available globally in 17 languages

Labor and human | 869

right gre/aot(:;:crzi)tffei surveyed stated that they would recommend Microsoft s 2

24% to 28% durig; 2(1)-1h : E{g prC(Jertlon °f_ women in the global workforce grew from

o 12-3‘% t0 27% during the sé meppesrﬁ)n(;atlon of women and minorities increased from
e . :

company conducts Voice of the Supplier Surveys in an anonymous mannef

to monitor the adh
i erence to health and safety and other important CSR-related

b) Emissions Microsoft has

2014, All new F:j‘:t(;hi%d 3 billion kilowatt hours (kWh) of renewable enerdy n
Effectiveness(pUE) v‘ja_ters_ of Microsoft have an average 1.125 Power Usage
carbon offset proiect’ ich is one-third less than the industry average. Company’s

portfolio represents more than 600,000 metric tons of carbon

dioxide (CO2) emissions.
_‘d”/

13 www.google.com
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, CSR Programmes as vendors of

ppnrtunitms throug! :
mpIOYEeS

Providing equal 0
on merit.
with industry associations, like the Gonfeg

f Excellence for Sustainable De,, eratjy

N
e|0pm of

ent,

nership
I-ITC Centre 0

t Rural Development Trust, Sange
eni Tissues Education Societ Ty
hat may be established by tge

bility in parl

promoting sustaina
through the

Indian Industry (CIl)
rough ITC Education Trust, f
alam Education Trust, Trib
and Section 8 companies t

Implementation: th
Academy, Bhadrach . ®arch
N othgy

Com

Trusts, Foundations

from time to time.
R and sustainability Committee will place for the Board's 4
o be carried out during the fin aHCiaFS(goval'
ar ang

R Programmes

f The Corporate Management Committee (CMC) w;

f the CSR Plan within specified budgets and tirnefrlll assign
ames fo

Governance: The CS

CSR Plan delineating the CS

the specified budgets thereo

the task of implementation 0

such persons or bodies as it may deem fit.

hich the implementation is assigned will carry out sych o
R

The persons/bodies to W
d by the CMC within the specified budgets and timeframe
s.

Programmes as determine
ntation of the CSR Programmes once a quarter and issue nec
eSSary

Reviewing the impleme
and efficient execution.

directions from time to time to ensure orderly
Every six months the CMC will provide u inabili

‘ pdate to the Sustainabilit ' :
review of reports and status of implementation of the same. oS

At the end of every financial year, the CSR and Sustainability Committee will submit it
its

report to the Board.

V. Wi ’ . . - b
i fa;;;o :u\r/rl]?r\:itls tggt .ItIIS critical to engage with the social and ecological challenges
governance and y.;,oun(c:i'a programs on a §trong foundation of ethical principles ggod
ourselves up to public scr Tanagement_ This includes, among other things holding
engagement with social au(;ny throqgh : framework of transparent, rigorous rep,orting Its
of its approach have beer? th900I09|ca| ISsues goes back a long time. The central teﬁels
issues. Its policy reflects these emph asis on strong, meaningful work on systemic social
corporate citizenship and so e principles and strategies that have informed long st of
cial responsibility over the years e

1. Wipro's foremost re ibili
in compliance with ?l’?: nI::S”i':]y Ioztan organization is to run its business ethically and
embodied in Spirit of Wipro and etter and spirit, with a set of foundational values @
comprises, at the least, the following three principles

a) Unyielding integrity i
: grity in eve
fairly and with res ry aspect of busi :
pect — at the ness b) Treating people
c)D . . work ’ ! .
) Demonstrating ecological sensitivity ?r:at(r:niuzshtv;ilclj ast.m communities outsd
action.

2. Its approach to :
social re -
?) The Strategic: Choosi:g grc;rsr;t:_'lty and Sustainability rests on three important pillars:
or social change and sustainablénggll? Issues to engage with that are force multip'ierst
opment. Social res B u
ponsibility is as muc

Py IPE JOURNAL OF MANAGEMENT
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I I an i

ing @ 5! ement lie at the conve Externa| initiat;
belngea s of engag rgence of busines ive

: s ' fore
jts @ 90als ang OCig| ¢ Some of

ic: Within the chosen domai
temic: Within , ains, engagq; pur
o) The g:ni ngful and challenging work. Giyen, thgeagmg ons : Pose.
deep: 4ment OVer the long term, typically for
oomfgie Joes that long to happen.
ghan 0
iperative: emphasis is on depth ang

he Deliber ="' 0N long terp, :
c Iinerative approach that preciudes spreading oyrsefyg, thin or g EN mpl ¢
e nilanthropy'- By implication, this also means g We are ®Ngaging in Cheque

boc;)wkirFl)g our social programs as ends in themselves. e #XPanding gng
gr

ance and Management: The Board Governance

) » Nominati
ee will be the apex body that will oversee its CS ot Compensation

C:rf:mmee comprises of following lpdependent directors, ,\F,),er:ge?n: Programs. The
¢ mpany at the senior most level will report to the Board CSR Commirt]t ezfﬁcer: olf the
» WNo looks

“fer the goals, objectives and budgets. Comprehensive, transparent repory;
sustainability. R

0
se c i
Veral decageg becayse is implies
e

Govem

|mp|ementation: is throu.gh multiple channels - 3 Separate trust
o directly through functions and groups within the company that have been set
for this purpose. Decisions will be taken by the CSR leadership of the company. Tﬁz
approach is to primarily work through partners with established track records in the
respective domains. The majority of its projects are long-term multi-year programs.

(e.9. Wipro Cares)

5. CSR and sustainability must transcend boundaries whether organizational or national
Wipro's social and sustainability initiatives center on Education, Ecology, and Community
Care. The principles for the programs are: Education: Engaging in deep and meaningful
systemic work in the area of school and college education.

Community Ecology and Health Care: Engaging with the community on issues of
Health Care, Ecology and Education for the underprivileged of Business Sustainability:
Reducing and minimizing the environmental footprint of our operations and enhancing
the biodiversity.

D“’_e’Sityl Encouraging and enhancing diversity at the workplace and outside on gefntc:gt,
Nationality ang persons with disability .work in education is driven b){ the .behe s
“lucation is a key enabler of social change and a better society, bgl!evelln "’1 :e >
YSion of democracy where each citizen is not only capable in an mdwnd.uat. CS: e
5 Sees the ethic of equity, the essentiality of diversity, the ethos o_fJUS; ol

S iven by socig sensitivi,ty. School Education in India: S)/Stemat"l:1 ,I:S:zt 14 years.
it_UCatlon in India through a network of partner organizations. Over t rke% closely with

&S0ciated with 60 organizations at different levels and have WO o

" Organizati A ion,
ley, 9anizationg working in improvement of school educat
nmentleve

U] : . . i
"ﬂ.provnd Project-level support for 67 projects till nowwhich 1
®formg

oNts at multiple levels including state and central gover
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@ [nsurnur o Pupiic FNTERPRISE = \
h disability: There has been inadequate fo

. . e
6. Education for chlldre_zn wit = EduCa“OM
children with disability. v

Sustainability Education: Started in 2

011, the program brings together key o

i stainability. This program reaghed out to more O”CErns;
zgagg:seggggtgodnu :ar:grss :nd 15000 students since (;nce;tvltlon'. School EdUCatitO aguaq%
of India:' Contribute to improve Science and Math eraun(fla: si(z:TJ:?eS(t:roob primaril Ser\s,!de
disadvantaged communities in US cities. T'he prog i ,:hy active in Chicagoln,g
New Jersey, New Yor n Engineering Education, the IT Services Ny i

Ust
contributes to nearly 8% Ty
Skills development for students that is b.ased. qn a comprehensive frame\,vOrk
postgraduate level education and (b) Capacity building among the faculty of enginge of

Academy of Software Excellence (WASE) program helps Sgic n'n
Ce

. The Wipro : ) ;
colleges. The Wip Master's degree In Software Engineering (M.Tech) Run
. s

raduates to study for a : .
gartnership with the Birla Institute of Technology & Science (BITS), Pilanj, India, i

: i demic exposure with practical professiong| jaqe
unique program blends rigorous aca ' Ssional leamjp
at the workplace, we run a similar program called WISTA in collaboration with Vellore
Institute of Technology (VIT) for science graduales without a mathematics backgry g
Since 2007, it has reached out to nearly 27500 faculty across 1300+ colleges iy 27‘

states.

Primary Health Care: touches the lives of 50000 people ip 45 village communities in the
areas of Waluj, Amalner, Mysore, Tumkur and Hindupur in India. Engaging in a numper
of significant post-disaster rehabilitation projects, most notable of which have beg
the Guijarat earthquake, the Tamil Nadu tsunami and the Karnataka floods. Business
Sustainability: working based on the Triple Bottom line framework, focuses on a range
of ecological and workplace initiatives, the principal ones of which center around
Energy and Carbon, Water, Waste, Biodiversity, Product Stewardship, Supply Chain
Responsibility, People Diversity on the aspects of Gender, Disability and Nationaly,
Employee health, wellness and safety, Employee empowerment through continuous
learning and advocacy forums and a framework of comprehensive public reporting .

It has a presence in more than 57 countries around the world; of our workforce of
more than 145,000 employees, 11% comprise nationalities other than Indian. Issues of
healthcare, education, access to energy, water and sanitation and livelihoods are often
closely inter-linked.

7. Wipro's Charter on CSR itis critical to engage with the social and ecological challenges
that face humanity. It is the conviction that the engagement with social issues must be
deep, meaningful and formed on the bedrock of long term commitment; for thal is the
only way by which real change can happen on the ground. This is also reflective the
fact that such an approach serves both, enlightened business interest and social good:
its social programs run on a strong foundation of ethical principles, good governance
and sound management including. '®

ranging fro™

V. Cognizant is focusing on the sustainability efforts in various programme
fe workplace

reducing the environmental impact of company’s operations ,providing a sa

15 www.wipro.org
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re. sanitation and safe drinking b
. ”

and malnutriton. promoting | eholders and the society. o
Environment, t oG vocational skill especially among chi'dren
Education: Employment &0 cons. '+ Yomg
and ciderty and differently abled . . '
) ning by increasing acpessnbnlaty, hOUsing ‘
Rural Development mm ood by creating sustainable villages. Genge, qu
water,sanitation pOWSr 81 ' 1 home, day care centers and hostels, gy, ang
empowerment of women: balance, flora and fauna, safeguarding animal welfgr M
i ‘ 2 s and culture: protecting building sites ang mOn’e agn
ational heritage al arts and handicraft.17 UMenyq

sustainability:
forestry etc. N . ing tradition

setfngl_pm.

Conclusion '
. ) a strong foundational framework for ¢
Since the last de uve: I')l:st}l ﬁgmmntaﬁon as well as outside. As it f:assotcnlal ¥
environn et?ﬂ:rT Sl or push companies has o think about CSR Which ifimpigmen. ™
o B v will bring in the change in the society. As IT sector has et
a'so' Icmm lly ¥ deﬁ'm bemel adopyted of other countries efasily. The coming together of busines?
icies address society’s biggest challenges holds great Promise.

governmen ivil society to
which is blt:l;:: m the distinctive vision, commitment and energy to the fullest.
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Line (TBL).
es but with

ilar principl
I'he UN has developed the

g . » O )W
Principles for Responsible lnvuslmcnllu.? f::;:icl.tln;;:hl:;
sling entities. CSR 18 hu'sml on IIL-|. oy
(society for the benefits to look afie
le'I century demanded a more
cthical business Processes and an nclun') (I\nm)vl’lhtlj
ethicism) 18 increasing. Gimultancously, pressure1s ap|

on industry to improve business ethics through new publl
inni‘lli\c\‘-'uul laws (€. IK road tax for higher-

[viple Bottom

p ere 0 lhl:
adh s 10 $1M

accepted that ('SR adher
po formal act of legislaton.

inve |
including the issue @
the ethical 1ssues. ['he
ew public
higher

emission vehicles).
The latter often feels that companies are usfng lhls (o
ges or otherwise paint a rosier picture
& addressing fundamental issues.
clives, however, are
responsible when

environmental

repair imperfect ima
of their practices while not
Many from these and other perspe
lr\'in.g to make corporate behavior more

it comes to ethics, working conditions,

sustainability.
In India CSR is a reputational asset Obtaining industrial
arance can depend on being

licenses and environmental cle
a sense of

known for public responsibility. Crealing
motion.

Leading the India way: the Indian company leaders focus
on the aspects like

Chief input for business strategy e.g. Ratan Tata re-
duced the risk of dependence on a single country and
led a wave of acquisitions like Tetley group, Daewoo
and Boston’s Ritz —Carlton hotel the development of
Nano for $2000 or1 lakh is an example of CSR

e Keeper of organizational culture e.g. motivating the
employees u Sing four specific ways. | .creating a sense
of motion.2.engaging through transparency and ac-
countability, Empowering through communication in-
vesting in traininig.improving customers lives, the so-
cial mission of Indian companies are integral to their
strategy and oflen route to their profits. Guide teacher
or model for employees. Representativeness of owner
and investors intereslts as CSR.

.Achieving CSR targets: Routinely monitor progress:
Indian company 40%, U.S.Companies 17 %, rarely monitor
progress, Indian company 15%, U.S.Companies 45%.

:os"':':::l( DIFF[;'RENCE IN FOCUS (Spending of Indian
es
ran on internal issues US spends on external

Table 1

CEOS WHO T =-
ARE T: la(kwl\
ESS TIME kGl
4 E IN INy, My
REGULATORY |2 US
AFFAIRS COMPANIES m
CEOS COmpy
24 INDIAN 1 CEOs "
COMPANIES | 21 INDIg~
i A(TEOSI RS C"Ml’fl\/\\z.
Reporting to the | 1US CEog 1
hoard COMPANIES Z’: US —~__
CEOS é;&"“lﬁs ‘
&,-'”'3“” Y
OMPANIES | Coppant
‘ CEOS Cro AN
SHARE 4US _ssu\
HOLDERS COMPANIES C()rv?
RRELATIIONS | CEOS cros s |
11 INDIAN a1 IND]
COMPANIES | Coppar:
CEOS cros e
SETTING 9US 1708
STRATEGY COMPANIES | COMpA
CEOS RPANIES
0 INDIAN 93 INDIAN
COMPANIES | COMPANg
CEOS CEOS
MEDIA 11US 31 US
RELATIONS COMPANIES | COMPAN]Es
CEOS CEOS
17 INDIAN 31INDIAN
COMPANIES | COMPANIES
CEOS CEOS
DAY TODAY | 27US 2808
MANAGEMENT | COMPANIES | COMPANIES
CEOS CEOS
55 INDIAN 24 INDIAN
COMPANIES | COMPANIESCEOS
CEOS

Source: HBR MARC H 2010 creating a real sense/?
social mission, whereby employees can feel th
mission will impact and has a harder achie

IV Emerging Management Issues In Corporai¢

Responsibility:

Customer is the focal point for the €
putting the valuable material at th

everywhere. Using the raw materia

the waste. People are y
pride for it, e educated staff you

don’t build a positive relationship

DYNAMICS OF CSR: It is the id
gencral a

has a duty too serves society in

financial interests of the
demand that insiders claims to be st
greater good of the society. Th
complex and contingent on speci
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{]. Richard B Robinson

{ }lw arat
b o ' V
R Management lata McGraw hill
. 11 A
!: ‘
SR Economit responsibilities: the duty of
”-N‘ " g agents ©! the company Owners, to
-1_|L‘L'|‘ u - \
) ‘khuldcr\ health
¢ Skt
| ;s: The firm's obligations to comply
LU LS ) : l i
q.hl\lt\uh.u lt‘gu|.ﬂc business activilies
: . the strategic managers notion of
~pOS ~ § A
gl spal

o and proper pusiness behavior
shi AR

ary 188 nsibilities: voluntarily assumed by a
| i . v
- < such as public relations
LSINESS &

Commitments

Philanthropy Collaborative Social CSRdominated
gift gving imtiative at Mission
Penipheral Excessive Balanced
Source  John A Pearce Il,Richard B

Robinson jr, AmitaMital“Strategic Management “Tat
McGraw hill co ltd,edition X hp

Identify long
term durable
mission
Leverage core
semblg ang capabilities
VI the contribute
Bl package
Collaborative
CSR

Contribute
specialized
services to @

Corporate Social Responsibility ACas€ study of A

CS

SR ¢
it pl
\ i | Ner » I :Iy‘
: M PEripheral, a bal wed CSR
iive (h : o o collaborative and
don X > Lontimuum he i g
F" illed m 1on and e
I 1 SR CXCesy * COm | .
g Prlncuples of Succe el
. Sy ssful Collaborative CSR
) l » g -L'H‘..\]ME.LM\'];‘U S10
- »AIOn
“VLTAage core |
*  Contnib Capabilities contribute what we do
auibule specs |
pecialized SErvices o a large sc
undertaking —
*  Weip
eigh Government Influence
. Assembl
ssemble and val
i alue the : |
il lue the total package of benefits
ates and Criticism on C
responsibility G

I'he pry .
l'lnhlnul:-rl:aL ,::‘L,'(ll:ljlll.lwl“ll;*njf,c:. :1” :”‘:k h “‘--'ll"”" e
CSR, in that Lullnn‘ﬂnu-h.], -r; ’;'“T“U B L.
operating with a perspectiy .}‘L : ]|1. s
own immediate, short l 'n'L B ”}L‘“
e ““n.] es 1:””‘[1”.1.”\‘( ritics argue that € HR,
L el 1.( .llfunl‘ll economic role of
: : argue that it is nothing more than
superficial window-dressing; others yet argue that 1t 1s an
attempt to pre-empt the role of gov ummunl; as a watchdog
over powerful multinational corporations. Corporate Social
Responsibility has been redefined throughout the years.
However, it essentially is titled to aid to an organization's
mission as well as a guide to what the company stands for
and will uphold to its consumers.

Development Business ethics is one of the forms of
applied ethics that examines ethical principles and moral
or ethical problems that can arise in a business environment.

Business ethics can be both a normative and a
descriptive discipline. As a corporate practice and a career
specialization, the field is primarily normative. In academia,
descriptive approaches are also taken. The range and
quantity of business ethical issues reflects the degree 1o
which business 18 perceived o be at odds with non-
economic social values. Historically, interest in business
ethics accelerated dramatically during the 1980s and 1990s,
both within major corporations and within academia. For
example, today most major corporate wcbsilf:s lay ‘Cmph"lsis
ing non-economic social values

on commitment 10 promol ' '
gs (e.g ethics codes, social

under a variety of headin ‘
harters). In some Cases, corporations have

n the light of business ethical
“peyond petroleum™

responsibility © .
re-branded their core values
considcrutiuns (e.g.BP’S

cn\-'ironmcnlul ult).
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Values

[T
Strategy

Pressure Groups

responsibility

more socially

A value shift has taken pla
for profit earming but

and_environmentally res

development of a company .
Pressure group | media the state and other public bodies g

0 i S are
essing companies (0 become

| pressing compamies = —=—————————=

Table 4 The Drivers of CSR

ike consumers,

ce within businesses where they not only T
also for social and environmental good - teel
ponsible is important for the

Strategy

more socially responsible.

Value for [ Value for
action society
Nestle Expertise | Securing [mproved
and suppliers of yield and
support high income
for qualitiy raw
farmers materials
Increasing | Achieving Generating
volume competitive | local
and value | shareholders | involvement
of sales returns and growth of
£conomic
HDFC Value for | Intensive staff
business training
house :The | programmes
programmes | and
provide scholarships.
quality
employees
with  high
morale,
hence
improved
employee
refention
NTPC Value for | Environmental
(Power business management
generation) house and
:Recycling community
by products | development.
of  power
generating
reduces.
costs of
buying raw
malerial.
Community
programmes
improve
local
relations.

investment in community outreach employee relations
. . ' X
maintenance and retention it helps in environment

betterment, poverty alleviation and sustained

CorPorate Social Responsibility Approach: is to lead
buglness to operate to meet the expectations
' felhxcally,lcgally,a commercially, to see that the investment
in commu'nily outreach employee relations, maintenance
and retention it helps in environment betterment, poverty
alleviation and sustained development of the society. In

1990s companies have realized },
community the new busineg
prosper.philanthrophy was the ¢
charity.

at w

) W 1[1]0“[ a ;

¥ Ventyreg Ca“hh}

Ol'lcep[ Whl‘Ch mflnn[
!

Eg:Tata in socio-eco development. & [T B
,p&g coco cola has won the golden peaogy :lawww
. \\,"ard ftlr l

Warhust (2001) said that there are three elem i
Chts of ¢

are SR

Product use: focusing on the contribution of
5

products to help the quality of life of the socje Indugy

y.
Business practice: focusing on the bettermen;

corporate governance and hrug

Equity: distribution of profits equitably across gif;

societies. =

A simple Approach to introducing CSR iy,

structured way:

e Assess: Assessment of the actions and well as s
ety.

e Commit: Commitment to a statement being a resp-
sible business means to the company and clear eli-
cal values from the top down.

e Tell: set ethical and business cases, communiciio:
them and promote them at every opportunity.

o Integrate: Responsible business behavior across
ferent functions and activities within the busns

e  Organize: the project management, the details releva?
business resources and set targets.

According to Crowe’s methodelogy s

organizations:

e Identify areas where business risks are
fectively mitigated;

dif

R helps
pot being i

: ate 20
e Implement solutions to strengthen corporte:

nance; :
geclo

cutives, andd

e Retain talented employees, eX€ lt
. ; a ue 0>
e Reduce the costs of capital and enhance val
holders. oahl
o for susI™
uncil fOr S s

CSR acc to the world business COUT™ © . s
development is the continuing commitme™ = qon
to behave ethically and contribute !
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ving the quality of hifi {1
s YMPToY e ol the
\lhll‘

ﬁlmcn i ymilics as well as the ¢ ommunity and
/| ndlh"” § '} '
et 8 Not onl legal butl also going beyond
A ol !
ol lmi vesting MOre into the human capital, the
g ant .
et ® |ations » india has ranked fourth in the s
rel " : .
“,‘mﬂ‘ cocial enterprise CSR Asia’s Asian
0
né ; AS
‘ 'dlmhl\ panking (ASK)
‘Jlﬂ-l ’
nclu5‘°

_ pave witnessed increasing importance on
et Y dp-‘al rchpunslhlllly. especially as concerns
J,,pumlc sot‘chungc are becoming main stream. Longer
oyt climal® | acceptance.

!
sithout its socid

- rvdoes not stand to gain if business performance
gociety ganization can afford to exist without its social
‘ ,\uﬁurb'.Nc"cué’orpomtc social responsibility (CSR) 1s about

L':::;,lnésscs align their values and behavior with the
m..lﬂlions and needs of stakeholders- not just customers
z;ﬁti;vesiurs, put also employees, supplicr§. communities,
egulators, special interests groups and society as a whole.
(i not only looks for the profits but also is most reliable
und consistent way of getting it .it follows that business
anmaximize the ling term long returns y minimizing their
negative impact. In this paper various nuances of CSR
luve been addressed. It has become a new business
siniegy for capturing and sustaining about the response

ofthe community. It is firmly and irreversibly part of the
corporate fabric.

While concluding, the following points to be kept in mind
wsafunctionary of CSR.

* Standards are essentially rule-based systems to guide
behavior

L ?tandards are impact on different aspects of organiza-
elonﬁl Processes and change, Standards are only rel-
Vantifthey influence behavior in desirable, predict-
ACase gt

‘-TD.CsRUdVOf Apollo Hospitals Enterprise
Rating ,

whichgco\iraccord’"g to this is a need-based initiative,
Major Socio.i all aspects of congenital heart disease, @
Hei g COROMC problem in Indlia. Save A Child's

establ: i
ding sib-hshed in the year 2002 April with an aim of
helongingl lly care and financial access to children

0 [o . ;
:vp.a“ OMime \:er socio-economic groups and in this short
Wl.th““‘:%ss mfeperfol.m':d 900 surgeries/ interventions
M gy di 0f97% and screened over 30,000 children
'Seases across India. ;

\
A e

aQ
cl‘.om i
lh“faci?h

A hi 3
Shed a:l.:: :-H.ea". : enjoys access o the most
¢ Surgeqn, Istinguished cardiologists and cardio
om Apollo hospitals The expenditure

ita
Corporate Social Responsibility ACase Study °f Apollo Hosp

tor the urgerie
along with

individuals

are underntaken by

support from oy \pollo h“\P'l“l“

hil :
phulanthropic organizations and

I'he ( URE foun

datio :
10 bring cancer ¢ N 15.an effort by Apollo Hospitals

are 1o those who ¢
10 cannot ¢ -€
among the poor is lethal il

Societ :
Societs h? .{” lf\ld the Hearing Impaired (SAHI) :The
hel ) Ald the Hc-.mng Impaired is a foundation o
1elp underpriy ileged ct

soala it s uldren with impaired hearing. SAHI
: e ~ e
ntify children in rural areas with minimal access

- . ain
10 modermn medical treatment, free of cost.
A al'n 4
pollo rural community health centre: The centre

caters an averace of
IS 10 an average of 94 inpatients and 800 outpatients

er YEVErL
per month. Several rural health initiatives have been
regularly implemented.

Koyambedu free emergency care centres: where heavy
vehicle traffic is very high with high risk of road accidents.
The centre caters to nearly 1000 cases per month and
provides first aid emergency services.

DISHA - Distance healthcare advancement project:
Disha is a Distance health care advancement project, an
initiative partnered by Apollo hospitals, Philips, ISRO and
the Dhan Foundation. This is basically a mobile Teleclinical
van that will reach out to areas that do not have access to
state of the art medical care.

Charitable Foundation [1993.]: Was established to
provide financial assistance 10 deserving poor patients
irrespective of caste or religion for their treatment in Apollo
Hospitals.

Aragonda Apollo Medical and Educational Research
Foundation [1998] to establish, run and maintain
dispensaries and hospitals for the poor and 11\; neec_iy and
to provide financial assistance towards medical aid and
scholarship for education.

Apollo Healthcare Foundalion.12002|:The Apollo
Healthcare Foundation was formed in 2002. to QCVclo]),
establish and maintain educational in§l|lluuons .fur
provision of education in the field of mcdnqnc, nursing,
radiology, cardiology, physiglhcrapy. lab services and other
allied medical and non-medical courses.

Dr.Prathap C Reddy Education Foundation ll993}||hc
Dr Przithap C Reddy Education Foundaliog. provlqes
scl;olarships {0 meritorious and/or students irrespective

of caste creed and religion.

Apollo Hospitals Educational Trust [1996]: was
initie E:d {o promote and advance medical, para medical,
1n|.ud ty and secondary education among the telugu
prima

speaking community

|s Enterprise Ltd Hyderabad 225
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Disaster Relief Programme

Cyclone - Andhra Pradesh - May 1990,Earthquake -
Maharashtra- May 1994

Cyclone - Andhra Pradesh - November 1996,Earth-
quake - Gujarat - January 2001

Tsunam i- Chennai - December 2004, Disaster Relief -
Floods - Chennai - November 2005-A Medical relief
camp was arranged at Kotturpuram, Chennai for vic-
tims Affected by flood an treatment was provided to
OVER 20 YRS Preferred standards are those likely to
have significant impact on organization’s decisions,
activities, performance and impact.
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ABsTRAC;';”mg in India is increasing with a tremendous
thl;f;e o the rise'and ‘improvement of several factors-
row ncome dynamics, literacyrate,easy access to online |- B
ainl); ! ifestyle health consciousness, migration of the | e
shap;,ﬂfz;% 0 from rural to urban areas and the increasing
e;ﬁga‘;ed middle-income groups ang' women empowerment.

The main objective of this paper is to strategically
gnalyze the Indian retail mdustry. by reviewing different
gmups.The study r.epresents that. infrastructure, economic
outh and changing demggraphzcs of consumers are the
major contributors of organized retail in India. The location of
the retail store, store brands, consumerpreferences,salespromotion perceptions and adequate services are

some of the variables that augment the efficacy of retail business and are important factors for
retailer’ssuccess.

KEYWORDS: Consumer behaviour, Distribution, retailing, stores, technological development.

LINTRODUCTION :
Rgtailing is supplying the right
kind of product at the right time
:Eld the right price in smaller
:rl:e with greater variety.
b ;re different factors
o as kept the sector
SoWing - Jike foreign direct
e, €Conomicgrowth,
, government
technological

tre
by .apreneurship skills, f:(:ln(i

e fulﬁl‘anywhere

N map
. ahagement
e and

Artificial Intelligence powered
solutions can help retailers
combat fierce competition.'?1.4
cr is the sales from it.The Indian
retail market has around 14
million outlets , (Sinha and
Uniyal, 2007). As India is the
second  highest  populated
country in the world, the
consumption and usage of goods
or the demand is huge for goods
and services. It provides largest
source of employment. Growth
of real-estate and Improvement
in infrastructure also welcomes
the competition, the government
allowing the foreign direct

investment has opened the doors
for big investors and global
brands like IKEA and Walmart
will not only bring better
technology and wide range of
products but also will create a
healthy competition and
environment. With huge
agricultural sector offering an
abundance of raw materials the
product and materials will create
a better producer. _
Consumer behaviour is dynamic
and the variables that are
significant and associated with
the decision making shall be
discussed, it is importantso that
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ndin respfelcittk(]): Sr::é‘l;etmg mix.Finally, it was importantt 4,
(0] 2 0
papers to understand the gap an scopé _ ey,
Global retail sales through the convenience (S::)(E;Socfh;gg/e} reached US$3,25¢ bin "ty )
rising 6.7% on 2016, and are projected to register a e .t 0 ov;r the forecagt erillllon In
to reach US$4,902 billion in 2022. Increasing consumer a inity towards smaller format 0od 201720-“
: economic growth, coupled with rapjq uStoreSt Ay

. . . s . ne]
convenience is driving sales in the channeél : : Storeg 2
contributed considerably towards the growth of convenience stores in the past few an'zatio h

experts project duty-free retailing market to grow ata CAGR of 6.06% during the ar5313]nnu

effective decisions can be take

. J h:‘

. penod d -‘4.

also talks about the market size of different segm?":isl all]E:d tthEIrdg;ofV\(th aspects along witiol7‘202?ﬁ
countries in Americas, Asia-Pacific, Europé, the Midc ?lceaiss‘d?‘?vin ‘S"Cla r?glonS.“IncreBSmkey leadif
affinity towards smallformat stores that offer convenie g sales in the channg] C°"Sumn*

|
he basis for various other features of retajliyg ;

: : i
basis of retail spending among corporate ho‘{s?s- I?y growing globally, . r ture J
e insights and information on how retailing is viewed by Indiap conguuts%.

rowth and type of channels that is interested anq lik dmerg H
ed by,
Vi

1.2.Importance:This study serves as t

contributes to the
provide the firm som
focuses on the retail institutions, g
consumers.
1.3.Distribution Channel: Frequently there may be a chain of mediators each passing t
before it finally reaches the market. Each of the elementz iir(zﬁu"\
]

down the chain to the next level, : .
chains will have their own specific needs, which the producer must consider along with those ofthes,
¢4

important end-user.

1.4.A look at the history of retail : India was sometimes been called a nation of storekeepers hy;.
its roots with huge number of retail entrepreneurs in India,even among retail enterprises that em\it:
hired workers, the bulk of them use less than three workers. Its retail sector is nmp
developedcompared by the standards of industrialized countries but also in comparison with seye
other emerging markets in Asia and elsewhere. Retail sales in a developing country like India, alap
chunk of consumer expenditure is on necessities, especially food related items. Food, beverages 2
tobacco accounted for as much as 71% of retail sales, 29% of retail sales are non-food items. Thisis
be expected as, with income growth, Indians, like consumers elsewhere, spent more on non-food tex

compared with food products.

1.5.The emergence of organised retailing in India: dates to the pre-independence era with text:
majors setting up their own retail stores. However, the phase between 1990 and 2005 saw organs
retail grow rapidly with the entry of pure- players like Pantaloons, Shoppers’ Stop etc in the organs
retailing scene in India. Thereafter, growth has been sustained by the foray of corporaté like T2
Reliance and Aditya Birla in the retailing market. Growth of the Indian retail industry is d”"’e”‘t‘
favourable demographics, rising disposable income, nuclearization of Indian households, improf
Fredit facilities and increasing urbanization levels, among others. Organised retail penetration in [n¢
is very low at present, implying the huge untapped potential for organised retail players:

1.6. The Indian Retail industry: divided into the organized and the unorganized secto™ Th
and the retail outlets in the unorganized sector mainly include the localconvenience store @
system, and one stop shop. The organised sector includes the big company’s like RPG, pantalo®
the foreign players like adidas, Reebok, McDonalds and Pizza hut g company

nd the hﬁ’l}
ps &

o7 2

13 . .

https://www.busmesswnre.com/news/home 20 )

Market-Size K 19061"‘]005""71/!!n/GICIbaI-Conve'nience-StoreS-Retaillng .
gAnd¥

1thttp://callfornlaoracle.com/duty-free-retaillng.ma,ket_siz& global-status-growth-trends .dynamic'deman
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,?ﬁ;;ﬁ;n;ﬁe'hdl: Most fail to consider how price elasticity changes over time, particularly for
i |;|on merchandise, or how market segments react differentially to price changes. In addition, many
r‘:allcm find it difficult to know how to price merchandise when their suppliers offer temporary
fsem," They are also generally unaware of how their pricing strategy influences their overall image.

1.0 Role of Store Image and Retall Brands: Three critical facets that need to be examined include, the
cole of national brands, the role of private labels and the role that the store itself plays as a brand
according to Sayman and Raju (2004), They provide interesting insights into the complex interplay
petween national and store brands, Specifically, the relative strength of the national brands seems to be
the key factor in determining whether a store should have one or two store brands within a category.

1.9.5uppliers and Buyer Organization; Abhishek Kumar Singh, Naak and Seshadri (2014) studied
that the tendering process from structural, supplier, and buyer perspectives. It explores mechanisms
through which superior value delivered by the supplier firm can be captured in the tendering process.
Suppliers can extract returns for the value of their offerings in a tendering situation by early
engagement with buyers and the buyer organization should leverage the opportunities inherently

available to improve price-discovery via structural changes to the tendering process by using a tiered
adjusted price bid mechanism,

1.10.Chain stores: are the significant innovation in organizational form of the early 20th centt{ry.
Chains competed differently and therefore had several competitive advantages, including more buying

power and lower costs, over their independent competitors, This greater efficiency is likely to enhance
recession survival,

1.11.Attitude of the consumers :Afzal saifi and Kamalun Nabi Mohd has felt that organized retailing
explored the attitude of customers towards modern retail formats and unorganized traditional formats
in Delhi and NCR and admitted that due to the changing demographics, increase in income, rapid
urbanization and advent of electronic media especially internet as a source of product information ,
customers preferred to purchase from organized outlets because of variety, easy availability convenient
shopping timings, cleanliness and facility of entertainment for children, it is also observed that unlike
higher age group sample respondents who prefer to visit kirana stores ,the younger generation and
higher income group customers has more inclination towards organized retailing ,also more product

lines should be added with a focus on quality of product and most customers have a positive image
about organized retailing.

1.12.Mall kiosks:Anjala.s. Krishen (2010) believes that retail kiosks and the impact of consumer regret
on shopping are becoming an increasingly common avenue for the release of innovative products and
quick entry into the retail market, this paper introduces the importance of consumer decision making in
such environments. Retailersmust minimize the perception of risk involved in purchases and relates
two constructs (regret and variety), which have proven to be very important in e-tail and retail
shopping, to show how they can minimize consumer's perceived risk during a shopping experience.

1.13.The Wheel of Retailing: According to the theory of wheel of re.taiqu&_ retail innovators often first
appear as low-price operators with low cost and low margin requirements. Over time, the innovators
~Upgrade the products they carry and improve their facilities and customer serv nd price rise. As

Innovation mature, they become vulnerabl
forms of retailing follows a

i
f
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‘ d to labels, colours, lighti
hted and visually attun€ | ighting 7o
g nd merchandising. These visuals provide 3 Symb:}t.
mers as they move through the o ic

1.14.Retail Store Design: consumers are si :
of purchase displays, point-of-sale information, a

; N by consu . p

system that is assumed to be cognitively processed : i d Pin

environment. However, many handicap and legally blind people are lmpalgef to 'the'deg,—ee tha%
4 ) distinguishing landmarks and faces is diffic,); i oy

reading signs and other printed materials, and/or
impossible.

n on how to recognize the uniqueness of CONSUMmer

ask questions, what type of assistance is desired so that the con_sumeir “ED rl::aaelg;atl: g:flgmlaanvd how ¢,
communicate that the shopper is expected. A key aspect _Of.thls training L i Ucate rety
employees that consumer tastes are driven by characteristics inside a person, Y Characteristjc

that are visible to the employee, switch retailers as they become accustomed with the retail store,

1.16.Jdentified Mainly the Challenging Factors: SudhansuSekhar& Sarat Kplmar Sahooi(zoog] like
technology, supply chain, human resources, store positioning faced by the retailers .and trying tO_tack]e
with the issues and overcome it to face the challenges around at the operational strategic zp4

conceptual level.

1.15.Retail Training: should include informatio

n studied the effects of the massive arrival of forejg,
he evolution of the local buyers’ shopping observes

The conflict of the latter, long adapted to the traditional network, with the new reta_il ogtlets gives rise
to the emergence of new modes of shopping and purchasing, trends in consumption in an emerging
country Morocco for instance, the differences in social classes gives place to varied shopping strategies
Where the consumers change some values and shopping behaviour inherited from the traditional trage
into the modern distribution stores. Global and local retail banners laying on their perceived images,
store attendance and shopping practices which reflect their contrasted positioning strategies and that
the implications on the public policy to manage the balance and the future of local traditional shops and

modern retail stores.

1.17.Shopping Practices: AbdulMajed Ami
distribution concepts in emerging countries on t

1.18.Sales Promotion: Smith and Moschis (1985) suggest that age relates positively to the use of
money-saving sales promotion offers, such as cents off and/or coupons; yet, their research does not
support this view. In many instances, price and price related aspects are of lesser importance, which
could explain the preference for department store shopping by the mature patron as opposed to
discount store shopping and Bearden (1978) agree that the most important attributes of store selection
relate to the relationship of quality to price and the finding of satisfactory products. Manoj Verghese
and Pooja luniya felt that price form of promotion influences impulse buying among consumers TPR is
the major tool. Consumer as it provides direct off on the product. Mostly females are more attracted
towards TPR further other forms of price promotion also influences impulse buying behaviour non-

price forms.

1.19.Segmentation: Bone (1991) concludes: “Thus, chronological age does not seem to be an
appropriate segmentation variable”. Lifestyle or psychographics has emerged as a very robust
technique of identifying distinct categories of buyer behaviour. French and Fox (1985) discussed about
the adjustment patterns of the elderly to old age. They were able to identify two factors that underlie 2
list of behaviours and attitudes of the elderly. The first factor is how much the elderly enjoy retirement
living, the second factor is the extent to which the elderly is secure in the adjustment process. Indian
Customer. With an evolving demography, the market for retail is gradually getting segmented. Fo
retailers, the key is to tap rising lifestyle spends like mobile phones and cars.

1.20.Layoffs: The temptation for retailers facing a recession is to engage in layoffs. when measured by
recession survival, people are an asset and not a liability. the segment diffusion of conventional

/

66

Journal for all Subjects : www.|bp.world

|
Scanned by CamScanner



p—— ——

JOURAL pATTERN OF CONSUMERS TOWARDS THE ORGANIZED RETAIL

Bf"“‘/ VOLUME - 8 | ISSUE - 9 | JUNE - 2019
‘ lete, and that whij e
Superm?’rkets is commparkEt e domi:I—Ie the new Superstore format enjoys better perceptions than the
con\’en“onal SupTrmlted ,enetrano C”;t Constralmt on both modern formats' market share growth
continues v b? lent o It)he retail :OOt i perishable’scategory. The goal is to develop a set of
gu,delmes, conting ntext, for Mmanagers and policymakers who have a stake in the

modernization process.

stomer as an asset: the availability of data ha

1.21.Cu . . _-4ta has led to loyalty programs and other initiatives
designed to Qeepen Ejh: relat‘f})]“ShlP bet\fveen I.nleldua] shoppers and their preferred retail outlets
ynder the right conditions, shoppers will switch stores. While it is well accepted that price and

s we consider that a "switch” takes place onl
when a shopper moves most of the share of wallet from one store to another. ’ i

1.22.Customer Seer.ce: Kotler et al. (1998) emphasized the importance of effective interaction
between service prov1der§ and customers to create superior value during service encounters. Studies
on well-managed companies show that good customer service can set one business apart from other

competitors. Customers use these cues to ascertain the quality and value of the intangible services the
firm provides (Teas and Agarwal, 2000).

1.23.Buying Motives: Acc to Sheath (1983) there are two classes of motives underlying shopping
patronage: functional and non-functional, of which Tauber’s (1972) motivations are the non-functional.
If the shopping motive is solely a function of the buying motive, the decision to shop will occur when a
person’s need for goods becomes sufficiently strong to allocate time, money, and effort to visit a store.

1.24.Brand Relationship: Arvind Sahay has felt that young consumers do form relationships with
brand(s) on all the six dimensions of consumer brand relationship and found that love and passion
dimension of brand relationship is stronger amongst teenagers as compared to young adults and that
family has a relatively stronger influence than peers, and that consumers do compare price irrespective
of how strong the brand relationship is.

1.25.Service Quality: MohammedBilal Uddin& Bilqis Akhter (2012) service quality and fair price have
indirect influence on customer satisfaction of a mass service industry.

1.26.Perceived value: has intermediating role between quality, charge fairness and satisfaction. fair
price has positive direct impact on customer satisfaction; operators are recommended to formulate
operations and marketing strategies that focus on expectations of customers to enhance level of
satisfaction quality of the service provided to them.

1.27.Buyers black box: Ravindar reddy highlighted that the key factors in influencing the perceptual
Processing of the buyers' black box in selecting the retail store and retail brands. The perceptual
thanges about store brands and retail store may influence the purchase attitude of shoppers.

1-28-Cust6mer Loyalty: Acc toMariyam Rehman Bilal (2012) Customer Loyalty is a psychological
Motive which today’s managers are considerate about and concludes that long-term success and
SUstainable, it is one of the most important issues organizations face today, customersloyalty has

become more vital due to substantial increase in competition.

i-29.Custome,. Satisfaction: Enrique Bigne felt that the cognitive and affe;t_ive antecede'ntsr zgnd
ONsequences of satisfaction in the context of hedonic services indicated that the impact of satisfaction
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is not limited to loyalty, its effects extend to behavioural responses like consumers’ Willingp g
more for the service. <
1.30 Consumer Decision Making Process: According to Mumtaz Jing Fengjie ang Naveeq
customer behaves differently at the time of purchasing goods/se_rvu:es as it depends on ny ter
factors such as family, age, culture, and advertising have an impact on an individyapg W:r of
thinking,whereas price is associated to product. Yot

1.31.Economic Reforma in India: Suchi Patel Anand and Zerna (2013) studied that Ec
in India have brought about major changes in the whole market environment. With those chap es

marketing has become an important concern to marketers. Environment, proper Understandjng orfural
nature and profile of the rural consumers, designing the right products to appeal to them, anq suit tbhe
media for communication and distribution. The Indian marketers, therefore, needs to change t; l,E
traditional view about the rural India’s rural consumer that settles for less. eir

1.32.Location: Sunil Chopra (2010) decisions regarding the role, location, capacity, and flexibi); f
facilities have a significant impact on supply chain's performance. It is an important factor that
influences the customer’s choice of the outlet, regular visit of the customers to the outlet, repey
purchases at the same outlets etc.

1.33.Store Brands: Sandeep (2014) revealed that most of the youth have positive opinion towards the
store brands in fashion-wear and accessories. Most of the respondents opined that quality, reliability

and brand image are the dominant aspects that differentiate store brands with national and regjopg)
brands.

1.34.Store Formats: Vipul Jain(Apr 2012) argues that consumers purchases from more than one oytlet
despite some preferred store or store format, this indicates that consumers perception of outlets ang
preference do not result in patronizing of retail outlet and so situational factors should be considered
for better predictability of consumers buying behaviour, modern consumer is increasingly realizing his
nature in acquiring more and more assets, and/or articles in general and electronic gadgets, electronic
produces/devices in particular (Erich From) including digital based services, the modern consumer is

expecting the organizations to uphold business ethics in general and that of Business Transparency in
particular.

1.35.Green Marketing: Tanushri Purohit (Feb 2014) felt that the attitude of retail organizations
towards green marketing in India is on the rise and this green image of the company can be a
competitive advantage for the company and will help in creating a more positive image in the minds of

the consumer. Touching the lives of millions Indian retail sector has emerged as most exciting
challenging and fast growing.

1.36.Technological Development: the shopping experience According to Katole Hemant (2011) &
malls is worthy and less time consuming, time taken for payment and obtaining suggestions from the
consumers. Considering the retailers and the consumer’s point of view, it is inferred that most of Fhe
problems are due to overcrowding and these problems can be resolved to some extent by implementing
new technologies. Thus, there are a few suggestions like electronic payment systems to avoid Iong
queues, automated parking systems, flexible offers and facilities. Flexible offers can include 00
coupons, entertainment coupons, mobile recharge coupon etc as per the preferences of people.

1.37.Lifestyle: Kamalaveni (2008) has felt that India is witnessing a change in life styles and thertle 1;:;
need to understand the emerging markets and consumers has become a big challenge for the g od it
brands in creating and managing a powerful brand, Branding is one of effective competitive tools 2"

oy el _/
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- a challenging task for the rr_larketer to nurture a brand into a strong, profitable brand. Today’s brands
g more visible than those in the past. Intangibleassets such as brands, patents and know-now have

e , ‘
ar ome increasingly dominant elements of company value

bec

138.Mu|tiple Qutlets._Lars Meyer Wé_lrden in his study of the retailing sector felt that consumers

: ically patronize multiple outlets, which lgaves outlets striving to earn a greater portion of consumer
oxpenditures and the researcher wants to give theoretical and empirical knowledge about the impact of
etailing loyalty programmes on customer purchasing behaviour.

1.39.The Emergence of PrivatE_lahels: on the shelves of retailers has become the integral part of
retailing manufactured or .prmndfed by one company for offer under another company’s brand,
available in 2 wide' range of'mdustngs from food to cosmetics to web hosting, positioned as lower cost
alternatives to regional, Patlon-al or international brands, although recently some private label brands
have been positioned as “premium brgnds to compete with existing “name” brands. Organized retail is
a big revolution to Indian economy, which not only contribute national brands and private label brands

1.40.Consumer: Ac.cording to Alba zamira and Samuel(2014) the consumer’s buying behavioural
pattern towards online shopplng (sl?emally in case of flipkart.com users in Lucknow city), Thesuccess in
India is dependent upon its popularity, brand image, unique, fair policies, and its customer relations etc

1.41.FMCG and Employment: According to Amandeep (2011) India’s FMCG sector is the fourth largest
sector in the economy and.creates employment for more than three million people in downstream
activities. Its principal constituents are Household Care, Personal Care and Food & Beverages.

1.42.Buying Behaviour: Bobby and Vishnu (2011) found out that the buying behaviour of Nepali
teenagers towards mobile phones between urban, semi-rural and rural teenagers of Nepal. The aspects
of buying behaviour assessed were choice of brand, source of information, factors affecting buying
decision, source of finances and the level of satisfaction with the product

1.43.Buying Behaviour: Gopinat (2011) investigated men’s perception in buying decisions on branded
shirts in Tiruchirappalli district. There is a need to understand the emerging markets and consumers
has become a big challenge for the corporate world especially in creating and managing a powerful
brand. By developing a powerful brand corporate can establish brand equity and the equity assists
firms in a variety of ways to manage competition and to maintain market share. Branding is one of the
most operativemodest tools. And it is a challenging task for the marketer to nurture a brand into a
strong, profitable brand.

FINDINGS AND CONCLUSIONS:

Ina world of developing economies, where every week there is a product launch, the life cycle of
the product has become short, lot of product variety, is available, applications are used for the purchase
of the products, it is found that the preferences and perceptions are different in various markets for
different goods and services. But still there is every opportunity available to a challenger, no channel

completely replaced another channel .Both click and brick type of institutions are surviving. No
matter where they are, the behavioural pattern of consumer has similar buying motives and follow the
SaMe steps in consume decision making process,but the behaviour is different in unorganised and
Organised retail put]ets,
[ _ Back in India , liberalisation, globalisation, foreign direct investment, multinational companies
Making the environment more environment , providing a better product offering..
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credibility and personnlity to a brand by
connecting powerfully with pC’JDP.]c ar a
personal and holistic Jevel.”Gobe cites Ben
& Jerry’s, Nike and MTV as a few Of_- the
brands that have successfully identified
their customers most basic needs an

moved to satisfy them. The more people

associate a product or service with a positive
emotion, the more willing they will be to
behavior; the

rely on it. Emotions drive our
world is driven by emotions. Rational
thought leads customers to be interested
but it is emotion that sells.

A HANDSHAKE IS ONE widely
recognized form of greeting in many
cultures. It's meant to be a warm, friendly
gesture, asking for nothing more than
welcome and acceptance. This subtle "feel
good" approach can also be applied to your
marketing initiatives — and can be highly
effective in influencing your target
audience. Humans are largely motivated by
their emotions, with emotion stimulating
the mind 3,000 times faster than rational
thought. Recent published findings in
neuroscience indicate its emotion, not
reason that primarily drives customers
purchasing decisions. How your company
makes a customer feel, how they believe
your values align with theirs and your
overall likability are all integral to creating
clients who are highly favorable toward —
and attached to — your business. An
advertisement accompanied with strong
emotional appeal, touches customers’
psychological needs and influences the
perception about the brand image without
actually conveying the product qualities,
beautiful people (models) are used to
connect with the audience at an emotional
level. The audience then associates the
brand with a specific emotion. Thus,
human feelings are transferred towards a
roduct or brand. This is an important and
widely used process

Making the extra effort to sincerely and

relevantly show customers how myc
care about them is not as difficuly 4
might think. It simply takes the for 0;1&
"soft sell," by making them smile maoba
even laugh — and leaving them feel)il e
valued, protected and informed wigh (;‘]
information you send this is “cmOtionai
marketing." This emotional approac}, ;
effective for introducing a companls
building brand recognition or rCi“fOrciny'
relationships. The objective is not making
the sale today or even tomorrow. It's aboy,
engendering greater trust and positiye
associations with your business thg,

cultivate truly engaged clients

The best way to appeal to consumers s

through emotional marketing. This method

of marketing is about connecting your

target market to your product or service g

their most basic level — the emotional leve]

Emotion stimulates people’s minds up t

3000 times faster than non-emotiona|

thought. The world is driven by emotions,

People make impulse buys based on

emotion, not rational thought. If you can
play to people’s emotions, you can get that
sale when you otherwise would not
Emotional Marketing Techniques
Emotional marketing depends on
experience. You cannot really use emotional
marketing unless someone has already
experienced your product or service. A few
marketing techniques work well in
emotional marketing Word of mouth -
people trust other people that tell them your
product works or if it is the best. Forums -
this is basically electronic word of mouth.
Trials - if you have concrete results, and the
people who participated in the trials are
satisfied, you have proof that your product
works, which appeals to people’s skeptical
side. Testimonials - again, people trust other
people. If people are willing to take the time
to give a testimonial, others will know you
have a great product. Emotional Marketing
Copy - When you write your brochure copy

h You
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some customers. All customers behave in
the same manner. Customers purchase their
products emotionally and rationalize their
choices intellectually.

Marketers therefore follow the concept of
emotional marketing. They endeavor more
emotions, as emotional marketing helps in
getting share of wallet. If strategically
developed emotional marketing can
minimize the impact of rational factors,
which may otherwise take away the
customer to the competitors.

My personal belief is that the products
offered my any brand do get buying
decisions motivated by different senses of
the buyer; senses like — Touch, Feel , See, to
some extent smell. Let me explain, if the
product or brand is communicated with a
great emotional touch, or feel I may but the
product as the time when I decide to chose
the product I may recall the advertisement
and decide to by that’s product
may ¢ fabric of a 50

soft that I might decide not to look into

may be a better choice, and may be cost me
less. Emotional connect can be see more in
cases of Perfumes — you may like 212 Sexy’

ight not even be in a

Emotional appeal vs. those which used
rational persuasion and information, The
chart above shows the results. Campaign
with purely emotional content performed
about twice as well (31% vs. 16%) with only
rational content, and those that were

emotional did a little better (31% vs. 26%)
those that mixed emotional and rational
content. Emotion-based ads may be more
difficult to create, but the stats say it’s worth

the attempt.

Emotional Branding ~the New Pattern

For Connecting Brands To People

*  Brands have personality and emotional
blow, and that marketers can craft that
behavior using all of the elements of
environments.

E iqiiﬁ:.mamem

brsemn, | of the marketplace and
terms from past generations of

« Cnli
_
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qism in developing an

3)  Togive emoti '
; P : give emotions a meaning
mcoti("‘“l brand identity. o ’
1 deals, which shows | f) To use more creativity when
Thollgh(s an cals, -h snows how innovation is done.
P give design can affect a brand
'C(r]gntif}’ 5) To see the all the concepts are
| lntcgrzltcd.
otional Benefits to use in 6) To transmit rather than to
Myketing: communicate: communion
: . ttractive, Sense T :
fecling Lov;d,r AtF'man > “"C“S“ of 7) To make prototypes, In order to
elin cia ecure ‘ : :
pdventure, FEEUDB y ' succeed in creating a product from a
Senst of Accomplishment, Sense of concept
pccomplishment Feeling Caring or '
fostering, Being, Altruistic, Assertive, 8) T‘)bcPOI)”*"‘L'"SO“"ll
' rave or Courageous Creative . :
fecling B i b8 ’ 9) To accelerate the marketing process
Excitement Of Liveliness, Feeling Fair, Just, through market oot
: : oting effor
or Ethical, Luxurious or Pampered, 6

Healthy, Athletic, Flexible or Adaptable,
Enjoying Humor, Free ,Being a Good
Friend, Enjoying Humor, Being In Control,
Feeling Spiritual, Respected, Safe, Sense of
Belonging, Feeling Trustwo rthy”

10) To structure the internal organization
ina way that enables creative analysis.

Deciding on the advertising appeals:

A deductive approach is used which

.+ les of Emotional Marketi explains or gives four types of rewards:
Priniples of Emotional Marketing Rational, sensory, social, ego, satisfaction,
which is experienced through the result of

use experience, Of incidental to use

1) To be able to open oneself up to new
universes, to new feelings .

2) To understand the emotions of experience. Twelve types of appeals we can
customers properly. use to market emotionally
Types of Potentially Potential type of reward
Rewarding experience . prros
With a product Rational Sensory Social Ego satisfaction
Result- of- use 1.Gets clothes | 2. settles stomach | 3. When you are cared | 4. for the skin you
experience cleaner upset completely enough to serve the best | deserve to have
Product- in- use 5.The floor 6. Real flavorina | 7. A deodorant to 8. The product
experience that does not great light real guarantee social for the young
need shifting juice acceptance executive
Incidental - to-use 9 The plastic 10. the portable 11. The furniture that 12. Stereo for the
experience pack keep the television that is identifies the home of man with an
chocolate fresh | light and easy to modern people clegant taste.
lift
Source marketing management By Philips kotler pg 623 6 edition
1_\dvertising must make some form of likely is the retention of the brand name,
impressions on consumers to be effective then recognition of the general
there is structured and well defined characteristics, generation of feeling
Impressions which are prioritiud most Emotional marketing gives more

International Journal of Mnugemmtmd Computing Sciences (IIMCS), Vol. 1 No. III (2011) PP 69-76 73
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apparel, soft drinks and ling distance

satisfactions to the customers and is
telephoning. It evokes strong bond,

successful to the marketer if used

appropriately and with the right affections and memories.
products.cg jewelry, cosmetics, fashion
ALTERNATIVE MOST SUITABLE CONDITIONS COMPETITIVE IMPLICATIONS
GENERIC: straight product | Monopoly or extreme dominance of | Servesto makc.advcrtiscrs brand
or benefit claim with no product category synonymous with product category:
assertion of superiority may be combated r.hrough high L
order strategies.
May be successful in convincing

PREEMPTIVE: Generic claim [ Most useful in growing or awakening In

with assertion of superiority | market where competitive advertising is| consumer of superiority of

gcncric or nonexistent. advertisers product.lmltcd response
options for competitors’

UNIQUE SELLING Most useful when point of difference Advertisers obtain strong persuasive

PROPOSITION :Superiority | cannot be readily matched by kel o T ke

claims are based on unique | competitors imitate or choose more aggressive
strategy.

physical feature or benefit
Most often involves prestige claims

BRAND IMAGE: Claims Best suited to homogenous goods wherg
based on psychological physical differences are difficult to which rarely challenge competitors

differentiation :usually develop or may be quickly matched; | directly.
symbolic association requires sufficient understanding of
consumers to develop meaningful
symbols/associations.

POSITIONING; Attempts to | Best strategy for attacking a market Direct comparison severely limits
build or occupy mental niche | leader; requires relatively long-term options for named competitor;
in relation identified commitment to aggressive advertising | counterattacks scem to offer little
competitor. efforts and understanding consumers. | chance of success.

Few direct limitations on

RESONANCE: Attempts to | Best suited to socially visible goods;
competitor’s options; most likely

evoke stored experiences of | requires considerable consumer
prospects to endow product | understanding to design message competitive response is limitation.

with relevant meaning or patterns.
significance.
EMOTIONAL: Attempts to | Best suited to discretionary items; Competitors may imitate to

cffective use depends upon convectional| undermine strategy of difference or
approach by competitors to maximize | pursue other alternarives.
difference; greatest commitment is to
aesthetics or intuition rather than

research.

Source : Charles .Ffrazer “Creative Strategic Management Perspective: Journal of Advertising
Vol12, No 4 1983 p 40

provoke involvement or
emotion to ambiguity, humor,
or the like, without strong
selling emphasis.

Every product, no matter how popular or translated, and finding out the best method
obscure, is affected by the factors in the of convincing people rather than
marketing mix none is over looked or persuading them. Understanding the
excused .Although they are present bur, motive behind the purchase of the product

their strength and magnitude is important. shows the motive like

To see th!s we have e first soe how a Physiological needs the need to feel secure,
cuscomes; 4 really {not_xvatcd. wf‘th as the the need to love the need for self esteem and
meaning of motivation is “Properly status, the need to be your own see these
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needs are given to the customer like

. Making money, being happy,
handsome, secure independent.

« Being proud or yourself, making a
good home, having good health.

+ Being .1ookcd up to, Gaining
popularity, Improving yourself

Gaining social acceptance Doing
better for yourself

+ Beinga leader “up to date”

Psychology of the pictures can evoke a
mood, relate a situation or tell a story as
people like to see relating in their ads.
Photographs are sometimes are excellent
convincers, speed flexibility and economy
will take longer to complete than a
photograph.

Conclusion :

It is the best way of marketing as it touches
the heart of the customer from empathetic
point. As customers desires rather than their
needs are focused. Emotion stimulates the
mind faster than rational thought. The
more people associate product or service
with a positive emotion, the more willing
they will be to rely on it. How one should
promote the product to increase its value.
No matter what your business you are in, if
you are in marketing, you need to be able to
tap into the emotions that motivate as thisis
how we get customer acquisition, retention

and delight.

Reference:

«  Aharonson, V- Nehmadi, N and
Messer, H. “Automatic emotional
stimulus identification fromfacial
cxpressions”. In Proceedings of the
ourth Conference on IASTED
‘nternational onference Signal
Processing, Pattern Recogpnition, a0
Applications (Innsbruck, Austria,
Fcbnm:y)..Sablamig and O. Scherzer,

Eds. ACTA Press, Anaheim, CA, pp
333-337, 2007

Zammuner, V.L., Concepts of
emotion: ‘Emotionness’, and
dimensional ratings of Iralianemotion
words. In Cognition and Emotion, 12,
pp. 243—272,1998

Bindu, M.H. Gupta, P. Tiwary, u.s.,
“Cognitive Model - Based Emotion
Recognition FromFacial Expressions
For Live Human Computer
Interaction”, 1EEE Symposium on
Computational Intelligence in Image
and Signal Processing, CIISP, pp. 351-
356,2007.

Fkman, Paul, “Emotions Revealed:
Recognizing Faces and Feelings to
ImproveCommunication and
Emotional Life”. OWL Books, NY,
2007.

Jarrold W. L., “Towards a theory of
affective mind: computationally
modeling the generativity of goal
appraisal”, Ph.D. dissertation, 2004,
Supervisor : Schallert, Diane L., 2004

Mayer, J.D., Salovey, P. & Caruso,
D.R., Emotional Intelligence: New
ability or eclectic traits, American
Psychologist, 63 (6), pp- 503—517;
2008

Barnes, C., Southee, C., and Henson,
B., The impact of affective design of
product packaging upon consumer

urchase decisions. In Proceedings of
the 2003 international Conference on
Designing Pleasurable Products and
interfaces (Pictsburgh, PA, USA, June).
DPPI '03. ACM, NewYork, NY, pp-
134-135,2003

Kotsia 1., Zafeiriou S., and Pitas L,
«Texture and shape information fusion
for facial expression and facial action
unit recognition”, Pattern Recogn.,
vol. 41,no.3, pp- 833-851,2008.

ting Sciences (MCS), Vol. 1 No. III (2011) PP 69-76 75

Scanned by CamScanner



Scanned by CamScanner



International Journal of Management

& Computing Sciences (IJ]MCS)

e e e T = <y o m—

Vol.1 No.4 Octobor-boéom-b;ri-mﬂ ISSN 2?35-3303

R e s —

Articles

] Social and Ethical Impact of T'v Advertisements on Indian Youth

Rabela Tabassum

2. Expatriate Training and Development
Dr. Davinder Sharma

3. Smart Dust: Futuristic Dimensions in Commercial Usage
Jyotsna Aritakula, T. Suresh Kumar, D. Pranaya

'=

- }How Important and Crucial is International Marketing for
A Domestic Player in the Present Scenario
Reshma Nikhath, Osman Bin Salam

5. Consumer Satisfaction or Consumer Loyalty to Retain a Consumer
Dr. Prashant P Deshpande

6. Impact of Music on Knowledge Transfer in Higher Education Segment
Dr. D. G. Kulkarni

7. ‘'India’s Trend in Export Diversification and Prospects for Sustainable Growth’
Loganathan V

8. ICT Waste Management in Developing Countries
Priyanka Sharma, Nikita Jain

9. Information and Communication Technology Implications: An Analysis of the
Impact and Adoption of E-Governance in India
Uttam Kr Pegu

10.  Marketing Strategies of Small Scale Industries: Product Perspective of
Mahabubnagar District, Andhra Pradesh
Mr. S.N. Arjun Kumar '

QEPERE L R

Scanned by CamScanner



International Journal of Management and
Computing Sciences (IJMCS)

Vol. 1 Number 4 * October-December - 2011 ISSN 2231-3303

CONTENTS

1. Social and Ethical Impact of Tv Advertisements on Indian Youth : 1
Rahela Tabassum

2. Expatriate Training and Development 12

Dr. Davinder Sharma

3. Smart Dust: Futuristic Dimensions in Commercial Usage 21
Jyotsna Aritakula, T Suresh Kumar, D. Pranaya

4:1‘. How Important and Crucial is International Marketing for
A Domestic Player in the Present Scenario 30
Reshma Nikbath, Osman Bin Salam

5. Consumer Satisfaction or Consumer Loyalty to Retain 2 Consumer 39
Dr. Prashant P. Deshpande

6. ImpactofMusiconKnawiedgeTmnsferinPﬁgherEdnmﬁonSegment 43
Dr. D. G. Kulkarni

7. “India’s Trend in Export Diversification and Prospects for Sustainable Growth’ 49
Loganathan V

8. ICT Waste Management in Developing Countries 57
Priyanka Sharma, Nikita Jain

9. Information and Communication Technology Implications: An Analysis of the
Impact and Adoption of E-Governance in India 67
Uttam Kr Pegu

10. Mad:cﬁngSmxegiesomezllScaleIndnsuis:PmdnaPerspec&veof
Mahabubnagar District, Andhra Pradesh 82
M. S.N. Arjun Kumar

11. About the Contributors 87

12. Guidelines for Submission of Papers by Authors 89

Scanned by CamScanner



How Important and Crucial is International Mar!(eting
for A Domestic Player in the Present Scenario

Reshma Nikhath
Osman Bin Salam

ABSTRACT

"At its simplest level, the technology is moving so fast that the world which we used to t'raVCI taking

lot of time spending months only in traveling. with the advent of tcchnology and science we are

not confined to one area and the world is looking smaller, As we could easily communicate and

meet each other so also the product, promotion ,place, price is breaking the bamcrs. for d?c
marketer international marketing involves the firm in making one or more rparkctmg mix
decisions across national boundaries. At its most complex level, it involves the firm in establishing
manufacturing facilities overseas and coordinating marketing stratcgics. across the glqbc.
International marketing is the multinational process of planning and executing the concepuon,
pricing, promotion and distribution of ideas, goods, and services to create ethanges that satisfy
individual and organizational objectives “In this paper it has tried to bring in the facto.rs
responsible and influence the decision maker. How these factors contribute and are found in

different countries.

Keywords : marketing mix,domestic international marketing, entry decisions,jount ventures,
mergers, acquisitions, environmental factor.

Introduction

International marketing : means attempting
to actualize potential exchanges for the
purpose of satisfying human wants and
needs the needs and wants and the other one
being the process are a set of techniques
related to the conversion of future
exchanges into realised exchanges thus
international marketing is marketing
carried out at different and across national
boundaries.It is not the same thing as
international trade; it is a shorthand
expression for the special international
aspects of marketing it defines The

marketing of goods and services across

national frontiers and the marketing
operations of an organization that sells
and/or produces within a given country
when that organsation is part of, or
associated with, an enterprise which also
operates in other countries and there is
some degree of influence on or control of
the organizations marketing activities from
the country in which it sells and/or
produces, it refers to marketing carried out
by companies overseas or across national
borderlines. This strategy uses an extension
of the techniques used in the home country
of a firm According to the American
Marketing Association (AMA) "It is the
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tinational process of planning and

scuting the conception, pricing,

ymotion and distribution of ideas, goods,

1 services to create exchanges that satisfy

lividual and organizational objectives."

contrast to the definition of marketing

y the word multinational has been added
... simple words international marketing is
the application of marketing principles to
across national boundaries. However, there
is a crossover between what is commonly
expressed as international marketing and
global marketing, which is a similar term.
Involves the firm in making one or more
marketing mix decisions across national
boundaries and involves with the firm in
establishing manufacturing facilities
overseas and coordinating marketing
strategies across the globe. The flow of good
and services in more than one for a profit.
The marketer applies the marketing
orientation and marketing capabilities to
international business. It goes beyond the
export marketer and becomes more
involved in the marketing environment in
the countries in which it is doing business.
From leveraging companies assets,

1.Deciding 2.Deciding

whether to ‘ which market
to enter

goabroad

how to enter
the market

experience and products globally and
changing oneself according to the changing
needs of the technology in different
countries where it is operating,

Objectives
e To bring in the awareness the different
decisions involved in
internationalization.
*  To highlight the differences between
domestic and international marketing,
« To provide insight into the factors
affecting internationalization.
International marketing is often not as
simple as marketing your product to more
than one nation, Companies must consider
language barriers, ideals, and customs in the
market they are approaching Tailoring your
marketing strategies to attract the specific
group of people you are attempting to sell o
is highly important and can serve the
number one cause of failure or success.

International Marketing Decsions

4 Deciding 5.Deciding on

3.Deciding " the ¢ the

marketing marketing
program organization

Source : Philips Kotler “ Princiiples of Marketing Management

1. Deciding whether o go abroad: If
domestic market is large enough most of
the companies decides to stay domestic
only. If planning to go international
companies have to look into culture
language, laws politics and legal
constraints of other countries
Companies decides to go abroad. If

e If it discovers that some foreign

markets present higher profits
opportunities than the domestic market.

o Ifit needs a larger customer base to
achieve economies of scale.

»  Ifit wants to reduce its dependence
on any one market.

* Global firms offering better
products or lower prices can attack
the company’s domestic market.
The company might want to
counterattack these competitors in
their home markets.
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s can establish high barriers

ign firm

« If its customers are going al‘)r'oad f::':;f:y ﬁ
and require international servicing. any markets enter: Develop
Before making a decision t© B© Ho;l' mlo log e ntries, five modes of
abroad, the company must WE padbat v’:ilable in foreign market.
several risks. entry isa . N .

e If it might not understand foreign 3. Deadmsdhtzl'mt:t prsben Umsing :
customer preferences and ﬁul.to Indirect and il .
offer a competitively attractive slobal,l_,mensxng. vestmen
product. 4. Decid insonﬂlemﬂkﬂmﬂl Program:

e If it might not understand the how much to adq?t. mcmm
foreign country’s business culture serategy © local oond.mons. tis going
orknmvhuwmdcaleffeaiﬁlymd‘ for i markcﬂngmlxoradzpuvc
foreign nationals. marketing miX-

°ltmightunderestimﬂ¢fomisn . . Do not
regulations and incur Communications change,
COSLS. = Adapt e

« It might realize that it ) uct
managers with international Straight Adaptation i

2 Invention

e  The foreign country mi change scat Dual
its commercial laws, i . Adaptation Adaptation
currency, or undergo 3 polmcll

R 5. Deciding ©on the marketing
o Organization: Export Department,
& ' Sarvival: Even if in domestic market the

2. Export via independent R i mot doimg well g

e . (agens | Mkﬂ&emmm
3. Establishment of one or more sales oot a the Overseas Market: If qualicy
andpmﬁn:ﬁekvdu
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Standard of Living: The standard of living
is raised.

Understanding Marketing Process.: It
is possible as different contries have

different stages of devclopment stage
and needs and wants

The Pull Factor: Are those forces of
attraction which pulls the business to the
foreign markets, companies are motivated
to internationalize because of the
artractiveness of the foreign market broadly
the relative profitability and the growth
prospects. The pull factor refers to the
compulsions of the domestic market like
saturation of the market which prompts the
firm In favoring the decision the growth of
the international production is n important
part of the internalization

Culture: Social norms, attitudes towards
buying foreign goods, and the working
practices of foreign markets are all cultural
factors when opting to invest in foreign
markets. Social norms affect business
practices, since social norms are one factor
in the demand for a product. Company
marketing pork would experience fewer
sales in an Islamic country, than it would in
China (which is the world's largest
consumer of pork). In Western societies,
sexuality and sexual topics are often used in
marketing communications (such as
advertising, for instance). However, in a
comparatively more conservative society
(such as India for instance) social attitudes
may shun the use of sexual topics to
advertise products.

Political and Legal Factors: The following
political/legal factors are of bearing in
international marketing, Government
attitude to business, The level of
governmental regulations, red-tape and
bureaucracy, Monetary regulations

Political Stability: Not all governments are

as open to foreign investment as others, nor

International Journal of Management and Computing Sciences (IIMCS), Vol. 1 No. IV (2011) PP 30-38

are all governments equally favoral?lc to
business. Typically, a firm may opt to invest
in an economy in which the government is
more inclined to support business activity
in a country. In other words, the "business-
friendliness" of a foreign government Is
paramount in this instance.

Additionally, some economies are more
"liberal" and less regulated, by comparison
to other economies. Excessive regulations
can be a hindrance on a firm, since they
contribute to additional costs to a firm.
Conversely, regulations can aid in assisting
firms, by easing the path of doing business.
A firm secking to invest in foreign markets
must gauge the regulatory arrangement of
the economy it is looking to invest in.
Monetary regulations, akin to the above
points, can hinder the ability to do business.
A high level of monetary regulations can
hamper foreign investment within an
economy.

Lastly, the political stability of a country is
also a key factor in foreign investment
decisions. Nation-states experiencing
continual coup-d’état can appear
unattractive to invest in, since the continual
changes in political system can compound
the inherent risk in investing. Typically, a
firm would opt to invest in a country which
had a stable mode of government, in which
handovers of power were peaceful and non-
violent. Even if a country is not a liberal
democracy, the level of political stability
within a country may supersede the political
system (or, more accurately, the perceived
immorality of a government's

policies/constitutional structure) of a given
nation-state.

Level of Economic Development: The level
of economic development of an economy
can affect foreign investment decisions.
Within the field of developmental
economics, differing modes of economic
development can be identified. These are:

33
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Developing country Industrialized (;1153
known as a developed country, advance

economy or first world economy)

A developing economy has a comp:lmfl\'c‘)’
low general living standard (as defined 'b)i
material lifestyle/level of materid
possession), Moreover, a developing
economy may also be at subsistence level, ?r
possess a large share of its Gross DOH}CSTC
Product in primary industries. Accordingly,
a developing country would not be a
profitable market for high-end consumer
goods, or fast-moving consumer §0O j
commonly found in dcvelopcd/advanCC

economies. Exports of machinery (related
to the extraction and processing of raw
materials) may be viable for a dcveloplpg
economy, due to primary 11?du8trlfs
possessing a large share of national income.

A newly-industrialized economy is an
economy which has experienced high recent
economic growth, and thus has experienced
a rise in general living standards. Coupled
with the rapid economic growth, the
emergence of a middle class leads to the
development of a consumerist culture in the
society. A newly-industrialized economy
would consequently possess a small general
demand for high-end consumer goods, but
not to the extent of an advanced economy. A
newly-industrialized economy may export
manufactured goods to other countries, and
often possess secondary sector industries as
a high percentage of its economic output.

An industrialized economy is typically
identified via a high Gross Domestic

Human Development Index rating ang h
high level of tt?rtia{y/quaterna;y/qmm deiy
sector industries in the context of i,
national income. Thus, the high genery]
living standard denotes the highes,
eneralized demand for goods and services
within all modes of economic developmen,
Commonly, developed/advanceq
economies are high exporters of hi herch
manufactured goods, as well as service
sector products (such as financial services,

for instance).

Differences Between Domestic
Marketing and Internationa]
Marketing

Various differences between domestic
marketing and international marketing,
Due to a language barrier it is more difficult
to obrain and interpret research data in
international marketing. Promotional
messages need to consider numerous
cultural differences between different
countries this includes the differences in
languages, expressions, habits, gestures,
ideologies and more. For example, in the
United States the round O sign made with
thumb and first finger means "okay" while
in Mediterranean countries the same
gesture means 'zero” or "the worst". In
Tunisia it is understood as "I'll kill you"
meanwhile for a Japan consumer it implies
"money”. Even among the 74 English-
speaking nations a word with the same
meaning can differ greatly from the English
which is spoken in the United States as the

Product per capita, a high United Nations following example shows
International Marketing Domestic Marketing

1. Many languages, many nations, many cultures 1. Onelanguage, one nation, one culture

2. Patriotism hinders trade 2. Parriotism helps trade

3. hl\;uajrkclts are diverseand fragm ented 3. The market is much more homogeneous

. ft:‘;p e currencies, dlﬂ'cnngms_mbnhty 4. Single currency and exchange values

T8 I'LI orm economic (monetary climate) 5. Varied economic (monetary and fiscal) climate and

- Pol t.lal factors are of minor importance fiscal) clima
7. Minimum government interference in business 5

Decisions
8. Transport cost influences marketing

SOOI

Political factors may playa major role
Government influence on business decisions
Transport cost forms

Difference between International Marketing and Domesic Marketing

34
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There are three basic points of similarities
between domestic marketing and
international marketing,

1) Both in domestic marketing as well as
in international marketing, success depends
upon satisfying the basic requirements of
the consumers. This necessarily involves
finding out what the involvers want and
meeting their needs accordingly.

2) ltis necessary to build goodwill both in
the domestic market as well as in the
international market. Ifa firm has been able
to develop goodwill of the consumers, its
task will be much simpler than the one
which has not been able to do so. The days
of caveat emptor have gone and the basic
principle now is caveat vendor. In fact, to
win over customers, liberal guarantees have
to be given  and facilities of after-sale
service may have to be provided on an
extensive sale.

3) Research and development for product
improvement and adaptation is necessary
both for international marketing and
domestic marketing. However there are
some salient features of difference between
international marketing and domestic
marketing,

International Marketing Coordination
International marketing activities dispersed
in different countries should be properly
coordinated to gain competitive advantage.
Such coordination can be achieved in the
following ways:

1. Performing marketing activities using
similar methods across countries This form
of coordination implies standardizing
activities across nations.

2. Transferring marketing know-how
and skills from country to country For
example, a market entry strategy
successfully tried in one country can be
transferred and applied in another country.

3. Sequencing of marketing programs
across countries For example, new products
or new marketing practices may be
introduced in various countries ina planned

sequence.

4. Integrating the efforts of various
marketing groups in different countries
Perhaps the most common form of such
integration is managing relationships with
important multinational customers, often
called international account management.
International account management systems
are commonly used in service firms. For
example, Citibank handles some accounts
on a worldwide basis. It has account officers
responsible for coordinating services to its
large corporate customers anywhere in the
world. Competitive advantage can result
from international account management
systems in a variety of ways

International marketing permits linking
marketing functions to upstream and
support activities of the firm, which can
lead to advantage in various ways. For
example, marketing can open economies of
scale and learning in production and/or
research and development by

(a) Supporting the development of
collective products by providing the
information necessary to develop a physical
product design that can be sold worldwide;

(b) Creating demand for more universal
products even if historical demand has been
for more varied products in different
countries;

(¢) Identifying and acute segments in
many countries to allow the sale of universal
products; and .

(d) Providing services and/or local
accessories that effectively tailor the
standard physical product.

International Marketing And Business
Development

1. Channel Control Strategy and Business
Development: Channel arrangements

International Journal of Management and Computing Sciences (IIMCS), Vol. 1 No. IV (2011) PP 30-38 35
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igned
traditionally consisted of loosﬂy a:;glers,
manufacturers, wholesalers, an re
all of whom were trying ©
ends regardless of what wenton ¢
the channel structure:
arrangements, channel corll)troOf
generally missing. Each mem e‘rh L
channel negotiated aggressively w&:i e
and performed 2 usually define SC o
marketing functions. In?1porranc 4
Channel Control For a varicty of reasons;

| was

control is a necessary ingrcdlents. :
ne

2. Disagreement between Chan s
civable that thé

Members: It is quite concer
independent firms that constl i
of distribution (i.¢., manufacturern

wholesaler, retailer) may sometimes fin

themselves in conflict with each other. The
underlying causes of conflict are the
divergent goals that different firms may
pursue. If the goals of one firm are bel_ng
challenged because of the strategles
followed by another channel member,
conflict is the natural outcome. Thus,
channel conflict may be defined as a
situation in which one channel member

perceives another...

cute a channe

complex set of circumstances. Promotigy,
Expenditure Strategy Promotioy
expenditure makes up one part of the gy
marketing budget.
5. Strategy: Concerning the allocation %
effort among the three .dlfferen( methods of
promotion: Advertising refers to nop
personal communication transmitted
through the mass media (radio, television,
outdoors, and mail). The
communication is identified with a sponsor
who compensates the .media G the
(ransmission- Personal selling refers to face-
to face interaction with the customer,
Unlike advertising, personal selling involves
communication.
6. Promotion: The promotion decision
should be made in the context of other
aspects of the marketing mix. The price and
quality of a product relative to competition
affect the nature of its promotional
perspectives. Higher prices must be justified
to the consumer by actual or presumed
product superiority. Thus, in the case of a
product that is priced substantially higher
than competing goods, advertising achieves
significance in communicating and

print,

establishing the product’s superior quality
in the minds of customers.

7. How to Identify Target Markets: The
World Bank lists 132 countries. Different
countries represent varying market
potential due to economic, cultural, and
political contrasts. These contrasts mean
that a global marketer cannot select target
customers randomly but must employ
workable criteria to choose countries where
the company’s product/service has the best
opportunity for success. Major Markets The
most basic information needed to identify
markets concerns population because
people, of course, constitute.

8. Entry Marketing and Your Business:
Four different modes of business offer 3
company entry into foreign markets:

3. Perspectives on Distribution Strategies :
I Channel-Structure Strategy Definition:
Using perspectives of intermediaries in the
flow of goods from manufacturers to
customers. Distribution may be either
direct or indirect Objective: To reach the
optimal number of customers in a timely
manner at the lowest possible cost while
maintaining the desire...

4. Advertising and Promotion of a
Product: The amount that a company may
spend on its total promotional effort, which
consists of advertising, personal selling, and
sales promotion, is not easy to determine.
There are no unvarying standards to
indicate how much should be spent on
p.romf)tion m a given product/market
situation. This is so because decisions about
promotion expenditure are influenced by a

Management and Computing Sci
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(a) exporting, (b) contractual agreement,
(c) joint venture, and manufacturing,
Exporting A company may minimize the
risk of dealing internationally by exporting
domestically manufactured products either
by minimal response to inquiries or by
systematic development of demand in
foreign markets. Exporting requires
minimal capital and is easy to initiate.
Exporting is also a good way to gain
international.

9. Business Development and Global
Marketing: Not only are the risk factors
underlying the mode of entry largely
contingent on the nature of the foreign
environment, but these environmental
forces also influence the development of
marketing strategies. Decision making for
expansion into global markets is
strategically similar to the decision-making
process guiding domestic marketing
endeavors. More specifically, four
marketing strategy variables product, price,
distribution, and promotion need to be as
systematically addressed in the context of
international mar...

10. Developing Global Marketing
Strategy: Two opposite viewpoints for
developing global marketing strategy are
commonly expounded. According to one
school of thought, marketing is an
inherently local problem. Due to cultural
and other differences among countries,
marketing programs should be tailor-made
for each country. The opposing view treats
marketing as know-how that can be
transferred from country to country. It has
been argued that the worldwide
marketplace has become so homogenized
that multinational corporations can market
standardized products.

Globalization, which signifies integration
and unity in world markets, poses both
opportunities and challenges for crafting
marketing strategy. While most economists
tout the market opportunities catalyzed by

International Journal of Management and Computing Sciences (JMCS), Vol. 1 No. IV (2011) PP 30-38

falling trade barriers and increased.

[nternational exchanges, globalization
confronts strategic marketers with new
dilemmas

Conclusions

It can be concluded with no doubt the
barriers for entry and exit can be found
these are not boundaries actually we can
enter if we are competent enough, But the
same 4 ps will not be applicable after
passing the hurdles at the domestic and
international market the quality of 4 p's of
marketing mix has to be improved.

The intent of globalization is efficiency
improvements and market optimization
taking advantage of the opportunities of the
obal market the economic liberalization
has enabled the companies to grow fast
internally and externally.
The growth of many Indian companies has
long and great leap forward . The increase in

size could keep the companieson astrong
footing to make the further dent into

domestic and international market.

References

1. Kotabe, Masaki and Helsen, Kristiaan,
Global Marketing Management — 3rd
Edition,John Wiley & Sons, Inc —
Publishers, Copyright 2004, ISBN 0-
471-23062-6

2. Kotler & Keller, Marketing
Management - 12th Edition, 2005,
ISBN 81-203-2799-3

3. Theodore Levitt, The Globalization of
Markets, Harvard Business Review 61
(May-June 1983): 92-102

4. Young, Charles E., Advertising
Research Handbook, Ideas in Flight,
Seattle, WA, April 2005, ISBN 0-
9765574-0-1

5. Francis Cherunilam International
Marketing” Himalaya Publishing
QHousepg 110

37

Scanned by CamScanner



Scanned by CamScanner



ISSN: 2249-894X Impact Factor : 5.7631(UIF)
Volume - 8 | Issue - 9 | June - 2019

REVIEW OF RESEARCH (>

APPRO V ED
International Online Multidisciplinary Journal

“Ournal No: 4‘5“

== AVIOURAL PATTERN OF
CONSUMERS TOWARDS
THE ORGANIZED RETAIL OUTLET:
- A REVIEW

 Assistant Professor, Maulana Azad National Urdu University,
chibowh, Hyderabad, Telangana.

Scannedlby CamScanner



Scanned by CamScanner




r

REVIEW OF RESEARCH

B —

ISSN: 2249 894X
IMPACT FACTOR ; S.7831(uw)

UGC APPROVED JOURNAL NO. 485 14

-~ ===

| / BEHAVIOURAL PATTERN OF CONSUMERS TOWARDS
THE ORGANIZED RETAIL OUTLETS - A REVIEW

::N%j n

Dr. Reshma Nikhat

Assistant Professor, Maulana Azad National Urdy University,
Gachibowli, Hyderabad, Telangana.

|
| ““;cn‘;ﬂlny in India is increasing with a tremendous
: due to the rise and improvement of several factors-
f income dynamics, literacyrate,easy access to online
D pping lifestyle, health consciousness, migration of the
i ation from rural to urban areas and the increasing
e . ated middle-income groups and women empowerment.

The main objective of this paper is to strategically
wlyze the Indian retail industry by reviewing different
wups.The study represents that infrastructure, economic
wowth and changing demographics of consumers are the
wjor contributors of organized retail in India. The location of

5
5

£ retail store, store brands, consumerpreferences,salespromotion perceptions and adequate services are

me of the variables that augment the

niler’ssuccess.

Is supplying the right
oduct at the right time
~price in smaller
VIt greater variety.,
- are different  factors
 kept the sector
K€ fore direct
v economicgrowth,
- government
technological
and

Artificial Intelligence powered
solutions can help retailers
combat fierce competition.121.4
cr is the sales from it.The Indian
retail market has around 14
million outlets , (Sinha and
Uniyal, 2007). As India is the
second  highest  populated
country in the world, the
consumption and usage of goods
or the demand is huge for goods
and services. It provides largest
source of employment. Growth
of real-estate and Improvement
in infrastructure also welcomes
the competition, the government
a g the foreign direct

efficacy of retail business and are important factors for

investment has opened the doors
for big investors and global
brands like IKEA and Walmart
will not only bring better
technology and wide range of
products but also will create a
healthy competition and
environment. With huge
agricultural sector offering an
abundance of raw materials the
product and materials will create
a better producer.

Consumer behaviour is dynamic
and the variables that are
significant and associated with
the decision making shall be
discussed, it is important so that

ow-large-chains-liquidate/556273/
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effective decisions can be taken in respect of marketing mix.Finally, it wag i'“‘l:c;ﬁ" i Ny
ALty peur~

papers to understand the gap and scope for the study. e~
Global retail sales through the convenience stores channel reached us o the |
rising 6.7% on 2016, and are projected to register a CAGR of 8.5% over the fOl‘ec\—,', 56 billinn .
to reach US$4,902 billion in 2022. Increasing consumer affinity towards Smaller f(; ‘51 Perigg 20 2017.
convenience is driving sales in the channel, economic growth, coupled with ra'_‘“'ﬂl Stores '-2022
contributed considerably towards the growth of convenience stores in the pasflfd 1Zatjq
experts project duty-free retailing market to grow at a CAGR of 6.06% during the E,W \
also talks about the market size of different segments and their growth aspects llJu lod 2017.9 UStry
countries in Americas, Asia-Pacific, Europe, the Middle East, and Afric 2008 with, ke 1.' It

a regions,14| a
: . : e MIncrege;
affinity towards smallformat stores that offer convenience is driving sales in the chancrel“sm Cong "8
nel,

-

m e e

1.2.Importance:This study serves as the basis for various other features of retailing ;
contributes to the basis of retail spending among corporate houses. By growing globalll“g N futype angd
provide the firm some insights and information on how retailing is viewed by lnd'.%;‘ the Fesults wipy |
focuses on the retail institutions, growth and type of channels that is interesteq AN Consumep i

consumers. i by tlhe |

|

passing the prod |
uct

he.elements in thege |
8 With those of the all-

1.3.Distribution Channel: Frequently there may be a chain of mediators each
down the chain to the next level, before it finally reaches the market. Each of t
chains will have their own specific needs, which the producer must consider alon
important end-user.

1.4.A look at the history of retail : India was sometimes been called a nation of storekeepers hayi
its roots with huge number of retail entrepreneurs in India,even among retail enterprises that em llgg
hired workers, the bulk of them use less than three workers. Its retail sector is notp s{;
developedcompared by the standards of industrialized countries but also in comparison with several
other emerging markets in Asia and elsewhere. Retail sales in a developing country like India, a large
chunk of consumer expenditure is on necessities, especially food related items. Food, beverages and
tobacco accounted for as much as 71% of retail sales, 29% of retail sales are non-food items. This is to
be expected as, with income growth, Indians, like consumers elsewhere, spent more on non-food items
compared with food products.

1.5.The emergence of organised retailing in India: dates to the pre-independence era with textilt
majors setting up their own retail stores. However, the phase between 1990 and 2005 saw organiset
retail grow rapidly with the entry of pure- players like Pantaloons, Shoppers' Stop etc in the organisél
retailing scene in India. Thereafter, growth has been sustained by the foray of corporate like Tat
Reliance and Aditya Birla in the retailing market. Growth of the Indian retail industry is driven b
favourable demographics, rising disposable income, nuclearization of Indian households, improvin
credit facilities and increasing urbanization levels, among others. Organised retail penetration in Indi
is very low at present, implying the huge untapped potential for organised retail players.

1.6. The Indian Retail industry: divided into the organized and the unorganized sector. The non-sto
and the retail outlets in the unorganized sector mainly include the localconvenience store and thé ha
system, and one stop shop. The organised sector includes the big company’s like RPG, Pantaloons a
the foreign players like adidas, Reebok, McDonalds and Pizza hut.

: 2022
13ht’cps://www.businesswwe.com/news/home/20190610005471/‘=_-n/c,'|ob,—,|.(;om,.(._\nience.smr(:_-s-Retailing-2017 20

Market-Size Justty
uhttp;//californiaoracle.com/dutv-free—retaiIing-market-size-global-status-growth—trends-dynamic-demand-in

__—//
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Most fall to consider how price elasticity changes over time, particularly for
Jow market segments react differentially to price changes. In addition, many
1o know how 1o price lr_ufrc'}'mndise when their suppliers offer temporary
jerally unaware of how their pricing strategy influences their overall image.

s¢ and retall Brands: Three critical facets that need to be examined include, the

7 @ ! :

r',i” jo of ""':‘mll::.:r the mlc"“f l“”'V’”.l.“ 1"-”)‘»?'-‘5 ’-'jjlld.i'he role that the store itself plays as a brand

3 Mwl gallo" o an and Raju (2004). They provide interesting insights into the complex interplay

o {leﬂﬂ ¥ "’“.yl and store brands, Specifically, the relative strength of the national brands seems to be

'l);‘(:/rf’" ||u'll';'d;4‘,,-,,.jmn;; whether a store should have one or two store brands within a b g

f i m tor ' '

'('&ckly ~and Buy® “,',_;;mfz'utl’ml;' Al’)hlSh("k Kumar Singh, Naak and Seshadri (2014) studied

o'y 4 from structural, supplier, and buyer perspectives. It explores mechanisms

‘ ¢ B
I(),.‘luppmdm.“m I;]n(,i 4
i

o te rlor value delivered by the supplier firm can be captured in the tendering process.
t which sUP¢ ri gp
fi

r oytract returns for the value of their offerings in a tendering situation by early
pllcrs can jljilvh“y"r‘(" and the buyer organization should leverage the opportunities inherently

‘ﬂ‘l ‘:)/pmv(‘ price-discovery via structural changes to the tendering process by using a tiered
fo If )

dprice pid mechanisim.

gtores: are the significant innovation in organizational form of the early 20th century.
sel ‘cted differently and therefore had several competitive advantages, including more buying

comﬁ)wer costs, over their independent competitors. This greater efficiency is likely to enhance

b { Attitude of the consumers :Afzal saifi and Kamalun Nabi Mohd has felt that organized retailing
)y1h;red the attitude of customers towards modern retail formats and unorganized traditional formats
:.%eihl and NCR and admitted that due to the changing demographics, increase in income, rapid
yebanization and advent of electronic media especially internet as a source of product information ,
«cstomers preferred to purchase from organized outlets because of variety, easy availability convenient
teopping timings, cleanliness and facility of entertainment for children, it is also observed that unlike
1gher age group sample respondents who prefer to visit kirana stores ,the younger generation and
sher income group customers has more inclination towards organized retailing ,also more product
s should be added with a focus on quality of product and most customers have a positive image

6t organized retailing.
i

“2Mall kiosks:An jala.S. Krishen (2010) believes that retail kiosks and the impact of consumer regret

ﬁ"‘OPPing are becoming an increasingly common avenue for the release of innovative products and

g&hk;"‘,‘try into the r etaillmarket, this paper introduces the importance of consumer decision making in

Enmnstl'rt:lnments. Retailersmust minimize the perception of risk involved in purchases.. and relates

pin toas (regret and variety), which have proven to be very important in e-tail gnd retail
810 show how they can minimize consumer's perceived risk during a shopping experience.

13
‘ mﬂr ?f Retailing: AcFording to the theory of wheel of retailing, retail in-novators' often first
Yade the prlc)) c;Ee operators with low cost and low margin requirements. Over_ time, the _mnoyators
Wation maty, cts they carry and improve their facilities and customer service and'prlce rise. As
g re, they become vulnerable to new discounters with lower costs, the rise and fall of

0f rety
' iling follows a cycle called the wheel of retailing,

M Mtribyges. _
ul'tleo‘;; aBOHe (1991) suggest that the mature market can be attracted by offering special
. “o Vil age,

‘www.lbp.world
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1.14 Retail Store Design: consumers are sighted and visually attuned to labels, colours |; .
14, » 1ghtj

of purchase displays, point-of-sale .il.lformation, and merchandising. These visyg]g Provige "8 Ping,
system that is assumed to be cognitively processed by consumers as they move throyg, tha Vb
environment. However, many handicap and legally blind people are impaireq to the de Shop,.. ©

reading signs and other printed materials, and/or distinguishing landmarks anq faces jg difﬁegree thag

impossible. Cult, i Nog

1.15.Retail Training: should include information on how to recognize the Uniquenegg of

ask questions, what type of assistance is desired so that the con.sume.r gan maintain contrg] co sum&s,
communicate that the shopper is expected. A key aspect Of-thlS‘ tr.almng needs to be t, eéznd h°Wto
employees that consumer tastes are driven by characteristics inside a person, not by CharCate Tetail

: ACtericy:
that are visible to the employee, switch retailers as they become accustomed with the retail Storc;ensncs

|
09) lika |

to tag
nal Strategjc :;1;

1.16.Identified Mainly the Challenging Factors: SthapsuSekhar& Sarat Kumar Sahgq (20
technology, supply chain, human resources, store positioning faced by the retailers anq trying
with the issues and overcome it to face the challenges around at the operatio

conceptual level.

1.17.Shopping Practices: AbdulMajed Amin studied the effects of the massive arriyy of foreiol
distribution concepts in emerging countries on the evolution of the local buyers' shopping Obse:\: L
The conflict of the latter, long adapted to the traditional network, with the new retail outlets giyes ﬁe&‘
to the emergence of new modes of shopping and purchasing, trends in consumption in ap emergiss
country Morocco for instance, the differences in social classes gives place to varied shopping Strategies; |
Where the consumers change some values and shopping behaviour inherited from the traditiona] tradéi
into the modern distribution stores. Global and local retail banners laying on their perceived images,

store attendance and shopping practices which reflect their contrasted positioning strategies ang that
the implications on the public policy to manage the balance and the future of local traditional shops and’
modern retail stores.

1.18.Sales Promotion: Smith and Moschis (1985) suggest that age relates positively to the use ﬁ
money-saving sales promotion offers, such as cents off and/or coupons; yet, their research does not
support this view. In many instances, price and price related aspects are of lesser importance, which|
could explain the preference for department store shopping by the mature patron as opposed to
discount store shopping and Bearden (1978) agree that the most important attributes of store selection
relate to the relationship of quality to price and the finding of satisfactory products. Manoj Verghese
and Pooja luniya felt that price form of promotion influences impulse buying among consumers TPRis
the major tool. Consumer as it provides direct off on the product. Mostly females are more attracted
towards TPR further other forms of price promotion also influences impulse buying behaviour non:

price forms.

1.19.Segmentation: Bone (1991) concludes: “Thus, chronological age does not seem to be
appropriate segmentation variable”. Lifestyle or psychographics has emerged as a Very rob
technique of identifying distinct categories of buyer behaviour. French and Fox (1985) discussed 2
the adjustment patterns of the elderly to old age. They were able to identify two factors that un_dtﬂ'h
list of behaviours and attitudes of the elderly. The first factor is how much the elderly enjoy retirems
living, the second factor is the extent to which the elderly is secure in the adjustment process. Ind]
Customer. With an evolving demography, the market for retail is gradually getting segment¢®
retailers, the key is to tap rising lifestyle spends like mobile phones and cars.

; : ed
1.20.Layoffs: The temptation for retailers facing a recession is to engage in layoffs. when me?:;ﬁoj
recession survival, people are an asset and not a liability. the segment diffusion of con

/
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rete, and that while the new superstore form
i '“‘:&‘ Kot the dominant constraint on hoth dors

pited penetration of the perishable’scate
¢ on the retail context, for managers an

joys better perceptions than the
modern formats' market share growth
gory. The goal is to develop a set of
d policymakers who have a stake in the

w“‘ﬂc‘s»
asvet: the availability of data has led to 1o

X an . TN
w‘* e elationship between individual shoppers and their preferred retail outlets.

the
» u\w s sh will switch sto i :
_ oivditions, shoppers res. While it is well acc i
‘\f M " ain products may induce shoppers to switch Stores, and thate gzen(:et::;mper;z (a;.;

At O ; ook for differences across stores, less i
W R Wil actively oo b €8s IS known about the longevi
EN‘!V question needs to be answered if retailers are to effectively managr::g z:z: :ht:i(:

switch” takes place only

yalty programs and other initiatives

W, HhS
w\*‘m @ts - the customer base. Moreover, we consider that a "

mm“ﬂ; most of the share of wallet from one store to another.

:: Qervice:  Kotler et al. (1998) emphasiz‘ed the importance of effective interaction
R ot providers and customers to create superior value during service encounters. Studies
"%‘w““! compantes show that good customer service can set one business apart from other

AR Quatomers use these cues to ascertain the quality and value of the intangible services the
@,M and Agarwal, 2000).

e Motives: A to Sheath (1983) there are two classes of motives underlying shopping

. fanctional and non-functional, of which Tauber’s (1972) motivations are the non-functional

motive is solely a function of the buying motive, the decision to shop will occur when a
Ror goods becomes sufficiently strong to allocate time, money, and effort to visit a store.

saand Relationship: Arvind Sahay has felt that young consumers do form relationships with

& on ol the six dimensions of consumer brand relationship and found that love and passion
—— relationship is stronger amongst teenagers as compared to young adults and that
ik N & 1A stronger influence than peers, and that consumers do compare price irrespective
om0 the drand relationship is.

¥ MohammedBilal Uddin& Bilgis Akhter (2012) service quality and fair price have
customer satisfaction of a mass service industry.

.I d value: has intermediating role between quality, charge fairness and satisfaction. fair
SRive direct impact on customer satisfaction; operators are recommended to formulate
Strategies that focus on expectations of customers to enhance level of
m the service provided to them.

Ravindar reddy highlighted that the key factors in influencing the perceprua

 Buyers' black box in selecting the retail store and retail brands. The perceptual

- .
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is not limited to loyalty, its effects extend to behavioural responses like consumerg’ Wi“ingness

more for the service. 1
1.30 Consumer Decision Making Process: According to Mumtaz
customer behaves differently at the time of purchasing goods/servi

factors such as family, age, culture, and advertising have an im
thinking,whereas price is associated to product,

Jing Fengjie and Naveeq Ak
ces as it depends op s hte
pact on an individua's W:yro

0

1.31.Economic Reforma in India: Suchi P
in India have brought about major changes

atel Anand and Zerna (2013) studied that Economic reformy
marketing has become an important conce

in the whole market environment. With those changeg -
rn to marketers. Environment, proper understanding of tr};
nature and profile of the rural consumers, designing the right products to appeal to them, ang Suitah]
media for communication and distribution. The Indian marketers, therefore, needs o change the
traditional view about the rura] India’s rural consumer that settles for less. o

1.32.Location: Sunil Chopra (2010) decisions regarding the role, location, capacity, and
facilities have a significant impact on supply chain’s performance. It is an important

influences the customer’s choice of the outlet, regular visit of the customers to the gy
purchases at the same outlets etc.

flexibility
factor th,
tlet, repe;

1.33.Store Brands: Sandeep (2014) revealed that most of the youth have Positive opinion towards g
store brands in fashion-wear and accessories. Most of the respondents opined that quality, reliabilij

and brand image are the dominant aspects that differentiate store brands with national ang region
brands.

1.34.Store Formats: Vipul Jain(Apr 2012) argues that consumers purchases from more than one outl

despite some preferred store or store format, this indicates that consumers perception of outlets ar

preference do not result in patronizing of retail outlet and so situational factors should be considers
for better predictability of consumers buying behaviour, modern consumer is increasingly realizing b
nature in acquiring more and more assets, and/or artic

les in general and electronic gadgets, electron
produces/devices in particular (Erich From) including

digital based services, the modern consumer
expecting the organizations to uphold business ethics in general and that of Business Transparency
particular.

1.35.Green Marketing: Tanushri Purohit (Feb 2014
towards green marketing in India is on the rise a
competitive advantage for the com
the consumer. Touching the live
challenging and fast growing.

) felt that the attitude of retail organizatiol
nd this green image of the company can be
pany and will help in creating a more positive image in the minq§
s of millions Indian retail sector has emerged as most excitl

1.36.Technological Development: the sh
malls is worthy and less time consumin
consumers. Considering the retailers an

Opping experience According to Katole Hemant (2011)
8 time taken for payment and obtaining suggestions from ¢

drge coupon etc as per the preferences of people.

1.37 Lifestyle: Kamalaveni (2008) has felt that India is witnessing a change in life styles and ther® |

; |
need to understand the emerging markets and consumers has become a big challenge for the &

brands in creating and managing a powerful brand. Branding is one of effective competitive tools an¢
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at consumers
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its popularity, brand image,
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women. However, according to the Estonian | abour Force Survey, the employment rate of women ggeq 15
years was 59.8% in 2004, Nonetheless, there are 81X counties in Estonin (all having a high share of rypy,
where the employment rate is lower than the §7% target set for women by 2005 in the Lisbon Strategy
According to this study, the majority of female entreprencurs are 16-65 years nltlk;nul only one-third gre
younger than 35 years, The percentage of entrepreneurs increases with age, perhaps indicating thy wom ’
often start their own business when they cannot find a convenient job nearby. I'he majority of '“'-Pnndc:n
have family relations: 79% are married or cohabiting, and 62% have al least one child younger than 18 ycn:
Having children does not seem to be a constraint for women in starting their own business, '
Generally, women are active in areas that do not require large investment: services (ht'iml)'-'st‘rviw
hairdressing, sewing, etc), tourism and agriculture, In addition, many women also work in another areg ll;
order to decrease the business risk. Women tend to start their businesses slowly, take fewer risks thap m‘.n’

f
|
|
|
|
and try to avoid taking out loans.
yming an entrepreneur. The primary driving forces are the I

ireqy) '

Figure 1 outlines the main reasons for becc
wish to have a job and earn money, but also to be financially independent and/or have flexible working time,
For many women, the possibilities of gaining new experience and knowledge, as well as testing one’s businu‘
capacity, are important factors. :
1: Main motivators in starting own business
source: Talves and Laas, 2004, p.51
0% 40% 50% 60% 70% 80%  90% 100%

Figure

0% 10% 20%

Opportunity of having & es ] r ‘l m ‘*"IJGB ,lf,- = Jl f!.r}“!! 0y 7 T4 ,
' ) - AR WL T 1 g Ll shel i - -
job and earning money -
Bging financially AT i v 60N TN TS =Td
independent
New experience and |mm——r=rmpeeres TR T T
knBWlﬁdgﬂ \-"'F gl i‘t\ !’lw‘,n 5.2 57 [ !:‘\ i ll = ‘yi{ 5
Flexible working hours U T g B4 v N ot wgd Wik s 6] 6
Self-challenge |IHIRRUDAR R4 Y VR, 10 |65
Other reasons [JRVTIIEweS M ud.4 8 eATIRSR O 1 | 35 J
o Very important | Fairly important I
O Minor importance 0 Not important at all I
|
|
CONSTRAINTS FACED BY WOMEN ]
. 5 : bersﬂ"dl
Lack of Confidence: women lack confidence in their strength and competence. The family mem '
the society are reluctant to stand beside their entrepreneurial growth. tor fO
t barrier

Socio-Cultural Barriers: Women’s family and personal obligations are sometimes a gred

succeeding in business career. oden
Market-oriented risks: Stiff competition in the market and lack of mobility of women make the depe
of women entrepreneurs on middleman indispensable.
Motivational factors: Self-motivation can be realized through a mind
attitude to take up risk and behaviour towards the business society by shouldering t
_ Knowledge in Business Administration: Women must be educated and trained ¢
the skills and knowledge in all the functional areas of business management.

set for a successfu! ibilitie
he social respon® :
onstantly 10 |
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» pRENEUR IN GLOBAL ECONOMY

ds up lives and the new millennium is now upon us, jt js useful :
e of the driving forces of the global economy of the 21 ::Je:](: take time to reflect
’,illsufe' ‘orce that policymakers cannot afford to ignore. What are the im I‘_‘fy-.Women are an
mli) ughout the world? How can women’s business association’s best Elcatlons. of this for
& :’lzim rove the staufs f)f v'vomen in the world economy? The world’s mofieﬁlecloﬂ‘;fn ;;o;n:?nl
wzy, depends o0 the participation of both sexes. V\./ouldn’t‘ it be ideal to envision as normal a global
mordef pased on de'moc_racy, frge enterprise, and international I:?w? Since no such system has ever
jissystem Jooks utop-lan, if not ’nalve: However, z.;ov'emm_ents and institutions promoting democratic
deareal difference in WOmMens .busmes-s organlzanor}s in newly emerging market democracies. In
J cconomy of the 21st century, international trade will be a key source of economic growth and
Jent, Recent surveys conducted in several countries by the National Foundation of Women Business
NFWBO) indicate t

hat women-owned firms involved in the global marketplace have greater revenues,
optimistic about their business prospects and are more focused on business expansion than women-
s that are domestically oriented. Obviously,

expanding into international trade can pay off for
wned firms. However, it is not clear that smaller enterprises are benefiting from this potential as much
fims. Women'’s business associations can and should ensure that their members—large and small—
pedtoreap the rewards of expanding into the nternational arena. Women must learn how to play the
?nal trade game, and a global network of women’s business associations can help them do that.
mtechnology can help identify markets, provide industry information and spotlight trends about
nle of women in national economies can be. More information about women-owned business
fslssorely needed to force policymakers to realize that women are an economic force 0 be reckoned
Ofthis process is to document the economic significance of women-owned enterprises i order to
onstructive dialogue. What women’s business organizations (WBOs) can prov
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¢ Ability to mobilize and marshal resources.

¢ Strong determination and self confidence.

* Preparedness to take risks.

® Accepting changes in right time. o o

® Access and alertness to latest scientific and technological informatio

Many women have these qualities but they never got a platform to showcase their talents an

d hence
they don’t know their real abilities.

CONCLUSION

Ina world of rapid change, all entrepreneurs must have the flexibility and crealiv'ity to meet the changes
they face. The importance of a strong, mindful vision that can lead toward a better world is often underestimated,
Lets’ join hands and mark the beginning to raise the women and influence them, motivate them by showip

them the various vibrant paths waiting for them. And all the women, who’ve read it, remember: ‘-‘Nothing is
impossible...” this is what you teach our students or children. Follow it for yourself as well..!!! Life will then
be wonderful.
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8" International Conference on Corporate Governance

CSR Policy and its implementation: A study of select I'T companies

Dr Reshma Nikhat'

Abstract

Days are gone when the corporates use to be responsible for the goals of the
organization now it has to equally think about the society who is directly or indirectly getting
affected with the policies, taken such care of the society is termed as Corporate social
responsibility (CSR) is generally understood as being the way through which a company
achieves a balance of economic, environmental and social imperatives ("Triple-Bottom-Line-
Approach"),focusing on people planet and profit. While at the same time addressing the
expectations of shareholders and stakeholders, as explained by United Nations Industrial

Development Organization (UNIDO)"Corporate Social Responsibility (CSR)" can be
referred as corporate initiative to assess and take responsibility for the company’s effects on

the environment and impact on social welfare. It has become prominent over the last two

decades as the policies and the practices where not upto the codes and standards.

It is not charity or mere donations, but a way of conducting business, by which
corporate entities visibly contribute to the social good. CSR is used to integrate economic,

environmental and social objectives with the company's operations and growth.
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10 December 20iQ
6" Technical Session A: (315 - 4.30 pm) Venue: Golden Mine

Session Chair
Prof BS Ghuman

Prof Ghuman is a former Dean,
Faculty of Arts, Department of
public Administration, Punjab
University. He is a member of
Punjab Governance Reforms
Commission, Director - FACT

(a Government of India
Undertaking) and a Former
Member, Fifth Pay Commission,
Punjab.

Prof Ghuman has published

more than 60 papers and a book.
His areas of specializations
include Development Planning,
Poverty and Environmental
Studies, Governance, Economic
Administration and Public
Enterprises Management,
Quantitative Analysis, Financial
Administration, Economic Theory
and Labour Economics,

He is an associate of the Center
for Business and Public Sector
Ethics, Cambridge (UK), and is
also on the editorial board of
Severa| journals.

Social Responsibility |

Impact of NALCO's CSR interventions on Project-
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RR Prasad and Subrat Mish; 4

Corporate Social Responsibility: A Case Study of
Nelcast Energy Corporation Limited, Chennai
P Ramamohana Rao

LIC: The Frontrunner in Corporate Social Responsibility
BK Surya Prakasha Rao and G Prasad
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J Kiranmai

Corporate Social Responsibility in Construction Industry
in India - An Overview
K Srinivas

Corporate Social Responsibility: The Indian Style
Naga Raju Alluri and BC Sunkanna

Corporate Social Responsibility in Education: Old
Values, New Paradigms
Shalini Gupta

Social Responsibility in the Identification Infrastructure:
A Perspective in the Indian Context
PN Sankaran

Corporate Social Responsibility of Small and Medium
Enterprises in India

Laila Memdani

Corporate Social Responsibility of Tanir Bavi in
Mangalore: An Overview

Parashurama Kamath

Corporate Governance and Social Responsibility
M Surat Kumari

orate Social Responsibility

corp Nikhat and Osama Bin Salam

Reshma

Corporate Social Responsibility .
Sani,tha Ratnakaram and Venkama Raju Chakravaram
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CONTEMPLATE SALES PROMOTION
FOR SUCCESSFUL BUSINESS
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Sales promotion consists of a diverse
collection of incentive tolls, mostly short term,
desipned to stimulate quicker and / or greater
purchase of particular products/services by
consumers or the trade,

Sales Promotion is an important method
of promotion which supplements personal
aelling and advertising effects. According to
American Marketing Association” “Sales
ln'mnnlmn includes marketing activities, other

vir

gy §

¢ Create goodwill among the present as
well as prospective customers.
¢ Create good public image of the product

and the firm.
Need and Importance of Sales Promotion :

Sales Promotion acts as a bridge between
advertising and personal selling. Due to the
diversity of markets, the importance of sales
promotion had increased tremendously. Sales
promotion helps to remove the customers

dissatisfaction about a particular product,
manufacturer and create

than personal selling,

brand image in the

advertising such as
displays, shows and
expositions, demonstra-
tions and various non-
recurring selling efforts
which are not in the
ordinary routine.” Sales

Sales promotion includes marketing
activities, other than personal
selling, advertising such as displays,
shows and expositions,
demonstrations and various non-
recurring selling efforts which are not

minds of consumers and
users. The sales
promotion devices at
the point of purchase
stimulate the customers
to make purchase

promotion includes free

in the ordinary routine.

promptly on the spot.

samples, premium on

sales, sales and dealer incentives, contests, fair
and exhibition public relations activities etc.
Sales promotion are those activities, other than
advertising and personal selling and stimulates
market demand for products.

The basic purpose is to stimulate on the
spot buying by prospective customers through
short term incentives. These incentives are
essentially temporary and non-recurring in
nature.

Objectives of Sales Promotion :

¢ Introduction of new products to the
market through educating people

¢ Attractive new customers by offering
attractive gifts.

¢ Increases sales in slack season

Benefits of Sales Promotion :

¢ Spreads information

¢ Stimulates demand

¢ Customer satisfaction
Stabilization of sales volume

¢ Create product identity

’ Performance appraisal criticism of sales
promotion

Why is Sales Promotion Criticized :

No real incentives : The incentives offered
through sales promotion schemes are fictional
and not real. It is said that manufacturer will
realize the cost of their incentives by raising the
price of goods.

LA"OC- Professor, Jyothismali Institute of Technology and Science, Karimnagar.
mpﬂﬂl/ ty, Anwar-Ul-Uloom College of Business Management, Hyderabad.
"Asst, Professor, [yothismali Institute of Technology and Science, Karimnagar.

(Business Vision October - December, 2010
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Nommoving products are passod off : Ounly products
which are lacking in quality or are not likely to
be favoured by customers, require sales
promotion efforts.

Temgporary Nature : The sales promotion schemes
are carried out during particular seasons and
not on permanent basis. The results achieved
through them are generally short lived. As soon
as the incentives offered under such schemes
are withdrawn, the benefit in terms of increased
sales may also vanish.

Types of Sales Promeotion :

Sales promotional activities may be
broadly classified into the following

¢ Consumer sales promotion

. Trade sales promotion

. Business Sales promotion

.  Consumer - Promotion Teols :

Sampies: Samples are offers of a free amount of
a product or service. The sample might be
delivered door to door, sent in the mail, picked
up in store, found attached to another product,
or featured in an advertising offer. Sampling is
the most effective and most expensive way to
introduce a new product.

Coupons: Coupons are certificates entitling the
bearer to a stated saving on the purchase of a
specific product. Coupons can be mailed,
enclosed in other products or attached to them,
or inserted in magazine and newspapers ads.
Discount or price off: In order to increase sale,
many producers introduce price off offer to
customers. Under this, the product is offered at
a price lower than the normal price. For eg,
ii off sea "';(wimcr).ceilm&m.Coolers
may be offered at 20% or 30%

¥

label or package. They can take the form of a
reducedprice pack, which is single packages
sold at a reduced price (such as two for the price
of one) or banded pack, which is two related
products banded together (suchasa tool?\bn%sh
and toothpaste). Price packs are very effective
in stimulating short-term sales, even more than
coupons.

Premiums or Gift Offer: Premiums (or gifts) are
merchandise offered at a relatively low cost or
free as an incentive to purchase a particular
product. There are three types of premium offers
(i) with pack premium (ii) a reusable container
(iii) a free in mail premium.

(@) Packaged Premium: In this type of sales
promotion marketers pack some gifts inside the
product package. The gifts create desire to buy
the product. One such scheme was launched by
a toilet soap marketer in which gold pendant
was put inside a toilet cake.

(b) Free in mail premium: In these tvpes of sales
promotion the customers do no get immediate
benefit promotion the customers do not get
immediate benefit at the time of making a
purchase. Rather the customers are required to
correspond with the marketer by sending, for
eg, a wrapper or some proof of purchase or
multiple purchase to claim the benefit. For
instance, a company making chocolate required
the kids to send specially marked wrappers to
claim gifts.

(c) Container premium : This category of sales
promotion is also very popular with the
marketers of jams, detergents and soaps. In this
scheme, the marketer devises special containers
for packaging the product which could be used
by the customer for some. For eg coffee powder,
Qats etc in unique. Jar which could be used by
the housewife in the kitchen for storing things.

Prizes (Contests, Sweepstakes, Games) Prizes are
offers of the chance to win cash, trips, or
merchandise as a result of purchasing
something. A contest calls for consumers to
an entry - a jingle, estimate, suggestion
examined by a panel of judges who will
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every time they buy - bingo numbers, missing
letters - which might help them win a prize.
Patronage Awards: Patronage awards are values
in msh or in other forms that are pmpnrlion.ﬂ
o one’s patronage of a certain vendor or group
of \.'c'ndors. Most airlines offer "frvqucnt-ﬂvc}r
plan” providing points for miles traveled that
can be turned in for free airline trips.

Free Trials: Free trials consist of inviting
prospective purchasers to try the product
without cost in the hope that they will buy the
product. Thus auto dealers encoﬁrage free test
drives to stimulate purchase interest.

Product warranties are important promotional tools
: These especially make consumers more quality
sensitive.

Tie-tn Promotions: Tie-in promotions involve two
or more brands or companies that team up on
coupons, refunds, and contests to increase their
pulling power.

Cross-promotions: Cross-promotions involve
using one brand to advertise another
noncompeting brand.

Quantity Deals : Some times, sellers devise
special package which gives extra quality of the
product to the buyer at the same price. These
deals came in the form of “Buy three, get one
free” offer for beauty soaps like Nirma, Lux.

Quiz Contests : There may be customers contest,
salesma contest and dealers contest. Contests
an and dealers are intended to
n to devote greater efforts and for
s ideas in the task of sales
or consumers is held on
product regarding liking
o I = TR
en: They can
xplaining their

performance”

at important busy centers like railways station
and bus stops. The retailer organize such shares
in their own shops. Window display is very
popular with the retailers since it helps in
informing the customer the types of goods
available with them.

Free offer : Recently several companies are using
free offers to promote their products for
instance, 36cms TV free with purchase of 95cms
TV.

Exchange offer : Attractive terms are offered to
the old item and moreover, consumer finance
is amade available for the amount of difference
between the price of new item and sale value of
the old item.

II.  Trade-Promotion Tools :

Manufacturers use a number of trade-
promotion tools like :

Trade Promotion can persuade the retailer or
wholesaler to carry the brand: Shelf space is so
scarce that manufacturers often have to offer
price-offs, allowances, buy-back guarantees,
free goods, or outright payments (called slotting
allowances) to get on the shelf, and once there,
to stay on the shelf.

Trade Promotion can persuade the retailer or
wholesaler to carry more goods than the normal
amount: Manufacturers will offer volume
allowances to get the trade to carry more in their
warehouses and stores. Manufacturers believe
that the trade will work harder when they are
“loaded” with the manufacturer’s product.

Trade promotion can induce the retailers to promote
the brand by featuring, display, and price reductions:
Manufactures might seek an end-of-aisle
display or increased shelf facings or price
reduction stickers and obtain them by offering
the retailers allowances paid on “proof of

retailers and their
- Manufacturers
ffering push

romotion can stimulate
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they would freely choose to spend. The
increased concentration of buying power in the
hands of fewer and larger retailers had
increased the trade’s ability to demand
manufacturers financial support at the expense
of consumer promotion and advertising. In fact,
the trade had come to depend on promotion
money from the manufacturers.

[lI.  Major Trade-Promotion Tools :

Price-Off: A price-off (also called off invoice or
off-list) is a straight discount off the list price
on each case purchased during a started time
period. The offer encourages dealers to buy a
quantity or carry a new item that they might
not ordinarily buy. The dealers can use the
buying allowance for immediate profit,
advertising or price reductions.

Allowance: An allowance is an amount offered
in return for the retailers agreeing to feature the
manufacturers products in some way. An
advertising allowance compensates retailers for
advertising the manufacturers product. A
display allowance compensates them for a
carrying a special product display.

Free Goods: Free goods are offers of extra cases
of merchandise to middlemen who buy a certain
quantity or who feature a certain flavor or size.
Manufacturers might offer push money, which
is cash or gifts to dealers or their sales force to
push the manufacturer’s goods. Manufacturers
might offer free specialty advertising items to
the retailers that carry the company’s names,
such as pens, pencils, calendars, paperweights,
memo pads and ashtrays.

Store administration : Under it, sale personnel of
the manufacturer carryout special
demonstrations of their products for the benefit
of dealers and consumers. The object is to
educate the dealers and consumers about
qualities of the product, how it is be used, and
S0 on.

Dealer contests : Under this dealers are offered
additional incentives for attracting

predetermined sales targets or for arranging
attractive display and demonstration of the

products.

S;i(‘cl'rl[ discounts : During the promotion
campaign, a manufacturer may offer special
discounts on purclmsvs made by retailers such
a campaign may be called price off scheme or
off list. Special discounts increase the profil
margin of the dealer who gels encouragement
to push up sales of the product.

Push Money : The dealers may be givena specific
amount of money to push the sales of the
manufactuers products. Cash reward is given
for purchasing the product among, the buyers
when there is tough competition in the market.
As the number of competitive sale promotions
has increased, friction has been created between
the company’s sales force and its brand
managers. The sales force says that the retailers
will not keep the company’s products on the
shelf unless they receive more trade- promotion
money, while the brand managers want to
spend the limited funds on consumer promotion
and advertising. Some company sales vice
presidents are insisting that they control the
budget for consumer promotion and especially
trade promotion, since they know the local
market better than a brand manager sitting at
head quarters. Some companies have given a
substantial part of the sales promotion budget
to the sales force or local marketing managers
to handle. Manufacturers have other problems
with trade promotions. First, they find it
difficult to police retailers to make sure that they
are doing what they agreed to do. Retailers do
not always convert the buying allowances into
reduced prices for consumers, and they might
not provide extra shelving or display even after
receiving merchandise or display allowances.
Manufactuers are increasingly insisting on
proof of performance before paying these
allowances. Second, more retailers are doing
“forward buying” namely, buying a greater
quantity of the brand during the deal period
than they can sell during a 12 week or longer
supply. The manufacturer finds that it had to
schedule more production than planned and
bear the costs of extra work shifts and overtime:
Third, retailers are doing more “diverting”,
namely buying more cases than needed in
region in which the manufactuer offered a deal

e W /i W hncembéﬂ 2010
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and shipping the surplus to nondeal regions,
Manufacturers are trying to handle forward
buying and dealing by limiting the amount they
will sell at a discount or producing and
delivering less than the full order in an effort to
smooth production. All said, manufactuers feel
that trade promotion had become a nightmare.
It contains layers of deals (off-invoice, street
money, lump-sum funds, market development
funds) is complex to administer, and the
manufactures lose money for the most part.
Kevin price describes trade promotion in the
following way.

Business-Promotion Tools:

Companies spend huge amounts on
businesse promotion tools. These tools are used
to gather business leads, impress and reward
customers, and stimulate the sales force to
greater effort. Companies typically develop
budgets for each business promotion tool that
stay fairly close from year to year.

Major Business-Promotion Tools :

Trade shows and conventions : Industry
associations organize annual trade shows and
conventions. Firms selling products and
services to the particular industry buy space and
setup booths and displays to demonstrate their
products at these shows. Trade show help
companies reach many prospects who could not
be reached through their salesforces. About 90%
of a trade show’s visitors see a company
salesperson for the first time.

Sale Contests: A sales contest is a contest
involving the sales force or dealers, aimed at
inducing them to increase their sales results over
a stated period, with prizes going to those who
succeed. A majority of companies sponsor
annual or more frequent sales contest for their
sales force. Called incentive programs, they
serve to motivate and to give recognition to
good company performance. The good
performers may receive trips, cash prizes, or
gifts. Some companies award points for
performances, which the received can turn into
any of a variety of prizes. Incentives work best
when they are tied to measurable and

chievable sales objectives (such as finding new

accounts, reviving old accounts) wh
employees feel they have an equal chanc
Otherwise, employees who do not think the
goals are responsible will not take up the
challenge.

Speciality advertising: Speciality advertising
consists of useful, low- cost items given by sales
people to prospects and customers without
obligation and which bear the company’s name
and address and sometimes an advertising
message. Common items are ballpoint pens,
calendars, cigarette lighters and memo pads.
The item keeps the company’s name before the
prospect and creates goodwill because of the
items utility. One survey indicated that over
86% of manufacturers supply their salespeople
with specialty items.

Conclusion :

Evaluation is a crucial requirement, and
yet according to a researcher, “evaluation of
promotion programs receives.. little attention.
Even where and attempt is made to evaluate a
promotion, it is likely to be superficial”. The
promotion evidently attracted new triers and
also stimulated more purchasing by existing
customers In spite of these sales promotion will
continue to play a growing role in the total
promotion mix. Its effective use will require
defining the sales promotion objectives,
selecting the appropriate tools, constructing the
sales promotion program, pretesting it,
implementing, and evaluating the results. The
sales promotion only altered the time pattern
of demand rather than the total demand. The
promotion may have covered its cost but more
likely did not.

Sales promotions can also evaluate
through experiments that vary such attributes
as incentive value, duration, and distribution
media. Beyond these methods of evaluating the
results of specific promotions, management
must recognize other potential costs and
problems. There are many points to be discussed
conceptually to state that sales promotion will
have its impact on sales if high priority is given
for customers need and demands. Then we can
see a great change into sales promotion.

)
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A SYSTEMS MODEL FOR GREEN MANUFACTURING

The technology of green manufacturing has been growing in interest and importance
recently. The opportunities for developing advanced manufacturing capabilities while, at
the same time, reducing the impact of manufacturing on energy use, water and resource
consumption and, overall, greenhouse gas emissions and carbon footprint are numerous.
The background, vocabulary and motivation for green manufacturing and the competitive
opportunities for manufacturers who embrace this growing movement are reviewed.

- Mr. Osman Bin Salam, Asst Prof.,

Jyothismathi Institute of Technology & Science, Karimnagar.

- Ms. Reshma Nikhath, Assoc. Prof,

Amjad Ali Khan college of Business Administration, Hyderabad

Introduction :

A significant shift in manufacturing
techniques is being noticed in developed
economies all over the world. Smarter and
leaner production techniques have displaced
inefficient means of production. On a more
noticeable level, hybrid vehicles are beginning
to populate our roads. The term ‘Green
Manufacturing’ has established itself in the
vocabulary of engineers and manufacturing
professionals Green Manufacturing is
generically defined as ‘elimination of waste by
re-defining the existing production process or
system’. Several other jargons such as ‘end-of-
line management’ mean the same thing. We
have all come across company examples that
take their problem solving approach to the next
level and develop innovative techniques
towards effective solutions. Such solutions
result in cost savings from reduced work
handling, effluent control, process automation,
etc. All these efforts are applications of green
manufacturing. '

This manufacturing concept is not just
restricted to addressing the social and
environmental impact of a pollution-centric
pProcess. Green manufacturing addresses
Process redundancy, ergonomics and cost
_implications due to faulty methods of
- Producing goods. Faster and cheaper are no

| Uﬂnger the only two criteria in manufacturing a

PIOd

or evaluating an existing process line.
other factors such as materials used in

their treatment (or possible limitation), life of
the product and finally, treatment of the
product after its useful life are all important
considerations.

‘Green manufacturing” involves product
recovery activities and reverse logistics. The
former reflects on various operations, which are
directly applied on the returned product so as
to convert it to a usable one. There are various
types of such activities like remanufacturing,
recycling, refurbishing, etc. On the other hand,
reverse logistics is the area that focuses on
inbound supply and distribution of the used
products and the inventory management This
once again can be divided into inventory
management activities and reverse distribution
processes.

The uniqueness of these activities is
mainly centered on the uncertainty factors,
particularly relating to timing, quality and
quantity of supply of used products. The
following facts justify the reasons for the
complexity inherent to ‘Green manufacturing’.

¢ The timing, quality and the quantity of
returns are unknown.

¢ Demand is also stochastic in nature, so
balancing returns with demand is vital.

¢ Disassembly operations are highly variable
with respect to the time required which, in
fact depends on the condition of the
returned product, modules, components or
parts.

)
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¢ There exist various methods of product

recovery depending on the condition of the
product, for example, returned items may
be either remanufactured or used for spares

or sold to secondary market or recycled.
Logistics network is alsoa complex domain
of ‘Green manufacturing’ due to the
involvement of stochasticity both in supply
of returns and demand of remanufactured
products, and existence of both forward and
reverse distribution channel s.
¢ Uncertainty exists also in routing and
processing times, as the condition of a
returned product is not known before
disassembly operation.
Green Manufacturing and Efficiency :

[ Wastes Generating Processes I

r RCd:ICC J ﬁ)mlrol ] [ Elim.inale
WP L T

> Eliminate casual factors Eco E@

Time is money, energy is money and
consumables are money. Making the same
product using fewer resources and /or energy
is a good strategy to make money. In other
words, being efficient through preventing waste
is both eco as well as money efficiency. In
manufacturing there are a lot of wastes that can
be eliminated in the process as well as the
product. Green manufacturing strategy to
reduce wastes is outlined in Figure 1.

Green Manufacturing with Environment:
Most large Western companies these days
view going green as an imperative, not an
option, as they face calls from customers,
regulators, shareholders, partners, and directors
to reduce their carbon footprint and the impact
of their operations on the environment. And
while green strategies are socially responsible,
equally important is that they can lower costs,
minimize energy sticker shock, and potentially
rovide new revenue and profit streams. Many
s find manufacturing operations a

=8

Primarily because even before pr

y . 50
hionable, production systemg y, o
efficiencies and regy .

initiatives,
became fas '
focused onimproving
resource consumption.

The appl.opl-.iate cr‘gvironmental
commitment varies widely among COmpanjg
and among industries. But generally there o,
three prevaleﬂt green strategies (from simple
to complex):

Responsible: Seeks to meet the bagj,
sustainability demands of key stakeholders
such as trade customers and regulators, am{
maintain the company’s competitive positiop,
Initiatives tend to be focused on compliance,

Efficient; Pursues operational efficiency
and cost competitiveness through
environmental approaches that also leverage
Jean principles. The goal is chiefly to provide
cost savings, with revenue opportunities
viewed as a possibility down the road.

Differentiated: Elevates environmentally
sound behavior from a social responsibility to
a core operating model by placing a “green
lens” on the entire product life cycle and
integrating green messaging into brand

ositioning and communications. With this
substantial effort, green strategies are the source
of long-term business value and enhanced
market share.
Conclusion :

As a scientific field ‘Green manufacturing
is still young. It needs new inter- and
intraorganisational processes. However, the
inherent scarcity in natural and environment
resources is creating the necessity and the
motivational forces to make it a field of active
research and an efficient business proposition
in years is yet to come. And within a few years,
like a newspaper boy or a milkman, you may
not be surprised to see a company-van coming
to your doorstep collecting their products back.
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1PL - THE MONEY BALLING GAME

Cricket in India is known to every individual

¥ sports in which India excels most of the time aﬁif&i (;irtfle
/ Surpris ingly since few years we are finding instead of players plaﬁng;f

for countries this league came with a new idea of identifying players
potential and winming them by bids to play for their par;icular team
hich gave the best performance of each player. Each ball bowlec;’
was best and also played in the best way. It is really worth watching
the members play, therefore can be called as money balling as the
main intention is 1o get the best pay for the performance you show.

—

s, Reshma Nikhat, Associate Prof

Amjad Ali Khan College Of

- Dr S’lehbﬂ Almed, Director & PfOf Business Administration, H)d

 —

Tpgrodaction:

Cmeareﬂ)eda)'swhen sports was taken
i a lighter way 10 distress ourselves, games
a.“bma}mnandthoughtinthecaﬂ}ermayout
ﬁsameeusadwsmhilizeourselvesand
g2t consistency in the style of living which one
wishes 0.

Ky Words:

Rennerup, maiden over, IPL, bowler,all
somder, Rajasthan Royals, Kolkatta Knight
Riders Roval Challengers Bangzlore, Delhi
Dare Devils ;Mumbai Indians ,Chennai
Ssperkings Deccan Chargers eic

The Indian Premier League (IPL) is a
professional league for Twenty 20 cricket
championship in India. It was initiated by
tie Board of Control for Cricket in
India (BCCI), headquartered in Mumbai,
supervised by BCCI Vice President Rajeev
Shukla, who serves as the league’s Chairman
ad Commissioner. It is currently contested by
:'*.,mofplayasfmmarwnd

e world. It was started afier an altercation
between the BCCI and the Indian Cricket
League. IPL is the inspiration for various

international T20 leagues including. Friends Life
120 (England), MiWay T20 Challenge (South
Africa), Big Bash League (Australia),
Bangladesh Premier League (Bangladesh).
Lucrative Indian Premier League started five
years back under the chairmanship of Mr Lalit
Modi. started to challenge one more counter
league ‘Indian Cricket League’ which was
organised by ZEE entertainment enterprises
The format of IPL is like UEFA champions

league efc.

In 2010, IPL the first sporting event ever
was broadcast live onYouTube in association
with India times. brand value estimated to be

101_]
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around $3.67 billion in fourth season, Acc wding
to the Annual Review of Global Sports Salaries
by sportingintelligence.com, IPL is the second
highest-paid league, second only 1o the NBA
with an average salary of an IPL player overa
year would be $3.95 million. K olkata Knight
Riders made profits to the tune of Rs |3 crores
last year.

Eight teams were introduced inte the
auction and it were sold for a whooping amount
of Rs 2,083 crore with the highest bid going for
the Mumbai team for Rs 441 crore 10 Mr
Mukesh Ambani of Reliance Industries. The
players were auctioned for the first season

Indian Captain MS Dhoni with highest bid of

$1.5 million. the league evolved and gained
popularity among the local indians and NRI's
alike. The IPL bought stardom and Bollywood
with it as Shahrukh Khan bought the Kolkata
team in the first season in partnership with Juhi
chawla. The IPL grew when in the second
season Shilpa shetty Kundra bought shares in
the Rajasthan team with beau Raj Kundra. The
highest bid were Andrew flintoff and Kevin
peterson, for $1.5 million. It went international
as it was conducted outside India due to
security reasons in South Africa.The
tournament with craze and enjoyed the game
to a maximum extent, The third season was
not a serious affair as it had no controversies
and was followed by the crowd in the same
way as the first two seasons.

The fourth season saw the introduction of
two new teams which were bought for around
Rs 1000 crore each.

The winners of the Initial Seasons:IPL 1
winners were Rajasthan Royals,IPL2Deccan
Chargers,IPL3 and 4 Chennai Super Kings
IpPl4

[he 11PL, season vV

['he auction this year saw Ravindra Inde
1
petting the highest cap,

Logos of the Competing Teams;
Played in India and administered by BCCI
having its head quarters in Mumbai and
Chennai.Current champion is with a format of
20-20 first tournament was played in 2008,

First season: The inaugural season of the
tournament started on 18 April 2008 and lasted
for 46 days with 59 matches scheduled. final
was played in DY Patil Stadium, Mumbai Every
team played each other both athome and away
in a robin system.

Second season: The 2009 season coincided
with the General Elections in India. Owingto
concerns regarding players’ security, the venue
was shifted to South Africa. Deccan Chargers,
who finished last in the first season, were big
underdogs, but came out as eventual winners
defeating the Royal Challengers Bangalore In
the final. Deccan set a target of 144 with the
help of Gibbs (53) and defended it. '

Third season: The third [season] opened in
January 2010 with the auction for players. 66
players were on offer but only 11 players were
sold. Four teams qualified for the semi-final®
The final was played between Chennd! Super
Kings and Mumbai Indians. Chennai Sup®!
Kings won by a margin of 22 runs.

Fourth season: Chennai are th
successful team in the tournament Win'

e mOSt
ing the
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chﬂmpions?ii,zémcc and qualifying for the top
foufocr:ez? March 2010, it was announced in

that two new  teams
and Kochi will be added to the IPL

(he fourth season. Thg a_ddition of teams
form g to 10. The BCCI originally considered
ﬁotendi"g the tournament format used in
e?evious season to ten teams, which would
orease the number of matc;hes from 60 to
o4, Instead, the round-robin stage of the
(ournament was to have been replaced by a
group Stage with two groups of five, limiting
the number of matches to 74.But this format
was replaced by another one in which each
team would play 5 other teams in a two-way
round robin format and there would be 2 teams
against whom they would play only at home
and remaining 2 teams against which they would
play only away matches.Thus each team plays
14 matches. Top four teams would qualify for
the semi-finals.

Chennai Super Kings won their second
consecutive IPL title after defeating Royal
Challengers Bangalore by 58 runs in the fourth
season of IPL.["") CSK had beaten RCB in the
playoffs too while RCB defeated Mumbai
Indians to reach the final. This is the first time
a franchise has won two IPL titles, had four
consecutive semi-final visits, come to the finals
three times, and successfully defended their
title. The top four teams namely CSK, RCB,
KKR and MI have also qualified for
the Champions League. MUMBAI INDIANS
3;18 the current Champions League Twenty20
Champions,

Fifth season: The fifth season this time with
9team§ is set to started on 4 April 12 2012.In
Mumbai, for which the players auction was held
;’: ‘:Il;ebruary 2012 in Bangalore. The season
% m'l]l'“ authority increased the salary cap by
i . '20"-The first match between champions
p efgunz' 0-20 Winners Mumbai Indians and the
Woul N champion Chennai Super Kings was

Y Mumbai Indians by eight wickets.

Rules for acquiring players:

acquir °r¢ are five ways that a franchise can
¢aplayer. In the annual auction, buying

Chennd!
(rom Pune

‘

d > 4 . .

IISrEJt;:Ct players, SIgning uncapped players

thelra%j' rad.mg and buying replacements ln’
: INg window the player can only be traaed

with hi -
his consent, The franchise will have to

the difference will b
€ shared between {|
player and the franchise selling the playenr. N

e dm composition rules are:

® Minimum squad strength of 16 players p
one physio and a coach. PO

= Nomore .than I1 foreign players in the squad
find maximum 4 foreign players should be
in the playing eleven,

= Mmimum of 14 Indian players must be
included in each squad.

= A minimum of 6 players from the BCCJ
under-22 pool in each squad,

Some of the differences to international
Twenty20 cricket:

= A difference to international cricket is a
timeout. It gives the players an opportunity
to strategize and take a drink during the
strict I minutes, 30 seconds time limit, Each
team is awarded two timeouts per innings
totaling to four timeouts for the whole game,
IPL is also known for having commercials
during the game, hence there is no time limit
for teams to complete their innings.
However, there may be a penalty if the
umpires find teams misusing this privilege
at their own choice.

The total spending cap for a franchisee in
the first player auction was US $5 million.
Under-22 players are to be remunerated with
aminimum annual salary of US $20,000 whﬂe
for others it is US $50,000. The most expensive
players in the IPL to date is Gautam Gambhir
of India with $2.4 million from Kolkata Knight
Riders. Ravindra Jadeja was the most sought
after player in the first stage of I.PL Player
Auction 2012 . Starting at a base price of USD
100,000, he was eventually !)ought for USD 2
million by Chennai Super Kings after wmmng
a tie-breaker against Deccan Chargersi]
Kolkata Knight Riders sna}pped the
swashbuckling New Zealand wicketkeeper

%Aﬂa - June, 2014

103 |

Scanned by CamScanner



batsman Brendon McCullum for USD 900,000.
McCullum was a part of the Kolkata franchise
for the first three seasons.

Sri Lankan spin wizard Muttiah
Muralitharan will be with Royal Challengers
Bangalore bought for USD 220,000. Along
with Daniel Vettori, RCB, perhaps have the
most formidable spin-pair.

Delhi Daredevils got the services Mahela
Jayawardene (base price 300,000) for USD
1.4 m

Round 2

Indian medium pacer R Vinay Kumar
attracted the highest bid, that of USD 1
million, in the second stage of the IPL Player
Auction 2012. Bangalore boy Vinay, who
was a part of the Kochi Tuskers Kerala team
last season, was bought by his home team
Royal Bangalore Challengers after entering
the auction at the base price of USD
100,000. _

West Indies off-spinner Sunil Narine was
another big catch, with Kolkata Knight
Riders securing his services for USD
700,000.

The second stage of the auction saw 43
players, divided into five categories —
batsmen, wicketkeepers, allrounders, fast
bowlers and spinners — go under the
hammer. Out of these, 13 players, including
five Indians, found bidders.

RP Singh went to the Mumbai Indians for
USD 600,000 after entering the bid at a base
price of USD 200,000. Rajasthan Royals
bought S Sreesanth for his base price of
USD 400,006

Out of the nine batsmen, South African
Herschelle Gibbs went to Mumbai Indians

for USD 50,000, while Australia’sBrad

Hodge (BP USD 200,000) was taken by
Rajasthan Royals for USD 475,000.
Deccan Chargers added wicketkeeper
Parthiv Patel to their squad at USD 650,000
and the Rajasthan franchise went with Sri
Lankan keeper Dinesh Chandimal for a base
price of USD 50,000.

Among the allrounders, West Indies’ Andre
Russell, who entered at a base price of USD

~r

50,000, was eventually grabbed by ¢ _
Daredevils for USD 450,000, Xuls]fraDl?;l.“
Mitchell Johnson will don the Mumbs-
Indians blues, after they bought him i h?l
base price of USD 300,000, .
Apart from Narine, Ramesh Powar (USD
160,000 to Kings XI Punjab), AUStralia*S
Brad Hogg (USD 180,000 to Rajastha,
Royals) and South Africa’s Robin Petergq,
(USD 100,000 to Mumbai Indians) were the
other spin bowlers to be bought in the secong
round.

Round 3
m 22-year-old Sri Lankan fast bowler Thisarg

Perera struck big at the auction, attracting
a final bid of USD 650,000 from Mumbpg;
Indians. His selling price was significang|

higher than his base price of USD 50,000

Australian medium pacer Daniel Harris wi]|
play in IPL 2012 as a Deccan Charger after
the team from Hyderabad shelled out USD
70,000 for him in the third round. His bidding
started off at USD 50,000.

Another young Australian pacer, James
Faulkner, was snapped up by Kings XI
Punjab for USD 190,000 after entering the
bid at a base price of USD 100,000.
All-rounder Azhar Mahmood will be the
only player from Pakistan to play in [PL 2012
after Kings XI Punjab bought him forUSD
200,000, double his base price.

A sensational Test debut in 2011 has earned
young South African pacer Marchant de
Lange his first IPL contract. Marchant was
bought by Kolkata Knight Riders for his
base price of USD 50,000.

Having played for Trinidad & Tobago inthe
Champions League Twenty20, 23-year-old
medium pacer Kevon Cooperwill now make

“his IPL debut. He was bought by Mumbai

Indians for his base price, USD 50,000.

Re-auctionedplayers:
= Fourteen out of the 30 players who went

unsold. Only two of them managed to find
a bid in the second attempt.

= West Indies batsman Darren Bravo Was

bidded by Deccan Chargers for usD
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List of few players sold in the auction:

i ot fiian |

100,000 2000000 [CSK

RR/KTK

Srl Lanka KXI/KTK 300,000 1,400,000 |DD
New Zealand | KKR/KTK 400,000 0,0;10 KKR
Srl Lunka CSK/KTK 200,000 [220000 |RCB
\‘v. Indies - 100,000 100,000 D(,:
S, Afica DC 50,000 50,000 MI
Australin KTK/KKR 200,000 W75000  |RR

h Chandimal Sri

_______PE“' 0 ri Lanka 50,000 50,000 RR
Parthiv Patel India CSK/KTK 200,000 0,000 ne

New Zealand 50,000 000 DD

Doug Bracewell

22

b Mitchell Johnson Australia - 300,000 300,000 MI

b6 Andre Russell W. Indies . 50,000 {450,000 |DD

5 Rudra Pratap Singh Indin DC/KTK 200,000 0,000 MI
Indin KXIP/KTK 400,000 0,000 RR

India RCB/KTK 100,000 1,000,000 |RCB

g S Sreesanth
m R Vinay Kumar

A sample of a few player from the list of 147

G No [First Name ISurname Count 5 erve  Price
}’ ry peckalism ,WL feams B:n'ow
F' ll:mu Anderson England ler Capped
2 avindra  Pladeja Alkrounder KTK . [Capped 100
) Maheln Uayawardene vi Lanka Batsman KXIP/KTK Capped 0
H Frcndon IMcCullunl ew Zealand I\Vkllm:mn IKKRIKTK Capped HOO
Tuttinh Muralitharan _ JSri Lanka Pkr CSK/KTh Capped 200
drinn Barath W, Indies ntsman KXIP Capped <0
b Jan [Bel [England [Batsman Capped 200
[West Indies Capped 100
Capped 50
KTR/KKR  [Capped ﬂo
i Capped
[Batsman [DC/KTK iCapped m

12 MVS [Laxman [Indin
Statistical Details of few players
Players MatchesInnsNO RunsHS Avg S/R

vavall vavava

100's50'sd's 6's

vavaAvVava

v a v A

Chris Gayle 14 o ae o aas S188 T AL
Gautam Gambhir 17 17 | a0 93 e 14880 6 4 17
Shikhar Dhawan = 15 15 1 569 g4 4064 12961 0 5 8 I8
Alinkya Rahnne 16 6 3 se0 10y 4000 12990 1 3 3 10
Yirender Schwag 16 {6 W 4% 180100008 o'l iF & 09
Cameron White 1) 3 2 dAm 18 A 9690 8 4 20
Rabyl Deavid 16 (B A ke 24 0 2 T TP |

Suresh Rainn i s 4 wa T8 38N a8 ) % D
RohitSharma 17 @ 3. 4Bl de 98 eai =g 0
Mandeep Singh W 5 - 4 4p N 38 e T

lasaues Kallis 17 {5 Lasill Ty a8 Do 1S autl - 18
Robin Uthappa 16 Ay T LR '
Eafdu Plesis 1" e am T WA G e 1N
Dasid Hussey Flen T IR O e 4 9 4t
DPwayne Bravo ST T O T PO W TR T
VicatKohti 15 o 75 e usse 3 » 9

Steven Smith T} @R e B PP D [ R

o M Dheni " e e T H A P
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v : Jual records Batting records
iv
Vost

siayes Current team Span Mat Inns Balls SR Ave HS 100s 508 45 08
Ru;ssur.csh Rail CSK 2008-2012 81 78 161713939336498 0 13 18997
2265 quanumhh'f KKR 2008-2012 72 71 1602 12890 333093 0 16 24032
ﬁw Gachin Tendulkar M 2008-2012 64 64 1717 11921 3790 100* 1 12 25724
—ﬁ ohil Sharma MI 20082012 78 74 1529 129.16 3134 109* 1 14 16782
y .
B2 KKR 5008-2012 74 73 1771 11095307089 0 16 20737

Best strike rate

G Payer Current team Span Mat Inns Runs Balls Ave 1S 100s 50s 45 0s

16960VirerderSehwngDD 2008-2011 50 S50 1384 816 20441191 9 16860

6251 Chris Gayle RCB 2009-2011 28 28 1071 659 44621072 5 1017

5784 Harbhajan Singh M 0082012 47 28 322 204 189449*0 0 28 19

15628 Yusuf Pathan KKR 20082011 58 53 1294 828 26951001 6 113 74

4964 Kigon Pollard ML 50102012 31 27 419 280 190464 0 | 35 2

Minimum balls faced — 125

Best average

Ave Player Current team  Span Mat Inns Runs Balls SR HS 100s 50s 4s 68

5.7 Shan Marsh Kines XI Punjab 2008-2011 29 58 126789 14093115 1 I 125 52 |

#6 Chrs Gayle ~ RCB 2009-2011 28 28 1071 659 16251 72 5 1017

£3.% Michael Hussey CSK 2008-2011 21 20 697 558 491 11641 4 61 17

4044 Sachin Tendulkar Ml 50082012 52 52 1739 1449 12001 100¥1 10 21921

957 johanBatha ~ RR 2000-2011 13 12 277 238 1163867 0 1 252

Minimum innings — 10

Highest score

Score Player. Team Opponent Balls SR Season

188 BrendonMcCullum  KKR RCB 520643 208

28 Chris Gayle RCB DD & 0645 012

27 Murali Vijay CSK. RR 56 267 2000

120" paul Valthaty Kings XI Puniab cSK 63 19047 21

119 Virender Sehwag DD e 56 225 ol —ey l
X (B

RR(Rminn Royals)MI(JMumbai [ndians DC (Deccan Chargers) (Sk(Chennai super Kings RCB(Royal Challenge

i Indians )KXIP()Kings X| Punjab
Bus 109
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Most runs in » series

Runs
pAd ]
OIN
olo
0N
NN

May e Team

Chis Cav ke RCN 2012
Sachin Tondhlhar Ml 2010
Shis Gk RCD 2001
Gautam Gambhir KRR 2012

Most sixes

Sixes

101

15
15
I
|2

16

Senson Mat Tons Balls SR

Ave

HS

14 456 160,74 61.08 128* |
1S 466 13261 47.5 89* 0
11 441 13968 6844 |[5* |
12332 183,13 6755107 2
16 407 14447392093 0

Player Current team
Chis Gay ke Royal Challengers Bangalore
Adam Gilchrist Kings XI Punjab

:\1 J:‘I.l l"] 1 ‘-h.] H‘ :- ner I’I'u 0

Virender Sehwag Delhi Daredevils

:. 8 -l: I l' l'l I' JI 'IJ! "I‘h.nw
Most runs from boundaries in an innings

4 +6s Mayer Team
18 Brendon McCullum KKR
106  ChrisGavle RCB
102 SamthJayasunya Ml

% Murali Vijay CSK
% Adam Gilchrist DC

RR(Rapsthan Royals)MI()Mumbxi Indians DC(Deccan Chargers ) CSK(Chennai super Kings
MI(Mumbai Indians JKXIP()Kings Xi Punjab

Bowling records Most wickets
Whis Player Current team Span
8

Mat Ov

Span

20002012
2008-2012
2008-2012
20082012
2008-2012

7

Mat

33
65
69
61

64

Opponent 4s 6s Score Balls Season
RCB 10 13 158* 73
DD 7 13 128* 62

—_—

CSK 9 11114 48
RR 8§ 11127 56
Mi 9 10109* 47

Lasith Malinga Mumbai Indians 2009-2012 56 2170 5

2008
2012
2008
2010
2008

100 50 4s 6s

46 59
8 3
59 26

56 44

64 17

Inns  Balls 4

33 815 I5
65 1208 187
67 1405 166
ol 1097 222
58 8% 1u4
RCB(Royal Chiallengers Bangalore)

Mdns Runs BB] Ave Econ SR

1381 5713 16,63 636 15.6

74 AmitMishm  Deccan Chargers 2008-2012 59 2152 3 1530 5/17 2067710 174
74  RPSineh Mumbai Indians 20082012 67 24402 1892 4/22 255 775 197
7 Pivush Chawla Kines X1 Punjab 2008-2012 7; 23902 1819 4/17 2491 761 196
N MwafPatel Mumbaj Indians 2008-2012 57 2035 5 1510 3/24 2148 737 174
Best strike rates -
SR Player Current team Span Mat Ov Mdns Runs Wkes BRI Ave Econ
13.1 Sreenath Aravind Wﬁhﬂﬂm&n@m 20112011 13 460 0
_— ' 368 21  4/14 1752 800
15.3 Amit Singh Ra aftlnn Rovals 20092011 14 460 | 310 18 4/191722 673 £
155 Farveez Ma haroof Delhj Daredevils 2008-2010 20 700 0 520 27  3/34 1925742
15.6 Chaminda Vaas Dew‘anClnrgels 2008-2010 13 479 355 18  3/21 1972 755
15.7 Yo Mahesh Delhi Daredevils 2008-2009 13 471 418 18 47362323 886
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|s: Shahrukh Khan performed
peels and went on an embracing
cartV o, Wasim Akram likened the win to
r“'“‘.)ag,;’s world Cup triumph. Gautam
i shed his stoicism.momentarily and
4 his face t0 crease into a wide grin —

The Flna

ﬂ||oWe '
and righﬂ)’ 50:

ter all, the most maligned of IPL sides
ifted the biggest prize. Manvinder
Bisla’s swashbuckling 48-ball 89 and held their
arve out a five-wicket win over

hampions Chennai Super Kings in

had fnally |

perve 10 ©
efending
‘tjhe final of IPL-V .
Chennai’s imposing 190, Kolkata
by Bisla, who slammed five
sixes to vindicate his replacement of Brendon
McCullum in the cleven and partnered Jacques
Kallis for 136 runs in just 82 balls to power
Kolkata ahead, after the visiting team had lost
skipper Gautam Gambhir in the first over of
the pursuit. This was the highest successful
chase in an IPL final.Bisla’s dismissal to an
Albie Morkel slower ball when 52 were needed
(o win in a shade over five overs put Super
Kings back in the match. KKR needed 20 off
the last two overs as Ben Hilfenhaus, until then
the pick of Chennai’s bowling, returned to bowl.
He lured Kallis into a slice off a full-toss, and
on the next ball — another full-toss — appeare
to have nailed Shakib Al Hasan. But that
delivery was called a no-ball — not only was
Shakib not out, he had also scampered a coup!e
as Murali Vijay was busy celebrating the void
catch,

Chasing
were served well

The Bangladeshi scooped the ast ball of

Hilfenhaus’ over for four, leaving KKR with

just nine to get off Dwayne Bravo’s last over
undaries from

of the innings. Consecutive bo .
Manoj Tiwary took Shahrukh Khan’s franchise
home with two balls to spare-

Hussey (54, 43b) and M. Vijay (42 32b)

?I:Z: runs ina shade less than seven ove
) nai posted 190, thwarting whateve

vantage Kolkata had hoped ‘myst f
spinner Sunil Narine would gain them ils i
the second-highest wicket-taker in IPI:-Va\::ne,
fora scfellp-less 37 in his quota of four as ’Ra?: t
waded into him. Suspect against the short ballaz

he acquitted himself well against that delivery
on Sunday night

IS, as

. Rahul Dravid gets an award for his team’s
display of fairplay throughout the
tournament.Morne Morkel finishes up as the
leading wicket taker in this season of the IPL

Indian Premier League 2012,Kolkata
Knight Riders v Chennai Super Kings — Final
Match.Result - KKR won by 5 wickets

Chennai super Kings scored a total of 190
runs with the fall of wickets (Chennai Super
Kings):1-87 (Vijay, 10.2 ov), 2-160 (Hussey,
17.1 ov), 3-190 (Raina, 19.6 ov)at an avg of
9.50 runs per over

IPL 5 Winners Prize: Champion: Z10 crore
IPL 5 Runners Up Prize: Runner

up: 7.5 crore

IPL has shown how each players pqtent'ial
can be achieved © the maximum by satisfying
and paying them the best so are the Returns
for the investors t00-

References:
. WWW.wikipedia/ipl/2012.com
. face book

™ reviews.in.88db.com

. Newspapers

s Times of India

The Hindu
.27 may
11

added 87 for the opening wicket in just 62 balls, 5 y i1 4
le, Apr!
and then Suresh ll;ainagroared back into form s Deccall chron’® 7 5
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A PRAGMATIC APPROACH OF CONSUMER BEHAVIOUR
TOWARDS ORGANIZED RETAIL OUTLETS

. A STUDY OF SELECT CITIES
- INDIAN RETAIL
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