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Abstract :  

City branding is a state of fundamental 
enthusiasm to both scholastics and procedure 
makers. As urban social affairs fight 
comprehensive to pull in tourism, wind and 
capacity, and in spite of finish diverse 
unmistakable targets, the thoughts of brand 
framework are reliably understood from the 
business world and related in trek for urban 
development, recuperation and individual 
fulfillment. An enormous piece of the scattered 
get some information about into city branding 
starts in the requesting of publicizing and urban 
audits, two fields that have tended to take after 
parallel instead of interdisciplinary ways. City 
Branding is the route toward branding a city or 
place is called as geo-branding, place branding. 
Urban ranges far and wide are branding 
themselves beginning late like different things as 
they battle to be the best "A strong place check 
helps a place fight in the general marketplace," 
says Chris Fair (President, Resonance, Marketing 
Firm), "A business or a potential inhabitant or a 
visitor can go anyplace they require today, so 
articulating isolating and unique qualities is 
crucial to attracting standard, people and cash to 
your place". Urban zones these days battle with 
each other to have sensible advance and give its 
occupants a not very appalling individual 
fulfillment: as to uncommon monetary open 
entries and condition. Thusly they investigate 
themselves to pull in theories and people to 
regard these affiliations. Walk around the 
methods for neighborhood and you'll find 
immense disseminations demonstrating not your 
most cherished vestments, shoes or equipment 
stamps however rather urban locale. This is most 
regular with tourism, Australia, Maldives, 
Malaysia, India have framed various adages 
which endeavor to make a photos in perusers' 
mind. Inside the 'Unfathomable India' we have 
Bangalore as the 'Silicon Valley of India', Jaipur-
'The Pink city', Gurgaon-'The thousand years 
city' and some more. The control thought behind 
city branding is that we give a photo of the city to 
people with the objective that it turns from an area 
to an objective. In like manner, Malaysia's 
tourism board calls Malaysia – Truly Asia; 

Australia – There's not the littlest piece like 
Australia; Las Vegas gives a photo of Casino's all 
over the place! This examination work focus on 
the basic examination and research issues on city 
branding with the examination of impact of 
online long range interpersonal correspondence 
on city branding

Keywords : City Branding, City Branding 
Ventures, Urban Entrepreneurialism, Urban 
Imaginary

Introduction :

Place branding (checking place advancing and 
place progress) is another umbrella term 
including country branding, region branding and 
city branding. Place branding is the arrangement 
of picture correspondence to an objective 
highlight. It is industriously identified with the 
likelihood that places encourage better places for 
individuals, assets, and business; the general 
rivalry of urban spaces is assessed to have 2.7 
million irrelevant urban locales/towns, 3,000 
essential urban social affairs, and 455 
metropolises Place branding can be depicted as 
the technique utilized by open relationship to 
might need to make place brands, systems of 
relationship in the objective get-togethers' 
psyches "in light of the visual, verbal, and 
behavioral enlightenment of a place, which is 
exemplified through the concentrations, 
correspondence, values, and the general culture 
of the place's ornament and the general place 
organize". It along these lines needs to impact the 
viewpoint of a place and position it 
enthusiastically in the brains of the objective 
parties. Place branding can even be considered as 
an "association structure for expecting pictures 
and controlling observations about places". Place 
branding in this way embraces places, urban get-
togethers, regions or nations could be considered 
as brands, the length of saw so. In such way, 
remarkable open affiliations are executing place 
branding frameworks.

The idea has been examined by various brains, 
for example, Wally Olins, Robert Govers, José 
Filipe Torres, Simon Anholt, Philip Kotler, Gold 
and Ward, Avraham and Ketter  Seppo Rainisto, 
Nikolaj Stagis and others. 
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One of the statutes of place branding sets that the 
battle for thought and inclination is not restricted 
to business stock and ventures; it applies 
similarly to geo-political parts. Nations and urban 
zones make progress toward voyager pay, 
business, and now and then overview bases; even 
inside urban zones there is a furious rivalry 
between city focuses versus neighborhoods, epic 
box retailers versus direct roads, strip shopping 
centers versus standard downtowns. Shields of 
place branding battle this expanded solid 
condition makes it major for places, paying little 
notice to their size or sythesis, to unmistakably 
isolate themselves and to pass on why they are 
material and respected choices. 

Figure 1.1: Place Branding and Assorted Perspectives

This view is kept up and observed by Joao Freire 
among others. He passes on that convincing 
target stamp association can be viewed as a 
routine of coordination where principal parts, for 
example, tourism foundations, nature of abutting 
affiliations, and other target check clients should 
be guided recalling the veritable goal to complete 
a sensible and fancied target check character. 
Thus, in spite of the typical affirmation that target 
check building is exclusively a practice in 
correspondence, target branding is, if all else 
fails, a routine of ID, association and 

coordination of the basic number of components 
that effect the goal image. 

The key utilization of place branding is making 
with countries, locale, urban get-togethers, and 
establishments as they handle they encourage 
better places for individuals, assets, and business. 
The consider of place branding, as a trademark 
system of picture correspondence without 
structure, has been going on all through history. 
Instances of critical place brands are changing 
and join Amsterdam's "Iamsterdam", Las Vegas' 
"Transgression City", and Abu Ghosh's 
"proximity capital of hummus". Examples of 
trademark place brands join Jerusalem's 
"regarded city", Paris' "Lit up City", and Silicon 
Valley's "tech capital." 

City branding makes a solitary brand for the city 
and stretches out it to every one of its offerings 
and made attempts. From a client perspective this 
makes an interesting photo of the city at each 
level of made endeavors. This moreover helps in 
clearing the need to show a case by case photo of 
the city for each of its offering to the clients. 

A city brand is its request of immense worth, an 
attestation that should be kept. Good branding 
can help with making urban parties enchanting, 
correspondingly as shocking branding can help 
with making urban zones undesirable. A couple 
of occasions of all around checked urban zones 
are New York City, San Francisco and Paris. It is 
seen that the profitable city brands pushed their 
history, nature of place, way of life, culture, 
contrasts, and proactively shaped obliging 
relationship between city zones and government 
with a specific phenomenal goal to revive their 
infrastructure. 

Place branding is a technique made up of a couple 
sub-outlines. Not in the tiniest degree like 
branding less troublesome areas like a thing, 
advantage, affiliation, individual or made 
subjects of branding, place branding, and 
especially country and city branding, is a 
stunning system. The multifaceted nature begins 
from the fundamental isolating characteristics of 
accomplices then.  In light of current conditions, 
a place brand is gotten from existing resources of 
the place, for example, its respect offering or 
open intelligence. Something else, the place 
brand is gotten from made resources, for 
example, occasions, frameworks, dynamic 
considerations of resistance, et cetera. The 
deciphered photograph of the place brand is then 



proceeded through correspondence channels. 
These stations complexity and continue running 
from TV developments to Internet indicating 
tries. These trades are away for a particular target 
join. City branding is a state of fundamental 
enthusiasm to both scholastics and procedure 
makers. As urban social affairs fight 
comprehensive to pull in tourism, wind and 
capacity, and in spite of finish diverse 
unmistakable targets, the thoughts of brand 
framework are reliably understood from the 
business world and related in trek for urban 
development, recuperation and individual 
fulfillment. An enormous piece of the scattered 
get some information about into city branding 
starts in the requesting of publicizing and urban 
audits, two fields that have tended to take after 
parallel instead of interdisciplinary ways. City 
Branding is the route toward branding a city or 
place is called as geo-branding, place branding. 
Urban ranges far and wide are branding 
themselves beginning late like different things as 
they battle to be the best "A strong place check 
helps a place fight in the general marketplace," 
says Chris Fair (President, Resonance, Marketing 
Firm), "A business or a potential inhabitant or a 
visitor can go anyplace they require today, so 
articulating isolating and unique qualities is 
crucial to attracting standard, people and cash to 
your place". Urban zones these days battle with 
each other to have sensible advance and give its 
occupants a not very appalling individual 
fulfillment: as to uncommon monetary open 
entries and condition. Thusly they investigate 
themselves to pull in theories and people to 
regard these affiliations. Walk around the 
methods for neighborhood and you'll find 
immense disseminations demonstrating not your 
most cherished vestments, shoes or equipment 
stamps however rather urban locale. This is most 
regular with tourism, Australia, Maldives, 
Malaysia, India have framed various adages 
which endeavor to make a photos in perusers' 
mind. Inside the 'Unfathomable India' we have 
Bangalore as the 'Silicon Valley of India', Jaipur-
'The Pink city', Gurgaon-'The thousand years 
city' and some more. The control thought behind 
city branding is that we give a photo of the city to 
people with the objective that it turns from an area 
to an objective. In like manner, Malaysia's 
tourism board calls Malaysia – Truly Asia; 
Australia – There's not the littlest piece like 
Australia; Las Vegas gives a photo of Casino's all 

over the place! This examination work focus on 
the basic examination and research issues on city 
branding with the examination of impact of 
online long range interpersonal correspondence 
on city branding

Literature Review :

To propose and defend the research work, a 
number of research papers are analyzed. 
Following are the excerpts from the different 
research work performed by number of 
academicians and researchers.

The author(s) Bayat, A. presented the work In 
Advances in Human Factors, Business 
Management, Training and Education in year 
2017 explained City Branding investigated on 
multiple parameters whether the Milad tower in 
Tehran `metropolis is a brand in observer’s mind 
or not.  

The author(s) Ho, C. presented the work City 
branding and place-(un) making: the case study 
of the taichung jazz festival. in year 2017 presents 
the impact of Local Traditions and Legends, 
Performance of Tourists associated with 
Taichung Jazz Festival  

The author(s) Popescu, G. V. presented the work 
From local to global with city branding. in year 
2017 presents the  City Brand Strategies on 
Romania, Case studies of city branding ventures  

The author(s) Sariyer, N. presented the work 
Integration and Importance of urbanites for city 
branding, Case analysis of Turkey in year 2017 
presents the Integration and Importance of 
urbanites for city branding, Case analysis of 
Turkey  

The author(s) Gumus, N. presented the work 
Usage of Social Media in City Marketing: A 
Research on 30 Metropolitan Municipalities in 
Turkey. in year 2017 presents the Implementation 
and Usage of Social Media for City Branding  

The author(s) Holliday, P. A. presented the work 
The shifting city: a study of contemporary 
fictional representations of Melbourne's inner 
and outer suburban spaces in year 2017 explores 
and analyze the inner and outer suburban spaces 
as portrayed within contemporary Melbourne 
fiction. Textual analysis of the research works of 
assorted Melbourne writers  

The author(s) Agnoletti, M. et. al. presented the 
work A Green City: Impossible Dream or 
Necessity?. In Environmental History in the 



Making in year 2017 presents the analysis of 
perspectives of four areas, education, landscape, 
urban and natural environment and economics, 
towards the process and the implications of 
applying to the City branding  

The author(s) Marcuzzo do Canto Cavalheiro, C. 
presented the work Assessing the Brazilian-
Chilean bilateral relations: public diplomacy, 
nation branding and presidential diplomacy in 
year 2017 Address and execute the feature points 
including public diplomacy, nation branding and 
presidential diplomacy  

The author(s) Murfianti, F. presented the work 
Membangun City Branding Melalui Solo Batik 
Carnival. in year 2016 presents the USP and 
Model Formation for City Branding  

The author(s) Sheng, N. et. al. presented the work 
The first official city ranking by air quality in 
China—A review and analysis. in year 2016 
presents the Importance of Air Quality and 
Environmental Factors for city branding, Case 
analysis from Haikou, Lhasa, Zhoushan, Zhuhai 
and Fuzhou  

The author(s) Cleave, E. et. al. presented the work 
The role of place branding in local and regional 
economic development: bridging the gap 
between policy and practicality. presented the 
work in year 2016 presents that the Business 
attraction is focused with the city branding 
ventures. The shift from low road to high road is 
presented effectively  

The author(s) Bagramian, R. et. al. presented the 
work Bringing the Nation to the Nation Branding 
Debate: Evidence From Ukraine. In Thriving in a 
New World Economy (pp. 374-377). in year 2016 
presents the Role and ventures of government 
bodies for city branding are highly addressed. 
The identification of key points from city and 
related region is important  

The author(s) Greenop, K. et. al. presented the 
work Identifying ‘place’in place branding: core 
and periphery in Brisbane’s “New World City”. in 
year 2016 presents the Recognition of resident-
centered place identity in place branding will 
produce more socially sustainable places, as well 
as more authentic city brands  

The author(s) Hurriyati, R. presented the work An 
Analysis of Place Branding to Enhance the Image 
of Bandung City and its Implications toward the 
Decisions to Visit Tourism Destination. in year 
2016 presents the Importance and more 

integration of public transportation and effective 
communication for place branding ventures  

The author(s) Hagyari, P. et. al. presented the 
work Analysis of the key factors of reputation 
management in conditions of city marketing. 
2016 presents the Key factors extracted as Free 
time, Patriotism, Job and job opportunities, 
Important places  

The author(s) Carson, S. et. al. presented the work 
Literature, tourism and the city: writing and 
cultural change. presents the Diverse literary 
cultures and legends are key factors  

The author(s) Kaur, R. presented the work Post-
exotic India: on remixed histories and smart 
images. in year 2016 Investigates aesthetics 
related to remixing history  of India’s image 
makeover as the ‘land of limitless opportunity’ 
for global tourists and investors.  

The author(s) Bhakuni, K. et. al. presented the 
work Repositioning of Brand India: Tourism 
Destination. (2016) Case study and scenarios of 
Banaras as a smart city with urban infrastructure, 
environment, presents the culture and history and 
technology  

The author(s) Uysal, Ü. E. et. al. presented the 
work Urban Tourism in Istanbul: Urban 
Regeneration, Mega-events and City Marketing 
and Branding. Publications of the Department of 
Social Research 2015 in year 2015 presents the 
Importance and integration of urban tourism 
factors with city branding ventures  

The author(s) Andéhn, M. et. al. presented the 
work Place branding in systems of place–On the 
interrelation of nations and supranational places. 
In Inter-Regional Place Branding (pp. 25-37). in 
year 2015 presents the Association of Meta-
brands, Nation branding, Brand perception, 
Perception management in Developing countries  

The author(s) Lai, S. et. al. presented the work 
Branded as a World Heritage city: The politics 
afterwards. Place Branding and Public 
Diplomacy in year 2015 presents the 
Implementation aspects of UNESCO World 
Heritage (WH) site recognition   

The author(s) Nathan, M. et. al. presented the 
work Terraforming tech city: place branding and 
spatial imaginaries in inner East London. 2015 
presents the Implementation of mixed methods 
analysis for location branding. The case study of 
tech city cluster is address in this work  



The author(s) Ozbey, D. O. et. al. presented the 
work A study about the role of the elements of city 
brand image in city branding process: the 
example of Konya. in year 2015 presents the 
Evaluation of the factors affecting the location 
branding with assorted perspectives  

The author(s) Ruzinskaite, J. et. al. presented the 
work Place Branding: The Need for an Evaluative 
Framework in year 2015 The research manuscript 
underlines the location branding with the 
diversified parameters which are closely 
associated with the fame and prominence of 
location  

The author(s) Mishra, L. et. al. presented the 
work Destination Branding: Case of Delhi. in 
year 2015 presents the Case analysis of Delhi for 
city branding  

The author(s) Zyma, O. G. et. al. presented the 
work Significance of branding for increasing 
tourist destination competitiveness. presents the 
Importance and more integration of public 
transportation and effective communication for 
place branding ventures  

The author(s) Sigler, T. et. al. presented the work 
One City, Many Networks: Brisbane’s Global 
Position within Multiple Flows. In State of 
Australian Cities Conference. State of Australian 
Cities Research Network. 2015 presents the The 
aspects related to connectivity, accessibillity and 
reach are closely addressed so that the intercity 
transmission can be easy.  

The author(s) Papadopoulos, N. et. al. presented 
the work Place images and nation branding in the 
African context: Challenges, opportunities, and 
questions for policy and research. in year 2015 
presents the The real time case scenario of 
particular country Africa is underlined with the 
opportunities and inherent obstacles  

The author(s) Yigitcanlar, T. et. al. presented the 
work Korean ubiquitous-eco-city: A smart-
sustainable urban form or a branding hoax?. 
Technological Forecasting and Social Change in 
year 2014 presents the The overall environment 
based analysis is done which magnetize the 
tourists and related dimensions of city branding  

The author(s) Medway, D. et. al. presented the 
work What's in a name? Place branding and 
toponymic commodification. Environment and 
Planning in year 2014 presents the The 
importance of assigning tag name and related 
popularity aspects are highlighted in the 

manuscript  

The author(s) Bouchon, F. A et. al. presented the 
work Truly Asia and global city? Branding 
strategies and contested identities in Kuala 
Lumpur. Place Branding and Public Diplomacy 
in year 2014 presents the The real case studies of 
assorted locations of Asia is underlined with the 
suggestive comments  

The author(s) Anttiroiko, A. V et. al. presented the 
work The political economy of city branding. in 
year 2014 The importance of political 
environment is covered to encourage the city 
brand image.  

The author(s) Williams, H. A. et. al. presented the 
work Gastro-tourism as destination branding in 
emerging markets. in year 2014 presents the The 
food based tourism in the city or location is 
directly associated with city branding.  

The author(s) Ahuja, S. et. al. presented the work 
Destination branding: a holistic approach for 
brand architecture in tourism industry in year 
2014 presents the The interpretation of data 
associated with the tourism attractions 
underlined  

The author(s) Merrilees, B. et. al. presented the 
work Linking city branding to social 
inclusiveness: A socioeconomic perspective. 
Place Branding and Public Diplomacy in year 
2014 presents the The social factors of regional 
residents very important to attract the revenue by 
city branding  

The author(s) Kumar, A. et. al. presented the work 
Place Branding: A way to correct the negative 
image of sex tourism. in year 2014 presents the 
Analysis of sex tourism in assorted locations and 
its impact  

The author(s) Yousaf, S. et. al. presented the work 
Branding Pakistan as a “Sufi” country: the role of 
religion in developing a nation's brand. in year 
2014 presents the Brand image of Pakistan as Sufi 
country and then related region branding  

The author(s) Chauhan, A. et. al. presented the 
work Destination Branding and Architecture: 
Review and Critique. in year 2014 presents the 
The integration of specific destination based 
points is addressed so that the overall brand 
image of city can be escalated with assorted 
dimensions.  

The author(s) Ekinci Y. et. al. presented the work 
Symbolic consumption of tourism destination 



brands in year 2013 presents the Destination 
Branding Approaches and Models  

The author(s) Braun E. presented the work My 
city–my brand: the different roles of residents in 
place branding in year 2013 presents the 
Marketing campaigns associated with specific 
cities and their impact  

Problem Formulation :

• The classical implementation of city or 
location branding needs to be improved with the 
integration of recent technologies including 
social media. There is need to escalate the 
government as well as social initiatives for the 
same type of ventures.

Research Gap :

• Very less work is done on the integration of 
social media based branding.

• The existing work is lacking the association 
between assorted factors of city branding.

• City branding or location branding is 
required to be adopted at all the perspectives 
of society rather than as a government 
responsibility.

• The base work is required to be extended and 
analyzed using statistical and data analytics 
approaches.

Research Objectives :

The following aims and objectives of the research 
work are

1. To deeply investigate the literature 
associated with city branding and location 
marketing with assorted dimensions.

2. To identify the initiatives upheld by the 
administrative and political organizations in 
the cited domain.

3. To explore the diverse proposals and 
ventures by state as well as central 
government for location branding.

4. To analyze the relationship of city branding 
with the promotion on social media

5. To analyze the impact of escalating local 
aptitude and business ventures in the 
upliftment and promotion of city branding.

Research Hypothesis

Hypothesis – 1

Null Hypothesis - There is no impact of state or 
central government initiatives towards the 

upliftment and promotion of city or location 
branding

Alternate Hypothesis - There is key impact of 
state or central government initiatives towards 
the upliftment and promotion of city or location 
branding

Hypothesis - 2

Null Hypothesis - There is no relation between 
promoting local aptitude and business ventures 
on city or location branding

Alternate Hypothesis - There is key relation 
between promoting local aptitude and business 
ventures on city or location branding

Hypothesis - 3

Null Hypothesis - There is no impact of social 
media on location or city branding

Alternate Hypothesis - There is key impact of 
social media on location or city branding

Research Methodology :

• Analysis of deep literature on location 
branding ventures throughout India.

• Identifying the gaps and margins betweens 
the expectations and original outcome by 
assorted location branding

• Preparation of Questionnaire for extraction 
of primary data

• Fetching live data from primary sources 
using questionnaire

• Extraction of secondary data from assorted 
sources

• Implementation of Statistical Tools and 
Techniques

 

Figure 1.2 :  Research Process

This above figure is related to research aspects 
and basic flow diagram of the research approach 



and methodology. In this figure, the multiple 
phases of the proposed research work is 
explained with the steps involved for 
accomplishing the research task.

In the last decade, it was observed the panel data 
analysis was becoming central for analysis in 
econometrics especially for social and behavioral 
science. However, panel data could have more 
complicated clustering or hierarchical structure.

Results and Discussion :

Research Outcome 
Factors

Yes No Total

Key impact of state or No 40 70 110
central government 
initiatives towards 
the upliftment and Yes 7 11 18
promotion of city 
or location branding

Total 47 81 128

Chi-Square Tests :

Value Df Asymp. Exact Exact
Sig. (2- Sig. Sig. 
Sided) (2- (1-

Sided) Sided)

 Pearson Chi-Square 6.591a 1 .010

 Continuity Correction b 5.736 1 .18

 Likelihood Ratio 6.517 1 .011

 Fisher’s Exact Test 0.18 .009

 Linear-by-Linear 6.547 1 .011
 Association

 N of Valid Cases 128

1. 0 SPSS evaluation cells (.0%) are having the 
count in expected dimensions less than 5. The 
minimum expected count is 18.49

2. Computed only for a 2 x 2 table

Results :

The Pearson’s Chi2 value if 6.591, p=0.1 and the 
results illustrates that there is strong impact of 
state or central government initiatives towards 
the upliftment and promotion of city or location 
branding

Test Scenario :

Research Outcome 
Factors

Yes No Total

 Key relation between No 70 40 110
 promoting local Research
 aptitude and business Factors
 ventures on city 
 or location branding Yes 8 10 18

Total 78 50 128

Chi-Square Tests

 

1. 0 SPSS evaluation cells (.0%) are having the count in 
expected dimensions less than 5. The minimum expected 
count is 19.72

2. Computed only for a 2 x 2 table

Results :

The Pearson’s Chi2 value if 5.491, p=0.1 and the 
results illustrates that There is key relation 
between promoting local aptitude and business 
ventures on city or location branding

Test Scenario :

Assurance  
Factors

Yes No Total

 There is key impact No 90 10 100
 of  social media Research 
 on location  Factors
 or city branding Yes 10 18 28

 Total 100 28 128

Chi-Square Tests

 

1. 0 SPSS evaluation cells (.0%) are having the 
count in expected dimensions less than 5. The 
minimum expected count is 18.87

2. Computed only for a 2 x 2 table

Results :

The Pearson's Chi2 test generates the result of 
5.492, p=0.1 and the outcomes delineates that 
there is solid effect and key impact of social 
media on location or city branding

Test of Homogeneity of Variances

Feedback 360 Degree  



Levene Statistic df1 df2 Sig.

216.000 1 18 .000

Feedback 360 Degree  

Sum Df F Sig.
of 
Square

Between Groups .800 1 6.000 .025
Within Groups 2.400 18

Total 3.200 19

Value Df Exact Exact 
Sig. (2- Sig. 
Sided) (1-

Sided)

aPearson ChiSquare 15.000

Continuity Correctionb 12.604

Likelihood Ratio 19.668

Fisher's Exact Test .000 .000

Linear-by-Linear 14.750
Association

McNemar Test .c

N of Valid Result Cases 128

Value 95% Confidence Interval

Lower Upper

For cohort .375 .260 .540

N of Valid Result Cases 128

Tests of Conditional Independence

Chi Df Asymp. 
Squared Sig. (2-

sided)

Cochran's 15.000 1 .000

Mantel-Haenszel 12.394 1 .000

The Mantel-Haenszel common odds ratio 
estimate is asymptotically normally distributed 
under the common odds ratio of 1.000 
assumption. So is the natural log of the estimate.

a. Every stratum is such that the first group's 
second response outcome is 0 or the second 
group's first response outcome is 0.

Conclusion and Scope of Future Work :

There is huge scope of research in the assorted 
dimensions of city branding or simply location 
branding. The application of city branding to the 
management of the image of the city has been 
limited by the gap between business management 
and urban management. Therefore, it is necessary 

to reflect about the theoretical foundations of city 
branding (derived from the discipline of 
marketing) in order to understand its scope and its 
limits in the management of the image of the city. 
Based on this analysis, it is suggested that the 
theoretical and methodological development of 
city branding must be complemented by other 
disciplines more related to the study of the image 
of the city. Branding must be complemented by 
other disciplines more related to the study of the 
image of the city.

The characteristics of specific platforms are 
mean ing les s  f rom a  p lace  b rand ing  
communication perspective – they are research 
fads. The scholars and practitioners should study 
how places can most effectively communicate 
with their target audiences at a strategy / an 
abstract level. The findings of such research can 
be used to develop the necessary platform.

However, focusing on the needs and challenges 
does not mean existing technologies and 
developments should be completely forgotten. 
Studies should focus on explaining how the new 
media ecology is changing the communication 
patterns.
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Abstract :

Education is an important part of one’s life. It has 
the potential to transform and modernize the 
world at large. It is a firm thought that education 
has capabilities to transfigure individuals as well 
as societies while science education has 
revolutionary impact. We could not neglect the 
influence of science and technology in 
everyone’s life. In 21st century, it is important to 
understand the consequences of science and role 
of scientific enquiry in understanding the day-to-
day life and world around us. In school 
curriculum, science has its important place in 
inculcating scientific inquiry; critical thinking, 
scientific method and problem solve skills. But 
over the years, teaching learning process in 
schools for science and technology focus only 
imparting knowledge rather focusing on 
generating knowledge related skills. There is 
strong need of adapting and integrating 
innovative methodologies to local context and 
curricula as well as developing learning materials 
and other resources for improvement of science 
education in schools, so that, students enjoy 
learning science not as a subject but as a day to 
day part of their life. This paper tries to focus 
upon the learning opportunities which will help in 
developing real essence learning of scientific 
skills among students in a natural way and the 
different ways the teachers need to be trained for 
developing required skills among students for 
learning science. 

Key Words : Science Education, Scientific 
Skills, learning opportunities

Introduction :

Education in any form (i.e. formal, informal or 
non-formal) is an important tool to understand 
and gain knowledge along with implementing 
and evaluating that knowledge in our day to day 
life. According to Nelson Mandela, “Education is 
the most powerful weapon which you can use to 
change the world.”It means education is a basic 
need of the time and only means to lead the 
country towards healthy and powerful future. So, 
the role of Education System is not only to 
provide such kind of education which results in 

the overall development of a child but also fulfills 
the demands of the country and facilitates the 
holistic development of the country. As it 
correctly said by Kufi Annan (2001), “Education 
is a human right with immense power to 
transform. On its foundation rest the cornerstones 
of freedom, democracy and sustainable human 
development. ” Science and technology is one of 
the most important aspects of education which act 
as a strong determinant in the development of 
country. In each and every aspect of our life, we 
could realize the influence of science and 
technology very well. Since independence, India 
has remarked tremendous growth and 
development in each and every field and science 
and technology act as one of the most important 
pillar in this development.  Science and 
technology is not new to Indian education 
system. Since ages, scientific knowledge in India 
has given its due importance such as the concept 
of atom and formation of the world as discusses in 
the Vaiseshika, one of the Upanishads, 
approaches the modem western thoughts, 
Sankhya philosophy by Kapila is very much like 
Darwinism. 

After Independence, science and Technology 
subjects has been focused in school education. At 
that time India was dealing with the issues of 
severe poverty, hunger, crime, illiteracy etc. and 
science was considered as strong problem 
solving tool to deal with all these issues. While 
delivering the convocation address of Allahabad 
University Pt. J. Nehru in 1946 emphasized the 
importance of science and technology. He said, “ 
It is science alone that can solve the problems of 
hunger and poverty, of insanitation and 
malnutrition, of illiteracy and obscurantism of 
superstition and deadening customs, of rigid 
traditions and blind beliefs, of vast resources 
going to waste of a rich country inhabited by 
starving millions.” Very first education 
commission after independence (The University 
E d u c a t i o n  C o m m i s s i o n ,  1 9 4 8 )  a l s o  
recommended inclusion of science as a course of 
study in secondary schools. National Policy on 
Education (1986) highlighted “science education 
programs will be designed to discover the 
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relationship of science with health, agriculture, 
industry and other aspects of daily life”. 
According to National Council of Educational 
Research & Training (1990), “science teaching at 
secondary level should be intended to develop 
scientific temper, scientific skills and 
appreciation ability of science in learner as a 
discipline”. Even National Curriculum 
Framework for School Education (2000) and 
National Curriculum Framework for School 
Education (2005) suggested the development of 
curiosity and creativity in students. Mashelkar 
(2000) while addressing to the gathering at Indian 
Science Congress has summarized the progress 
of education in the country comprehensively as 
follows: “Let me sum up by recalling the new 
panchsheel of the new millennium, which we 
should launch in the year 2000. It is simply; child 
centered education, woman centered family, 
human centered development; knowledge 
centered society and innovation centered India. 
These principles if put into practice, will help 
India to acquire a scientific temper, edge towards 
a Teaming community’, realize national dreams 
of being knowledge society and leave behind 
memories of underdevelopment.” Various other 
commissions and committees on education also 
consider science as an important subject and 
recommends that it should be taught 
compulsorily in the schools. Time to time 
teaching of science was emphasized to integrate 
more innovative activities, experimentation, 
observation as well as inference rather just 
considering it as a product. It is important to 
inculcate skills in students which are significant 
for understanding the concepts along with 
relating and using them in day to day life.  But 
over the years, teaching learning process in 
schools for science and technology focus only 
imparting knowledge rather focusing on 
generating knowledge related skills.

Need for developing scientific skills among 
students at secondary level :

In 21st century, it is important to understand the 
consequences of science and role of scientific 
enquiry in understanding the day-to-day life and 
world around us and within. It is mentioned in the 
Position Paper National Focus Group on 
Teaching of Science, NCERT (2006) that looking 
at the complex scenario of science education in 
India, there are three issues which stand out 

unmistakably. First, science education is still far 
from achieving the goal of equity enshrined in our 
constitution. Second, science education, even at 
its best, develops competence but does not 
encourage inventiveness and creativity. Third, 
the overpowering examination system is basic to 
most, if not all, the fundamental problems of 
science education. In school curriculum, science 
has its important place in inculcating scientific 
inquiry; critical thinking, scientific method and 
problem solving skills. But over the years, 
teaching learning process in schools for science 
and technology focus only imparting knowledge 
rather focusing on generating knowledge related 
skills. It was found by Rathore (1998) and 
Umashree (1999) that majority of the teachers in 
science classes uses only lecture method to teach 
secondary classes. It was mentioned in the 
National Education Policy Draft (2016) that 
“Failure rate among students in Board 
Examinations is traditionally high. It is well 
documented that much of the higher failure and 
dropout rates can be attributed to poor 
performance in two subjects — Mathematics and 
Science”. Malhotra (2006) found that teachers 
often provide lectures and students mostly 
observe the teacher and their participation in 
classroom is very less. This shows that there is 
strong need of adapting and integrating 
innovative methodologies and curricula as well 
as developing learning materials and other 
resources for improvement of science education 
in schools, so that, students enjoy learning 
science not as a subject but as a day to day part of 
their life. It is important to inculcate scientific 
skills such as observation, communication, 
analyzing the data, inferring the data, predicting 
the data, classifying the data critical and creative 
thinking, problem solving abilities etc in students 
so to understand different concepts of science in a 
more effective manner.

To improve the quality in teaching as well as 
learning of science and to develop scientific skills 
in students, it is important to change or improve 
the methodologies and learning resources. The 
scientific skills help students to develop 
observing qualities, measuring quantities, 
sorting/classifying, inferring, predicting, 
experimenting, and communicating, thinking 
skills such as creative and critical thinking etc. 
Students should understand the concept of 
science by observing, analyzing and inferring the 



conclusion their self, then only they could lead in 
science. The use of innovative methods helps 
students to understand as well as comprehend the 
concept in a more effective way and improve 
their scientific skills. 

Innovative learning opportunities for developing 
scientific skills

• Interactive opportunities
• Exploring nature and Natural Phenomenon
• Collaborative projects
• Integrating Activities 
• Relating the topic with daily life
• Inquiry activities
• Life skills integrated teaching

Objective of the study :

• To develop innovative activities in science 
and technology subject for class IX.

• To implement innovative activities in 
science and technology subject for class IX.

• To study the effectiveness of innovative 
activities in science and technology subject 
for class IX in terms of achievement. 

Hypothesis :

There will be no significant difference in the post-
test mean achievement score in Science and 
Technology subject of class 9 students of 
Experimental and Control group.

Operational definitions - Effectiveness: 
Effectiveness was studied in terms of 
significance of difference between the pre-test 
and post-test mean scores.

Delimitation of the study - The study was 
delimited to class 9th CBSE Schools of Vadodara 
City.

Sample of the study -

The sample of the study was selected randomly. 
Two secondary schools, both affiliated to CBSE 
were selected from the Vadodara city. Students of 
class IX of one school was selected for 
experimental group and students of class IX of 
other school was control group.

Tools used for Data Collection - Pre-post 
achievement test: The test was constructed by the 
investigator. It was validated by experts. To 
achieve the objectives of present study, test which 
was comprised of multiple choice questions and 

short answers of one mark was prepared and 
validated by the subject experts of the given 
chapters. Achievement test was based on subject 
administered on experimental as well as control 
group.

Plan and procedure :
Phase 1 Development of the program

The program which includes activities to enhance 
the scientific skills in science will be developed 
on basis of requirements and level of the students. 
The program involves various learning 
opportunities in the form of collaborative 
projects, activities integrated with other subjects, 
activities related with real life situations, life skill 
integrated activities etc. 

Few of the activities are listed below:

Activity 1

Divide the students into groups depending on the 
size of class and the type of quiz. Here the class 
was divided into 8 groups with 5 students in each 
group.

The quiz competition had 3 rounds, in which 
lowest scoring teams will be eliminated after 
every round.  The rounds were timed. 1st round 
was for 5 minutes, 2nd round was for 3 minute 
and last round was 10 minute. 

In round 1, the groups were given a crossword in 
which they had to find 10 words related to 
environment. The words shouldn’t overlap with 
each other.

In round 2, 5 teams were shown pictures of 
various cell organelles and scientists. They were 
also asked to find incorrect statements and 
complete incomplete statements. This round was 
introduced so as to increase the confidence 
among students when they relate concept with 
their real-life experience. 

In round 3, the students were given a 
questionnaire which was designed according to 
the topic which was already covered in earlier 
rounds adding some more information about that 
topic. This round was aimed to introduce new 
terms related to the topic.

Activity 2
Concept : Tissues 

It is an individual activity. In the activity “Just one 
minute”, the students had to pick one chit from 
the box that had many chits and then, had to speak 



on that topic for one minute. Other students will 
note down the points described by the speaker 
students and then make a paragraph report on that 
topic. That report will be later on submitted to the 
researcher for further analysis. The topics were 
related to their subject and also certain topics 
based on general awareness were also included. 

Activity 3
Concept : Force, Balanced and unbalanced force

In this activity, 24 students are divided into two 
groups, team A and team B. A match of basket ball 
was played and rest of the students were 
observing each phenomenon and analysing it. 
After finishing match, discussion was done and 
important points related to the concept were 
discussed. Each step where force was applied and 
what happened with when balanced or 
unbalanced force was applied? Which student has 
more potential? etc were discussed. 

Activity 4
Concept : Cell Organelles

Students were asked to form a bingo of 5*5 
Carrying 25 boxes. Researcher read 25 words 
related to the concept and asked to write one word 
in each box. After writing words, researcher read 
definitions or meaning of these words, which 
after listening, students mark these definitions 
with the concerned word. Whosoever will get 
first bingo will shout.

Activity 5
Concept : Mixtures

Divide the class into four groups. Distribute a test 
tube having different composition of mixtures 
with content labeled on it. Ask them to write their 
observations within 10 minutes, after discussing 
among their group members. Then exchange 
their test tubes with other group and then they will 
write their observations. Similarly, all the groups 
will give their observations on all the mixtures. 
Researcher will collect the observations and 
discuss further where they are lacking about the 
concept. Ask each member of the group to fill the 
worksheet.

Phase 2 Development of pre-test, post-test to 
check the achievement 

Pre-test and post-test was prepared. Post-test was 
similar to pre-test.

Phase 3 Administration of the pre-test

Investigator has implemented the pre-test in both, 
experimental and control groups.

Phase 4 Implementation of program

Developed program which includes various 
activities, was implemented in the class room for 
35 minutes regularly for a 30 days. In 
experimental group program was administered 
and control group was taught by traditional 
method by their regular teachers.

Phase 5 Administration of the post-test

Investigator has administered post-test on both 
control and experimental groups after the 
implementation of program.

Results and Discussion :

Table - 1

Group N Mean SD ‘t’ value

Control group 40 6.9 1.83 0.92
Experimental group 40 7.4 1.95

From the above table it is observed that 
calculated‘t’ value is not significant at 0.01 level 
of confidence. There was no difference in 
achievement scores of experimental and 
controlled group before the experiment that 
means both the groups, experimental and 
controlled group were similar in respect to their 
achievement scores.

Table - 2

Group N Mean SD ‘t’ value

Controlled group 40 7.02 1.09 10.59
Experimental group 40 11.72 2.62

From the above table it is observed that calculated 
‘t’ value is significant at 0.01 level of confidence. 
The table value for N = 39 is 2.426, which is less 
than calculated value. Hence hypothesis “There 
will be no significant difference in the post-test 
mean achievement score in Science and 
Technology subject of class 9 students of 
Experimental and Control group” is rejected. 
This indicates that students performed better after 
the intervention of the program.

Discussion :

Science and technology has influential marks in 
every part of life, thus it could not be neglected in 
educational part. It has its important place in 
inculcating skills necessary to develop critical 
and creative thinking and helps in natural 
curiosity of the student. Students at secondary 



level may find science as a boring subject if 
concepts are not cleared properly. Using different 
strategies of teaching, scientific skills could be 
enhanced along with the development of content. 
Kelkar (1998) and Kumari (2002) worked on the 
effectiveness of different methods/approaches of 
teaching science on the achievement of the 
students with different achievement levels and 
found that the strategies were proved to be 
effective in raising the achievement level of the 
students of the experimental group.  It was also 
found in the present study that the performance of 
the students, who were taught with different 
innovative strategies, was improved. Students 
showed interest towards activities and 
understood each concept in a more effective way. 
Pllai (2013) also supported the above findings. 
The researcher found that, if proper strategies in 
teaching of science could be introduced, the 
boring concepts of physics could be made 
interesting and better results in science and 
technology would be produced. 

Conclusion :

Science could not taught only with chalk and talk 
method. It needs certain innovative learning 
opportunities which improve not only content 
understanding but also enhances scientific skills. 
Employing different strategies as well as 
innovative learning opportunities in the subject 
has the potential to improve, strengthen and 
stimulate the skills important to for developing 
scientific attitude and hence the learning of 
science and technology subject.
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Abstract :

Customer retention hints the point of 
confinement of a company or thing to hold its 
customers over some predefined period. High 
customer retention induces customers of the 
thing or business tend to come back to, keep 
obtaining or in some other way not betray to 
something else or business, or to non-utilize 
totally. Offering relationship in light of current 
circumstances endeavor to decline customer 
uprisings. Customer retention begins with the 
fundamental contact an alliance has with a 
customer and proceeds with all through the whole 
lifetime of a relationship and beneficial retention 
endeavors consider this whole lifecycle. A 
company's capacity to draw in and hold new 
customers is related with its thing or associations, 
and furthermore to the way it formal its present 
customers, the respect the customers really 
convey moreover of using the courses of action, 
and the notoriety it makes inside and over the 
business center. Convincing customer retention 
consolidates more than giving the customer what 
they think. Conveying persistent supporters of 
the brand may mean beating customer wishes. 
Making customer duty puts 'customer see rather 
than developing focal points and shareholder 
respect at the purpose of joining of business 
strategy'. The key segment in a commanding 
space is reliably the vehicle of a constantly 
specific essential of customer association. Also, 
in the making universe of Customer Success 
Retention is a basic objective. Customer retention 
particularly impacts advantage. Get some 
information about by John Fleming and Jim 
Asplund demonstrates that related with 
customers convey 1.7 conditions more pay than 
standard customers, while having pulled in 
operators and moved in customers give back a 
wage get of 3.4 conditions the standard. The 
estimation of customer retention ought to see 
behavioral targets and veritable customer 
sharpens. The utilization of behavioral focuses as 
a marker of customer retention depends on upon 
the start that goals are a solid pointer of future 
practices, with a definitive target that customers 
who express a more grounded repurchase 
indicate a brand or firm will in like way show 

more grounded relating sharpens. Customer 
repurchase and retention practices can be 
measured in an assortment of various ways which 
are resolved in a couple regard winning articles 
appropriated in the propelling control. The 
relationship between various retention 
estimations is not all things considered clear. It 
can be (a) non-facilitate indicating developing or 
unavoidable hardships, (b) unmistakable for 
various customer parts), and in addition differ by 
kind of industry. Customer retention is a solid 
marker of a company's budgetary achievement, 
both utilizing bookkeeping and securities 
exchange estimations. An examination of a 
Brazilian bank displayed that bank work 
environments that were more skilled at feasibly 
fulfilling and holding customers were more 
significant than their accessories that did either 
yet not both. In this research work, the empirical 
and pragmatic analysis on the customer retention 
in e-retail segment is done with effective 
statistical analysis.

Keywords : Model for Customer Loyalty, 
Customer Retention, E-Retail Segment

Introduction :

Customer loyalty is both an attitudinal and 
behavioral proclivity to reinforce one brand over 
all others, paying little personality to whether 
therefore of fulfillment with the thing or alliance, 
its accommodation or execution, or simply 
conceded credit and solace to the brand. 
Customer loyalty urges purchasers to shop all the 
more dependably, spend a more recognizable 
share of wallet, and feel positive about a shopping 
learning, pulling in buyers to got a handle on 
imprints even with a pulled in situation. 

To comprehend customer loyalty one must see 
there are varying sorts and degrees of loyalty. 
There is monogamous loyalty and there is 
polygamous. There are additionally behavioral 
and attitudinal center interests. A gander at these 
bits of knowledge will design what "customer 
loyalty" truly is, and this is enter in light of the 
way that having a strong energy about the thought 
is major in the event that one may need to sort out 
a reward program where loyalty overhaul is the 
crucial target. 
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 Figure 1 : Customer Retention Dimensions

Customer retention hints the point of confinement 
of a company or thing to hold its customers over 
some predefined period. High customer retention 
induces customers of the thing or business tend to 
come back to, keep obtaining or in some other 
way not betray to something else or business, or to 
non-utilize totally.

Offering relationship in light of current 
circumstances endeavor to decline customer 
uprisings. Customer retention begins with the 
fundamental contact an alliance has with a 
customer and proceeds with all through the whole 
lifetime of a relationship and beneficial retention 
endeavors consider this whole lifecycle.

A company's capacity to draw in and hold new 
customers is related with its thing or associations, 
and furthermore to the way it formal its present 
customers, the respect the customers really 
convey moreover of using the courses of action, 
and the notoriety it makes inside and over the 
business center. Convincing customer retention 
consolidates more than giving the customer what 
they think. Conveying persistent supporters of 
the brand may mean beating customer wishes.

 

Figure 2 : Customer Types in Apostle Model

1.1  Customer Loyalty

Customer loyalty is both an attitudinal and 
behavioral proclivity to reinforce one brand over 
all others, paying little personality to whether 
therefore of fulfillment with the thing or alliance, 
its accommodation or execution, or simply 
conceded credit and solace to the brand. 
Customer loyalty urges purchasers to shop all the 
more dependably, spend a more recognizable 
share of wallet, and feel positive about a shopping 
learning, pulling in buyers to got a handle on 
imprints even with a pulled in situation. 

To comprehend customer loyalty one must see 
there are varying sorts and degrees of loyalty. 
There is monogamous loyalty and there is 
polygamous. There are additionally behavioral 
and attitudinal center interests. A gander at these 
bits of knowledge will design what "customer 
loyalty" truly is, and this is enter in light of the 
way that having a strong energy about the thought 
is major in the event that one may need to sort out 
a reward program where loyalty overhaul is the 
crucial target. 

1.2  Monogamous versus Polygamous Loyalty

We live in a universe of polygamous, not 
monogamous loyalty. For instance, a man may 
shop at Safeway, Thrifty Foods and Save-on-
Foods and unfailingly shop at all three. The 
individual is then intense to them, yet not to 
others, but instead 100% tried and true to none. In 
their book Loyalty Myths, Keiningham et al. 
(2005) recommend that "loyalty can to some 
degree be considered as the likelihood a customer 
will buy a brand on a specific buy event. For 
instance, a customer may tend to buy Brand A 70 
percent of the time, Brand B 20 percent, and 
Brand C 10 percent of the time" (p.90). The point 
here is that, in this present reality, 100% 
persisting customers are dumbfounding. In the 
more significant bit of cases, trying to make 
customers completely solid is endless. A more 
sensible objective for affiliations is to make 
customers as time tried as conceivable – to create 
customer share of wallet, rehash of securing and 
general efficiency. The target of affiliations, and 
in like way loyalty programs in like manner, 
ought to be to make the association's share of 
customer loyalty as high as would be sensible. 



 Figure 3: Assorted Dimensions of Customer Loyalty

As showed by Dowling and Uncles (1997) from 
Australia, "'polygamous loyalty' is a summoning 
depiction of true blue purchaser lead than either 
stamp exchanging (a mindful for the last time 
change of obligation to another brand) … or 
aimlessness (the butterfly inclination to shiver 
from brand to check with no settled dependable 
quality)." 

1.3  Behavioral and Attitudinal Loyalty 

Some time beginning late, remarkable analysts 
outlined loyalty in behavioral terms. In the event 
that a man made most buys in a given thing class 
from one provider, paying little respect to the 
reason, the individual was depicted as steadfast. 
As Kumar and Shah from the University of 
Connecticut's School of Business (2004) raise, "a 
more conspicuous bit of existing loyalty 
programs take after these measures to remunerate 
behavioral loyalty. That is, the more you continue 
with the company, the more rewards you get". 

 

Figure 4 : Customer Types in Apostle Model

A moment bit of loyalty is attitudinal loyalty. 
Like behavioral loyalty, attitudinal definitions 
have existed for quite a while. This second some 
piece of loyalty spotlights on how solid the 
mental duty or union is to the brand. With no other 
individual, it too has impediments. For instance, 
how steadfast are individuals who rave around a 

thing and derrick it to their assistants, yet then for 
reasons unknown remissness to get it routinely 
themselves? 

In the aggregate of different reviewers, as a base, 
a classy centrality of customer loyalty joins the 
chronicled setting of activities paying little 
respect to examinations and focuses toward the 
brand or business relationship. Loyalty 
progression and talk (i.e., improvement to others) 
are both beneficial to affiliations, yet in various 
ways.

Literature Review :

To propose and defend the research work, a 
number of research papers are analyzed. 
Following are the excerpts from the different 
research work performed by number of 
academicians and researchers.

Chuah, S. H. W. et. al. (2017) examined the 
attitudes and beliefs of the Gen Y members 
towards mobile Internet service providers 
(MISPs). The work proposed a research model to 
elucidate the relationship between perceived 
value, satisfaction, switching costs (SC), 
alternative attractiveness (AA) and loyalty. The 
work tested it using empirical data collected from 
417 Gen Y mobile Internet subscribers.

Kitrungpaiboon, K. et. al. (2017) investigated 
factors affecting brand loyalty. Four independent 
variables were selected in this research - word-of-
mouth, perceived value, convenience and 
satisfaction on product.

Morgan, S. et. al.  (2017) conducted online 
survey with assorted perspectives including 
loyalty, customer satisfaction, brand image, 
perceived quality and perceived value, was 
conducted among customers

Adebiyi, S. O et. al.  (2017) explored the 
combination of two operations research models 
(analytic hierarchy process and Markov chain) 
for solving subscribers’ churn and retention 
problem

Baral, S. K et. al. (2017) analyzed the perception 
of customers on different aspects of customer 
relationship management practices in SBI based 
on primary data collected from 199 customers 
across six selected branches

Rubio, N et. al. (2017) identifies three 
determining aspects of retail loyalty and trust: 
satisfaction with price levels, the perceived 



image of the assortment and loyalty to the store 
brands (SB). Secondly, this study proposes a 
theoretical relational model among the 
aforementioned aspects. Finally, this study 
analyzes the moderating role that the strategy of 
choosing SB name (umbrella brand label vs. 
brands different from the label brand) plays in the 
relationship between loyalty to SB and loyalty to 
and trust in the retailer.

Confraria, J et. al. (2017) identify consumer 
preferences for the following characteristics of 
mobile plans: the importance of using the same 
provider as friends and family (calling club 
network effects), the market share of the provider 
(pure network effects), the length of the 
commitment period, monthly fee/recharge 
obligations and per minute call charges for calls 
made within and outside the provider network. A 
discrete choice experiment was used as a 
preference elicitation method and implemented 
in face-to-face interviews.

Patil, A. A. et. al. (2017) propose a Complaint 
Management System that could add more value 
to E-CRM in businesses. showed that there is a 
need to re-direct attention in the area of complaint 
management

Hajiyan, H et. al. (2017) prepares a questionnaire 
in Likert scale and distributes it among some 
regular customers of this bank.

The purpose of study by Ansari, A et. al. (2016) is 
to investigate the customer–service provider 
relationship in the insurance industry using 
artificial neural networks and linear regression.

K. K. F et. al. (2016) investigates the linkages of 
customer engagement with traditional 
antecedents of brand loyalty.

Hassouna, M et. al. (2016) empirically compare 
two techniques: Customer churn-decision tree 
and logistic regression models. The paper proves 
the superiority of decision tree technique and 
stresses the needs for more advanced methods to 
churn modelling. 

Alshurideh, M. T. (2016) analyzed the 
relationship between strength, longevity, 
continuity, relational cost and benefits.

Jalali, M. S et. al. (2016) proposes and tests an 
integrated application of cognitive mapping and 
multiple criteria decision analysis (MCDA). 
combining metacognitive and psychometric 

decision-making approaches. create a framework 
for the assessment of bank customer loyalty. 
identifies determinants and allows the trade-offs 
among them to be calculated.

Nuseir, M. T. (2016) explored the depth of 
internet and figure out the possible outcomes and 
benefits of using internet and digital media as a 
marketing tool.  Opted a primary quantitative 
method and conducted a survey of 200 consumers 
and results affirmed that internet is useful 
marketing tool

Jin, N., et. al. (2016) perceived risk having 
negative impact on trust, customer satisfaction, 
and customer loyalty.

Martin, C. L et. al. (2016) presented that the 
retrospective analysis contributes to the field’s 
understanding of the historical development of 
services marketing and provides fodder for future 
research.

Gu, R., et. al. (2016) adopts a user-centric 
relational perspective to propose and empirically 
examine a theoretical model comprising. user-to-
user social influence, operator-to-user relational 
bonds, and satisfaction as antecedents of SNS 
user loyalty.

Ghazali, E et. al. (2016) examines the influence 
of switching barriers on customer retention (i.e., 
e-store loyalty) and further investigates the 
moderating effects of switching costs and 
alternative attractiveness.

The purpose of Pereira, H. G et. al. (2016) 
research is to investigate the impact of four online 
purchase determinants (website image, routine, 
website knowledge and innovativeness) on 
customer loyalty and the mediating effect of 
customer satisfaction within the context of e-
commerce.

In the work by Cao, L. et. al. (2015), the authors 
propose a conceptual framework to explain 
whether and under what firm-level conditions 
cross-channel integration impacts firm sales 
growth.

Amin, M. et. al. (2015) examine the impact of 
perceived ease of use (PEOU), perceived 
usefulness (PU) and trust propensity on 
repurchase intention (RI) in which the role of 
gender differences is concerned with implication 
of website innovativeness.



Vaidyanathan, R. et. al. (2015) provides small 
business owners with an introduction to 
intelligent shopping agents, presents examples of 
how these agents help consumers at various 
stages of the decision-making process

Lim, J. S. et. al. (2015) develops and tests a 
consumer touch-point satisfaction model of 
online purchase. The model captures the 
moderating effect of search and experience 
product type on the relationships among the 
satisfaction with two of the e-retailer’s touch 
points (e-shopping site and social media sites), 
loyalty intention, and purchase.

Santoso, A. S. et. al.. (2015) explore one of the 
systems of the collaborative consumption, 
product-service system in term of customer 
loyalty by using data from babyloania.com, a 
Start-Up that using this model.

Tat, H. H et. al. (2015) investigates and predicts 
the intention among current users to continue 
using the services.

Renjith, S. (2015) proposes an integrated model 
that can predict customer churn and also 
recommend personalized win back actions.

Kumar, A. et. al.. (2015) specifically focuses on 
exploring the difference of electronic service 
quality dimensions across age and gender groups 
(n = 412) and also analysed its effectiveness. 
ANOVA and multivariate regression techniques 
are used for compliance on the objective of study.

Melis, K. et. al.. (2015) identify the underlying 
drivers of online store choice and explore if and 
how these drivers change when multi-channel 
shoppers gain online grocery shopping 
experience.

Al-Jader, R. (2015) suggests two new constructs, 
accumulative trust and digital commitment as 
customer determinants appropriate for the online 
context.

Das, G. (2014) present the study as an effort to 
explore the direct and indirect impacts (mediated 
through retailer loyalty) of retailer awareness, 
retailer association and retailer perceived quality 
on purchase intention.

Chinomona, R. et. al.. (2014) indicate that the 
relationship between customer satisfaction and 
their trust, customer satisfaction and their loyalty, 
customer trust and their loyalty, customer loyalty 
and their repurchase intention and customer trust 

and their repurchase intention are positive in a 
significant way.

Du, Y., & Tang, Y. (2014) gives the deep literature 
review and implications for research and practice 
on the evolving retailing landscape, emphasizing 
on the transformation of multichannel to 
omnichannel retailing.

Tahal, R. (2014) concentrates on e-shop loyalty 
programs with regard to the young generation of 
customers.

A Ahmad Al-Hawari et. al. (2014) demonstrates 
how the customer sociability level might affect 
the relationship between customers and online 
banking services.

Srivastava, R. (2014) analyze the mediating role 
of customer satisfaction on customer loyalty

Kharouf, H., et. al. (2014) highlights the 
importance for retailers to signal their 
trustworthiness to build customer trust and 
loyalty. Measure the trustworthiness perceptions 
when examining customer relationships and 
managers should plan strategically to develop 
both trust and trustworthiness with their 
customers.

Chinomona, R., et. al.  (2014) gives that the 
online shopping behavior can be understood from 
the strength of loyalty outcomes

Smith, A. A. et. al.  (2014) analyze the 
statistically significant outlines motivations and 
factors that influence the quality in e-ticketing 
affecting customers’ attributes including 
perceptions, preferences, and intentions.

Homsud, S. et. al. (2014) proposed model based 
on DeLone & McLean e-commerce

Salehnia, M. et. al. (2014) extracts the factors on 
positive word of mouth and loyalty based on trust 
enhancement and its relationship with customer 
loyalty

Research Objectives :

The following aims and objectives of the research 
work are

1. To evaluate the customer retention and 
loyalty perspectives in e-retail segment

2. To evaluate and predict the performance of 
e-commerce domain with specific 
dimension of customer loyalty

3. To analyze the impact of web based 



marketing strategies customer loyalty

4. To investigate the impact of specific offers 
and discount coupons for customer retention 
in e-retail segment

There is need to analyze the assorted parameters 
and factors which is directly as well as indirectly 
associated with the customer retention in e-retail 
segment. By this approach, the analysis of 
consumer behavior will be easy and the 
companies can adopt effective decision making 
in promoting their online stores and products.

Research Hypothesis :

Hypothesis – 1

Null Hypothesis – There is no relationship 
between mobile and web based marketing 
strategies on customer retention and loyalty.

Alternate Hypothesis - There is key relationship 
between mobile and web based marketing 
strategies on customer retention and loyalty.

Hypothesis - 2

Null Hypothesis – No impact exist on customer 
on implementation of discount vouchers and 
offers for customer loyalty in e-commerce 
segment

Alternate Hypothesis – Key impact exist on 
customer on implementation of discount 
vouchers and offers for customer loyalty in e-
commerce segment

Hypothesis - 3

Null Hypothesis - There is no relationship 
between adoption of cashless transactions and 
customer loyalty in e-retail segment

Alternate Hypothesis - There is key relationship 
between adoption of cashless transactions and 
customer loyalty in e-retail segment

Research Methodology :

• Problem Formulation and Identification of 
Research Problem

• Preparation of Questionnaire on Likert scale

• Identification and Contact with the E-Retail 
Customers

• Filling up the questionnaire from customers 
for primary data

• Fetching and extraction of secondary data 
from assorted authentic and valid sources

Descriptive Statistics

N Mean Std. Minimum Maximum
Deviation

Research 100 2.6907 .46460 2.00 3.00
Variable

• Implementation of statistical approaches and 
techniques for data analytics and 
interpretation of results

• Evaluation of hypothesis based on the results 
obtained from data interpretation

Key Perspectives 

• The classical work is not effective in terms of 
insufficient adoption of assorted queries and 
feedbacks from the customers.

• There is need to deeply evaluate the results 
from multiple dimensions so that effective 
and performance aware decision making can 
be done at the end of organizations.

4.3  Problem Formulation

There is need to analyze the assorted parameters 
and factors which is directly as well as indirectly 
associated with the customer retention in e-retail 
segment. By this approach, the analysis of 
consumer behavior will be easy and the 
companies can adopt effective decision making 
in promoting their online stores and products.

4.4 Research Gap

• The classical work is not effective in terms of 
insufficient adoption of assorted queries and 
feedbacks from the customers.

• There is need to deeply evaluate the results 
from multiple dimensions so that effective and 
performance aware decision making can be done 
at the end of organizations.

Results and Discussion :

Case (Scenario)

Chi-Square Test

Description of the Null and Alternate 
Hypothesis :

Null Hypothesis – There is no relationship 
between mobile and web based marketing 
strategies on customer retention and loyalty.

Alternate Hypothesis - There is key relationship 
between mobile and web based marketing 
strategies on customer retention and loyalty.



To analyze the results of the null as well as 
alternate hypothesis, the following statistical 
analysis has been performed.

Chi-Square Test

Experience

Observed N Expected N Residual

1-2Y 33 48.5 -18.5
2-3Y 67 48.5 18.5

Total 100

Test Statistics

Experience

Chi-Square 14.113a
Df 1
Asymp. Sig. .000

a. 0 cells (0.0%) have expected frequencies less 
than 5. The minimum expected cell frequency is 
48.5.

Interpretation and Explanation :

The Hypothesis that “There is no relationship 
between mobile and web based marketing 
strategies on customer retention and loyalty.” is 
hereby REJECTED because : 

From the Chi-Square Analysis, for the degree of 
freedom 1, the value of Chi-Square (?2) is 14.113. 
Additionally, it indicates that the Significance 
Value (0.000) is less than the Threshold Value of 
0.05 (or within the range or 0.05). This suggests 
that the Hypothesis is Rejected

It is very apparent from the analysis of the 
frequency that there is quite difference between 
the observed and expected count. The residual 
found is giving difference a lot which means that 
the experience level and the negation count is 
related regardless of the respondent profile and 
other parameters.

Case (Scenario)
One Way Anova (Analysis of Variance)

Description of the Null and Alternate 
Hypothesis :

H0 (Null Hypothesis): “No impact exist on 
customer on implementation of discount 
vouchers and offers for customer loyalty in e-
commerce segment”

H0 (Alternate Hypothesis): “Key impact exist on 
customer on implementation of discount 
vouchers and offers for customer loyalty in e-
commerce segment”

To analyze the results of the null as well as 
alternate hypothesis, the following statistical 
analysis has been performed.

Test of Homogeneity of Variances

Levene Statistic df1 df2 Sig.

54.000 1 18 .000

Interpretation and Explanation :

The Null Hypothesis that “No impact exist on 
customer on implementation of discount 
vouchers and offers for customer loyalty in e-
commerce segment” is hereby REJECTED 
because : 

The Significance Level of 0.25 is less than the 
threshold value of 0.05 indicating that the null 
hypothesis can be REJECTED. In conclusion, it 
is apparent that there will be huge effect of 
integrating the implementation of discount 
vouchers and offers for customer loyalty in e-
commerce segment

Case (Scenario)
Chi Square Test

Description of the Null and Alternate 
Hypothesis :

Null Hypothesis - There is no relationship 
between adoption of cashless transactions and 
customer loyalty in e-retail segment

Alternate Hypothesis - There is key relationship 
between adoption of cashless transactions and 
customer loyalty in e-retail segment. To analyze 
the results of the null as well as alternate 
hypothesis, the following statistical analysis has 
been performed.

Case Processing Summary

      Valid      Missing       Total

N Percent N Percent N Percent

100 100.0% 0 0.0% 100 100.0%

Chi-Square Tests

Value df Asymp. 
Sig. (2-sided)

Pearson 17.133a 12 .000
Chi-Square

Likelihood 17.106 12 .146
Ratio

Linear-by- 4.725 1 .030
Linear 
Association

N of Valid 100
Cases



a. 14 cells (70.0%) have expected count less than 
5. The minimum expected count is .15.

Case (Scenario)
Chi Square Test

Description of the Null and Alternate 
Hypothesis :

Null Hypothesis - There is no relationship 
between adoption of cashless transactions and 
customer loyalty in e-retail segment

Alternate Hypothesis - There is key relationship 
between adoption of cashless transactions and 
customer loyalty in e-retail segment

To analyze the results of the null as well as 
alternate hypothesis, the following statistical 
analysis has been performed.

Chi-Square Test

Experience

Observed N Expected N Residual

1-2Y 30 48.5 -18.5
2-3Y 67 48.5 18.5

Total 97

Test Statistics

Experience

Chi-Square 14.113a
Df 1
Asymp. Sig. .000

a. 0 cells (0.0%) have expected frequencies less 
than 5. The minimum expected cell frequency is 
48.5.

Interpretation and Explanation :

The Hypothesis that “There is no relationship 
between adoption of cashless transactions and 
customer loyalty in e-retail segment” is hereby 
REJECTED because : 

From the Chi-Square Analysis, for the degree of 
freedom 1, the value of Chi-Square (?2) is 14.113. 
Additionally, it indicates that the Significance 
Value (0.000) is less than the Threshold Value of 
0.05 (or within the range or 0.05). This suggests 
that the Hypothesis is Rejected and it is evidently 
found that there is key relationship between 
adoption of cashless transactions and customer 
loyalty in e-retail segment

It is very apparent from the analysis of the 
frequency that there is quite difference between 
the observed and expected count. The residual 

found is giving difference a lot which means that 
the experience level and the negation count is 
related regardless of the gender and other 
parameters.

Table : Hypothesis, Accepted Status and Source

Sr. Hypothesis Accepted Source
No. Hypothesis

1 Null Hypothesis - There Alternate Primary 
is no relationship between Hypothesis and 
mobile and web based Accepted Secondary 
marketing strategies on Data
customer retention and Null 
loyalty. Hypothesis 

Alternate Hypothesis - Rejected
There is key relationship 
between mobile and web 
based marketing strategies 
on customer retention 
and loyalty.

2 Null Hypothesis – Alternate Primary 
No impact exist on cust- Hypothesis and 
-omer on implementation Accepted Secondary 
of discount vouchers and Data
offers for customer Null 
loyalty in e-commerce Hypothesis 
segment Rejected

Alternate Hypothesis – 
Key impact exist on cust-
-omer on implementation 
of discount vouchers and 
offers for customer loyalty 
in e-commerce segment

3 Null Hypothesis - There is Alternate Primary 
no relationship between Hypothesis Data
adoption of cashless Accepted
transactions and 
customer loyalty in Null
e-retail segment Hypothesis

Alternate Hypothesis - Rejected
There  is key relationship 
between adoption of 
cashless transactions 
and customer loyalty 
in e-retail segment

Conclusion :

The customers remain passionate about your 
product or brand. It is always better to deliver a 
customized solution that identifies the customers' 
loyalty.

This makes the identification of needs perhaps 
the most important phase in a collaboration on 
Customer Loyalty Management. There is need to 
strive to achieve an identification of needs that is 
as comprehensive as possible. And we view this 
phase as an important reconciliation of 
expectations between the customer and 
organization.

It is necessary to identify which challenges the 
company is facing how they can deliver an 
optimal customer survey that matches these in the 
best way possible. As access to markets is 



becoming less localised, demands on logistics 
management and distribution partnering are 
becoming more significant. Second, markets are 
becoming more fragmented.

Following points can be appended and integrated 
as future work for the research

1. Deep Analysis of Root-Cause from Regular 
and Frequent Feedbacks

2. Credibility Assessment

3. Grading or Ranking of Customers
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Abstract :

The macro change in the order of gender, shaped 
by the industrial revolution in the course of 
transition from agricultural to industrial 
economy, did not only embrace the position of 
men as bread-winner but also relegated women to 
the periphery of house and household, thus 
substituting the gender-determined labor with 
one that is gender-defined. Considering that 
transition as the point of departure, this paper is 
aimed at establishing power as empowerment 
meaning that power can be treated as ‘power-to’ 
rather than the prevailing notion of power 
necessarily being the ‘power-over’. Based on the 
influential work of Simone de Beauvoir i.e. ‘The 
Second Sex’, the first segment of the paper 
explores the domination-led power by re-
examining the distinction between man as the 
absolute and the woman as the ‘other’, and, in 
doing so, it further takes into account what Iris 
Young reckons as ‘the woman’s actual bodily 
movement and orientation to its surrounding and 
its world.’ On identifying the marginal difference 
as the ground of empowerment, the following 
segment raises an important question that 
whether it is the devalued difference or it is the 
power that single-handedly constitutes and 
confirms the difference and the powerlessness, 
and further takes Catherine MacKinnon’s 
presentation of women as helpless victims into 
account. The last section of the paper deals with 
politics of oppression based on the work of Iris 
Young and Ann Cudd, and, finally comes to the 
question of locating the need for celebrating 
women and women empowerment but not by 
recognizing women as the mere combination of 
female sex and feminine social role, but by 
understanding power as ‘power-to’ which can 
result into what Virginia Held identifies as the 
process of empowering others and fostering 
transformative growth. 

Keywords : Women Empowerment, Power, 
Power-to, Power-over, Politics of Oppression.

Women empowerment, as observed by Sara 
H l u p e k i l e L o n g w e  i n  t h e  Wo m e n ’s  

Empowerment Framework, is necessarily a tool 
to capacitate women so that they can be at par 
with men both in terms of position and possession 
besides being able to take part in the development 
procedure which can render control over the 
factors  of  product ion(March,  Smyth,  
&Mukhopadhyay, 1999). Despite this being the 
q u i n t e s s e n t i a l  d e f i n i t i o n  o f  w o m e n  
empowerment, this framework unconsciously 
takes both the notions of ‘power-to’ women and 
‘power-over’ men into account and creates the 
space for re-examining men and women – the 
absolute and the ‘other’. The Industrial 
Revolution, that is often attributed to have 
changed the nature of working life of the women, 
actually demanded gender division of the work 
force and eventually replaced the egalitarian 
gender relations as the machinery-led Industrial 
Revolution required masculine power more than 
anything else. The social fabric in the industrial 
society further created space for embracing men 
as the bread-winner while the house and 
household became the periphery of the women 
who were found to be more nurturing and have 
robust characteristics to participate in caregiving 
activities. The bodily power of the male, which 
was at the root of putting the female sex at 
achieving things that only feminineness could 
achieve, certainly converted itself into 
dominance that was started to be evinced beyond 
the place of work and was further accepted in the 
socio-cultural space. John and Barbara 
Hammond aptly pointed out that the new order 
turned the discomforts of the life of the poor into a 
rigid system and the Industrial Revolution added 
discipline - the discipline of power that was 
driven by a competition that seemed as inhuman 
as the machines that thundered in factory and 
shed(Hammond & Hammond, 1995).

The Essentially Contested Concept of Power : 
Revisiting the Literature 

The axiom of ‘where there's smoke, there's fire’, 
as many would figure out, holds very significant 
position in the ken of the question of one’s control 
over other’s action because the need of labeling a 
very specific feeling as ‘power’ (a form that can 
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be studied more or less systematically) emerges 
from the ground of differentiating the right 
(legitimate power) and the repressive domination. 
Naturally the basic question here revolves around 
finding the nature of power - whether it is used for 
the purpose of getting someone to do something 
that won’t be done otherwise (the sense of power-
over) or whether power is something that reflects 
the notion of ‘power-to’ and what Hanna Pitkin 
recognizes as ‘capacity, potential, ability or 
wherewithal’ (Pitkin, 1972). This segment 
attempts to trace the complex notions found in 
disagreements over the understanding of power, 
and, in doing so, it takes resort to the works of 
Max Weber, Robert Dahl, Steven Lukes, Thomas 
Hobbes, Hannah Arendt, Jürgen Habermas, 
Michel Foucault, and Martin Saar.

The concept of power (Macht), as delineated by 
Max Weber in ‘Economy and Society: An Outline 
of Interpretive Sociology’, is centered around the 
‘probability that one actor within a social 
relationship will be in a position to carry out his 
own will despite resistance, regardless of the 
basis on which this probability rests’, and,  has 
been misinterpreted at times. The sociologically 
nebulous concept of power certainly involves a 
large number of qualities and situations and 
perhaps that is why Weber has considered 
domination as an alternative concept that is more 
carefully clarified. Weber notes that "every 
genuine form of domination implies a minimum 
of voluntary compliance, that is, an interest 
(based on ulterior motives or genuine 
acceptance) in obedience" (Weber, 1968). 
Voluntary compliance, even if implied at its 
lowest level, seems to be a requisite for the power 
relation to be active behind dominance which 
further demands interest in obedience and that 
interest can either be based on genuine 
acceptance or secondary motives. The formation 
of dominance as a structured phenomenon has its 
roots at it being practiced and thus becoming the 
societal structure. The regular patterns of 
inequality thus emerge from the sustained nature 
of relationship between dominance and 
subordination. An anecdote, that is to be 
introduced here, can be further used to explain the 
pressing issues arriving from complex relation 
between domination, obedience and voluntary 
compliance. 

Having been subjected to male curiosity, 
exploration and embarrassment, she always 
found herself to carry an image to the 

conformities of both culture and economy. 
Brought up in a society where patriarchal 
surveillance has always been contributing to the 
socio-ritualistic point of view, where patriarchal 
d e t e r m i n i s m  d o m i n a t e s  m a r r i a g e  t o  
reproduction, Urmila belongs to the remote 
village of Bhadohi, Uttar Pradesh. Lately, Urmila 
has started an organization named SHE that 
works in remote villages where women are 
offered absolutely no involvement in decision-
making, no freedom of movement, and thus 
leading to almost no expansion of an individual’s 
agency i.e. expansion in one‘s ability to act and 
bring about change, judgment of achievements in 
terms of her own values and objectives. Breaking 
the notion of biological essentialism leading to 
the disfiguration, fragmentation, deformation 
and commodification of women has been the 
prime area of work for UrmilaPathak. Being a 
staunch believer of equality, she says, “If your 
man can go to restrict you from going out and 
doing anything, and if he can go to have liquor 
after spending the entire day at fields and then 
come on you with all frustrations,you equally 
have the right to work at home, do your duties and 
then enjoy your leisure.” Now the question is – is 
it so easy to transform the lives of thousands of 
women who just have been rendering multiple 
images, each deviant, unstructured, and diffused? 
SHE, the brainchild of Urmila, makes an attempt 
to fight the atrocities brought upon by the male 
society, and, is actually there for another she to 
become She. The emergence of organizations like 
SHE, as many would be familiar with, doesn’t 
happen only because of the dissenting voices like 
Urmila having the courage but rather because of 
their voluntary compliance in obedience toward 
the domination looking for a timeless or rather 
perpetual pause. 

The ‘intuitive idea of power’, that has been put 
forward by Robert Dahl, can be applied here in the 
case of Urmila as her husband exercised power-
over her to the extent that he can get Urmila not to 
do something that Urmila would otherwise do 
(Dahl, 1957). But the fact, that Urmila decided not 
to comply with the patriarchal determinism, 
clearly depicts the inequality emerging from the 
earlier discussed sustained relationship between 
dominance and subordination. Another way of 
putting it would be that that the power-over is 
possible only when A affects B in a manner 
contrary to B’s interests, definitely on the line of 
Steven Lukes (Lukes, 1974). The word power, that 



is etymologically related to the French word 
‘Pouvir’ and the Latin word ‘Potere’, means ‘to be 
able’ and that is exactly what Thomas Hobbes 
believes in when he talks about power being a 
person’s means that can be deployed to obtain 
some ‘future apparent good’ (Hobbes, 1985 
(1641), 150) which Urmila is attempting to 
achieve here with the help of SHE. The power, that 
Urmila is found to exercise here, is not necessarily 
the power-over and rather reflects the notion of 
power which was brought forward by Hannah 
Arendt in the book ‘On Violence’ in which she 
distinguished power from authority, strength, 
force and violence and claimed power to be an end 
it itself (Arendt, 1970). Such notion of power 
received critical argument from Jurgen Habermas 
who thought that such way of defining power has 
the potentiality to screen any and all strategic 
understandings of power. On the other hand, 
Michel Foucault’s influential analysis is 
preoccupied with the thought that power is a kind 
of power-over as he puts it, “if we speak of 
structures or the mechanisms of power, it is only 
insofar as we suppose that certain persons exercise 
power over others” (Foucault, 1983). While the 
systematic conception of power supposedly 
highlights the methods in which individuals are 
enabled to exercise power over others with the 
help of socio-cultural, historical, political and 
economic forces, the constitutive approach 
necessarily focuses on the social world of the 
individuals being constituted by power relations. 

Much of the philosophical literature has been 
shaped to draw a thin line of difference between 
the action-theoretical and broader-systematical 
conceptions of power that respectively deal with 
dispositional abilities of particular actors and 
manufacturing of a systematic structure that 
creates possibilities for an action. Irrespective of 
the amount of complexity that both the 
conceptions possess, it can never be said that the 
systematic conception is an alternative to the 
action-theoretical conception and further gets 
backed by Saar’s comment that the ‘basic 
scenario remains individualistic at the 
methodological level: power operates on 
individuals as individuals, in the form of a 
‘bringing to action’ or external determination’ 
(Saar, 2010). So precisely it won’t be too much to 
say that power becomes power-over only after it 
is seen by an actor as power-to him (or her).

As this segment explores the quotient of 
dominance in power by re-examining the 

distinction between man as the absolute and the 
woman as the ‘other’, it takes resort to Simone de 
Beauvoir’s ‘The Second Sex’ which is often 
considered as the locus classicus of the 
phenomenological feminist approaches. 
Domination, that is often recognized and 
understood as unjust as well as oppressive power-
over relations, seems to dwell upon the 
distinction between man as the subject ?as the 
absolute and woman as the other in Beauvoir's 
text. Women’s situation, as Beauvoir puts it, rests 
on the distinction between being for-itself ?self-
conscious subjectivity capable of freedom as well 
as transcendence and being in-itself ? the un-self-
conscious things that are incapable of freedom 
and mired in immanence. The anecdote regarding 
Urmila, that has been mentioned earlier, if looked 
at from a close distance, reflects both the notions 
i.e. being for-itself (when Urmila overcome all 
the difficulties and established her existence 
beyond the physical level by giving birth to SHE) 
and being in-itself (when Urmila was victim of 
the male domination and found it difficult to 
extricate herself).  Women, whenever are 
‘defined and differentiated with reference to man 
and not he with reference to her’, become the 
‘inessential as opposed to essential’. As women 
submit to the status of the ‘other’ for the sake of 
avoiding the anguish of authentic existence, 
Beauvoir does not only hold women responsible 
but also believes that the socio-cultural 
conditions deny women transcendence yet offer 
immanence on the basis of compulsion 
(Beauvoir, 1974).

The role of female embodiment in women’s 
oppression, which really has been paid very little 
attention in Beauvoir’s work except the 
discussion on women’s bodies in relation to their 
status as immanent other, became the trajectory 
of critical thoughts that have been put forward by 
Iris Marion Young who further went on to analyze 
the situatedness of the woman’s actual bodily 
movement and orientation to its surroundings and 
its world (Young, 1990). The fact that girls and 
women fail to use the spatial potential of their 
bodies is largely because of the reason that the 
women live their body as object as well as subject 
meaning that the female bodily comportment 
exhibit a great deal of tension between 
transcendence and immanence and that is why 
women cannot be in unity with herself. 

Power and Powerlessness : Women as Helpless 
Victims in Catherine MacKinnon’s Presentation



Empowerment, inevitably a process of internal 
and external change, deals with the propensity to 
make decisions and solve own problems 
(internal) and the preparedness to implement the 
new resources acquired in the course of the 
process (external). The entire process of 
empowerment that begins with a proactive and 
initiative-taking approach to life seeks to offer 
means for the purpose of eradicating problems 
arriving from powerlessness i.e. the external locus 
of control that is dependent on the culture which 
one belongs to. The problem arises when power is 
seen as a positive social resource as opposed to the 
domina t ion  cen t r i c  t ens ion  be tween  
transcendence and immanence or vice versa. 
Even though there is very little confusion over the 
fact that the socially constructed inequalities call 
for redistribution of the resources in more 
equitable ways, it also needs to be asked whether 
the gender difference is all that the domination 
can actually see. In this context, this segment 
refers to the work of Catherine MacKinnon who 
observes domination to be closely tied up with the 
understanding of gender difference.

As MacKinnon points out, it is not the mere 
devalued difference but rather the power-defined 
difference that looks like ‘the velvet glove on the 
iron fist of domination’ (MacKinnon, 1989). 
Gender difference, the function of domination, 
then implicates that men are powerful and women 
are powerless. Sex (the biologically rooted traits) 
and gender (the socio-culturally rooted traits), 
whenever taken to the level of differentiation, seem 
to exhibit reliance on the social construction of 
power relations, thus empowering the male 
supremacy to be active in order to prevent any 
woman who escapes the meaning of being a 
woman in a gendered social system. MacKinnon 
further goes on to say that the organized social 
relation between sexes exist to ensure the 
domination of the men and submission of the 
women. On the other hand, the relation between 
men and women can’t be said to be anything better 
than that of master and slave, at least from the 
perspective arising from the play between 
domination and submission. The way, in which 
MacKinnon portrays the women as helpless 
victims and female power as socially contradictory, 
invited many feminists to come forward to criticize 
the denial of the women’s agency.

Carole Pateman, while offering a dyadic 
conception of male domination, finds domination 
as the prime building block of gender difference 

and locates the patriarchal construction of the 
difference between masculinity and femininity to 
rest on the political difference between freedom 
and subjection. As a discussion on the concept of 
subjection remains incomplete in nature without 
the works of Foucault being taken into account, 
an exploration of his works specially the 
‘Discipline and Punish’ will be beneficial before 
delving deep into the argumentation regarding 
master/subject model of Pateman. 

The modern concept of power, as Foucault finds it 
to be, is mobile, comes from everywhere and is 
found to produce domains of objects, rituals of 
truth and to create individuals as subjects by 
subjecting them to power. While depicting the 
prisons, factories and schools of 18th century in 
his ‘Discipline and Punish’, Foucault considered 
the way in which the disciplinary practices 
inclusive of minute regulations of bodily 
movements, obsessively detailed time schedules 
and surveillance techniques shaped the bodies of 
prisoners, workers and students into docile 
bodies. Foucault’s analysis of the Panopticon 
shows that the special arrangement in the ideal 
prison was to compel the inmate to surveil himself 
i.e. to become ‘the principle of his own 
subjection’. While expanding Foucault's analysis 
of Panopticon, Sandra Bartky finds the woman 
(who checks her makeup half a dozen times in a 
day, who monitors everything she eats, who 
worries about her hairdo getting spoilt by wind, so 
on and so forth) to become just like the inmate in 
the Panopticon - a self-policing subject, a self-
committed to relentless self-surveillance that is 
ultimately a form of obedience to patriarchy 
(Bartky, 1990).

Going back to the master/subject model of Carole 
Pateman, portrayed in her book ‘The Sexual 
Contract’, it is quite observable the way Carole 
uses a sarcastic tone while commenting that all 
men are deemed good enough to be women’s 
masters in the modern civil society (Pateman, 
1988). The social contract, that is responsible for 
initiating the civil society and creating provisions 
for legitimate exercise of political rights, 
becomes a sexual contract indeed that looks 
forward to establish ‘the law of male sex-right’ 
which offers security to the male in their attempt 
to have access to and dominance over women. 
The dyadic relations of dominance / 
subordination, as observed in the gendered social 
space, is deeply problematic and Nancy Fraser 
points out that the changing relations can only be 



deconstructed if a close attention is paid to the 
manner in which subordination is secured 
through socio-cultural norms & practices, and 
structural mechanisms that are impersonal in 
nature (Fraser, 1993).

Politics and Genealogy of Oppression : 
Understanding Non-hierarchical Genders and 
Birth of Power-to

The word ‘oppression’ has a quality in it - the 
quality of compelling one to think and feel about 
distant places, spaces and time. The fundamental 
question here is regarding the existence of the 
quotient of persistence of oppression despite the 
assumption that there is no natural hierarchy 
among humans. The question does not only 
initiate the process of finding the genealogy of the 
term oppression but also brings compulsion 
toward re-examining the use of the word 
‘oppression’ in various contexts. The cardinal 
point that must be borne in mind here is that the 
uses of the word oppression in sentences like 
‘Prof. Myers is oppressed by heavy teaching 
load’ or ‘It is very hard for me to bear this 
oppressive heat’ is not the matter of concern here. 
Rather oppression of social groups and their 
members is the prime concern here. A pause will 
be worthwhile here to understand oppression. 
Oppression, whenever taken into consideration, 
directs the audience to Marxist account of 
economic  exploi ta t ion  i .e .  economic  
exploitation, socio-economic marginalization, 
lack of power or autonomy over one’s work, but 
can also be found with other faces such as cultural 
violence and systematic violence, as asserted by 
Iris Young (Young, 1992). 

However, Cudd defines oppression in terms of 
four conditions: 1) the group condition, which 
states that individuals are subjected to unjust 
treatment because of their membership (or 
ascribed membership) in certain social groups; 2) 
the harm condition, which stipulates that 
individuals are systematically and unfairly 
harmed as a result of such membership; 3) the 
coercion condition, which specifies that the 
harms that those individuals suffer are brought 
about through unjustified coercion; and 4) the 
privilege condition, which states that such 
coercive, group-based harms count as oppression 
only when there exist other social groups who 
derive a reciprocal privilege or benefit from that 
unjust harm. Cudd then defines oppression as “an 
objective social phenomenon” characterized by 

these four conditions (Cudd, 2006).

Even though Greek philosophers like Plato and 
Aristotle possessed a staunch belief in a natural 
hierarchy of ability among humans, thus 
justifying the treatments like enslavement, so on 
and so forth, Thomas Hobbes’s claim that ‘nature 
hath made men so equal, in the facilities of body, 
and minds, as that though there bee found one 
man sometimes manifestly stronger of body, or of 
quicker mind than another; yet when all is 
reckoned together, the difference between man 
and man, is not so considerable’ does not only 
implicate that persons are equal in some physical 
sense but also raises questions regarding the 
strongest being able to keep the weaker section (if 
not the weakest) in chain and the weaker section 
accepting the oppressive behavioral approach (if 
not the oppression in its totalitarian sense). 

If history is looked at, the term ‘oppression’, that 
can be seen to be in existence since the eighteenth 
century and predominantly used to be understood 
as economic exploitation, aligned itself with 
imposition of arbitrary or unjust laws that caused 
citizens material (either economic or physical) 
deprivation. As Ann E. Cudd points out, the first 
explicit use of oppression is recorded in the 
Federalist Papers that was written as a series of 
newspaper columns in 1788 by James Madison, 
Alexander Hamilton and John Jay (Cudd, 2006). 
They used the word oppression for the purpose of 
pointing at the political domination and abuse of 
one collective part of a nation by another 
collective part of nation. In her A Vindication of 
the  Rights  of  Women (1792) ,  Mary 
Wollstonecraft is found to use the term 
‘oppression’ to indicate to the denial of equal 
education and equal freedom to women. An 
almost similar tone is reflected when John Stuart 
Mill talks about oppression of the minority by the 
existing dominant social customs in his On 
Liberty (1859). Oppression of women, as 
observed by Engels in his 1877 essay ‘The Origin 
of Family, Private Property and the State’, is 
found to be related with the development of 
antagonism between man and woman in 
monogamian marriage.

Empowerment, rather the notion of ability and 
power-to, earns its significance from oppression 
when Rousseau says, ‘If someone chases me 
from one tree, I am free to go to another; if 
someone torments me in one place, who will 
prevent me from going elsewhere? Is there a man 



with strength sufficiently superior to mine and 
who is, moreover, sufficiently depraved, 
sufficiently lazy and sufficiently ferocious to 
force me to provide for his substance while he 
remains idle?’ Precisely, the existence of 
oppression is only possible when someone is 
willing to become the subject of it and give up 
freedom or some merely apparent award - an 
award that could have possibly stopped the web 
of domination being constructed and submission 
from becoming the usual norm of life. 

Conclusion :

With the debate on women empowerment being 
intensified in the academic arena, observation of 
micro details of daily life would probably point at 
the celebration of women i.e. leaving seat to the 
woman with a child in metro or bus, so on and so 
forth, and, in most of the cases the celebrations 
have their root at recognizing women as the mere 
combination of female sex and feminine social 
role. That celebration is perhaps the worst 
exhibition of what Haslanger calls ‘structural 
oppression’ (different from agent oppression that 
inflicts harm upon the oppressed unjustly) which 
is a socio-political wrong instead of being an 
individual one and the problem is in the collective 
arrangements, an injustice in practices or 
institutions. Being more harmful than agent 
oppression, the structural oppression makes it 
even harder to distinguish those who abuse their 
power to do wrong and those who are privileged 
but do not exploit their power. The problem with 
structural oppression is that it certainly bestows 
an award that makes the ‘oppressed’ feel to be at 
peace but ultimately decoys them toward a 
hidden trap. What apparently seems to be a 
practice of power-to can be power-over in 
disguise and the best part about that is that the 
whole talk about gender is preoccupied with 
hierarchy.The way, in which Haslanger points out 
‘that women are oppressed, and they are 
oppressed as women’, reflects that gender is an 
extrinsic property, and, by definition is 
hierarchical (Haslanger, 2012). The political 
construction of non-hierarchical genders is much 
needed at least for the sake of the women to be 
endowed with true empowerment i.e. ‘power-to’ 
that can empower others in the society and has the 
capacity to foster transformative growth.
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Abstract :

Communication by the companies with their 
shareholders becomes the base of shareholders 
decision making. Financial Reporting is one of 
the best methods of communication with 
shareholders. Interim reports have become an 
important instrument which allows companies to 
communicate with its shareholders in providing 
timely and continuous information. They enable 
investors to make economic decisions whether to 
retain, buy or sell their shares. The first part of the 
paper involves the background of the study, 
detailed discussion on the announcement of 
interim reports and the relationship between 
interim reports, stock returns and traded volume, 
research problem, research objectives; to 
evaluate the effect of interim financial statements 
announcement on stock return and traded 
volume. The second part of the paper shall be the 
literature review and research methodology 
which involves the theories related to interim 
reports and related studies done on the impact of 
interim reports on stock return. The general 
purpose of the study is to evaluate the effect of 
interim financial statement announcement on 
stock return and traded volume of listed cement 
industries in India at BSE. The study shall carry 
out through event study methodology focusing 
on selected cement companies in India. 
Secondary data shall be obtained from Bombay 
Stock Exchange and will be used to analyze 
changes in share price and traded volume from 
April 2011 to March 2016. Abnormal returns 
during an event window of 15 days will be 
determined using a market model and trading 
activity ratio is to be calculated. According to this 
research interim financial announcement will be 
informational events that caused increase in stock 
return and thus the information made by the 
companies shall be useful in valuing securities. 

Key Words : Stock Price, Interim Financial 
Report, Stock Returns, Traded Volume, 
Economic Decision.

Introduction :

The following terms are used in this Indian 

Accounting Standard with the meanings 
specified :  

Interim period is a financial reporting period 
shorter than a full financial year. 

Interim financial report means a financial report 
containing either a complete set of financial 
statements or a set of condensed financial 
statements (as described in this Standard) for an 
interim period. 

During the first year of operations of an 
enterprise, its annual financial reporting period 
may be shorter than a financial year. In such a 
case, that shorter period is not considered as an 
interim period. Content of an Interim Financial 
Report 

A complete set of financial statements normally 
includes: (a) balance sheet; (b) statement of profit 
and loss; (c) cash flow statement; and (d) notes 
including those relating to accounting policies 
and other statements and explanatory material 
that are an integral part of the financial 
statements. 

In the interest of timeliness and cost 
considerations and to avoid repetition of 
information previously reported, an enterprise 
may be required to or may elect to present less 
information at interim dates as compared with its 
annual financial statements. The benefit of 
timeliness of presentation may be partially offset 
by a reduction in detail in the information 
provided. Therefore, this Standard requires 
preparation and presentation of an interim 
financial report containing, as a minimum, a set 
of condensed financial statements. The interim 
financial report containing condensed financial 
statements is intended to provide an update on the 
latest annual financial statements. Accordingly, it 
focuses on new activities, events, and 
circumstances and does not duplicate 
information previously reported. 

This Standard does not prohibit or discourage an 
enterprise from AS 25 presenting a complete set 
of financial statements in its interim financial 
report, rather than a set of condensed financial 
statements. This Standard also does not prohibit 
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or discourage an enterprise from including, in 
condensed interim financial statements, more 
than the minimum line items or selected 
explanatory notes as set out in this Standard. The 
recognition and measurement principles set out 
in this Standard apply also to complete financial 
statements for an interim period, and such 
statements would include all disclosures required 
by this Standard (particularly the selected 
disclosures in paragraph 16) as well as those 
required by other Indian Accounting Standards.

Theoretical Framework :

Preparation and reporting of interim financial 
statements can be based on the following 
theories; efficient market theory, agency theory 
and signalling theory.

1. Efficient Market Theory: According to this 
theory, the management of a company is obliged 
to provide information to investors and other 
stakeholders to be able to appropriately make 
economical determinations in allowing them to 
make better predictions about the company’s 
future profitability and the firm’s cash flows 
(Scott 1997). According to FAMA (1970), 
Market efficiency means that security prices 
reflect in totality all publicly available 
information thus eliminating any opportunity to 
make excess profits from available information 
because it is already captured in the market 
prices.

EMH assumes that investors are out to maximize 
their utility that agents have rational expectations 
and that whenever new relevant information 
appears, the agents update their expectations 
appropriately. There are three forms of efficiency 
namely; the weak, semi strong and the strong 
form. In the weak form of efficiency, future 
returns cannot be predicted from past returns or 
any other market-based indicator because the 
securities reflect all the past information 
regarding price movement making it impossible 
for an investor to use the same information to earn 
abnormal returns, (Paney, 2005).

In the semi-strong form of efficiency the security 
prices reflect all publicly available information 
including the data in weak form. In the semi-
strong form of efficiency high level of 
fundamental analysis is required for the prices to 
fully reflect all publicly available information 
including the data in the weak form. The strong 
form of efficiency is the highest level of market 

efficiency whereby security prices reflect all 
public and private information both published 
and the unpublished (Kangai et al, 2013).

There are three models of calculating abnormal 
returns under the semi-strong form of EMH : 

a) The market model, 

b) The mean adjusted returns model-the capital 
asset pricing model (CAPM) and 

c) The market adjusted returns model. 

Of the three, the market model has been 
considered the best since it controls both the 
systematic risks and the unsystematic risks of the 
stock. The strong form of EMH contends that 
stock prices fully reflect all available 
information, both public and insider, and 
therefore no group of investors has a 
monopolistic access to information relevant to 
pricing. As such, no investor is able to 
consistently derive above average profits. The 
strong form thus encompasses the weak and the 
semi-strong forms. Strong form of EMH requires 
not only the assumption of efficient markets but 
also that of perfect market. In an efficient market, 
no impact should be observable prior to the 
announcement, nor during the days following the 
announcement. The price of stock should react 
immediately to relevant new information.

Pandey (2004) states that for the capital market to 
be efficient in the semi-strong form, the value of 
cumulative abnormal returns (CAR) should be 
equal to zero before the event, rise to a positive 
number just after the event and then stay put. In an 
inefficient market, the value of CAR will 
continue rising for several weeks after the event. 
This sub-hypothesis contends that share prices 
reflect all publicly and privately held 
information. It encompasses the weak and the 
semi-strong forms and represents the highest 
level of market efficiency. The market price fully 
reflects the true or intrinsic value of the share 
based on the underlying future cash flows 
(Arnold,2005). The implication is that no 
investor, over a reasonable period of time, can 
earn abnormal rates of return by using publicity 
held information in superior manner.

EMH operates under a set of assumptions like 

a) The existence of a large number of profit 
maximizing participants concerned with the 
analysis and valuation of securities. 

b) These participants operate independently to 



each other. 

c) It assumes that new information regarding 
securities comes to the market in a random 
manner, and the announcements over time 
are generally independent from one another. 

d) Investors adjust security prices rapidly to 
reflect the effect of new information.

e) The security prices that prevail at any one 
point in time should be an unbiased 
reflection of all currently available 
information. 

Information in the EMH is defined as anything 
that may affect prices that is unknowable in the 
present and thus appears randomly in the future 
(Dixon & Holmes, 1996).Jones (1998) states that 
information is key in determining stock prices, 
and is therefore the central issue of the efficient 
market concept. Vernimmen (2007) argues that 
the financial market will not fairly price a 
company’s securities unless that company 
provides relevant financial information. The 
market uses this information to assess the real 
capacity of the firm to create value. Financial 
communication reduces the information 
asymmetries between market participants. 
Information can be classified as historical, 
current or forecast, but only current and historical 
information is certain in its effect on price (Pike 
and Neale, 2003).

The EMH asserts that market prices adjust as new 
information is disseminated. In other words for 
security markets to be efficient, security prices 
must adjust rapidly (Mayo, 2006). If prices 
incorporate all known information and they 
change rapidly, day to day price changes follow a 
random walk over time.

2. Agency Theory: According to Jensen and 
Meckling (1976), agency theory models the 
relationship under which the principal (s) engage 
the agent to perform some services on their behalf 
which involves delegating some decision making 
authority to the agent. In the context of a firm, the 
agent (manager) acts on behalf of the principal 
(shareholder) (Eisenhardt, 1989).

Frequent disclosure presents an excellent 
opportunity to apply agency theory, in the sense 
that managers who have better access to a firm’s 
private information make credible and reliable 
communication to shareholders through interim 
reports to optimize the value of the firm 

(Eisenhardt, 1989).

Literature Review :

Naser (2002) examined the Share Price Reaction 
to the Release of Financial Statements in the 
Stock Exchange of Saudi Arabia. This study 
empirically investigated the relationship between 
the share price reactions to the release of the 
annual financial statements by employing the 
market model. By using the five year data (1995 
to1999)  with the event study methodology, this 
study revealed that the released financial 
statements influenced changing investors’ 
behavior.

A study done by Vieru (2000), on the impact of 
interim earnings announcements on share price 
showed that there was a price effect after the 
announcement. According to Szyszka (2001), 
information content of quarterly reports is 
reflected in stock prices. This was after 
conducting a study on the impact of quarterly 
reports announcements on stock markets in 
Poland and the results showed that there was a 
significant post-announcement drift of negative 
abnormal returns in the companies that 
unexpectedly reported highly disappointing 
quarterly earnings. A study done by Iqbal and 
Mallikarjunappa (2009), on the announcement 
effects of the stock markets, showed that stock 
market reaction to the earnings announcements 
was very slow.

A similar study was done by Babu (2008), on the 
impact of quarterly reports on share prices. The 
prices of stocks before the announcement were 
compared with stock prices after the 
announcement using independent sample T-test. 
Additionally change in prices was also compared 
to an increase in profits reported in the quarterly 
results. The study results showed that there was 
an increase in price after the results, and that an 
increase in price was mainly due to market 
conditions rather than the announcement of 
quarterly results. The increase or decrease in 
share prices was not reflected in the growth in 
profits announcement in the quarterly results.

A study by Rono (2013) examined stock market 
reaction to annual earnings announcements using 
the data from the Nairobi Securities Exchange 
(Kenya) and JSE Securities exchange (South 
Africa). The period of study was 2005 to 2011. 
Using the event study methodology, the 
magnitude of market reaction to the earnings 



announcements for a sample of 261 listed firms 
on NSE and JSE was tested. Abnormal returns 
(ARs) were computed for each firm and tested 
how announcements impact a firms’ share price. 
The results showed positive and significant 
returns on the announcement month for JSE, 
whereas the returns for NSE were negative and 
significant on the second month after 
announcement.

Eleke and Opoku (2013), in their study examined 
the effect of earnings announcement on Ghana 
Stock Exchange (GSE) by analyzing changes in 
share prices for the period 2010 to 2013. They 
selected ten listed companies and used event 
study methodology. Their results indicated that 
abnormal returns around the earnings 
announcement ware not significant at a 5% 
margin of error and the insignificant cumulative 
average abnormal returns surrounding the event 
date were inconsistent with EMH. They 
concluded that earnings announcement depicted 
no major effect on share prices of companies at 
the time of the announcement as well 
immediately after the announcement.

Kiger (1972) investigated the effect of quarterly 
reports on the volumes and share prices of listed 
companies on the New York Stock Exchange, and 
concluded that quarterly reports information 
affects the volume and price of traded shares. 
Additionally Link et al, (2012) quoting Cuijpers 
and Peek (2010), found that quarterly reporting 
leads to higher share liquidity and an increase in 
trading. They argued that this was due to 
availability of useful information to investors 
contained in the interim reports. A study done by 
Behrouzi, (2013) on the influence of publishing 
quarterly financial statements on stock price in 
listed firms on Tehran stock exchange showed 
that share price one week before and one week 
after reports publishing date will increase or 
decrease. Mensah, (2006) also found evidence 
that quarterly reporting results in greater stock 
price volatility that semi annual interim 
reporting.

Qabajeh et al (2012) studied the effect of interim 
financial reports announcement on stock returns 
of Jordanian industrial companies. The study 
examined the stock returns during five trading 
days before and five trading days after the 
announcement date from 2010 to 2011. The 
conclusion was that there was a significant 

relationship between interim financial reports 
announcement and stock returns around the 
announcement date. 

Similarly according to Morse (1981), around the 
announcement date of financialnstatements there 
is a significant change in trading volume and 
share price. Some researchers argue that stock 
prices at the time of the announcement follow the 
direction and magnitude of the unexpected 
portion of the earnings disclosed in annual and 
interim financial reports. This effect on stock 
prices continues even after the announcement is 
made (Ball, 1992).

Afego (2011) examined the stock price response 
to earnings announcement in the Nigerian Stock 
Market (NSM) using the event study method. The 
results showed that there was a cumulative 
abnormal return 20 days before the earnings 
release date. They concluded that a portion of the 
market reaction was due to private and possibly, 
abuse of information by insider and thus Nigerian 
stock market was not efficient.

In Kenya a similar study was done by Kangai et al 
(2013), on the effect of annual earnings 
announcement on the share price and trading 
volume of 5 listed companies at the NSE for the 
period from 2006 to 2010. They used the event 
study methodology to get the abnormal return for 
an event window of 91 days. Further, the volume 
reactions were examined using the trading 
activity ratio. The results showed that abnormal 
returns and trading activity were not significant. 
They concluded that NSE is of semi-strong 
efficiency, thus not possible to earn abnormal 
returns in the NSE using the publicly available 
information. 

In contrast a study done by Kakiya et al (2013) on 
the effect of earnings announcement on the level 
of efficiency of the NSE. The study used the 
closing share prices and traded volumes for 15 
days before and after earnings announcement for 
year 2007. The results indicated that earnings 
announcement had a significant effect on stock 
return and thus it was concluded that the NSE is 
not semi-strong form efficient.

Research Methodology :

Research Design - The standard event-study 
methodology was used to evaluate the market 
reaction to interim earnings announcement by 
listed Cement Companies. 



Event methodology is viewed as a powerful tool 
and many researchers (Rono 2013); Kangai 
(2013); and Pyemo (2011) successfully utilized 
the event study methodology to determine how 
share prices react to new information released in 
the market. Abnormal returns were calculated 
around the event date using the market model and 
were used to determine the level of the market’s 
efficiency. The concept of abnormal returns 
coupled with the notion that information is 
readily impounded into security prices is the 
central key of event study methods (Serra, 2002). 
Share price considered as a dependence variable 
and the information contents of the annual 
financial statements considered as independence 
variable.

Population :

The target population in the study was the listed 
cement companies at BSE. 

Sampling 

Table-1: Top 10 India Cement companies on the 
basis of Market Capitalization

Company Name 52 wk 52 wk Market Cap

High Low (Rs. cr)

UltraTech Cement 2,868.00 1,635.00 68,463.66

Ambuja Cements 243.85 150.5 36,709.50

Shree Cements 9,297.50 4,100.10 32,262.75

ACC 1,570.00 971.25 28,151.15

Ramco Cements 380 155.55 7,872.03

JK Lakshmi Cem 425 64 4,459.70

J. K. Cement 682 152.6 4,241.09

Dalmia Bharat 567 148 4,099.25

Prism Cement 90 22.8 3,999.17

Birla Corp 614.85 235 3,543.02

Sampling is a means of choosing a representative 
group of the population to help in testing for 
particular characteristics to infer to the entire 
population. The sampling design was 
convenience sampling. The sample size was 
selected based primarily on the criteria of the top 
market capitalisation companies that had been 
listed and actively traded throughout the study 
period from 2014-2016. 

To eliminate the problem of confounding effects, 
all companies that had a major event during the 
event window was eliminated from the study. 
Confounding effects occur when  multiple 
noteworthy events occur on the same 
announcement dates making it impossible to 
determine the event that caused the after 

announcement stock price (Mc Williams et al, 
1997). 

Data Collection - The study used secondary data 
from the BSE relating to interim earnings 
announcements, daily share prices from 2015-16.

Data Analysis - The market model was used to 
calculate the daily abnormal returns. The study 
considered an event window of 15 days focusing 
on 10 days before the event (t =-10) and 5 days 
after the event date (t = 5) with the event day 
represented by t = 0. The 15 days period was 
sufficient for the estimation of the abnormal 
return of the model with good level of accuracy 
based on previous studies that carried out 
research on a similar period. The estimated 
period was 50 days.

Daily share return of each company was 
calculated according to the following equation. 

Rit = Pit- Pit-1 …………..(1)

Pit-1 Where; Rit= return on share i on day t

Pit = price of share i on day t

Pit-1 = price of share i on day t-1

Daily expected return was estimated using the 
Market Model for each share as follows :

E(Rit) = a+ b(Rmt) ……………….. (2)Where ;

E(Rit) = expected return on share i on day t

Rmt = return on the market on day t

a, b, = are parameters of the market model

In order to test the market reaction to the 
announcement of quarterly reports, abnormal 
return was calculated before and after 
announcement. It was calculated as the difference 
between the actual return on share i on day t and 
the expected return on share i on day t according 
to the following equation.

ARit = Rit- E(Rit) ……… ………  (3)Where;

Arit = abnormal return on share i on day t

Rit = return on share i on day t

E(Rit) = expected return on share i on day t

To generate the expected return by the market 
model, the Ordinary Least Square (OLS) 
technique was employed. A regression was run on 
the daily share return for each firm in the sample 
surrounding the release of its financial statements 
against the daily market return, as proxied by the 



market index for the corresponding calendar day. 
The parameters of the market model were 
estimated over a 50day estimating period, from 
day t -50to day t-10. This 50 day period was in the 
range recommended by Strong (1992) and other 
previous studies in this area.

The abnormal return data was analyzed by 
Statistical Package for Social Sciences (SPSS). 
Data was analyzed by descriptive and inferential 
statistics and significance tested by T-test. The 
level of significance was set at 5%.

The Abnormal return was the percentage of 
change in share price below or above what would 
normally be expected to occur. To improve the 
informativeness of the analysis of abnormal 
returns, we average the ARs across the 
observations for all events, N, using the following 
equation.

AARt = 1/N i ARit …………… (4) Where; AARt 
= Average abnormal return at day t N = Number of 
events in the sample

ARit = Abnormal return for share i at day t

In order to make generalizations and to draw on 
overall inference for the market reactions to 
earnings announcement, the cumulative 
abnormal returns was also analyzed for the 15-
day event window, from the start of the event 
period t-10(day -10) up to time t+5(day +5)as 
follows.

k
CAARt = SAARt…………………………(5)
I             Where;
CAARt = Cumulative abnormal return of day t
k
SAARt= Sum of Average abnormal return of day 
t-5to t+5
i

The CAARs for each stock was obtained by 
summing average abnormal returns (AARs) over 
the event window.

Hypothesis :

Ho = The interim financial reporting has no 
significant impact on the stock return as well 
as volume of share traded.

Ha = The interim financial reporting has 
significant impact on the stock return as well 
as volume of share traded.

Discussion :

Ambuja Cement Limited :

Exhibit - 1 : Calculation of Linear Regression

Table - 2 : Expected and Actual Price of shares 
during 2015-16

Period expected Average 
price Actual 

price

15 211.08 270.875
14 211.792 266
13 212.504 263.625
12 213.216 266.75
11 213.928 271.3
10 214.64 272.05
9 215.352 270.075
8 216.064 272.3
7 216.776 271.275
6 217.488 266.6
5 218.2 264.925
4 218.912 265.4
3 219.624 263.3
2 220.336 261.1
1 221.048 260.65

analysis of data revealed that the t test =2.37753E-
14 (d.f 14). When compared with table value 
(2.145) at 5% level of significance, the null 
hypothesis is rejected. Therefore there is 
significant impact of interim reporting on the 
market price of the shares as well as volume traded.

Ultratech Cement :

Exhibit - 2 : Calculation of Linear Regression

 

Table - 3 : Expected and Actual Price of shares 
during 2015-16

Period expected Average 
price Actual 

price

15 282.08 266
14 280.847 263.625
13 279.614 266.75



12 278.381 271.3
11 277.148 272.05
10 275.915 270.075
9 274.682 272.3
8 273.449 271.275
7 272.216 266.6
6 270.983 264.925
5 269.75 265.4
4 268.517 263.3
3 267.284 261.1
2 266.051 260.65
1 264.818 261.34

The analysis of data revealed that the t test 
=6.33043E-05 (d.f 14). When compared with 
table value (2.145) at 5% level of significance, 
the null hypothesis is rejected. Therefore there is 
significant impact of interim reporting on the 
market price of the shares as well as volume 
traded. 

ACC Limited :

Exhibit-3: Calculation of Linear Regression

 

Table-4: Expected and Actual Price of shares 
during 2015-16

Period expected Average 
price Actual 

price

15 1706.42 1694.5
14 1701.913 1670.05
13 1697.406 1671.375
12 1692.899 1674.25
11 1688.392 1689.25
10 1683.885 1692.625
9 1679.378 1675.875
8 1674.871 1678.15
7 1670.364 1686.375
6 1665.857 1680.875
5 1661.35 1688.85
4 1656.843 1674.875
3 1652.336 1622
2 1647.829 1594.7
1 1643.322 1604.6

The analysis of data revealed that the t test 
=0.0.20071894 (d.f 14). When compared with 
table value (2.145) at 5% level of significance, 
the null hypothesis is accepted. Therefore there is 
no significant impact of interim reporting on the 

market price of the shares as well as volume 
traded. 

Shree Cement Limited :

Exhibit - 4 : Calculation of Linear Regression

Table - 5 : Expected and Actual Price of shares 
during 2015-16

Period expected Average 
price Actual 

price

15 16167.4 16800
14 16109.46 16715.58
13 16051.52 16950.53
12 15993.58 16671.35
11 15935.64 16088.08
10 15877.7 16164
9 15819.76 16089.9
8 15761.82 16026
7 15703.88 16058.45
6 15645.94 16225.45
5 15588 16352.33
4 15530.06 16334.5
3 15472.12 16281
2 15414.18 16105.93
1 15356.24 15975

The analysis of data revealed that the t test 
=2.50746E-07  (d.f 14). When compared with 
table value (2.145) at 5% level of significance, 
the null hypothesis is rejected. Therefore there is 
significant impact of interim reporting on the 
market price of the shares as well as volume 
traded. 

JK Cement Limited :

Exhibit - 5 : Calculation of Linear Regression

 

Table-6: Expected and Actual Price of shares 
during 2015-16



Period expected Average 
price Actual 

price

15 754.84 742.925
14 751.556 733.425
13 748.272 734
12 744.988 731.55
11 741.704 716.325
10 738.42 709.675
9 735.136 700.95
8 731.852 702.475
7 728.568 705.55
6 725.284 706.05
5 722 707.025
4 718.716 708.95
3 715.432 703.725
2 712.148 703.9
1 708.864 709.95

The analysis of data revealed that the t test 
=4.59295E-06  (d.f 14). When compared with 
table value (2.145) at 5% level of significance, 
the null hypothesis is rejected. Therefore there is 
significant impact of interim reporting on the 
market price of the shares as well as volume 
traded. 

Conclusions :

Interim financial statements announcements 
were informational events that caused increases 
in stock return. It was concluded that these events 
(interim financial statements announcements) 
caused a general increase in stock returns. Given 
roughly 50-day period, the effect of interim 
financial statements announcements on stock 
prices persisted for an average period 10 days. 
Interim financial statement announcements 
affected stock returns almost immediately. It was 
also established that the companies share returns 
exhibited erratic positive returns before and after 
the announcement. Hence, the information made 
by the companies was useful for valuing the 
securities. 

Therefore, the study concludes that the security 
prices react to interim financial statements. The 
results support the semi- strong form efficient 
market hypothesis since stock prices adjust to 
public information though not fast enough that no 
investor can earn an above normal return by 
trading during post announcement period 
especially between day t1 and t3. However, some 
period after the announcement have above 
normal returns.

Suggested Areas of Further Research :

The study recommends that a similar study can be 

done on other corporate events like bonus issue, 
merger and acquisitions, cross listing, rights 
issues so as to determine how the stock market 
reacts so as to be in a position to conclude 
whether Indian stock market is efficient in the 
semi-strong form as different events conveys 
different information.
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Abstract :

The purpose of this study is to find out the 
satisfaction level of customers towards e-
banking. E-banking is the electronic banking to 
deliver services to customers. It is the 
technological advancement to provide benefits of 
time saving in the busy life of customers. This 
paper is based on 21 research papers from 2003 to 
2017. This study is useful to understand the need 
of e-banking services.It may be helpful for future 
research in the same subject area.

Keywords : e-banking, customer satisfaction.

Introduction :

Before proceeding further, it is necessary to 
understand the definition of customer 
satisfaction. The term customer satisfaction is a 
wide term that expresses the marketing success of 
any organization and it is widely use in 
commerce. It means to meet customer 
expectations. To compete in this world it is 
necessary to satisfy customer by their services for 
every company. Customer satisfaction is the key 
performance indicator (KPI) for a firm’s 
performance. 

Technology is the main environmental factor that 
influences the development of any organization. 
Technological have a considerable impact on 
personal life of human as well as on their 
professional life. Development of technology 
provides huge amount of advantages to 
organization also. It is necessary in recent time 
for getting information about competitor’s 
activities and also for providing information 
about services provided by organization to its 
customers.Now a day’s growth of every institute 
depends upon use of developed technologies and 
customer satisfaction. So, organizations should 
give stress of use of new technologies and should 
focus of satisfaction level of customers. Use of 
new technology plays one of the major role in 
Customer satisfaction (Reddy and Reddy, 2015). 
Now banking industry is also using information 
technology (IT) for innovative purposes (Rajput, 

2015). In banking sector role of IT have been 
increasing tremendously. Use of IT in banking 
industry is called as e-banking. E-banking 
provides services to bank customers24 hours a 
day and 7 days a week (Cabanillas et al., 2013).

In this competitive world customers cannot spend 
their more time in banks for getting banking 
services like withdrawal of money, deposit 
money, transfer money from one account to 
another account and for getting balance enquiry 
etc. That’s why e-banking have been increasing 
with a fast rate (Devlin &Yeung, 2003). These 
services of banks through e-banking should 
qualitative because quality of services provided 
by banks to its customer’s influences the 
satisfaction level of customer (Ayo, et al., 2016). 
Customer satisfaction towards e-services 
provided by respective bank will increase the 
frequency of usage of e-banking and this will 
increase the goodwill of that bank (Durkin et al., 
2007).  

E-banking: E-banking is define as electronic 
banking to deliver banking services and to 
provide informations related bank to customer 
through defferent delivery platforms such as 
mobile or digital television. It is an internet 
portal, which can be used by customers for 
banking services ranging from bill payment to 
making investments.

Objectives of the study :

The aim of this study is to fulfill following 
objectives:

• To find out the role of e-banking in employee 
satisfaction.

• To draw the conclusion and make 
recommendation on the basis of findings of 
the study.

Literature Review :

Review of existing literature is indeed required to 
explore and get familiar with the phenomena of 
interest and getting the benefit from the earlier 
scholar to examine gap to make the research time 
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fruitful. Many studies have been conducted 
related to the e-banking.

Gupta and Islamia (2008) reported on “Internet 
Banking in India-consumer concerns and bank 
strategy” to examine the consumer behavior 
towards e-banking and to suggests strategies to 
banks to maximize the value of services to 
consumers. Data for this study was collected 
through questionnaire, which was filled by 200 
customers of different cities of India. This paper 
revealed that e-banking is only on primitive stage 
in Indian banking sector, only some foreign and 
private sector banks use better strategies to 
motivate customer to use this technology.

Cabanillas et al. (2013) worked on "The 
determinants of satisfaction with e-banking" to 
contribute to the field of customer satisfaction 
towards electronic banking. Survey method is 
used to collect data to find out the relationship 
between accessibility, trust, ease of use and 
usefulness of electronic banking and satisfaction 
with electronic banking. Structural equation 
modeling (SEM) was used to analyze data. 
According to respondents e-banking is easy to 
use and trustable that creates satisfaction in 
customers.

Zameer et al. (2015) concluded a paper "Impact 
of service quality, corporate image and customer 
satisfaction towards customers’ perceived value 
in the banking sector in Pakistan" to examine the 
impact of services quality, customer satisfaction 
and corporate image on customer perceived value 
in the banking sector of Pakistan. With the help of 
200 respondents from the five major cities of 
Pakistan using structured questionnaire. 
Correlation and regression are as statistical tools 
to estimate the relationship between variables of 
customer satisfaction and service quality of 
banking sector. According to this paper the 
service quality, customer satisfaction and 
corporate image have a positive relation. Finding 
of this study shows that customer satisfaction and 
service quality of banks give more impact as 
compare to corporate image on customer’s 
perceived value.

Krishna and Gopal (2010) worked on “A study on 
“e-banking to improve customer base”With 
reference to HDFC bank ltd, Eluru (ap- india)” to 
give a clear picture of need of e-benking. This 

study help to find out the awareness level of 
customers towards e-channels findings shows 
that customers using e-channels are more 
satisfied than traditional channels. E-banking 
provide security and easy transaction to 
customers. This study concluded that in future 
scope of e-banking will expend.

Kumar, et al. (2015) studied on “Online banking 
adoption a factor validation and satisfaction 
causation study in the context of Indian banking 
customers” to examine the factors which 
influence customer behavior towards online 
banking. This study is based on questionnaire 
filled from 280 banking customers. Factor 
analysis is used to find out the significant results 
of this paper. Trust, Usage Constraint, Ease of 
Use, Accessibility and Intention to Use are 
variables used in questionnaire to know 
reliability and validity of online banking. This 
study concluded that usage constraints, intention 
to use are the factors which have strong and 
significant relationship with overall customer 
satisfaction. While trust and ease of use is 
comparatively weaker and insignificant 
contributors of customer satisfaction.

Ayo, et al. (2016) worked on “E-banking users’ 
behaviour: e-service quality, attitude, and 
customer satisfaction" to investigate factors like 
electronic service (e-service) quality, attitude and 
customer satisfaction which affect e-banking 
usage frequency. Data is collected from 254 e-
banking users and analysed through PLS-SEM 
by using Smart PLS 3.0.findings of this study 
revealed that electronic services has strong 
influence on usage frequency of e-banking that 
helps in satisfying customers. This paper 
suggests to e-banking service providers to 
provide necessary information to users. 

Devlin &Yeung (2003) studied on “Insights into 
customer motivations for switching to Internet 
banking”to determine factors which explain why 
customers in the retail banking sector are moving 
from traditional methodsactivities to Internet 
banking in  conducting their banking activities. 
Data for this paper are collected from 3805 
r e s p o n d e n t s  t h r o u g h  5 - p o i n t  s c a l e d  
questionnaire. Demographic factors, overdraft 
interest rates, availability and reliability of ATMs 
are the main factors according to this study which 



influence consumer satisfaction in banking 
sector. Demographic factor is the strongest factor 
that influence customer towards internet 
banking.

Anosike&Eid (2011) conducted a paper 
“Integrating internal customer orientation, 
internal service quality, and customer orientation 
in the banking sector: an empirical study” to 
establish the interrelationship between internet 
orientation, internet service quality and customer 
orientation in e-banking users. This study is 
based on 206 banks of UK. Data are analyzed 
with the help of structural equation modeling. 
Result shows that all the factors have a positive 
relationship to motivate e-banking users. 
Customer Orientation is the main factor that 
enhances organisationalbehaviour to improve 
performance a bank.

Liang &Ching (2015) worked on “Internet-
banking customer analysis based on perceptions 
of service quality in Taiwan”. The aim of this 
paper is to determine the service quality of 
internet-banking provided by banks like 
demographics, consumerbehavior, perceived 
service quality, customer satisfaction, and 
customer loyalty. In today’s world almost 
activities related to money occurs online. So, 
banks are the institutions which give preference 
to online transaction to attract customer. 
Customer satisfaction is the first priority for 
banks to compete with other banks and customers 
will satisfy with the quality of services provided 
by banks.

Kapoor (2015) worked on “Customer 
Satisfaction and E – Banking services: a Case 
Study of Tricity”. This is an empirical paper that 
considers tangibles, reliability, responsiveness, 
assurance and empathy as the main variables 
which indicate the satisfaction level of customers 
towards e-banking services. Data for this paper 
are collected through questionnaire. This paper 
revealed that more than average customers are 
satisfied with the services provided by their 
respective banks.

Reddy and Reddy (2015) reported on “A study on 
customer’s perception and satisfaction towards 
electronic banking In Khammam District” to 
know the perception of customers towards using 
e-banking and the present status of e-banking in 

Khammam district of Telangana. Data are 
collected through questionnaire from 200 
banking customers. The study concluded that 
perception of customers towards usage of e-
banking depends on their income group and 
knowledge of customers about Information 
technology. 70 percent customers have positive 
perception towards usage of e-banking. 
Customers are satisfied with the availability of 
ATM in Khammam district. 

Patil (2014) worked on “Customer Satisfaction of 
Online Banking A Comparative Study in public 
sector bank and private sector bank w.r.t. SBI and 
ICICI in Pune (Chinchwad) City” to evaluate the 
online banking service quality provided by SBI 
and ICICI bank in Pune. Online banking service 
provides the facility of using banking activities at 
their home. Data for this paper is by 100 
customers from each bank through questionnaire. 
Online banking services are helpful in routine 
transaction, balance inquiries, and bill payments 
anytime. This study concluded that e-banking 
services provided by ICICI bank are better and 
convenience than services of SBI. However, SBI 
is the leading bank in public sector banks.

Durkin et al. (2007) worked on“On e-banking 
adoption: from banker perception to customer 
reality”. Aim of this paper is to determine the 
preference of customers for e-banking at the time 
of registration on the bases of questionnaire that 
were filled by 2000 retail customers and 
interview of 20 senior managers of banks. Online 
banking services are helpful in reducing time and 
cost of both customers and bank staff. According 
to this study bank staff provides all information of 
benefits of e-banking services provided by 
respective bank. The paper concluded that some 
customers felt excited for e-banking services but 
those who have no technological knowledge 
don’t show any preference towards e-banking 
services. This study has limitation of lack of data. 

Rajput (2015) worked on “Customer Perception 
on E-Banking Service” to know the perception of 
customers towards e-service quality provided by 
banks. Data are collected from 285 respondents 
through questionnaire and analyzed by ANOVA. 
Paper revealed that lack of technical skill is the 
main reason of minimum use of e-banking 
services in Gwalior. Findings of this study 



concluded that gender, income and education are 
the main factors which affect the usage of online 
banking.

Barkhordari (2015) reported on “Factors 
influencing adoption of e-payment systems: an 
empirical study on Iranian customers” to develop 
a measurement tool for assessing the factors 
related to trust and security affecting the adoption 
of Internet banking by consumer with the help of 
questionnaire. Structural equation modeling 
(SEM) was used to analyze data. This paper 
revealed that e-banking reduces the distance 
between financial institution and customers. 
Technical and transaction procedures, Perceived 
trust, Access to security guidelines, Usability, 
Perceived Security are the main factors which 
affect adoption level of customers towards e-
banking.

Abbas (2016) studied “Reliable, Rapid, Accurate 
Banking Transactions using e-Bank” to find out 
the need of e-transaction in financial system. 
Findings of this study show that there is need of e-
banking to remove manual transactions. Manual 
system is traditional which need more time in 
every transaction as compare to e-transaction. E-
banking provide security to user and helpful in 
easy and fast transaction.

Bazooband and Baghbanian (2016) reported on 
“The Survey on E-banking Strategy in Melli 
Bank & It’s Impact On Bank’s penetration in the 
Market” to conduct a research to find out the 
impact of e-banking strategy on Melli bank’s 
penetration in the market, Iran. Questionnaire to 
collect data for this paper were filled by 
customers of 85 branches of Melli bank. This 
paper concluded that use of e-banking in Iran 
depends on the basis of economic and social 
background of customers not on strategy of bank.

Zanjirani (2016) worked on “Introduction to 
process planning of service by using quality 
function development case study: Electronic 
banking service” to design the process of 
providing e-banking services with the choice of 
bank to customer. Data for this study was 
collected from 196 customers with the help of 
questionnaire. Service quality and e-banking 
features are the main dimensions that affect the 
process of e-banking services. Finding of this 
study shows the requirement of creating 

appropriate infrastructure which is aligned with 
the need of e-banking user.

Djumarno et al. (2017) reported on “Purchase 
Decision Analysis Marketing Mix (Case Study 
Mandiri E-Cash Transaction Banking Retail 
Group Pt. Bank Mandiri (Persero) Tbk.)” with the 
aims to determine the outcome of marketing mix 
on purchase decisions in Mandiri e-Cash 
Transaction Banking Retail Group. All four 
determinents of marketing mix (product, price, 
promotion and place) effect the e-cash 
t ransact ion .  To prove th is  argument  
wuestionnaire method was used to collect data 
from 400 respondents. Probability sampling was 
used for selecting sample and SEM was used to 
analysed this data. Findings of this study 
represents that price and promotion of product 
strongly influence the purchase decision of 
customer through e-transction as compare to 
product feature and distribution channels of a 
product. 

Nyame (2017) worked on “A Customer-
Complaint Analyzer for E-Banking Services: The 
Context of the Ghanaian Banking Industry” to 
explore the efforts of financial institutions 
towards innovative steps for delivering quality 
services to satisfy customers. Researcher designs 
a modal in this study to present a clear picture to 
improve quality of services through financial 
institution. According to that model bank should 
take suggestions from their customers about e-
services. Customers are only the source who can 
give better ideas to improve in services provided 
by banks.

Scope of the study :

The scope of the study is wide from a concept 
point of view, because it covers major aspects of 
e-banking and its relevance in customer 
satisfaction to enjoy banking services from an 
empirical point of view; the scope of the study is 
narrow. 

Year wise distribution of research papers used 
in this study :

In the era of this competitive business world, e-
banking provides an edge for the survival of 
organizations. There is still infancy stage of e-
banking in terms of research. Before 2015, few 
research works had been done on e-banking. But 



it has been observed that the number of papers 
published on e-bankingis increasing every year.It 
can be seen fromGraph 1.1 that after 2014 the 
studies in thefield of e-bankinghave increased 
rapidly.

Discussion and Conclusion :

E-bankingis the modern banking service 
provided by banks to its customers. In this era of 
globalization, technology plays an important role 
in this success of organization. Customer 
satisfaction is also necessary to survive in this 
competitive world for every firm and customer 
satisfaction depends on service quality delivered 
by firm. E-banking is the service which is 
provided by banks to satisfy its customers.  But 
there is a problem of lack of awareness of e-
banking to customers. Financial institutions have 
to take step towards providing knowledge of e-
banking to customers.

Future direction for study :

There is no dearth of literature already existed 
related to customer satisfaction toward e-
banking. Many studies are available on e-banking 
conducted worldwide (Cabanillaset al.,2013; 
Zameer et al., 2015; Ayo et al., 2016 etc.). But 
very few studies are conducted in India related to 
e-banking (Sikdaret al., 2015; Rajput, 2015 etc.). 
As inducted from the review of existing 
literature, e-banking is very helpful for the 
survival of a bank in this age of cut throat 
competition and raise the performance of banks 
to epic level. 

• But very few studies have been conducted 
yet on e-banking in India. Hence, keeping in 
view the importance of e-banking, there is a 
need of more insight and exploration on e-
banking services to satisfy customers in 
Indian banks. 

• There is huge gap to study customer 
satisfaction towards e-banking. This study 
proposes to contribute to the pool of 
literature of customer satisfaction towards e-
banking by fulfilling the gap as described 
above in India. 

Limitations :

This study is based on only secondary data. For 
collecting data only 21 research papers are used 
in this paper. There can be more data for 
presenting clear picture of talent management.
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Abstract :

The inheritance issues of sexual minorities have 
arrived at the forefront of India’s political 
consciousness and the entire nation is being 
embroiled in the debate of their sexual 
orientation, gender identity and their aesthetic 
and erotic sensibilities. At the core of LGBT 
activism is the desire for inclusion, equality, non-
discrimination and a sense of community. Sexual 
minorities often meet refusal and obstinacy from 
law enforcement agencies public representatives, 
governmental agencies when they try to claim a 
space in civil society. As of now LGBT 
communities have an important stake in legal 
injustice issues.  What makes harder for sexual 
minorities to inherit is the fragile legal support 
system, social stigma, and lack of protection and 
recognition. In India all civil laws are 
heterosexually ordered and gender specific 
making them even more vulnerable as a right 
holder.  However internationally human rights 
standard articulated through many legal and 
political instruments provide a secure potential 
framework for good governance and social 
justice. The present topic brings out a 
comparative analysis how LGBT people in India 
face legal quagmires  and challenges in 
comparison to LGBT people in United States  
and European Union.

Key Words : Bisexual, Eunuch, Gay, Lesbian, 
Transgender.

Introduction :

The word property is used to denote the 
proprietary rights of a man as opposed to personal 
rights. On death of a person his property devolves 
upon his legal representatives. It is considered to 
be a continuation of personality of the deceased 
because in law his representatives are identified 
with him. However all the rights of the dead do 
not devolve upon his representatives with certain 
exceptions, it is proprietary right of the deceased 
that devolves with very few exceptions, the 
personal right of the deceased does not devolve 
upon his legal representatives and they 
extinguish with the death of the deceased.

The devolution of property takes place in two 

ways -

1. By Testamentary Succession (By a will)

2. By Intestate Succession (without a will)

There are certain people that are considered to 
have a “right to inherit” ones property upon 
death. The people are typically closest relatives, 
including spouse, children and grand children. 
These relatives may be able to make inheritance 
claims against one’s estate. Even if the Will does 
not name one or more of these relatives as a 
beneficiary other family members such as 
siblings, parents, and grandparents may be 
entitled to inherit if more immediate relatives are 
non-existent. To determine right to inherit 
property the courts follow the state laws of 
intestacy but this can be overcome by having a  
valid will or a trust that outlines how one’s estate 
should be distributed. The rights of lesbian, gay, 
bisexual and transgender to inherit property 
varies from one country to other.

Internationally Article 17 (1) and (2) of Universal 
Declaration of Human Rights 1948 and Protocol 
1 and Article 1 of ECHR acknowledge a right for 
natural, legal person to peaceful enjoyment of his 
property.

Being a LGBT in India is an uphill struggle it can 
be a mental torment trying to fit into everyone’s 
way of thinking. So, due to social construct 
sexual minorities in India are systematically 
sidetracked from inheriting property. Even as of 
now they continue to be treated as a criminal 
community deprived of protection and special 
treatment accorded to other minorities like 
SC/ST. 

No where in the Constitution it is stated that 
people of LGBT community specially 
transgender are barred from getting family 
property. This inequality is created by our society 
because in India same-sex activity and same-sex 
marriages are not legal. Since death is a terrible 
movement one must make sure the dignity of 
same-sex partners is protected even beyond their 
life. In India same-sex partners are treated as a 
single entity and mostly treated like a non-
existent person. But in United States same-sex 
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activity is legal country wide and all fifty states 
by the end of 2015 recognize same-sex 
marriages. In European Union the European 
Parliament stands by European Union values of 
equality and non-discrimination in the field of 
successon and 12 countries in European Union 
also recognize same-sex marriage. Since married 
is a married rule the rights which accrues from 
marriage such as property passes to LGBT 
spouses on death of a partner which seems 
unlikely in India.

Position in India :

In India Hindu Succession Act 1956 
acknowledges an equal share of ancestral 
property for sons and daughters. But sexual 
minorities have life without benefits as they are 
disqualified to inherit for their sexual orientation 
and gender identity. Devolution of property has 
always been a big problem for persons belonging 
to LGBT communities. There are many instances 
where persons belonging to LGBT community 
have been disinherited from ancestral and 
parental property for their sexual preferences.

Under Hindu Law of inheritance a murderer is 
disqualified on grounds of justice and equality 
under Section 25 of the Act and a converts 
descendants converted from one religion to 
another religion under Section 26 also are 
ineligible. If any person is disqualified from 
inheriting any property under the Act it shall 
devolve as if such person had died before the 
intestate under Section 27.

So LGBT persons in India are disqualified 
persons as their status is that of a non-existed 
person. So, property of intestate does not vest on 
them. They are deemed to be dead before the 
intestate. Under Hindu Law of inheritance and 
coparcenary where all those who were insane, 
lunatic, and disabled having one disqualification 
or the other including were not provided  right 
over joint family property but there is not a single 
instance where intersex and  hijras have been 
provided with such a right under Dayabhaga and 
Mitakshra Schools of  Hindu Jurisprudence. 
Even under Hindu Law impotency, want of sex 
organs, such as intersex, deafness, drunkenness, 
lunacy, idiocy were explained as grounds of 
exclusion.

In India sexual minorities have second tier status 
and can only dream for fighting for equal rights:

In India LGBT people have second tier status and 

are treated to be devoid of capacity and lack 
something essential for completeness.  Hindu 
Succession Act 1956 and its provisions do not 
recognize LGBT and their sexual orientation and 
gender identity to be a valid ground to inherit 
from a deceased. So if the heirs specified in the 
schedule have come out of the closet and become 
a visible member of LGBT community then the 
chance of succeeding property becomes remote. 
So inheritance equality has a significant effect on 
social stratification and it is an integral 
component of family, economic and legal 
institution. So sexual minorities and individuals 
from socially disadvantaged background such as 
LGBT receive less or no inheritance and wealth.

Testamentary disposition last will critical of 
gay, lesbian, bisexual and transgenders :

Under Section 30 of Hindu Succession Act 1956 
and Section 2(h) of Indian Succession Act 1925 a 
Hindu male can dispose property by will. So 
literally a will is a testament and is a legal 
declaration by which a person (testator) names 
one or more persons to manage his or her estate 
and proceed for his property at death. A Will 
creates testamentary trust which becomes 
effective after death of testator. In a country like 
India where compulsory heterosexuality is a rule 
of law LGBT people remain dis-inherited as their 
family members disregard them totally. They live 
in communities so getting their share by 
testamentary disposition from biological family 
such as will is almost impossible. But if an LGBT 
couple dies leaving a will it would end up with 
nothing or even worse may happen with partners 
not getting any share in the property. In India 
since same-sex activity is illegal and same-sex 
marriage is also not legalized both the couples are 
treated as a single entity. Domestic partnerships, 
biological families resulting from same-sex 
marriages and children born from adoption and 
surrogacy are hardly recognized. So, there is 
every likelihood that the will be challenged in 
courts for incapacity, undue influence and fraud. 
So same-sex couples in India can only dream of 
fighting for equal rights.

Inheritance of LGBT people under Muslim 
Law :

The Muslim trajectory towards same-sex 
intolerance is based on emergence of binary 
opposition between Islam and the West. Despite 
the global discussion of LGBT rights the Muslim 
world has resisted LGBT involving allegedly 



long held Islamic beliefs that forbid same-sex 
practices. So sexual minorities cannot inherit 
property under Muslim law from their biological 
family again their sexual orientation and gender 
identity becomes a big issue. Ashok Row  Kabi 
Writer founder of “Bombay Dost”, India’s first 
gay magazine said “in case of inheritance, if a 
Muslim gay man dies  his will would not be 
respected and Muslim law  gets primacy unless 
the gay partner had made an affidavit declaring he 
is not a practicing Muslim rather an apostate.

Wasiyat (will) made by a transgender guru in 
Muslim law: A will (wasiyat) under Muslim law 
is made by guru must be within the testamentary 
power. According to Muslim Law TG/Eunuch 
community of Muslim guru chela system is still 
prevalent. As per custom a Muslim cannot will 
more than one-third of his property without 
consent of his chela to an outsider. So, will in 
respect to property of a guru in favour to a person 
outside the community cannot be held valid.  
According to custom chela alone is the heir of the 
guru.  Though Muslim law does not debar a 
Muslim from executing a will or his property in 
favour of anyone outside the community but the 
custom limits the choice of a person in whose 
favor the will is to executed would be contrary to 
law. So it could be said that a custom does not 
violate the aforesaid law. It only limits the choice 
of the legatee without effecting the right to 
execute the will. Such a custom was neither 
against public policy nor against Muslim law.

So more than one-third property can be given if 
other heirs have given their consent and there is 
not much of difference between Shia and Sunni 
on this aspect. In Sunni law the consent must be 
given after death of testator and giving consent 
during life time is of no legal effect whereas in 
Shia law the consent has to be given before the 
death of the testator and after the death of the 
testator.

Setting the tone the Madhya Pradesh High Court 
in Illyas and others v. Badshah alias Kamala  said 
a Mohammadan eunuch is entitled to execute his 
will like any other Mohammadan and his right 
could not be limited by any manner, but it has to 
be transferred by a will to a person within 
community of a hijra gharana (guru-chela) 
custom of the community. A chela only is an heir 
of the guru. So, under Mohammadan law a guru 
cannot by will alienate more than one-third of the 
property without the consent of a chela to a 

person outside community and that to a non 
eunuch under provisions of Indian Succession 
Act 1925.

The Court said Mohammadan law does not debar 
a Muslim from executing a will of his property in 
favour of anyone outside community as it was 
done by Munnilal (guru) to Abdool Gafoor (non-
eunuch) but the custom limits the choice of the 
legatee in whose favour the will was executed 
would be contrary to law. So a custom of guru-
chela cannot be held either against public policy 
or Mohammadan law. So the High Court directed 
Abdool Gafoor to hand over and vacate 
possession of suit house property to respondent 
Badshah a chela and the appeal was dismissed.

In Sweety (Eunuch) v. General Public  the 
Himachal Pradesh High Court allowed the appeal 
in favor of appellant transgender guru on death of 
a chela in a guru-chela parampara custom.  The 
question before the court was an important 
question of law for consideration as to what 
would be the mode of succession of a eunuch i.e. 
transgender in absence of any religion being 
professed by plaintiff. It was held that the plaintiff 
is the guru/patron of chela late Raja and Desha 
Raj (eunuch) who died on 29.10.2009 leaving 
behind legal heir-cum-guru.  The court said there 
is a custom in society governing kinners that 
kinner guru is the only person related to the chela.  
So on death of chelas the guru is entitled to 
inherit. The court said the lower court for strange 
reasons relied on Section-2 of Hindu Succession 
Act 1956 by saying that the guru is governed by 
Hindu law of succession and not governed by 
kinner custom of  Guru-chela parampara and 
dismissed the claim. The court said if religion is 
not pleaded in the plaint and the name suggests to 
be that of a Hindu an inference cannot be drawn 
that the transgender follows Hindu religion.

So, it was established that the plaintiff was guru 
of Raja alias Ratni and Desha Raj or kinner 
community and on their death  the property is 
likely to devolve on guru and Hindu Succession 
Act do not apply to them in a guru-chela 
parampara custom.

Position of United States of America :

The rights of lesbian, gay, bisexual and 
transgender in United States to inherit property 
became more stronger when Section 3 of Defence 
of  Marr iage Act  1986 was declared 
unconstitutional by American Supreme Court for 



issues of marriage and inheritance. The American 
Congress passed DOMA in 1986 which 
prevented federal government from recognizing 
same-sex marriage and federal benefits such as 
property which flows from it. The landmark 
decision in United States v. Windsor  Windsor a 
lesbian legally married to Thea spyer in Toronto 
Canada in 2007 and two years later Spyer died. 
The Internal Revenue Service (IRS) did not 
recognized Windsor a lesbian as a surviving 
spouse eligible to inherit Spyer property and was 
asked to pay more tax in federal taxes being in a 
lesbian marriage with Spyer. The US Supreme 
Court declared Section 3 of DOMA violative of 
Fifth and fourteenth Amendment of US 
Constitution which restricted the definition of 
marriage between a man and a woman to the 
exclusion of others. So same-sex couples were 
eligible to inherit property after death of a spouse, 
even IRS in August 29, 2013 announced that 
same-sex couples who were legally married in 
jurisdictions that recognized their marriage 
would be treated married for all IRS purposes. 
After this decision either by state Supreme Court 
decision or by legislative referendums same-sex 
marriages were made legal in 37 states. However 
the position of transgenders still remained 
slightly different because transgender still faced 
unique battles with regard to marriage and 
inheritance. A male transferred to female (MTF) 
and a female transferred to male (FTM) could 
enter into marriage in a heterosexual  form after 
Sex Reassignment Surgery (SRS). But they were 
eligible to inherit property after spouse’s death if 
their gender expression confirmed to the newly 
acquired gender and their sex assigned at birth 
certificate was amended. Different states had 
different rules. States which gave more priority to 
gender assigned at birth for transgenders were 
ineligible to inherit. Prior to 2014 every state in 
US had their succession laws that parcel out 
property to the deceased persons spouses and 
closest relatives. In US also property devolves in 
two ways, either by will (testamentary) or by 
intestate succession (without a will).  A will 
provides for distribution of certain property 
owned by a person at the time of death. So 
creating a will is a good option but it must be 
properly executed and prepared carefully. Gay, 
lesbian, bisexual and transgender couples are not 
entitled to inherit when their loved one’s die 
without a will nor do they get legal protection for 
inheritance rights, such as elective share rather 

passing hassles of experiences of probate courts.

But the decision of American Supreme Court in 
Obergfell v.  Hodges  was a big step in march 
towards equality because same-sex marriage was 
made legal in all fifty states and LGBT couples do 
have a right to inherit from their spouse even 
without a will. But if one dies intestate the state 
laws of descent and distribution will determine 
who receives how much in one’s property on 
default. State laws for succession vary from one 
state to another but normally the distribution 
would be to one’s spouse or children and if both 
of them are not alive then it devolves to family 
members. According to rule to intestacy same-
sex partners in married relations and registered 
civil union which are equivalent to marriage are 
also entitled to inherit under state intestacy status 
that kicks in if there is no will then the question of 
divorce and separation is out of table but, 
unmarried gay, lesbian, bisexual and transgender 
are not eligible to inherit property.

Position in European Union :

In European Union the right of lesbian, gay, 
bisexual and transgender to inherit property is 
guaranteed under protocol-1 and Articles-1 of 
European Convention of Human Rights (ECHR). 
The European Parliament in Strasbourg has ruled 
equal property rights even to mixed nationalities. 
Again in 2013 the EP adopted two amended 
resolutions with the aim of specifying legal 
procedure regarding property regimes to 
binational married couples and registered 
partners to ensure that all binational married 
couples are treated equally irrespective of sexual 
orientation. So the European Parliament adopted 
resolutions calling upon member states to ensure 
inheritance rights to LGBT couples. The 
resolution send clear signal from EP that married 
and registered partners regardless of gender 
would enjoy right to inheritance.

In European Union, gay lesbian, bisexual 
transgender people have made great strides in 
obtaining civil rights in countries that have well 
developed well practiced democracy and well 
developed civil society. Countries like 
Netherlands, Belgium, Spain, Sweden, France, 
Portugal, England, Denmark, Luxemburg, 
Norway and Ireland where same-sex marriage is 
legal grant inheritance rights to same-sex 
couples. Even registered partnership in 14 
countries also gives equal treatment like 
heterosexual couples.



Property in EU like other countries devolves by 
testamentary disposition and by intestate 
succession. When one partner dies and there is a 
valid will perfectly executed then the surviving 
partner would inherit under the terms of the will, 
if it makes provision for them. A transgender 
spouse can also inherit by a will after spouse’s 
death if their gender expression and identity 
match their sex assigned at birth. But if a couple is 
not married and one partner dies in absence of a 
will then he/she is not entitled to inherit and 
would end up with nothing because most 
intestacy laws do not recognize domestic 
partners. So they would loose property in absence 
of a will.

But recently in EU, rules of intestacy have 
changed and inheritance Acts in many countries 
have been amended to include LGBT same-sex 
couples and partners in domestic partnerships, a 
mere cohabite does not have a right to it. The 
qualifications as to an intestate heir under 
inheritance Act amended up-to-date in many 
states need following requirements.

1. One must exist at the time of the deceased 
estate devolves

2. By operation of law
3. 4 heirs
a) Spouse and her descendants
b) Parents, brothers and sisters
c) Progenitors
d) Collateral up to 6th degree also can inherit

Conclusion :

Through judicial deliberation, legal recognition 
and consistent activism sexual minorities and 
transgenders in particular have won recognition 
of their rights in developed countries like United 
States and European Union, but law in India has 
criminalized the very existence of sexual 
minorities after Supreme Courts Suresh Kumar 
Koushal’s verdict. Statutes of succession are 
heterosexually ordered and law enforcement 
agencies are lax. But every cloud has a silver 
lining beyond all diversity lies hope and finally 
the dream came true when Supreme Court of 
India recognized transgender as third gender and 
gave benevolent rights including right to inherit 
to transgenders. But the NAISA decision is yet to 
be implemented fully, so law should be more 
humane and more objective towards inheritance 
issues of LGBT people. No problem is ever 
eradicated by cutting off only the branches; a 
permanent solution has to involve digging up the 

roots of the problems. Things are changing in 
India. All benefits including property rights that 
accrue to heterosexual married people should be 
made available to same-sex unions. So enacting 
laws is not enough its implementation in true 
sense is highly required to make the benefits 
reach the targeted masses so a strong political will 
of the govt. coupled with active co-operation 
from public in changing their mindset and 
enacting gender neutral succession laws will be 
the need of the hour.
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Abstract :

Education is the best source to improve the 
quality of life. In 21st century; most of the 
individuals have the completion to do work; 
shortage of time & money, therefore are taken 
education through distance education. Along 
with it day by day technology is becoming cheap 
& easy to access, this rapid development in 
information, communication and technology 
diminish most of barriers like gap between the 
teachers and students. The facilities of internet, 
videoconferencing, Web conferencing etc., are 
playing very significance & participatory role for 
all open & distance courses provided educational 
institutions. In the other words, these techniques 
of E-learning has brought a radical changes in the 
context of access, time feasibility, and 
economically. It has increased wide opportunities 
but also there are explore constraints and 
challenges to E-learning for cultivating a modern 
distance education system. One of the main 
concerns to E-learning is that how this can be 
utilise properly and also can be access to the 
deprived section of the country. The presented 
article intends to find out that how quality 
distance education can be possible with the help 
of e-learning as well as some recommendations 
for also made for the same concerns. Most of the 
countries of the world are using ICT for quality 
education, although many challenges like high 
cost, resources, low-reliability of Internet access, 
Unskilled Faculties, lack of technical staff and 
support etc., but with the help of strong 
determination of Government all the ways can be 
find out to associate all the existed institutes and 
also coming institute of open & distance should 
be associate e-learning for the betterment of 
nation. Moreover, as the mobile communications 
are increased rapidly and internet is access in 
most of the rural & remote areas of India 
therefore the use of proposed VCE model can 
make a significance difference in the context of 
distance education with the association  of e-
learning.

Keywords : Distance Education, E-learning, 

ICT, Mode. 

Introduction :

Education is the driving force of economic and 
social development in any country, India has a 
billion-plus population and a high proportion of 
the young and hence it has a large formal, 
informal education system and also there is a 
great shortage of formal education system. The 
demand for education in developing countries 
like India has skyrocketed as education is still 
regarded as an important bridge of social, 
economic and political mobility. Considering 
this, it is necessary to find ways to make 
education of good quality, accessible and 
affordable to all, using the latest technology 
available. As we enter the third millennium, 
education via the internet, intranet or network 
represents great and exciting opportunities for 
both educators and learners. Educators have 
witnessed the rapid development of computer 
networks and improvement in the processing 
power of personal computers. In addition, the 
internet and World Wide Web (WWW) have 
made the computer a dynamic force in distance 
education, providing a new and interactive means 
of overcoming time and distance to reach learners 
(Wagschal, 1998). Electronic learning (e-
learning) is an evolving, dynamic and rapidly 
changing educational opportunity that is a 
product of the advanced information technology 
environment. E-learning is essentially the 
network-enabled transfer of skills and knowledge 
(Anon, 2006). 

Distance Education :

In the words of Mugridge (1991) that distance 
education is a form of education in which there is 
normally a separation between teacher and 
learner and thus one in which other means  the 
printed and written word, the telephone, 
computer conferencing or teleconferencing, for 
example  are used to bridge the physical gap." 
Moore & Kearsley (1996) Distance education is 
the delivery of a planned learning experience to 
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students separated from the instructor or each 
other, by geography and/or time. Distance 
education can incorporate a variety of media 
including audiotapes, videotapes, telephone 
conferences, cable or satellite television, fax, e-
mail, or the World Wide Web to deliver the 
instruction or facilitate student interaction. Fillip 
(2001) Distance education is also a broad 
approach characterized by a high degree of 
variation. Such variation includes the types of 
media or technology used (print, radio, 
computer); the nature of the learning (workshop, 
seminar, degree program, supplement to 
traditional classroom, levels of support); 
institutional settings; topics addressed; and levels 
of interactivity support (face-to-face, online, 
blended, none) Distance learning delivered.

Indiana College Network (ICN) (2007) defines 
distance education as-a formal learning activity 
which occurs when students and instructor are 
separated by geographic distance or by time, 
often supported by communications technology 
such as television, videotape, computers or 
mail.Higher Learning Commission (2011) 
defines it as Education that delivers instruction to 
students who are separated from the instructor 
and that supports regular and substantive 
interaction between students and the instructor 
synchronously or asynchronously using one or 
more of the following technologies: the Internet; 
one-way and two-way transmission through open 
broadcast, closed-circuit cable, microwave, 
broadband lines, fiber optics, satellite, or wireless 
communication devices; audio-conferencing; or 
videocassettes, DVDs, and CD-ROMs used in 
conjunction with any of the other technologies. 

Modes of Distance Education :

According to Burns(2011)Types (“Generations”) 
of Distance Education and Major Examples of 
Each are as under:

  Types of Distance Examples
Education

Correspondence model Print
Audio-based models • Broadcast: IRI

• Narrowcast: IAI (via audio tape or CDs)
• Two-way radio
• Audio conferencing and telephone
• Broadcast radio

Televisual models • Broadcast television (educational and 
instructional)

• Videoconferencing
• Video

Computer-based • Interactive video (disc and tape)
multimedia models • CD-ROMs

• Digital videodiscs (DVDs/VCDs)
• Interactive multimedia

Web-based models • Computer-mediated communication
• Internet-based access to World Wide Web 

resources
• Online courses (e-learning)
• Online conferences (webcasts and webinars)
• Virtual classes/schools (cyber schools) and 

universities
Mobile models • Hand-held devices

• Portable media players (podcasting)
• Cell phones and smart phones
• Tablets
• E-readers

E-Learning : Concept and Definitions 

E-learning unites two main areas i.e. learning and 
technology. Learning is a cognitive process for 
achieving knowledge and technology is an 
enabler of the learning process, meaning that 
technology is used like any other tool in the 
education praxis, as is a pencil or a notebook, for 
example. E-learning has in recent times become a 
"catch-all" phrase for just about any educational 
resource uploaded and accessible on the internet. 
E-learning is to classroom learning as cell phones 
are to a pay phone at the bus station.  At least it is 
in some ways. For instance, e-learning allows us 
to learn anywhere and usually at any time, as long 
as we have a properly configured computer. Cell 
phones allow us to communicate any time and 
usually anywhere, as long as we have a properly 
configured phone.

E-learning can be CD-ROM-based, Network-
based, Intranet-based or Internet-based. It can 
include text, video, audio, animation and virtual 
environments. It can be a very rich learning 
experience that can even surpass the level of 
training you might experience in a crowded 
classroom. It's self-paced, hands-on learning.

There are four general categories of e-learning 
definitions are identified: 1) technology-driven, 
2) delivery-system-oriented, 3) communication-
oriented, and 4) educational-paradigm-oriented.

Technology-Driven Definitions :

This category consider e-learning as the use of 
technology for learning. Guri-Rosenblit (2005) 
“E-learning is the use of electronic media for a 
variety of learning purposes that range from add-
on functions in conventional classrooms to full 
substitution for the face-to-face meetings by 
online encounters”.  Governors State 
University(2008) “E-learning is to take a course 
online using a modem, wireless, or cable 
connection to access academic course material 



from a computer, phone, or handheld device” E-
learning portal (2009) “E-learning is the use of 
technology to deliver learning and training 
programs” 

Delivery-System-Oriented Definitions :

In this category presents e-learning as a means of 
accessing knowledge (through learning, 
teaching, or training). Koohang & Harman(2005) 
“E-learning is the delivery of education (all 
activities relevant to instructing, teaching, and 
learning) through various electronic media”. Lee 
& Lee (2006)“E-learning is an on-line education 
defined as the self-paced or real-time delivery of 
training and education over the internet to an end-
user device” Li, Lau & Dharmendran (2009)“E-
learning is the delivery of a learning, training or 
education program by electronic means” 

Communication-Oriented Definitions :

This category considers e-learning to be a 
communication, interaction, and collaboration 
tool and assigns secondary roles to its other 
aspects and characteristics. Bermejo(2005) “E-
learning is education that uses computerised 
communication systems as an environment for 
communication, the exchange of information and 
interaction between students and instructors”. 
González- Videgaray (2007) “E-learning is 
l e a r n i n g  b a s e d  o n  i n f o r m a t i o n  a n d  
communication technologies with pedagogical 
interaction between students and the content, 
students and the instructors or among students 
through the web”. Ministry of Communication 
and Technology of New Zealand (2008)  “E-
learning is defined as learning facilitated by the 
use of digital tools and content that involves some 
form of interactivity, which may include online 
interaction between the learner and their teacher 
or peers.” 

Educational-Paradigm-Oriented Definitions :

This category defines e-learning as a new way of 
learning or as an improvement on an existing 
educational paradigm. Alonso, López, Manrique  
and Viñes (2005) “E-learning isthe use of new 
multimedia technologies and the Internet to 
improve the quality of learning by facilitating 
access to resources and services, as well as 
remote exchange and collaboration”. Jereb & 
Šmitek (2006) “E-learning refers to educational 

processes that utilise information and 
communications technology to mediate 
synchronous as well as asynchronous learning 
and teaching activities” Ellis, Ginns & Piggott 
(2009) “E-learning is defined as information and 
communication technologies used to support 
students to improve their learning” 

From all the definitions it is cleared that e-
learning is the electronic way to use of 
technology for learning; it is used as a means of 
accessing knowledge (through learning, 
teaching, or training); communication, 
interaction, and collaboration tool. It can be 
considered as a new way of learning or as an 
improvement on an existing educational 
paradigm and also assigns secondary roles to its 
other aspects and characteristics.Thus, most 
significant characteristics of e-learning are that 
the teacher and the learner are in different 
phys ica l  env i ronments  and  tha t  the  
communication throughout the teaching/learning 
process is carried out via e-mail, forums, etc. 
through the Internet.

Distance Learning and E-Learning :

Distance learning and E-learning is not quite the 
same thing. Distance learning is something that 
has evolved from E-learning. It is used to 
describe a learning environment that takes place 
away from the actual traditional classroom and 
campus. There are many useful implications of E-
Learning to Distance Education. The people 
should be given the opportunity to master the skill 
to use technology to their advantages without 
feeling threatened to build a better tomorrow 
(Kurtz, Parks & Nicholson; 2002). E-learning 
assisted distance education  which  enables 
people to have: Strong academic skills ; Better 
thinking ; Reasoning; Teamwork skills ; 
Proficiency in using technology; Meeting 
challenges, and  Enhance learning. The benefits 
that can be achieved by the E-learners include:  
Training facilities at off-hours or from home; 
Less academic stress; Interactivity engages users; 
pushing them rather than pulling them through 
training; Availability of quick reference 
materials. Thus, e-learning is naturally suited to 
distance learning and flexible learning. E-
learning pioneer Bernard Luskin argues that the 
“E” must be understood to have broad meaning if 
E-learning is to be effective. Luskin says that the 



“E” should be interpreted to mean Exciting, 
Energetic, Enthusiastic, Emotional, Extended, 
Excellent, and Educational in addition to 
“Electronic” that is a traditional national 
interpretation. This broader interpretation allows 
for 21st century applications and brings learning 
and media psychology into the equation. Figure 1 
shows the relationship between E-learning and 
distance education (Chowdhury & Khatun ;2013)

Figure 1: E-learning as a Subset of Distance Education (Source: 
Chowdhury &Khatun;2013)

Thus, the basic thing that distinguishes distance 
education is the physical separation of the student 
from the instructor and the class room. E-
learning, however, became part of the classroom 
environment from the beginning. 

E - Learning Types :

There are several types of e-learning, some of are 
described below : 

Computer-based Learning - It is a method of 
education in which a student learns by using 
different style of learning and introduced by 
different computer applications with or without 
network: like presentations, multimedia- Audio, 
video and other applications. “Computer-based 
learning sometimes abbreviated to CBL; refers to 
the use of Computers as a key component of the 
educational environment” (Nagarajan,  
WiselinJiji and Aditanar;2010). Thus, this type of 
e-learning is related with the various applications 
of computer that are used for learning. . 

Network based E-learning -

Computer network-based learning is broadly 
used in recent years because of its flexible and 
gives more group collaboration activates. The 
advantages of E-learning system from its 
networked environment where rapid updating, 
sharing of information and instruction are 
conveniently performed. It promotes a team-
learning pedagogy in which the primary focus is 
to foster a learning environment conducive to 
group interaction through collaboration and self-

learning(Gunga and Ricketts;2007). Thus, the 
network based e-learning is based association of 
computer with network technology. 

Web-based E-learning -

It is part of network-based E-learning; the main 
feature of web-based learning is that it allows 
flexibility in learning at any time and any place. 
Atan, Rahman and Idrus (2004) pointed out that 
“the web can also support various forms of 
communicative features that can connect 
lecturers and students for teaching and learning 
activities. Features such as the synchronous 
learning activities (computer conferencing, 
chats, and web tutorials) and the asynchronous 
learning activities (e-mail, list servers and web 
courses)  provide means of  effect ive  
communication and reinforce the teaching and 
learning conducted through distance education 
Web-based learning now has different 
Alternative names”.  In the same line 
Mehlenbacher (2010) suggested that “synonyms 
for web-based instruction also include E-
learning, online teaching and learning, distance 
education, distance learning, Web-based training, 
computer-assisted learning, computer-assisted 
learning, flexible learning, and technology-rich 
instruction”. Therefore, web-based e-learning is 
that when web technology are used with the help 
of computer & network to facilitate the learning. 

Models of E-Learning :

Engelbrecht  (2003) states that E-Learning 
models began as mere replication of classroom 
instruction, but have evolved to those that 
integrate technology and pedagogy. Early 
models, such as the Demand-Driven model 
(MacDonald, et al, 2001), were focused on the 
role of technology in providing content, access 
and electronic services. The Demand-Driven 
model emphasizes the consumer demands for 
quality content, delivery and service. 

Anderson (2003)suggested a model of online 
learning showing types of interaction. In his view 
a first step in theory building often consists of the 
construction of a model in which the major 
variables are displayed and the relationships 
among the variables are schematized. Figure 2 
provides a model that illustrates the two major 
modes of online learning.



 

Figure 2 : A Model of Online Learning Showing Types of Interaction 
(Source: Anderson; 2003)

The model illustrates the two major human 
actors, learners and teachers, and their 
interactions with each other and with content. 
Learners can of course interact directly with 
content that they find in multiple formats, and 
especially on the Web; however, many choose to 
have their learning sequenced, directed, and 
evaluated with the assistance of a teacher. This 
interaction can take place within a community of 
inquiry, using a variety of Net-based synchronous 
and asynchronous activities (video, audio, 
computer conferencing, chats, or virtual world 
interaction). These environments are particularly 
rich, and allow for the learning of social skills, the 
collaborative learning of content, and the 
development of personal relationships among 
participants. However, the community binds 
learners in time, forcing regular sessions or at 
least group-paced learning. Community models 
are also, generally, more expensive, as they suffer 
from an inability to scale to large numbers of 
learners. 

The second model of learning (on the right) 
illustrates the structured learning tools associated 
with independent learning. Common tools used 
in this mode include computer-assisted tutorials, 
drills, and simulations. Virtual labs, in which 
students complete simulations of lab 
experiments, and sophisticated search and 
retrieval tools are also becoming common 
instruments for individual learning. Printed texts 
(now often distributed and read online) have long 
been used to convey teacher interpretations and 
insights in independent study. However, it should 
also be emphasized that, although engaged in 
independent study, the student is not alone. Often 
colleagues in the work place, peers located 

locally (or distributed, perhaps across the Net), 
and family members have been shown to be 
significant sources of support and assistance to 
independent study learners (Potter, 1998).

Algahtani (2011) suggested a model for the uses 
of e-learning in education. This model suggested 
the three main part of e-learning while used for 
education; Adjunct, Blended & wholly Online; 
further wholly online can be divided into two 
other parts Individualized & collaborative 
learning ; after that there are two more parts of 
collaborative learning as synchronous and 
Asynchronous. 

Figure 3 : A Model for using E-learning in Education(Source: 
Algahtani; 2011).

Model of E-Leaning Enabled Distance 
Education System :

Although there are many models are suggested by 
various researcher according to their country 
context & resources available & interest of 
learners & educational institutions, but during the 
course review of literature for the article VCE is 
find effect & useable in the context of India. This 
model is based on Chowdhury and Khatun (2013) 
research study was conducted by them in 
Bangladesh; they proposed a model named 
“Virtual Classroom Everywhere (VCE)” of E-
learning. The model described how it enabled to 
distance education system that based on mobile 
technology and Internet/broadband connections 
for live telecasting of class lecture presentation 
especially in the rural areas of Bangladesh where 
the need for distance education is the most. 
Figure 3 shows the proposed model considering 
all issues and challenges for its implementation. 
A student can attend at the virtual classes at any 
place through E-learning system VCE. This 
virtual situation in a distance education can be 



implemented both in urban and remote areas 
using the Internet/mobile Internet due to the 
advent of mobile phone communications. 

Due to the lack of network infrastructure in the 
rural and remote areas of our country, mobile 
phones could be the easiest medium to bridge the 
learners with teachers. Mobile phone has got the 
tremendous popularity and become the most 
usable communication tool in our country. A 
student can access or virtually attend in the class 
from remote areas by calling an IP-Phone number 
through his mobile phone. Students can join the 
class virtually using computers, laptops or mobile 
phones with internet facilities through video 
conferencing. Some cyber centres or regional 
classrooms can be established with internet and 
multimedia facilities to attend in the class. The 
lectures will be lively telecasted by the 
presenters/teachers from the media centres and 
the students will enjoy the lectures sitting at their 
respective tutorial centres and also can ask their 
questions to the lecturer/teacher through video 
conferencing or mobile phones directly. They can 
also download the lectures at any time from the 
respective websites of the educational institutes. 
Moreover, a student having a mobile phone with 
FM radio can hear the lectures at his home 
without attending at the classes physically. Thus 
we can create a virtual class room environment 
not only at the tutorial centers but also at any 
places (Chowdhury &Khatun; 2013). 

 

Figure 3 : Proposed Model of E-learning Enabled Distance 
Education System (Source: Chowdhury & Khatun; 2013)

Thus, as the mobile communications are 
increased rapidly and internet is access in most of 
the rural & remote areas of India therefore the use 
of proposed VCE model can make a significance 
difference in the context of distance education 
with the association  of e-learning. 

Advantages of E-Learning :

There are many significance of e-learning in 
distance education. 

Affordable: E-learning is beneficial to education, 
corporations and to all types of learners. It is 
affordable, saves time, and produces measurable 
results. E-learning is more cost effective than 
traditional learning because less time and money 
is spent traveling. Since e-learning can be done in 
any geographic location and there are no travel 
expenses, this type of learning is much less costly 
than doing learning at a traditional institute.

Flexibility :  is a major benefit of e-learning. E-
learning has the advantage of taking class 
anytime anywhere. Education is available when 
and where it is needed. E-learning can be done at 
the office, at home, on the road, 24 hours a day, 
and seven days a week. . E-learning also has 
measurable assessments which can be created so 
the both the instructors and students will know 
what the students have learned, when they've 
completed courses, and how they have 
performed.

Learning at their own pace: Students like e-
learning because it accommodates different types 
of learning styles. Students have the advantage of 
learning at their own pace. Students can also learn 
through a variety of activities that apply to many 
different learning styles learners have. Learners 
can fit e-learning into their busy schedule. If they 
hold a job, they can still be working with e-
learning. If the learner needs to do the learning at 
night, then this option is available. Learners can 
sit in their home in their pajamas and do the 
learning if they desire.

Meet their level of knowledge and interest: E-
learning encourages students to peruse through 
information by using hyperlinks and sites on the 
worldwide Web. Students are able to find 
information relevant to their personal situations 
and interest. E-learning allows students to select 
learning materials that meet their level of 
knowledge, interest and what they need to know 
to perform more effectively in an activity. E-
learning is more focused on the learner and it is 
more interesting for the learner because it is 
information that they want to learn. E-learning is 
flexible and can be customized to meet the 
individual needs of the learners.

Develop knowledge of the Internet: E-learning 



helps students develop knowledge of the Internet. 
This knowledge will help learners throughout 
their careers. E-learning encourages students to 
take personal responsibility for their own 
learning. When learners succeed, it builds self-
knowledge and self-confidence in them.

Major Challenges Faced by E-Learning :

There are uncountable advantages of e-learning 
as the best form of distance education but there 
are also some major challenges are also faced by 
e-learning as a best source of distance learning. 
Some of these are described below:- 

Lack of computer skills and low connectivity: 
One disadvantage of e-learning is that learners 
need to have access to a computer as well as the 
Internet. They also need to have computer skills 
with programs such as word processing, Internet 
browsers, and e-mail. Without these skills and 
software it is not possible for the student to 
succeed in e-learning. E-learners need to be very 
comfortable using a computer. Slow Internet 
connections or older computers may make 
accessing course materials difficult. This may 
cause the learners to get frustrated and give up. 

Lack of Permanent Faculty for Distance 
Program: Teaching as a process that involves 
helping learners to create knowledge through 
interactive and authentic learning experiences. 
There are no full time faculty in the schools who 
conduct correspondence courses, except 
IGNOU, New Delhi and Dr. B.R. Ambedkar 
Open University, Hyderabad which will 
adversely affect giving attention to the individual 
students. Students characteristics and past 
experiences will help the instructor to determine 
how best to promote learning through various 
learning activities. Another common limitation is 
the lack of sufficient opportunity for the 
interaction between the learner and the subject 
expert (Ali and Bakhshi, n.d.). Therefore, there 
should be appointed permanent faculty according 
to the need & requirements of distance 
educational programs. 

Lack of finance : The major challenge in 
improving the e-learning and distance education 
is the lack of finance. It is not possible to make 
any resource available without appropriate 
financial support. The agencies issuing grants 
like UGC, university authorities and other bodies 

don’t support e-learning needing special grants 
for infrastructure, faculty and other necessary 
items(Ali and Bakhshi, n.d.). Thus, the finance is 
a major source to develop sustain & continue the 
best sources of e-learning through distance 
education. Therefore State or Central 
Government should take care of the financial 
resources needed for e-learning infrastructural 
development for quality distance education.  

Lack of Evaluation : There is no mechanism of 
assessing teaching effectiveness and quality of 
study materials of distance program courses. 
Students’ evaluations of teaching will help to 
provide instructors and course designers with 
feedback about the quality of their efforts (Ali 
and Bakhshi, n.d.). Thus, there should the proper 
evaluation for the teaching-learning materials, 
content & programmes that are using for e-
learning as a distance course. 

Medium of instruction: The majority of students 
study in Hindi or regional languages. The 
expected English knowledge of the students is not 
sufficient to comprehend most of the subject 
materials published in English. Therefore the 
students have to depend largely on the lecture 
notes given during the contact classes by the 
teachers who have other commitments in 
addition to teaching(Ali and Bakhshi, n.d.). The 
medium of instruction is the one of the major 
challenge for promoting distance education 
through e-learning, to make it more beneficial to 
the learners, the administrators should take care 
of the learners’ medium, the programmes, content 
& material should also be developed in country, 
states & areas specific languages. 

Lack of Knowledge and Training: One of the 
main constraints of e-learning systems is that 
students need to know how to use the particular 
information technology. Much more attention 
will be required in the future web based training 
that will be delivered over the internet using the 
non-propriety www server and client technology. 
Despite the increase in the number of institutions 
offering distance programs, little is known about 
the teaching practices that contribute to effective 
online course design and delivery. The 
administrators, facilitators, teachers & learners 
should be given proper the proper training how to 
use it & how to develop the proper programmes 
for the learners through e-learning.  



Isolated from the instructor: Another 
disadvantage of e-learning is that students may 
feel isolated from the instructor. Instructions are 
not always available to help the learner so 
learners need to have discipline to work 
independently without the instructor's assistance. 
E-learners also need to have good writing and 
communication skills. When instructors and 
other learners aren't meeting face-to-face it is 
possible to misinterpret what was meant.

Therefore, to resolve these issues e-learning can 
be the best form of distance education & it can 
make a big difference in the life of the learners 
who are not still able to get education through 
regular as well as distance mode due to some 
personal & geographical hurdles.     

Final Words :

In 21st century, no one can deny the significance 
of education for national development through 
increasing literacy and skill; fulfill individual, 
social, economic and national development. 
Most of the countries of the world are using ICT 
for quality education, irrespective of many 
challenges like high cost, resources, low-
reliability of Internet access, Unskilled Faculties, 
lack of technical staff and support etc. With the 
help of e-learning we can be able to achieve our 
target to 100 percent literacy at every level of 
education in the nation. Although E-learning 
suffers from many of the pitfalls as classroom 
training, such as boring slides, monotonous 
speech, and little opportunity for interaction. 
However, the beauty of e- learning is that new 
software allows the creation of very effective 
learning environments that can engulf you in the 
material.The most significant characteristics of e-
learning are that the teacher and the learner are in 
different physical environments and that the 
communication throughout the teaching/learning 
process is carried out via e-mail, forums, etc. 
through the Internet. 
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Abstract :

Murta cane is a rhizomatous shrub which is well 
known as patidoi in Assam.    The scientific name 
of murta or patidoi is known as muranta 
dichotoma. Sometimes schumannianthus 
dichotoma or clinogyne dichotoma terms are also 
used for murta or patidoi. It also plays an 
important role in the development of rural 
economy of Assam. The rural people of Assam 
use the term patidoi and use this minor forest 
product in various purposes. Sitalpati is the 
finished product of patidoi. Dubapara is a 
revenue village of Goalpara district of Assam in 
N.E India. Dubapara is a small village full of 
sitalpati weavers. They have been carrying 
actively forward this profession from generation 
to generations. The average land holding size is 
also very lowest for agrarian economy. It may be 
small scale but there are better prospects for the 
development of regional and national economy. 

Key words : Murtacane, rural economy, weaver, 
land holding size, agrarian economy.

Introduction :

Murta cane is a rhizomatous shrub which is well 
known as patidoi in Assam. It is a woody plant 
smaller than tree having multiple permanent 
stems branching from or near the ground. The 
scientific name of murta or patidoi is known as 
m u r a n t a  d i c h o t o m a .  S o m e t i m e s  
schumannianthus dichotoma or clinogyne 
dichotoma terms are also used for murta or 
patidoi. Amongst the minor forest product of 
Assam, bamboo, cane and murta are considered 
as valuable and important forest resources. It also 
plays an important role in the development of 
rural economy of Assam. The rural people of 
Assam use the term patidoi and use this minor 
forest product in various purposes. Sitalpati is the 
finished product of patidoi. The word sitalpati 
means cool-mat. The makers or weavers are 
usually kayasthas(OBCcommunity) in caste. 
Sitalpati is a kind of mat which feels cold by 
nature. Sitalpati is made from cane or murta 

plants, known at different places in different local 
name as mostak, patipala, patibet, paitara, etc. In 
Bangladesh or other parts of India, it is known as 
nakshipati. Nakshipati made from murta plants 
are available in Sylhet and Noakhali districts of 
Bangladesh. 

Fig 1. Patidoi or Murtacane

Patidoi or murta cane is also supposed to be 
prevalent since primitive times of our human 
culture. But, history traced that East Bengal 
(Purbabanga) was the home of murta plant in 
undivided India. It is a multipurpose natural 
artifact which the ancient people used to make 
different items in all seasons. The Hindu people 
used this mat only for rituals and religious 
purposes. Patidoi grows in marshy land around 
wetland areas. Favourable plantation time is 
May-June every year. The plants starts flowering 
in the month of January –February in a year. 
Generally patidoi saplings/seedlings are planted 
in 3ft x3ft distance for bumper production. It 
takes about a year to be suitable to use for sitalpati 
mat. Sitalpati is made of natural fiber. Patidoi 
plantation can be plant up in marshy foothills of 
denuded hills. After flowering of patidoi, seeds 
come from it and matured in about three months. 
When the patidoi seeds become develop, it bursts 
open. The flowers are used as vegetables by the 
patidoi planters. The patidoi plant is by nature a 
perennial, but it is grown annually because of 
commercialization and high production. Patidoi 
plantation is prevalent in monsoon type of 
climate. Weeding is carried out 2-3 times in a 
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year. Daily wage labourers are used to carry out 
this type of activities at the rate of Rs300.00 per 
day. But, one problem is that there is a dearth of 
daily wage labour because of less daily wage 
comparison to other works. Fertilizer is applied in 
one year old plantation. Sometimes compost 
manures are used at the time of ploughing and 
plantation. Plantation is done only by household 
members. Plantation is done by line system with 
age old traditional method. Patidoi planter use 
plough, power tiller, etc for ploughing their 
plantation field. 

Dubapara is a revenue village of Goalpara district 
of Assam in N.E India. This village is nearest to 
Goalpara town. The natives of Dubapara are 
recognized as very friendly, charming and open 
hearted. Hinduism is the only religion that has 
been practiced by the people of Dubapara village. 
They speak Assamese and Bengali as their 
spoken language. The village is under Sri 
Suryagirigaon panchayat and nearest to Sri 
Suryapahar (hill of sun) which is about 12 km 
south east of Goalpara town, an archaeological 
site as well as heritage site of Assam. The distance 
between Dubapara and Sri Suryapahar is about 
2.5 km which has potentiality of rural eco-
tourism. This village is located under Matia 
development Tehsil/Taluk/block of Goalpara 
district which bears coordinates of latitudes 
26.166708 and longitudes 90.616692. Almost 
2500 individuals reside in this village with 900 
total households. A nearest revenue village 
namely Paharsingpara also practicing patidoi 
plantation works. There are about 600 
households in this village but they are 
economically not sound.

Objectives : 

The objectives of this study is to understand 
peoples participation and sustainable economic 
development of village economy through patidoi 
plantation, They are as follows- 

(a) To collect some information about the 
availability of patidoi plant and its proper use 
in the study area.

(b) To enquire the knowledge and perception 
about the patidoi and the problem faced by 
the villagers in their day to day life for 
collecting patidoi to develop their household 
economy.  

(c) To  find out and  to develop sitalpati making  
industry using local resources and to give 
proper guidance & training to the villagers 
by different agencies.

(d) To find out future course of action in the 
sustainable development of village economy 
using local patidoi resources and its 
contribution to the economy of Assam as a 
whole.

Methodologies : 

The study is based on personal observation 
(primary data) on sites/villages and partly on 
secondary data. As many as 35 households were 
surveyed for the purpose of extraction of primary 
source of information. Secondary data were 
collected from sources such as Directorate of 
census, Directorate of economics and statistics, 
Directorate of rural development, journals, news 
papers, etc. 

Process of Sitalpati Making : 

The manufacture of sitalpati involves many 
complicated processes. The most difficult part of 
the processes is the preparation of fine cane 
strips/slips. After cutting of patidoi by a chicale or 
dao (billhook), they are sub divided in seven feet 
parts each for stems and 2-3 feet for branch, and 
then they are dried in open sunshine. After dried, 
they are striped in four parts as nailpati, 
bukarpati, sotu and manji (wastage). Nail and 
bukarpati is used in sitalpati making, sotu is used 
to make rope and manjis used to prepare soda 
(sodium bi-carbonate) by burning to ashes to 
wash clothes. Nailpati has a high value then 
bukarpati. The diameter of sitalpati is two mm 
wide. The strips are needed to be washed with the 
help of soda. After washing they are again dried in 
sun shine. Colourings of strips are done by 
indigenous methods. Strips are generally boiled 
by citrus fruits or leaf like mango and tamarind. 
Sometimes they are boiled by starch of boiled 
rice, then they are known as boiled sitalpati and 
when the strips are not boiled then they are known 
as un-boiled sitalpati. When the strips are boiled 
then their original green colours completely 
changes to light white. Weavers are known as 
patikars. They used namely vegetable colours to 
make decorative sitalpati as these colours are 
available in their local markets. The quality of 
sitalpati mat is 



Fig. 2 : Sitalpatimat   

Fig. 3 : Bags made from sitalpatimat 

judged by its glossiness, smoothness and fineness 
of its texture. Sitalpati making is a home based 
industry or enterprise and this is also a way of 
livelihood for the area. Once upon a time it was a 
precious handicraft amongst the masses. Now 
this type of mat is gradually disappearing due to 
scarcity of raw material and the resulting lack of 
production by the traditional producers. Sitalpati 
mats render a feeling of coolness to the person 
sitting or sleeping in it. Sitalpati is intimately 
linked with everyday rural life. But, besides, 
being a rural craft, this is now available outside 
the rural hinterlands. The aesthetic appeal and 
utilitarian value of the mats have made them 
increasing visible in large towns and 
metropolitan cities thus expanding their 
traditional market. The price of patidoi mats in 
Assam is very less than other parts of India like 
Delhi, Mumbai, Kolkata, Chennai, etc. The 
people of metropolitan cities have to buy this 
product at higher rates for comfortable nature. In 
Hindu marriage rituals in Assam, gift of one new 
sitalpati by the bride family to the bride is 
essential. 

Economy :

Dubapara is a small village full of sitalpati 
weavers. They have been carrying actively 
forward this profession from generation to 
generations. The researchers have already come 
to know from the field survey at the study area 
that this is a household industry. Generally men 
arrange the cane strips/slips and women do the 
weaving. This mat is intimately connected with 
the everyday needs. Due to modernity, sufficient 
items like sitalpati like mat made from other 
product, etc. exists in the market which creates 
competition amongst the local sitalpati products 
and other fabricated products. For patimakers’ 
summer are very suitable seasons for sale in 
contrast to winter. Nowadays ,the urban 
designers are making bags ,file covers, belts ,hats, 
shoes, mobile cover, money bag, etc. from 
sitalpati mats which have a high demand in other 
parts of India  and abroad.  But, it is keenly 
observed that the patikars make different size of 
quality sitalpati mats in different artistic styles 
like 6x6feet, 7x4feet, 7x5feet, 7x8feet, etc. 
according to demand in the market. Sitalpati 
market is still dominated by middleman who 
takes a prominent role between buyers and 
weavers i.e. seller. .So, they have to bear loss in 
the time of production and marketing.  
Patimakers(patikars) of Dubapara village are 
able to make 5-6 nos. of sitalpati in a month 
except doing their household activities like, 
fishing, pottery work, daily labours, child 
rearing, cooking and other office jobs, etc.  In 
recent times some artisans are welcomed in other 
parts of India to show their best creativity and 
techniques. 

Table : relationship between Income and no. of house hold 
engaged in patidoi industry

Income (in Rs) per P.C. of  household 
month from patidoi engaged  in  patidoi

Less than 500 21
500-1000 32
1000-1500 37
More than 1500 10

Source : Field Survey, 2016

From the above table it is clear that only 37 
percent household are getting Rs1000-1500 
monthly income  from patidoi  and 21 percent 
household are getting income Rs <500 only. 
Actually it is not up to the satisfactory income for 



the people who are being engaged in patidoi 
related work. If they work as daily labour in other 
works then they can earn Rs3000 per month. So, 
most of the young generation are not interested in 
this type of activities. Still, now state govt. has not 
given any attention for the development of 
patidoi industry. It may be small scale but there 
are better prospects for the development of 
regional and national economy. Patimakers are 
not much well educated; hence the marketing 
strategies followed by them are not up to the 
mark. Weak marketing channel, transportation 
problems, lack of scientific techniques, lack of 
govt. schemes, lack of organized markets to sell 
the marketable products, etc. has deprived the 
patimakers to development their industry.  

Sitalpati and its products are most in demand 
during the time of melas (local trade fair) in the 
nearby markets due to their affordability. People 
of Dubapara have good skills and have put in a lot 
of hard, but they miss out on having exposure to 
the world. The literacy rate of the village is about 
70%. They are economically very poor. 
According to Mr. Gobinda Chandra Nandi, a 
local sitalpati weaver cum social worker of the 
locality commented that a co-operative society 
namely Dubapara Patisilpa Pratisthan Samabay 
Sommitee Ltd (DPPSSL) has been protecting the 
young artisans and weavers right and also 
marketing. There are also about 120 nos. vendors 
or sellers in this locality who ferry different items 
of sitalpati in different exhibitions, trade fairs, 
etc. 

The average land holding size of the families of 
Dubapara village is only 1(one) bigha. The size is 
lowest for agrarian economy. They are using this 
land as basti (home stead) land. DPSSSL has 
taken 51 bigha 0 katha 06 lecha (383 hectares) 
lands on lease from Assam govt. for welfare of the 
sitalpati weavers and patidoi planters by planting 
patidoi plant. Above this some local planters are 
practicing patidoi plants in another 30 bighas 
(225 hectares) of land as their own or lease. They 
commented that state govt. has not taken any 
steps to protect the patidoi weavers and planters. 
A few years back some financial support was 
done by office of the development commissioner 
(handicraft), Ministry of Textiles, Govt. of India. 
The patidoi planters and weavers always depend 

on middlemen for selling their product. 
Individually a limited number of weavers go to 
the haat or local market once a week. In order to 
better the lives of sitalpati weavers, artisans and 
planters, there is an urgent need to setup an 
innovation centre where in everyone could share 
and grow together. Still now, the weavers, 
planters of the study area are not using any 
scientific and mechanized techniques in their 
practices. Still people have been taking this type 
of inherited activities as an income source and it 
become a source of livelihood for them.

It is a great pleasure that the exposure gained by 
patidoi mats through exhibition, cottage industry 
emporium, government sponsored handicraft 
show, etc has helped to create a niche for patidoi 
planters and weavers in urban areas of India. 
Some pati maker has also received state award for 
this type of handicraft, one of them is Mrs Arati 
bala Nandi. Today more people are attracted to 
the cool comfort, eco- friendly and sustainability 
of the patidoi mats. Some people use this mat as 
an ideal floor covering for summers.

Suggestions :

There is a tremendous need to think and to 
develop a policy implementation strategy where 
the weavers have a direct channel to sell their 
product, create recognition, respect and support 
for the weavers and facilitate them to participate 
in local, state and other level craft fairs, etc. 
Above this, there is a need of periodic guidance, 
material processing knowhow, easy loan facility 
to the weavers and planters, supply of 
sophisticated machinery, etc. Young generation 
should be encouraged for patidoi plantation as 
their family profession. There are only 100 
families who practice their patidoi plantation in 
their own land in the study area. Patidoi plant was 
available free everywhere around a few years 
back. But, now the space has becoming limited 
day by day and expensive also. On the other hand 
selling price has not increased in comparison to 
the price of other household items. Wages has not 
been increased since a long time; availability of 
labour is a burning problem. Cost of living has 
increased in such a way that the income from 
patidoi plantation and weaving can long longer 
sustain even the most simple and easy of a 
lifestyle. With effective managements, policy 



and a innovative design outlook, this type of craft 
can sustain more than a subsistence economy 
which can give them a tangible profit. The young 
generation must like and respect their family 
profession and this will be a one way to some 
extent to solve the unemployment problems of 
Assam. SIRD, NIRD, NEDFI, IDBI, etc may 
consider the immense potentiality and 
opportunity available into this matter.

Govt. may take a mission to eradicate poverty 
amongst the patidoi planters and sitalpati 
weavers through direct connection with low 
income artisans and farmers. There should be 
create a sustainable development economy which 
can support equal right for both the sex in context 
of planting , weaving and marketing, so that they 
can build their market and economic 
empowerment. In the Dubapara area both the 
farmers and weavers were found to be eager and 
most hardworking. With lack of resources, 
knowledge, awareness and skills which are 
holding them back from reaching their true 
potential. Indeed, there is an abundance of 
traditional talents amongst them and acquiring of 
skills through proper training should be their 
primary objectives. This includes learning new 
ideas, concepts and improved techniques of 
production by using the latest raw material 
processing and tool technology, quality control 
and proper finishing, Establishment of rural 
information centre to act as a medium for 
transformation of soil test data and recommended 
practices, access to current input and market 
price, and other essential information for 
upgrading patidoi plantation. Policy and legal 
measures to encourage contract farming 
arrangements between agri-business firms and 
self-help groups in order to increase small patidoi 
farmer’s access to advanced technology, quality 
inputs, bank credit, processing, marketing and 
crop insurance. Provision of the  schemes like 
establishment of agro-clinic, availability of 
Kisan credit card to the needy patidoi planters, 
agro- business centers at grassroots level are most 
welcome.   

Conclusions : 

Patidoi plantation is the lifeline in Dubapara 
village and there is need to make it more viable 
and profitable. This type of industry is no doubt 

very important for the economy of Assam in 
particular and the economy of North east India as 
a whole recognizing the important role that small 
scale industrial sector play in the development of 
national economy. Both the central govt. and state 
have to take steps to develop and promote and 
faster their growth. This type of industry is 
suffering from a number of problems. Some are 
more or less common to a wide range of 
industries which others have particular relevance 
to group of industries located in rural and 
backward areas. The opportunities are vast and 
available in the region, but still need a holistic 
approach for overall development of the 
economy of Assam together with Goalpara 
district. Patidoi is an excellent natural resource on 
which to build a variety of income and 
employment generating opportunities with its 
multiple uses and high value in a range of 
products aimed at national and international level 
markets. Patidoi shows a great potential for value 
adding operations, and many different entry 
points for development interventions. Patidoi is 
not just a crop for poor people; it can generate 
important political and economic support which, 
if things are managed well, can transform into 
true sustainable development.
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Abstract :

Social Marketing is "the application of 
commercial marketing techniques to social 
problems." Social marketing tries to change 
people's behavior for the benefit of the consumer, 
or of society as a whole. Social marketing is a 
concept that's fairly new to the health and 
development field. Nonetheless, it's an idea that 
shows immense promise, and can give you an 
excellent framework through which an 
organization can do what they have set out to do: 
help individuals and society as whole live better 
lives. Social marketing is a process for creating, 
communicating and delivering benefits that a 
target audience wants in exchange for audience 
behavior that benefits society without financial 
profit to the marketer. This articles aims to 
identify how it is consumer behavior is important 
for social marketer and also how to focus to 
change people behavior.  It discusses where 
social marketing comes from, what it is, how it is 
done, and what it entails. These concepts are 
explored empirically through a qualitative 
analysis of the spread of social marketing in 
India.

Key words : Social marketing, Influencing 
behavior, customer, Benefits, 4Ps,

Introduction :

Social marketing was “born” as a discipline in the 
1970s, when Philip Kotler and Gerald Zaltman 
realized that the some marketing principles that 
were being used to sell products to consumers 
could be used to “sell” ideas, attitudes and 
behaviors.

Social marketing is a planned process for 
influencing change. It is a modified term of 
conventional consumer marketing with its 
components of marketing and consumer 
research, advertising and promotion (including 
positioning, segmentation, creative strategy, 
message design and testing, media strategy and 
planning, and effective tracking)

In its most general sense, social marketing is a 
new way of thinking about some very old human 
endeavors. As long as there have been social 

systems, there have been attempts to inform, 
persuade, influence, motivate, to gain acceptance 
for new adherents to certain sets of ideas, to 
promote causes and to win over particular groups, 
to reinforce behavior or to change it .

Social marketing has deep roots in psychology, 
sociology, political science, communication 
theory and anthropology. Its practical roots stem 
from disciplines such as advertising, public 
relations and market research.

In the past few decades campaigns have been 
launched in the following areas:

Health promotion (e.g., anti-smoking, safety, 
drug abuse, drinking and driving, HIV/AIDS, 
nutrition, physical activity, immunization, breast 
cancer screening, mental health, breast feeding, 
family planning)

Environment (e.g., safer water, clean air, energy 
conservation, recycling, preservation of national 
parks and forests)

Education (e.g., literacy, stay in school)

Economy (e.g., boosts job skills and training, 
attract investors, revitalize older cities)

Other issues like family violence, bullying, 
public safety and emergency preparedness, 
identity theft, human rights, and racism.

Social Marketing combines the best elements of 
the traditional approaches to social change in an 
integrated planning and action framework, and 
utilizes advances in communication technology 
and marketing skills. It uses marketing 
techniques to generate discussion and promote 
information, and change attitudes and behaviors. 
Social marketing should have a long term outlook 
based on continuing programs rather than one-off 
initiatives. The planning process starts and 
finishes with research, and research is conducted 
throughout to inform the development of the 
strategy.

In addition, social marketing engages practioners 
to fully understanding and appreciate concepts 
like social norms, competing behaviors and 
barriers. To succeed in the field of social 

Social Marketing is about to Influencing Behavior
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marketing and influence behavior change, 
marketers need to understand what their target 
audiences perceive to be the barriers to change. 
Social marketers focus on removing barriers to an 
activity while simultaneously enhancing the 
benefits. There is a tendency for individuals to 
respond positively to actions that are highly 
beneficial and have few barriers. Social 
marketers conduct research to discover the key 
barriers and potential benefits and then develop 
strategies and tactics that address them.

In recent years experts have come to reject the 
narrow victim-blaming approach of focusing all 
of the social marketing campaign on the 
individual, and emphasize that social marketing 
must also be used to:

Bring about changes in the social and structural 
factors that impinge on an individual’s 
opportunities, capacities, and right to a healthy 
and fulfilling life target individuals/groups who 
have the power to make policy, regulatory and 
legislative changes that protect and enhance 
people’s quality of life.

Social Marketing is used as a tool to integrate and 
coordinate other components of an organization’s 
strategies and tactics, including: training, 
education programs, advocacy, strategic 
communications/public relations, public affairs, 
outreach activities, legislation, research, and 
public policy.

A social marketing approach gives organizations 
a single approach which may include:

• mobilizing communities

• influencing the media

• Advocacy 

• building strategic alliances with business, 
government  and  non  government  
organizations.

Social marketing need not be expensive; it is a 
way of thinking and approaching behavioral 
change in a strategic way and not a way of 
spending money…it is not an ad campaign! It is a 
tool; really a process and set of tools wrapped in a 
philosophy for helping an organization do what it 
wants to do to better society.

The ultimate objective of social marketing is to 
influence/change behavior. It is not a process to 
solely create awareness or educate target 

audiences or  to use advert is ing and 
communication techniques although all of these 
are part of social marketing. With rare exception 
only long term multi-year campaigns can 
produce measurable changes. Social marketing 
initiatives measure performance through direct 
and indirect qualitative and quantitative methods 
and performance measurement requiring 
measurable objectives and benchmarks.

Many social marketing programs are developed 
by people who are not skilled in the field of 
marketing and not trained on how to use the 
marketing mix (4p’s) and only focus on the 
communications function of marketing. 
However In order to be successful in marketing it 
is absolutely crucial to look at all of the 4 Ps 
(product, price, place and promotion).

After many years of leading the social marketing 
group at the federal health department in Canada 
and running many campaigns, I moved into the 
field of consulting and came to realize that many 
public sector organizations do not have the skill 
set and training to develop and implement a 
comprehensive social marketing campaign.

Objective of the Study :

The main objective of this study is how individual 
or social behavior will influence by social 
marketing. Also describing 4p of social 
marketing and factors consider to conducting a 
social marketing campaign and strategic 
planning for social marketing.

Factors Consider Conducting a Social 
Marketing Campaign : 

Identify what behavior you want to change (for 
example, increase prenatal counseling among 
expectant mothers).

Identify your audience: Whose behavior do you 
want to change? It may be that you want to 
change the behavior of several different groups; 
in that case, you may want to influence them in 
different ways to bring them closer to the desired 
behavior. Such groups are often separated, or 
segmented, by age, gender, level of education, or 
race.

Identify the barriers to change: through 
interviews, surveys, focus groups or other 
methods, you'll want to find out what makes it 
difficult or unattractive for people to make these 
changes. Do pregnant women feel uncomfortable 



at the area clinic, or are they made to feel stupid 
when they talk to the doctor? Is the clinic too far 
away? Can they not take the time away from their 
jobs ?

Reduce the barriers to change. Plan ways to make 
it easier, more accessible, and more attractive. 
Can the clinic stay open longer hours? Can 
physicians and nurses be better trained to discuss 
problems with women? This step might even be 
taken a step farther. Your organization might 
provide incentives for making (and sustaining) 
changes. Mothers who come to the clinic 
regularly through their pregnancy might receive 
coupons for free baby food, for example.

Pretest your ideas on a small number of people, 
then modify your plan according to your results.

Publicize both the benefits of change, and also 
your efforts to make change easier in a way that 
will draw people to take advantage of your 
efforts. Let people know what you're doing to 
help them--the best program in the world won't be 
used if people don't know about it. And of course, 
people need to understand the benefits of the 
behavior change. A pregnant woman will 
probably want to do what's best for her child, but 
may not know that she needs extra iron during her 
pregnancy. 

Important of Social Marketing :

There are three major advantages, however, 
which suggest that social marketing is worthy, of 
your consideration:

• It helps you reach the target audiences you 
want to reach.

• It helps you customize your message to those 
targeted audiences; and by doing so.

• It helps you create greater and longer-lasting 
behavior change in those audiences.

Basic Principles of Marketing : The "4 P"

Before we discuss social marketing further, 
however, it's important to have a grasp on the 
principles of commercial marketing, since that is 
what it's based on. As community health workers, 
or members of non-profit organizations, the idea 
might seem a bit odd. We're used to a completely 
different mindset. Terms like "marketing" may 
conjure up images of big business and corporate 
greed; they certainly don't make us think of 
programs to try to help our neighbors.

Even so, your neighbors may not be open to your 
ideas and programs right off the bat, and you may 
find yourself having to persuade them. This is 
what social marketing excels at. The idea may be 
new for you, or a complete change in how your 
perceive things. That change, however, may end 
up being the breath of air your organization needs 
to become even more effective in changing 
behavior.

The essence of all marketing can be summed up 
in what has been termed the "4 Ps." They are 
product, price, place, and promotion. Let's look at 
each in turn.

Product - The product is what you are marketing. 
For social marketing, the "product" is a certain 
behavior you are trying to change. It might be 
ending child abuse and neglect, or stopping 
people from committing suicide, or convincing 
people to not throw trash on the ground--or any 
other behavior that members of your community 
want to modify.

Price - How much will it cost a person to stop (or 
take on) a certain behavior? In social marketing, 
price isn't just a question of dollars and cents. It 
can also be a question of time (i.e., how long will 
it take me to find a trash can?), or how much of an 
effort a behavior change will take. A life-long 
smoker may be the first person to admit that 
smoking is an extremely expensive habit, but 
may still say the costs--in terms of effort, or 
possible weight gain, or nicotine withdrawal--are 
too high. He just can't quit.

A good social marketing plan, then will try to 
reduce these costs. An anti-litter campaign will 
try to place more trash cans around the city; a 
smoking cessation group might offer support 
groups to help with the effort, nutrition 
counseling to counteract weight gain, and 
nicotine patches to reduce the pangs of 
withdrawal.

Place - How difficult is it to change the behavior? 
What barriers are preventing it? If you are selling 
blue jeans, you want to have them in stores across 
the country, not just in one small boutique in 
Snellville, Georgia. Otherwise, people in Oregon 
won't be able to get them, even if they want to.

Likewise, if you are "selling" teen pregnancy 
prevention, what barriers make it difficult to 
prevent those pregnancies? Can teenagers easily 
obtain birth control, or is it difficult for them to 



get hold of? Maybe there isn't a good teen clinic in 
town. Or if there is a clinic available, maybe it's 
all the way across town, and it's only open on 
weekdays until 4:00, making it difficult to get to 
without missing school.

Social marketing efforts make it easier to change 
behavior by making sure the necessary supports 
are not only available, but also easily accessible 
to the most people possible. The less people need 
to go out of their way to make a change, the more 
likely they are to make it.

Promotion - Promotion is the last of the "4 Ps," 
and the one most easily associated with social 
marketing. Promotion is the advertising you do; 
be it in television commercials, letters to the 
editor, or red ribbons tied to car antennas.

Promoting your cause doesn't need to take a lot of 
money. It can also take place through less costly 
methods, such as good old-fashioned word of 
mouth. Convincing people through a one-on-one 
conversation can be just as effective at changing 
someone's point of view as the best made 
commercial, or even more so. (Think about it. 
Which would make you get a tetanus booster: a 
television commercial or a suggestion from your 
doctor?) Word of mouth is a highly desirable part 
of social marketing.

Remember, though--advertising alone is not 
social marketing.

Stages of a Successful Social Marketing Effort 
:

With that understanding of marketing in mind, 
let's turn now to the focal point of an effective 
campaign--the consumer. People will have 
different ideas and beliefs at different times. For 
example, among smokers, some may not believe 
smoking is that bad for them, others might 
understand the risks but not care, still others may 
not want to take the effort to stop smoking, and a 
final group of smokers may be actively trying to 
quit. A social marketing campaign will see all of 
these beliefs (and their related actions) as part of a 
continuum, and try to move people along to the 
next step.

The idea is that these changes won't happen 
overnight. Most people won't go immediately 
from believing smoking is "cool" and not really 
understanding the health risks to quitting right 
away. Instead, a social marketing campaign 

might start them thinking that it's not the best 
thing to do--and after that idea has had time to 
turn around in their head for a while, another part 
of the campaign will help them quit, and yet 
another part will help them remain smoke free.

How are these beliefs shaped and decisions 
made? Well, generally speaking, the following 
activities need to occur:

• Create awareness and interest
• Change attitudes and conditions
• Motivate people to want to change their 

behavior
• Empower people to act
• Prevent backsliding

To Clarify Each, Let's Look at a Step-by-Step 
Example :

In much of Africa, women have traditionally had 
many, many children; in such countries as 
Nigeria, the average woman might bear as many 
as 12 children during her lifetime. A social 
marketing message that has been widely 
disseminated, then, is have fewer children. This 
message has been geared towards the goals of 
increasing women's health, and decreasing 
overpopulation and famine.

Create awareness and interest. The recipient must 
get the message, literally. You have to get the 
recipient's attention. The message needs to be 
brought to women all over the country, including 
village women who are generally illiterate, speak 
only a local dialect, and who often don't have 
access to television or radios. Also, the recipient 
must understand the message. Not only does the 
message need to be conveyed to the women in a 
language they understand; it needs to make sense 
for the their lives as well. For women in Africa, 
wealth and status have traditionally been tied up 
in how many children they bear. The idea of 
having fewer children hasn't made sense because 
doing so would have hurt their standing in the 
community, even if it would improve their health.

Change attitudes and conditions. The recipient 
has to develop a positive attitude or positive 
frame of mind about the behavior in question. 
With effective social marketing, African women 
might come to think, "Maybe it is better to have 
fewer children."

Motivate people to want to change their behavior. 
The recipient has to form an intention to act on the 



basis of that attitude. It's not enough to just 
convince people that something is a good idea. A 
leap needs to be made from thinking something is 
a "good idea" to the stage of "I will do that." Think 
about it--how many of us think it would be a 
really good idea to cut down on our fat intake, or 
get up at 5:00 a.m. to exercise? Social marketing 
helps people move from attitude to intention, and 
beyond. For African women, this might mean 
taking the leap to find out about birth control or 
planning to postpone intercourse.

Empowering people to act. The recipient has to 
act, i.e., convert that intention into action. A 
woman or her partner needs to go to the clinic and 
get the birth control, and use it.

Prevent backsliding. Often, the recipient's action 
must be followed by reinforcement, by the 
provision of some benefit for having acted, so 
that the desired action will be repeated. How is 
her life better in a meaningful way for having 
fewer children? Will her friends and family 
improve? Will she have more money? Can she go 
to school? Is she healthier than her neighbors?

As we mentioned above, not every person will be 
at the same place on the continuum. It's like they 
are at different points on a bridge, spanning from 
attention to action. The tasks of the marketer are 
first to know who stands where on the bridge, and 
then to design messages to move each targeted 
person or group one or more stages further along 
that bridge, in the direction of desired action.

Literature Review :

Social marketing firstly emerged in North 
America in the 1960s and 1970s (Moor, 2011; 
Harvey, 2005). Some early theorists (Lazer and 
Kelley, 1973) saw social marketing as a‘potential 
to assuage public fears about the selfishness of 
business by highlighting its potential 
contribution’ (Moor, 2011: 3) to social wellbeing. 

As a consequence this reduced public fear would 
have also contributed ‘to business success 
through the social shaping of markets’ since ‘a 
happy and healthy population would mean 
‘better’ markets’ (Moor, 2011: 3). Therefore 
social marketing – among many debates and 
critics (e.g. Luck, 1969: Laczniack et al 1979) – 
became ‘a part of the academic discipline of 
marketing and a set of practical interventions in 
the social’ (Moor, 2011: 3).

Consequently social marketing has been adopted 
by neoliberal countries (Harvey, 2005; Miller and 
Rose, 2008) and international development 
(Kotler and Lee, 2008) as a tool to make 
individuals’ behaviors’ change in the name of 
social wellbeing. In order to understand the link 
between neoliberal countries and the birth of 
social marketing and its aim in changing people’s 
behavior, it is paramount to initially underline the 
neoliberal construction of the individual self.  In 
effect ‘the rise of ‘individualism’’ (Rose, 1989: 
221) derives from the concept of freedom thus 
choice over one’s own life exalted in the 
neoliberal ideology.

And since the choices made by individuals 
represent their identities (Rose, 1989) people are 
always looking for the better choice so to better 
express themselves and communicate with 
others; thence behavior therapies have 
proliferated to help and ‘indirectly’ direct 
peoples’ choices.

Meanwhile the idea of freedom has also raised 
doubts concerning welfare intrusions in free 
individuals’ lives and acclaimed the potentiality 
of a neo-liberalism society to freely achieve the 
best. It then looks as social marketing represents a 
behavior therapy desired by individuals to better 
achieve their ideal persona while it is also a 
desired tool by neo-liberal governments to let 
individuals’ initiatives autonomously achieve a 
social wellbeing. 

Limitation of the study – Every research have 
number of l imitation which must be 
acknowledge. Basically in this article, it is based 
on qualitative research. And also not sufficient 
work done in this area in practical way so not 
much more literature available for this. So this 
study basically based on secondary data.

Conclusion  :  

In this paper I concluded that social marketer 
basically focused on changed the behavior of 
ultimate consumer and it’s a tough task and time 
taking process. In many cases, social marketers 
cannot promise a direct benefit or immediate 
payback return for adopting the proposed 
behavior. Although benchmark may be 
established for increasing knowledge and skills 
through education and effort may need to be 
made to alter existing beliefs, attitudes or feeling, 
the bottom line for social marketer is whether the 



target audience adopts the behavior. For example, 
a specific behavior that substance abuse 
coalitions want to influence is men’s 
overconsumption of alcohol. They recognized 
the need to inform men that too much alcohol and 
consuming too often may cause physical and 
mental damage and convince them that this could 
negatively impact their family.

Perhaps the most challenging aspects of social 
marketing is that, it relies heavily on “ rewarding 
good behavior” rather than  “ punishing bad 
ones” through legal, economic or coercive forms 
of influence. A systematic strategic planning 
process required that is inspired by the wants, 
needs of and preferences of target audiences and 
focuses on real, deliverable and near term 
benefits. It should be noted that however, that 
many believe this heavy reliance on individual 
voluntary behavior change is outdated and have 
moved on the applying social marketing 
technologies to influence other change factors in 
the environment.
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Abstract :

This study was designed to see the impact of the 
Mid-day-Meal Program on the  retention in the 
primary Schools of Faridabad. The sample 
consisted of two schools one from urban and one 
from rural area. All the information about  
retention collected from the schools data 
registers. Results confirmed the hypothesis of not 
significant difference between the Retention rate 
before and after mid day meal program in rural 
and urban areas.

Introduction :

"Our greatest asset will be an educated and 
capable work frame.  Our government will work 
along with state government to set up public 
spending on education, to Universalize access to 
elementary education and to improve the quality 
of our Education. We shall make effective use of 
Mid-Day Meal Program for school children to 
achieve this objective,"

(1st address to the nation by Prime Minister Dr. 
Man Mohan Singh on June 14, 2004).

In  present  time,  We  need  to take  a fresh look  
at  Education  because Education is a key of 
social change. Universalisation of Primary 
education and quality Primary education has 
become the top priority of all developing 
countries.

Today Education is not limited till some special 
and powerful people, now "Education for All". 
God made this wonderful world and each child is 
unique on this earth. It is essential for every child 
to get proper education without any restriction.

But there are various problems all over the world 
for which children are suffering. They are 
suffering due to Poverty, Economic Crisis, 
Hunger and Homelessness etc.  Almost about 180 
Million children in the age group of 6-14 out of 
these only 40% could attend the school while 
other 60% of children remain unregistered.  The 
dropout children mainly belong to poor and 
backward area. In order to help all the poor 
children they need to be given some incentives 
and facilities of education.

Before the Independence of our country 
education commissioner Sir John Sargent 
Planned for a national planning committee where 
he gave priority to provide meal for poor school 
children and health education.

After Independence, in the Article 45 of our 
Constitution priority for free and compulsory 
education for the children in age group of 6-14 years 
was constructed specifically. So, from on all sides 
our government is trying to educate the people.

With a view, to look after the children's health and 
proper education the national program for 
nutritional support to primary education 
(NPNSPE) was launched by government of India 
on 1995, with twin main objectives-

1) Enhancing the nutritional status of school 
children.

2) Giving a boost to globalization of primary 
education by increasing enrolment and 
improving retention and attendance.

This program is commonly known as Mid-Day 
Meal program which observes nearly 62% of the 
total fund of the educational budget. The concept 
of Mid-Day-Meal programme has a long history 
in India. In 1923 a mid day meal programme was 
introduced for children belonging to poor socio-
economic status in Madras corporation area. The 
programme was introduced in a large scale in 
1960s. Under the chief minister of K.Kamaraj.

By the mid 1980s three states viz. Gujrat, Kerala, 
and Tamil Nadu and the UT of Pondicherry had 
universalized a cooked Mid Day Meal 
Programme with their own resources for children 
studying at the primary stage.

But the first major thrust came in 1982. When the 
C.M. of Tamil Nadu Dr. M.G. Ramachandran, 
decided to universalize the scheme for all 
children in government schools in primary 
classes.

Several other states of India also have had Mid-
Day-Meal programme. Department of education 
in the central government after inter ministerial 
consultations prepared a scheme, as per the 
guidelines of the world food programme. This 
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proposal was circulated among states and union 
Territories. Many states were willing to 
implement the programme.

The beginning of mid day meal program in 
Haryana on 15th august 1995, from Ballour 
village in Jhajjar district, when the prime minister 
P.V. Narshimha Rao announced the Program at 
the national level. State government of Haryana 
has taken a decision to implement ‘mid day meal 
‘scheme in all government/ government aided 
primary schools with effect from year 1995.

The cooked mid day meal is being implemented 
in government, government aided primary 
schools and all AIE Centers started under SSA in 
the entire state in compliance of the Hon’ble 
Apex court’s direction dated 20-04-2004.

At present as many as 1645509 children at 9343 
primary schools are covered under Mid Day Meal 
scheme in Haryana.

In the intervening period the state government 
were allowed to distribute  monthly  grained  
rations  ( known as dry ration ) to school children 
instead of cooked meals.

8.41 crores primary children and 3.36 crores 
upper primary children a total of 11.77 crores 
children were estimated to be benefited from mid 
day meal scheme during 2009-10.

During 2010-11, 11.36 crores children i.e. 7.97 
crores children in primary and 3.39 crores 
children in upper primary and expected to be 
covered in 12.60 lakh institutions.

Objectives of the Study :

The main objectives of the present investigation 
are the following

• To s tudy the  background of  the  
implementation of Mid-Day Meal Program 
in Haryana in Faridabad district.

• To study the difference, if any, between 
retention rate  of primary school students 
before and after Mid- Day Meal Program

• To study the difference, if any, between  
retention rate  of urban primary school 
students before and after Mid-Day-Meal 
Program

• To study the difference, if any, between 
retention rate  of rural primary school 
students before and after Mid- Day Meal 
Program

Hypothesis :

The present study aims at testing the following 
Hypothesis:

1. There is no significant difference between 
the retention  rate of primary school students  
before and after Mid-Day Meal Program.

2. There is no significant difference between 
the retention  rate of urban primary school 
students  before and after Mid-Day Meal 
Program.

3. There is no significant difference between 
the retention  rate of rural primary school 
students  before and after Mid-Day Meal 
Program.

Method of Study : Survey method was adopted 
in the present study.

Sample - Two government primary schools one 
in urban area and another in rural area were 
selected as sample for present study. The sample 
will be selected purposeful sampling method.

Tool Used - In present study the investigator used 
primary data from the rural and urban primary 
schools data register and mid day meal register.

Statistical Technique Used -  To test the 
Hypothesis based on the objectives of the study, 
the following statistical techniques were used :

1. Mean
2. Standard deviation
3. ‘T’ test

Data Analysis :

Table - 1

Show Data Related to Retention from Primary 
School Before and After Mid Day Meal 
Programme.

Data of Retention :

Before MDMP After MDMP 

1 0 0
2 5 3
3 25 19
4 12 17
5 0 0
Total 42 39

Mean (b) =8.4 Mean (A) = 7.8
S.D.(b) = 11 S.D. (A) = 9
N(b)= 5 N (A) = 5



Table - 2

Show Data Related to Retention from Urban 
Primary School Before and After Mid-Day-Meal

Data of Retention :

Before MDMP After MDMP 

1 0 0
2 5 3
3 3 3
4 1 2
5 0 0

Total  9 8

Mean (b)  = 1.8 Mean (A)  =  1.6
S.D.(b)  =  1.74 S.D. (A)  =  1.17
N(b)  =  5 N (A)  =  5

Table - 3

Show Data Related to Retention from Rural 
Primary School Before and After Mid-Day Meal 
Programme

Data of Retention :

Before MDMP After MDMP 

1 0 0
2 0 0
3 2 16
4 11 15
5 0 0

Total 33 31

Mean (b)   =  7 approxiate Mean (A)   =   6
S.D.(b)   =   9 S.D. (A)   =   8
N(b)   =   5 N (A)   =   5

Testing of Hypothesis :
Hypothesis :

In order to find out the difference between 
retention rate of primary school students before 
and after Mid-Day Meal Programme. Mean and 
S.D. of two years from primary classes were 
calculated. The 't test' obtained on the basis of 
mean scores of these data are given in Table 

Table 

‘t’ ratio for difference in retention of primary 
school students before and after Mid Day Meal

Subjects Mean S.D. T-
score Ratio

Before 8.4 11  0.094
After 7.8 9

Level of significance -

0.05 = 2.26
0.01 = 3.25

Interpretation :

Since calculated value of t (0.094) is less then 
table of t. therefore, Nul Hypothesis is accepted 
and it can be concluded that there is no significant 
difference between the retention rate of primary 
school students before and after Mid Day Meal 
Programme.

Hence hypothesis -1,”There is no significant 
difference between the retention rate of primary 
school students before and after Mid-Day Meal 
Programme.” Is accepted.

Hypothesis 2 

In order to find out the difference between 
retention rate of urban primary school students 
before and after Mid-Day Meal Programme. 
Mean and S.D. of two years from primary classes 
were calculated. The t test obtained on the basis of 
mean scores of these data are given in Table 

Table 

‘t’ ratio for difference in enrolment of urban 
primary school students before and after Mid Day 
Meal Programme

Subjects Mean S.D. T-
score Ratio

Before 1.8 1.74  0.343
After 1.6 1.17

Level of significance

0.05=2.26
0.01=3.25

Interpretation

Since calculated value of t (0.343) is less then 
table of t. therefore, Nul Hypothesis is accepted 
and it can be concluded that there is no significant 
difference between the retention rate of urban 
primary school students before and after Mid Day 
Meal Programme.

Hence hypothesis -2,”There is no significant 
difference between the retention rate of urban 
primary school students before and after Mid-
Day Meal Programme.” Is accepted.

Hypothesis 3

In order to find out the difference between 
retention rate of rural primary school students 
before and after Mid-Day Meal Programme. 



Mean and S.D. of two years from primary classes 
were calculated. The t test obtained on the basis of 
mean scores of these data are given in Table 

Table 

‘t’ ratio for difference in retention of rural primary 
school students before and after Mid Day Meal 
Programme

Subjects Mean S.D. T-
score Ratio

Before 7 9  0.1857
After 6 8

Level of significance

0.05=2.26
0.01=3.25

Interpretation

Since calculated value of t (0.1857) is less then 
table of t. therefore, Null Hypothesis is accepted 
and it can be concluded that there is no significant 
difference between the retention rate of rural 
primary school students before and after Mid Day 
Meal Programme.

Hence hypothesis -3,”There is no significant 
difference between the retention rate of rural 
primary school students before and after Mid-
Day Meal Programme.” Is accepted.

Summary of Result :

Subject Area Mean S.D T- Ratio Level of Hypothesis 
Score significance Result

Retention Before 8.4 11 0.094 0.05-2.26 Accepted
Rate of MDM
Primary After 7.8 9 0.01-3.25
school MDM

Retention Before 7 9 0.1857 0.05-2.26 Accepted
Rate of MDM
Rural After 6 8 0.01-3.25
School MDM

Retention Before 1.8 1.74 0.343 0.05-2.26 Accepted
Rate of MDM
Urban After 1.6 1.17 0.01-3.25
School MDM

Findings :

According to the objectives and Hypothesis 
stated earlier in the present study, the main 
findings have been presented as follows:

1. After the verbal interviews of head teachers, 
teachers, and some students it clear that the 
Mid-Day Meal Programme is being 
implemented in these schools with all the 
primary schools of Haryana since December 
2004. The scheme has been extended to the 
upper primary section from 10 Oct. 2007. 

Most of teachers and head teacher reported 
that the children primarily belong to 
deprived families having poor socio-
economic backward and for most of them the 
Mid-Day Meal Programme is a big incentive 
to come to school regularly and stay for the 
whole day

2. According to my study All Hypothesis were 
accepted Which means That there is no effect 
of Mid-Day-Meal Program in the retention 
of primary students of rural as well as urban 
area. The reasons of this possible effect may 
be:

• Most People of Faridabad district 
are Financial well. So that they are more 
interested in sending their wards in 
private school.

• Infrastructure facilities, Teaching 
qualities and co-curricular activities of 
private school is more better as compare 
to government school. So it will increase 
dropout rate and decrease retention rate in 
govt. school.

Conclusion :

On the basis of present research result it is clear 
that The Mid Day Meal Program is not achieving 
those objectives which I frame in my study. But, 
we can’t say that on the basis these findings that 
Mid Day Meal Program is not good Program.

The key objectives of the programme are:-

• Protecting children from classroom hunger.

• Increasing school  enrol lment  and 
attendance.

• Improving socialisation among children 
belonging to all casts.

• Addressing malnutrition and social 
empowerment through provision of 
employment to women.

On the basis of the verbal interviews of head 
teachers, teachers, Students and their Parents the 
following conclusions were drawn :

• The Mid-Day Meal Program is a big 
incentive for children to come to school 
regularly.

• Students stay in class room for the whole 
day.



• Children primarily belong to deprived 
families having poor socio-economic 
backward were benefit with this scheme.

• Children were protect from class room 
hunger.

• Improving socialisation among children 
belonging to all casts.

It means the program achieve those objectives for 
which it would started. After seeing the benefit of 
this scheme haryana government decide that the 
Mid-Day meal  scheme will be extended to cover 
children in upper primary classes in 3427 
educationally backwards blocks (EBBS) in 2007-
08). now we can say that there were some other 
reasons behind the unfavourable result of present 
study like: The study will be limited to Faridabad 
district of Haryana,  it  will be limited to only 2 
primary schools of  1 rural and 1 urban areas 
.Only two tools namely Data Registers and 
interviews are used in this investigation. 
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Abstract : 

An economy which decides to embark on a 
programme of development is required to extend 
its productive capacity at a fast rate. For this 
import of machinery and equipment which 
cannot be produced in the initial stages at home 
are essential. Such imports which either help to 
create new capacity in some lines of production 
or enlarge capacity in the other lines of 
production are called development imports. For 
example , imports required for the setting up of 
the steel plants, the locomotives factory and the 
hydroelectric projects are of a developmental 
nature .The industrialization of developing 
country requires the imports of raw materials and 
intermediate goods so, as to properly utilise the 
capacity created in the country. Imports which are 
made in order to make a full use of the productive 
capacity are called  maintenance imports. These 
imports are very  imported for developing 
economy.

During the early years of development, imports 
have to be increased at a very fast rate. It is natural 
that the balance of trade in such a situation will 
turn heavily against the developing  country. So it 
ix essential the enlargement of exports. External 
assistance can help to share the burden of growth 
in the short run, but in the long period the 
developing country has to bear the burden of 
development itself. To meet the growing foreign 
debt in view of inelastic imports, a developing 
country must increase its exports. Traditionally, 
underdevelopment countries like India  have 
been the exporters of foodstuffs and raw 
materials. As economic development proceeds 
the raw materials exports generally decline 
because their demand increase at home to meet 
the requirements of growing domestic industries. 
with fast growing population, the surplus of food 
grains available for exports either dwindles or is 
turned into a deficit. Consequently a developing 
economy is required to find new commodities 
and new markets in which it can sell its 
manufactures. The development nations can help 
the process of . Industrialization in an under-
developed country by reducing trade barriers and 
accepting its consumer goods. Foreign  aid is 

important for an under-development country, but 
trade is more significant. Thus the new slogan 
which has been raised by the under –development 
nations is  ” Trade and Aid’’ .

Key Words : Development, Trade, Export, 
Import. Industrialisation, Handicrafts. MEIS, 
SELS ,EPCG.

Introducation :

An economy which decides to embark on a 
programme of development is required to extend 
its productive capacity at a fast rate. For this 
import of machinery and equipment which 
cannot be produced in the initial stages at home 
are essential. Such imports which either help to 
create new capacity in some lines of production 
or enlarge capacity in the other lines of 
production are called development imports. For 
example , imports required for the setting up of 
the steel plants, the locomotives factory and the 
hydroelectric projects are of a developmental 
nature .The industrialization of developing 
country requires the imports of raw materials and 
intermediate goods so, as to properly utilise the 
capacity created in the country. Imports which are 
made in order to make a full use of the productive 
capacity are called  maintenance imports. These 
imports are very  imported for developing 
economy.

During the early years of development, imports 
have to be increased at a very fast rate. It is natural 
that the balance of trade in such a situation will 
turn heavily against the developing  country. So it 
ix essential the enlargement of exports. External 
assistance can help to share the burden of growth 
in the short run, but in the long period the 
developing country has to bear the burden of 
development itself. To meet the growing foreign 
debt in view of inelastic imports, a developing 
country must increase its exports. Traditionally, 
underdevelopment countries like India  have 
been the exporters of foodstuffs and raw 
materials. As economic development proceeds 
the raw materials exports generally decline 
because their demand increase at home to meet 
the requirements of growing domestic industries. 
with fast growing population, the surplus of food 
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grains available for exports either dwindles or is 
turned into a deficit. Consequently a developing 
economy is required to find new commodities 
and new markets in which it can sell its 
manufactures. The development nations can help 
the process of . Industrialization in an under-
developed country by reducing trade barriers and 
accepting its consumer goods. Foreign  aid is 
important for an under-development country, but 
trade is more significant. Thus the new slogan 
which has been raised by the under –development 
nations is  ” Trade and Aid’’ .

Pattern of Exports :

India’s exports are broadly classified into four 
categories :

1. Agriculture and allied products which 
include coffice, tea, oil, cakes, tobaco, 
cashew kernels, spices, sugar, raw cotton, 
rice, fish and fish preparations, meat, 
vegetable, oils, fruits, and pulses.

2. Ores and minerals, include manganese, ore, 
mica and iron ore.

3. manufactured goods include textiles and 
readymade garments, jute manufactures 
leather and footwear handicrafts including 
pearls and precious stones, chemicals 
engineering goods and iron steel.

4. mineral fuels and lubricants.

Given table show the classification of Indian 
exports 

Table - 1

Classification of Indian exports
(Rs.Crores)

 S.No. Export 1970-71 1980-81 2013-14

 1 Agriculurte and 487 2057 2,60,906
allied products (31.7) (30.6) (13.8)

 2 Ores and minerals 164 413 34,827
(10.7) (6.2) (1.8)

 3 Manufactured goods 772 3,747 1204072
(50.3) (55.8) (63.6)

 4 Petroleum products 13 28 391281
and mineral fuels (0.8) (0.4) (20.7)

 5 Other 99 465 3096
(6.5) (6.9) (0.2)

Total 1535 6710 1894182
(100.0) (100.0) (100.0)

Source: Complied from RBI, Handbook of statistics on the Indian 
economy, 2012-13.  Economic survey 2013-14
Note – figures in brackets are percentages of total.

Data given in table of shows that traditional 
exports dependent upon agriculture and mineral 

wealth accounted for 42% of total exports in 
1970-71,their share has however declined to 
13.8% in 2013-14 As against it the share of 
manufactures has gone up from about 50% in 
1970-71 to about 63.6% in 2013-14. It show that 
the structure of Indian exports is changing in 
favor of manufactured goods.

Exports of Traditional Goods :

• Tea and coffee are important item of Indian 
exports Tea has the first position in our 
exports in certain year. The average annual 
export of tea . was Rs.106  core during the 
first  plan period and its contribution rose to 
4.797 cores in 2013-14 coffee exports have 
been rising more or less.

• Cotton yarn and manufactures – on account 
of relatively high cost in Indian  textile 
industry, India found it difficult to capture 
the international market. In fact high costs 
were due to rising labor costs and use of old 
and worn-out machinery. In the post 
devaluation period exports of cotton textiles 
have increased in the international market. 
During 1990-91 and 2013-14 exports of 
cotton (yarn and manufactures) improved 
from Rs. 21000 corer to Rs.53914 corers.

• Leather and Leather manufactures – one of 
the traditional items of Indian exports is raw 
hides and skins. But recently . in the exports 
of this item is increased. This is really a 
healthy development. India touched Rs.486 
cores in 1979-80 and rose further to Rs. 
34517 cores during 2013-14.

• Readymade Garments- In recent years the 
export of cotton apparel have shown great 
improvement. These export were just Rs. 9 
crore in 1970-71 and jumped Rs.90,402 
crorer during 2013-14

Iron ore :

The export of iron- ore in India has been 
increasing fast. India should increase  the share of 
steel in exports by utilising iron ore in her own 
steel plants. The exports of iron-ore was Rs. 117 
corers in 1970-71 and it rose by Rs. 9562 corers 
daring 2013-14.

Handicraft :

At present , the single Largest item of exports in 
handicrafts is gems and jewelleary. During 2013-



14 handicrafts exports were  of  the order of 
Rs.256434 crore out which gems and jewelleary 
accounted for a major share.

Engineering Goods :

In this category the exports also include iron and 
steel, electronic goods and computer software. 
These exports started picking up in 1990-91 they 
were of the order  of Rs.3872 crore during 2013-
14 these exports have shot up to Rs. 418423 
crores accounting for 22.1% of total exports. This 
is a commendable achievement.

Changing Structure of Exports :

Before 1947 when  India was a colony of the 
british the pattern of her foreign trade was 
typically colonial .India was a  supplier of 
foodstuffs and raw materials to the industrialised 
nations and an importer of manufactured goods. 
But now the structure of Indian exports is 
changed. India has traditionally been an exports 
of  agricultural raw materials and manufactures 
based on row materials. There has been a decline 
in the share of agricultural raw materials and 
allied products. The reason for relative decline of 
food beverages and tobacco in the total exports is  
the increase in population and consequent 
increase in domestic consumption of these goods. 
The growing importance of certain products in 
this category should be noted such as-fished and 
fish products cashew kernels, coffee and rice. 
Vegetables and fruits are also growing in  
importance.

Since 1960 under the impact of industrialisation 
exports of non-traditional items are gainging in 
importance these items consist of engineering 
goods handicrafts, which include pearls precius 
and semi-precius stones and jewllery, iron and 
steel  machinery,  transport  and metal  
manufactures, iron ore chemicals readymade 
garments fish and fish preparations. These goods, 
constitute about 70 percent of india’s export now. 
The fact that some of these non-traditional item 
like- engineering goods handicrafts readymade 
etc. Have established themselves in the market of 
even the most advanced countries shows that they 
would continue to be part of India’s exports in the 
years to come.

The condition of India’s exports changed. The 
sharp increase in the export of electronic goods 
and software is a really welcome development. 
The trends need to be strengthened further. The 

export of some item is quite disturbing for the 
country-for example-The export of iron ore and 
specially iron and steel show the inability of the 
economy to use basic development goods. On the 
other hand the import of iron and steel is much 
more significant showing the under utilisation of 
steel capacity created in the country. Thus the 
increasing contribution of non-traditional item in 
India’s exports effort has been commendable but 
not consistent enough.

Thus the pattern of India’s exports indicate that

1. the large expansion of engineering goods is 
partly the result of pick-up in demand in 
industrial countries and also from the middle 
east countries which have undertaken infra-
structural project like roads ports and 
railways tele communication and civil 
contraction

2. The Indian economy is being diversified and 
non-traditional items of exports are growing 
in importance.

3. while some goods have tremendous exports 
potential like handicrafts engineering goods 
and readymades and others( like sugar jute 
yarn and manufactures iron and steel)   have 
fluctuated widely.

4. India is now in a position to take advantage 
of boteh favorable demand situation and 
attractive price situation in international 
markets.

5. with the announcement of the new 
agricultural policy emphasis is  being given 
to boosting the export  of agricultrlure 
produce Rice export is gaining  importance 
Besides this fruits and vegetables and 
processed tools are also becoming 
significant In our exports.

Directions of India’s Export :

In order to study  the regional direction of India’s 
foreign trade it would be proper to classify the 
world into four broad growing  as America, 
Europe Asia and Oceania and Africa. So for as the 
American continent is concerned India had 
strong relation with north America comprising 
U.S.A. and Canada. Fact is that U.S.A is the 
dominant country in America. The countries of 
Latin America and American countries did not 
develop trade relations of much significance. 



During 1987-88 and 2014-15 significant change 
In the direction of India’s foreign trade have been 
witnessed. The major changes are-

1. India’s trade with developing countries of 
Asia Africa and Latin America has shown an 
upward trend. The export to developing 
countries were only 14.2% in 1987-88 shot 
up to 43.9% in 2014-15.In This there is  
market improvement in exports to countries 
of Asia whose share improved from 12% to 
about 30.2 during this period. In this china 
and Hong Kong shared about 8-3% of our 
export followed by SAARC region 6.6%.

2. USA now occupies second place among 
individual countries with a share of about 
13.7% in our exports and second largest in 
terms of imports with 4.9% in our imports 
UK however has lost its position pre 
eminence and accounts for barely to 3.0 and 
1.1% of our export and import respectively.

3. Eastern Europe more specially Russia which 
occupied a very important position in our 
foreign trade in the seventies has lost 
considerably  and in 2014-15 it just 
accounted for less than 1% of our foreign 
trade. This has happened after the 
d i s in t eg ra t ion  o f  USSR and  the  
establishment of common wealth of 
independent states ( CIS) in 1992-93.

4. With Africa India’s foreign trade has also 
begun thought  the  share of Africa in exports 
was 9.0% in 2014-15 and share in import was 
4.4%. However Africa is emerging as a small 
partner with greater potential in future.

5. Australia Japan and Switzerland together 
had 2.9% share in our exports and 9.5% in 
our imports in 2014-15 whereas they 
accounted for 12.5% of  our  exports and 
12.9% of our imports in 1987-88.

6. Latin America which accounted for barely 
0.3% in exports has improved its position to 
4.7% in 2014-15. There is a good scope for  
expanding trade with Latin America.

7. In 2014-15 top six countries like- Hong 
Kong and China  USA ,UAE, Germany, UK  
and 29.4%  of our imports.

It is clear that India’s foreign trade has become 
much more diversified and excessive dependence 
on OECD countries has declined. However with 

developing. Countries more  especially with 
Asian countries there is an improving uptrend 
both in exports and imports. These are welcome 
signals in the direction of India’s  foreign trade.

Policy Implications :

India’s Trade policy Develop countries like 
Germany Japan USA and others used their trade 
policy to restrict their import and provide a 
sheltered market for their own industries so that 
they could develop rapidly and promote their 
exports so that their expanding industries could 
secure foreign markets. Trade policy played a 
significant role in the development of the 
developed countries.

India however did not have a clear trade policy 
before independence though some type of import 
restriction was adopted since 1923 to protect a 
few domestic industries against foreign  
competition. It was only after independence that a 
trade policy as part of the general economic 
policy of development was formulated by India.

On the export side to pay for its essential imports 
and to minimise dependences on foreign 
countries expansion of exports was very essential 
. The Indian government  had to pay an important 
role to promote exports thought setting up trading 
institutions and through fiscal and other 
incentives vigorous export. promotion was 
emphasised after  the second Plan to earn foreign 
exchange to overcome the acutel foreign 
exchange crisis. In the 1970’s importance of 
export promotion was again emphasised because 
of mounting debt service obligations and the goal 
of self reliance. Time to time exam (export 
–import) policy has been declared by India Govt. 
From 1947-48 to 1975-76 there are five dictinct 
phases in India]s trade policy. While framing the 
export-import policy 1985 the government was 
guided by the recommendation of Abide Hussein 
committee. Where as the  committee emphasized 
the need for striking a balance between export 
promotion and import substitution the govt. In its 
wave of import liberalisation permitted a much 
greater quantum of imports in the name of export 
promotion and capital goods imports for  
technological upgradation on 30th April 1990 
government  announced a new import-export 
policy for a 3-year period. The policy statement 
made is clear “improvement in our balance of 
payment position can be achieved not so much 



thought import curtailment as through promotion 
of exports” Again on 31st August 2004 the new 
foreign trade policy announced for  5 year period 
( 2004-09).  During 2003-04 India’s exports were 
valued at 61.8 billion Dollar accounting for abut 
0.7% of world’s exports. It this share was to be 
doubled, it would imply that the country is 
exports would have to reach 195 billion dollar by 
2009 assuming  a 10% compound annual growth 
rate in world trade .For this purpose India’s 
exports should grow at the annual average growth 
rate of 26% Besides this the service sector is also 
expected to increase its share in export of 
invisibles to over $ 100 billion. Together the two 
sectors are expected to reach the target of $ 300 
billion by 2009 New foreign trade policy 2015-
2020 was announced by new NDA government 
on 1st April 2015 some special features of this 
policy are as follows :

1. Merchandise Export from India scheme 
(MEIS) earlier there were five different 
schemes which have been merged into a 
single scheme namely MEIS and there 
would be no conditionality attached to the 
scrips issued under the scheme. Rewards for 
export of notified goods to notified markets 
under MEIS shall be payable as percentage 
of realized FOB value.

2. Service export from India scheme (SEIS)- 
served from India scheme (SFIS) has been 
replaced with service with service export 
from India scheme (SEIS). It shall apply to “ 
service providers located in India “ instead of 
Indian service providers.”

3. Duty credit scripts to be freely Transferable 
and usable for payment of custom duty 
excise duty and service tax. All scripts issued 
under MEIS and SEIS and the goods 
imported against these scripts would be fully 
transferable.

4. Status Holders – The nomenclature of 
Export House trading house star trading 
house premier trading houses certificate has 
been changed to one two three four five star 
export houses.

Business leaders who have excelled in 
international trade and has successfully 
contributed to country’s foreign trade are 
proposed to be recognized as status holders 
and given special treatment and privileges to 

facilitate their trade transactions in order to 
reduce their transaction costs and time.

5. Boost to “Make in India” – Reduced export 
obligation (Eo) for domestic procurement 
under EPCG scheme. Specific export 
obligations under EPCG scheme. In case 
capital goods are procured from domestic 
manufacturers which is currently 90% of the 
normal export obligation has been reduced to 
75% in order to promote domestic capital 
goods manufacturing industry.

6. Online inter – ministerial consultations -  It is 
proposed to have online ministerial 
consultations for approval of export. Norms 
fixation import  and export authorsations in a 
phased manner with the objective to reduce 
time  for approval. As result there would not 
be any need to submit hard copies of 
documents for these purposes by the 
exporters.

7. New initiatives for EOU5, EHTP5 and STP5 
have been allowed to share infrastructural 
facilities among themselves. Inter unit 
transfer of goods and services have been 
allowed among them. This will facilitate 
group of those units which source inputs 
centrally in order to obtain bulk discount. 
EOU5 have been allowed facility to set up 
warehouse near the port of export. This will 
help in reducing lead time for delivery of 
goods  and will also address the issue of 
unpredictability of supply order.

8. Encouraging and facilitating defense export 
- Normal export obligation period under 
advance  authorization is 18 months. Export 
obligations of defense military store 
aerospace and nuclear energy shall be 24 
month from the date of issue of 
authorization. A committee has been formed 
to create ITC order for defense and security 
items for which industrial licenses are issued 
by DIPP.

9. E-Commerce Exports -  Goods falling in the 
category of handloom products books 
periodicals leather footwear toys and 
customized fashion garment having FOB 
value upto Rs.25000/- per consignment 
(using e-commerce platform) shall be 
eligible for benefits under foreign trade 
policy. Such goods can be exported in 



manual mode through foreign post offices at 
new delhi Mumbai and Chennai.

10. Quality complaints and trade disputes -  In an 
effort to resolve quality complaints and trade 
disputes between exporters and importens a 
new chapter has been incorporated in the 
foreign trade policy named “ chapter on 
quality complaint and trade disputes”

Conclusion :

The study has revealed some important finding 
relating to India’s foreign trade. Based on this 
finding some useful conclusion have been drawn. 
India and china are the two largest countries in the 
world and are currently the most important 
emerging economy in the world. India has great 
poentioal for increasing her foreign trade with  
Asian countries because the India manufacturers 
are readily acceptable in these countries similarly 
India can import  raw materials for her growing 
industries from these relatively less- developed 
regions. On the export side there has been a 
gradual and steady improvement and exports to 
this region increased from 10.8 charging 1970-71 
to 30.2% in 2014-15 we can see a change in the 
condition and direction in India’s foreign trade. 
To sum up it may be concluded that Indie’s 
foreign trade has become much more diversified 
and excessive  dependence on organization for 
economic co-operation and development 
(OECD) countries has declined. However with 
developing countries more especially with   
Asian countries there is an improving uptrend in 
exports and imports. These are welcome signals 
in the direction of India’s foreign trade.

India’s foreign tare policy is multidimensional. It 
promotes exports. Since the FTP intends to treble 
service exports a number of welcome initiatives 
have been proposed. To build a brand equity 
‘served from India ‘s is a unique step to push 
forward India’s image in foreign market secondly 
the setting up of services export promotion 
council to deal with the problems of services in 
developing markets access as also brand building 
can go a long way if pushed forward with zeal and 
vigour. The policy implication is that policy 
makers need to put efforts to increase export and 
make  an atmosphere for a healthy foreign trade.
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Abstract :

GST is a game changer reform most awaited by 
the nation. The present indirect tax system 
contains many distortions that is resulting in 
substantial tax cascading and inefficient 
manufactured and consumption structure, which 
is hindering economic growth. GST would 
remove these obstacles and pave the way for 
higher GDP. 

GST would free India from the shackles of 
archaic indirect tax laws and steer in a new era of 
growth and prosperity. Industry expects 
transparent integrated and simplified tax regime 
driven by objectivity. The primary focus of GST 
is to make India more competitive and business 
friendly where revenue distribution between 
Centre and State, should not hinder movement of 
goods across ‘One India’.

It is interesting and timely particularly when 
India is gearing upto the implementation of GST 
nationwide “One Nation – One Tax” which is the 
need of the hour.

A modern tax reform of the magnitude is not 
possible without the active and significant 
participation of tax prayers.

Introduction :

The Goods and Service Tax (GST) the biggest 
reform in India’s indirect tax structure since the 
economy began to be opened upto 25 years ago, at 
last looks set to become reality. The reform 
process in indirect tax regime of India was started 
in 1986 by V.P.Singh by introduction of Modified 
Value Added Tax (MODVAT). 

However, the tax policies stayed behind and 
could not keep pace with the growing economy as 
well as changing reality of doing business. The 
need to reform the existing indirect tax system in 
India was felt a couple of decades ago. GST is 
expected to have a far reaching impact, much 
beyond the taxes on economy and the society. 
Globaly, GST is acknowledged as a progressive 
tax regime, with inbuilt efficiencies to broaden 

the tax base, decrease cascading effect and reduce 
revenue leakage. The proposed GST in India is 
expected to bring in uniform tax rates and 
provisions to simplify the compliance 
requirements across the country, supported by 
automated systems and processes. A well 
designed GST structure can foster common 
market and economic growth.

India is expected to adopt a dual GST and model 
where the Central and State Government will 
levy GST simultaneously, on a common taxable 
value, on the supply of goods and services. 
However, in the case of imports and interstate 
supplies an IGST (integrated GST) shall be levied 
by Central Government. The proposed GST will 
subsume most of the existing central and state 
taxes on the supply of the goods and services 
including central excise, service tax, state level 
value added tax (VAT) and other local levies on 
goods.

With GST, there will be a significant shift from 
origin based taxation to a destination based tax 
structure impacting not only the operating 
business models but also the revenues of the 
centre/states, GST has the potential to impact 
cash flow, pricing, working capital, supply chain 
and IT systems and hence provides an 
opportunity to transform your business.

GST – Goods and Service Tax, one of the widely 
accepted indirect taxation systems prevalent in 
more than 160 countries, is a single tax rate levied 
on the manufacture, sale and consumption of 
foods and services at a national level.

Definition – Goods and Services :

As per GST Act 2016 each stage of the supply 
chain from the supplier upto the retail stage of the 
distribution. Even though GST is “imposed at 
each level of the supply chain; the tax element 
does not become part of the cost of the product 
because GST paid on the business inputs is 
claimable.

Hence, it does not matter how many stages where 
a particular goods and service goes through the 
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Supply Chain because the input tax incurred at 
the previous stage is always deducted by the 
business at the next stage at the supply chain.

A) Input Tax : Input tax is the GST charged on 
the purchase of goods and services used in 
the business activity. It is REFUNDED from 
the Government.

B) Output Tax : Output tax on the other hand is 
GST charged and collected on sales/supplies 
of goods and services. It is  PAID to the 
Government.

C) Input Tax Credit :  means tax input claimable 
by business registered under GST.

GST is broad based consumption tax covering all 
sectors of the economy i.e., all goods and services 
which are categorized under zero rated, supply 
and exempt supply orders as determined by the 
finance ministry.

The basic fundamental of GST is itsself policing 
features which allow the businesses to claim their 
input tax credit by way of automatic deduction in 
their accounting system. This eases the 
administrative procedures on the part of 
businesses and the government. Thus the 
governments delivery system will be further 
enhanced.

Duties and taxes like Excise Duty, Service Tax, 
Octroi Entry Tax, Entertainment Tax, Luxury Tax 
etc., shall be merged under Goods and Service 
Tax except the following:

Taxes not to be subsumed under Goods and 
Service Tax :

   Taxes levied by Centre              Taxes levied by  State

i) Basic customs duty Property tax

ii) Antidumping Duty, Electricity Duty
Safeguarding Duty etc.,

iii) Export Duty Stamp Duty
Road & Passenger Tax
Toll Tax

Basis on which taxes shall be subsumed under 
GST is as follows:

i) Tax should be primarily in the nature of 
Indirect Taxes.

ii) Tax should be levied either on supply of 
goods or on Provision of Services.

iii) Tax should be imposed on consumption of 
goods or Services.

iv) Taxes not specifically related to supply of 
goods and services should not be subsumed.

v) Subsuming of taxes should not abstract free 
flow of tax credit at intra and inter state level.

Tax and Non taxable Goods and Services :

A) Taxable Supplies :

1) Standard – Rated Supplies
GST is charged at notified  rate must local 
sales of goods and services fall under the 
category.

2) Zero rated supplies – (GST is 
charged at 0%) exports of goods and 
services.

B) Non Taxable Supplies :

1) Exempt supplies (GST is not applicable – 
Alcohol for human consumption. 

2) GST on five specified petroleum 
products [crude, petrol, diesel, ATF and 
Natural Gas] would be applicable from a 
date to be recommended by the GSTC.

3) Power, Electricity.

4) Real Estate

5) Tobacco and Tobacco products would be 
subject to GST. In addition the centre 
would continue to levy Central Excise 
Duty. 

Tax Rates :

Rate / Compensation Cess Applicability 

0% (Zero Rate) Food grains and agricultural produce, 
cultivated out of Land like Rice, Wheat, Pulses 
etc.,

5% (Five Percent) Essential items like eggs, dairy products, 
FMCG etc.,

12% (Twelve Percent) Standard rate for good on which duty in the 
pre-GST regime is levied from 13% to 15%

18 % (Eighteen Percent) Standard rate for good on which duty in the pre 
GST regime is levied from 15% to 18%

28% (twenty Eight percent) Luxury goods and sin good like luxury cars 
tobacco and tobacco products aerated drinks 
etc.

1) GST will have five tax rates 0%, 5%, 12%, 
18% and 28% for goods and services

2) States to have liberty to charge upto 2% 
additional SGST. So if the CGST rate is 10% 



SGST could be @10%, 11@ or 12%. In this 
case IGST would be 20% as it will take least 
of the SGST rates prevailing among the 
states.

3) A cess over the peak rate of 28% on certain 
specified luxury and sin goods would be 
imposed for a period of 5 years to 
compensate states for any revenue loss on 
account of implementation of GST.

4) More than a quarter of the current tax base 
would be outside the GST ambit on account 
the exempted items.

Salient features of the proposed GST Model :

1. The GST shall have two components one 
levied by centre i.e., CGST and other levied 
by state i.e., SGST.

2. A positive list concept shall be followed  
under GST i.e., all goods and services shall 
be chargeable  to GST provided the same has 
neither been exempted nor specifically kept 
out of the purview of GST.

3. A)  Non concurrent dual GST: GST on goods 
can be levied by the states only and on 
services by the centre ONLY. The states 
already have the power to levy the tax on the 
sale and purchase of goods (and also on 
immovable property) and the centre for 
taxation of services.

B)  Concurrent dual GST (Indian Model) 
GST will be levied by both tiers of 
government concurrently. There will be 
central GST to be administered by the 
Central Government and there will be state 
GST to be administered by State 
Governments. In this model both goods and 
services would be subject to concurrent 
taxation by the centre and states.

4. For the purpose of inter state supply of goods 
and services an integrated goods and service 
tax (IGST) shall be levied which shall be 
administered by Central Government. IGST 
is proposed to be approximate sum total of 
CGST and SGST.

5. Since CGST and SGST are to be treated 
separately, taxes paid against the CGST shall 
be allowed to be taken as input tax credit for 

CGST and could be utilised only against the 
payment of CGST. The   same principle will 
be applicable on SGST.

6. Rules for taking utilisation of credit of CGST 
and SGST would be aligned.

7. Cross utilisation of input tax credit between 
CGST and SGST would not be allowed 
except in the case of Inter State supply of 
goods and services under IGST Model.

8. Uniform procedure for collection of both 
CGST and SGST shall be prescribed.

GST Registration :

i) No GST registration is required for firms 
which have turnover of less than Rs. 10 
Lakhs for special category states and  Rs. 20 
Lakhs for rest of India.

a) Rs. 10 Lakhs – Special category 
states – Arunachal Pradesh, Assam, Jammu 
and Kashmir, Manipur, Meghalaya, 
Mizoram, Nagaland, Sikkim, Tripura, 
Himachal Pradesh and Uttarakhand.

b) Rs. 20 Lakhs other states.

ii) Lower tax option for small dealers – Small 
dealers with turnover below Rs. 50 lakhs 
have the option of adopting the composition 
scheme i.e to pay tax at a flat rate on turn over 
without credits. The scheme will not be 
available to inter state suppliers service 
provides (except restaurant service) and 
specified category of manufacturers.

Even though a firm is eligible for exemption 
from registration under the GTS on account 
of the threshold exemption or composition 
scheme, he can still opt to apply for 
registration under GST.

iii) Firms selling goods or services through the 
e-commerce websites need to register for 
GST irrespective of turnover.

GST for E-Commerce : GST requires e-
commerce operation to collect ‘tax at source’ @ 
one percent of the value of taxable supplies. The 
e-commerce operators will deposit this to 
government account and deduct this amount from 
the payments that is to be made to firms supplying 
goods or services through e-commerce portals.



Place of supply decides which tax authority 
will get the tax :

GST is a destination based tax. This means the tax 
will accrue to the taxing authority which has 
jurisdiction over the place of supply.

This make correct determination of the place of 
supply crucial for determining the tax liability 
and subsequently transferring  the tax to the state 
government whose jurisdiction the goods have 
been supplied.

Following the destination principle imports 
would be subject to GST while export would be 
zero rated. In the case of inter-state transactions, 
the state tax would apply in the  state of 
destination as opposed to that of origin.

The rules for determining the place of supply for 
goods. The place of supply of service determines 
the type of GST (intra state or inter state) 
applicable on the service.

Tax collected on destination principle   will 
influence the location of industries. More 
revenue will accrue to the state in which the more 
consumption takes place. So states with many 
metros and large cities will collect more tax and 
will be in position to invest more in infrastructure 
and thereby attracting business to locate 
production centres in their states. Under 
developed states with large consuming 
populations will also collect move tax.

Features of Ideal GST: GST is based on the 
principle of value added tax and either “input tax 
method” or “subtraction” method with emphasis 
on voluntary compliance and accounts based 
system.

1) It is comprehensive levy and collection on 
both goods and services at the same rate with 
benefit of input tax credit or subtraction of 
value of penultimate transaction value.

2) Minimum number of floor rates of tax, 
generally not exceeding two rates.

3) No scope for levy of cess, resale tax, 
additional tax, specified tax, turnover tax etc. 
No scope for multiple levy of tax on goods & 
services. Such as sales tax, entry tax, octroi, 
entertainment tax, luxury tax etc.

4) Zero rating of exports and interstate sales of 

goods and supply of services  Taxing of 
Capital Goods and inputs whether goods or 
services relatable to manufacture at lower 
rate, so as to reduce inventory carrying cost 
and cost of production.

5) A common law and procedures throughout 
the country under a single administration.

GST treatment for union territories without 
legislature :

India has seven union terriorities. Two union 
territories Delhi and Pondicherry have a 
legislative assembly and council of ministers. 
These would be treated as state for GST purposes. 
A suitable mechanism would be provided for the 
remaining five. These are Andaman and Nicobar 
Island, Chandigarh, Dadra and Nagar Haveli, 
Daman & Diu and Lakshadweep.

Enforcement Provisions :

Officers administering GST would have 
restrictive powers of inspection, search, seizure 
and arrest. GST Appellate Tribunal would be 
constituted for hearing appeals against the orders 
based by the Appellate Authority or the 
Revisional Authority. States would adopt the 
provision relating to Tribunal in respective SGST 
Act.

GST allows imposition of penalties for 
contravention of the provision of GST.

GST allows setting up of the Advance Ruling 
Authority by states in order to enable the taxpayer 
to seek a binding clarity on taxation matters from 
the department Centre would adopt such 
authority under CGST Act.

GST provides an anti profiteering clause in order 
to ensure that business passes on the benefit of 
reduced tax incidence on goods or services or 
both to the consumers.

GST return periods :

Monthly If annual turnover is MYR 5 million or 
more.

Quarterly: If annual sales turnover is less than 
MYR 5 million.

Threshold for Registration: Annual taxable 
turnover exceeds MYR 5,00,000/-.



Recovery : Recovery of GST by non established 
business – No.

National Average GST Rate Year of implementation

1. Austria 20% First country France 1954
2. Hungary 27% Congo 2012
3. Newzealand 15% Gambia 2013
4. Australia 10% Malaysia  1.4 2015
5. Singapore 7% Laes 2009
6. Malaysia 6%
7. Nigeria
8. Canada
9. Tiwan 5%
10. Japan
11. Iran
12. Jersey

Conclusion : 

The GST Offers a once in lifetime opportunity to 
transform business. But to benefit firm will have 
to learn the new way. The GST way of doing 
business. This means   mastering the new 
business practices introduced under GST. GST 
mandates a time bound online filing of details of 
business transactions through the GST network 
(GSTN) system. Any delay in doing this would 
cost money and business. To benefit fully, a firm 
must device a strategy for business and 
understand the compliance requirements. 

The lower taxes, simplified tax structure, 
seamless tax credit facility and technology driven 
easy tax compliance system offered by GST 
provide an ideal platform to increase 
manufacturing’s share of GDP from the current 
17.4% to 25% by 2025. GST will raise India’s 
productivity and reduce prices. Combining GST 
with a clearly articulated manufacturing strategy 
would attract global investments, create jobs and 
make India a large manufacturing nation within a 
few years.
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Abstract :

Maharaja Ranjit Singh, the Punjab rular, like his 
contemporaries was an imperialist and 
expansionist. An ambitious Sikh Chief seems to 
have been anxious to make his kingdom 
circumvillated by a strong natural mountain 
border which includes Kashmir Valley. Two 
Afghan brothers Atta Mohd-Khan and Jahandad 
Khan, appointees of Kabul King, were Subedars-
chiefs of Kashmir and Attock regions 
respectively. Ranjit Singh became more interested 
in Kashmir since Dec. 1810 when the unpopular 
Kashmir Chief Atta Mohd. Khan promised him to 
pay a part of revenue of Kashmir if he helped him 
against King of Kabul to become independent 
rular. Maharaja’s conquest and annexation of 
Kashmir would satisfy the troubled Kashmiris and 
also religious feelings of his troops. Territory of 
neighbouring Attock also falls on the way from 
Srinagar to Kabul. Their annexation would enable 
Ranjit Singh to have direct International Borders 
with Afghanistan both from North-West points --- 
a highly paying strategy. The political 
disturbances in Kabul prompted these two Subdar 
brothers to declare independence. Another 
important development was ex Afghan  rular, 
Shah Shuja’s, leaving Kabul and accepting, on 
crossing attock, Subedar Jahandad Khan’s offer of 
allegiance who cheated him by sending him to the 
elder brother’s custody at Srinagar. At that 
juncture, friendship with unreliable Kabul King 
was considered not a wise idea by Ranjit Singh 
whereas conquest of Srinagar and catching royal 
prisoner Shah Shuja, in possession of famous 
‘Koh-i-Noor Diamond’ followed by invasion of 
Attock, would prove highly fruitful from the point 
of view of expanded territory, natural 
international borders, additional revenue, besides 
demoralizing Kabul Govt. and simultaneously 
enhancing National repute. Thus the iron was hot 
and Ranjit Singh as per his plans got prepared to 
strike any day of his choice and convenience.

Key words : Maharaja Ranjit Singh, Kashmir 
invasion, Motivation

Introduction :

Maharaja Ranjit Singh was keen to occupy the 

valley of Kashmir which enjoyed ‘a singular 
advantage of being at the same time both a 
fortress and magazine . Possessing a good 
workable military road from Baramula to 
Damtur, huge army and ammunition could reach 
in about 5 days time from Srinagar to defend the 
passages of Attock and other frontiers. With such 
a huge military line as a defence and bulwark of 
protection on the north, the kingdom of Ranjit 
Singh, unlike the past, would be immune against 
any invasion from the north-west frontiers which 
alone, any occupation or annexation of 
neighbouring territory, could be militarily 
beneficial and politically advantageous. Thus 
Ranjit Singh, an ambitious Sikh Chief seems to 
have been most anxious to make his kingdom 
circumvillated by a strong natural mountain 
border which included the valley of Kashmir. 
Success in such a lofty design was not that easy. 
He was, in the beginning, seriously confronted 
with the task of holding his supreme authority 
over a number of big or small, but some very 
strong, group of states situated on the southern 
hills of Pir Panjal mountains.  These states had 
been, since time immemorial, functioning quite 
independently and could prove a source of 
serious danger and much embarrassment, if they 
were not put down before the invasion of 
Kashmir. The socio-cultural affinity and 
geographical unity with the north-west 
kingdoms, hostile to the rise of Sikh power in 
Panjab, could be exploited by a foreign power.

Ranjit Singh became interested in Kashmir since 
December, 1810 if not earlier when Atta Mohd. 
Khan, ruler of Kashmir, promised him to pay a 
part of revenue of Kashmir if he helped him 
against shah Mahmud and Wazir Fateh Khan.  
Further to satisfy the religious feelings of his 
troops and the civil population, the annexation of 
prestigious Kashmir valley was essential. 

Fundamentally, Maharaja Ranjit Singh, like his 
contemporaries was an imperialist and 
expansionist in addition to being a great 
ambitious personality. He would adopt all 
methods, exploit religious, social and political 
points and further use al fair and foul means to 
achieve his aim of expansion. To him all was fair 
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Dr. (Ms.) Harmeet Sethi, HOD, (History),
Postgraduate Govt. College for Girls, Chandigarh



in expanding the maximum boundaries of his 
kingdom.

With its eastward expansion barred, by the treaty 
of Amritsar (1809), the Sikh rule might now 
advance only at the expense of Kabul monarchy 
that still held Kashmir, Attock, Peshawar , Kohat, 
Bannu, Dera Ghazi Khan and Dera Ismail Khan 
in addition to having a nominal supremacy over 
the provinces of Multan and Sind.  The Maharaja 
had lost all hopes of establishing his contacts and 
hold over all the territory on the South east of 
Punjab, in particular. Obviously, it was a set back 
in his career on this front.

Motivation :

Kashmir was, now a big attraction for Ranjit 
Singh from the point of view of its huge annual 
revenue also. In the later years, he confirmed that 
Kashmir yielded higher revenue as compared to 
all other subahs of Lahore, Peshawar and Multan , 
in his Kingdom. Ranjit Singh was terribly in need 
of finances  to build a huge army to conquer, 
consolidate and further maintain full control of 
the territories on the western and northern parts of 
the country.

Generally speaking, Ranjit Singh’s main interest 
in the occupation of Kashmir was much 
necessitated by political exigency and economic 
advantages.  Without having its hold on Kashmir, 
the Sikh kingdom would be on the verge of a 
volcano, considering particularly the mounting 
opposition of the Afghans. Yet another important 
inducement to the Maharaja to conquer Kashmir, 
in 1814, was the miserable plight of the 
Kashmiris, and weak position of the Afghan 
Kashmir Chief. To be able to recover Attock fort 
form the Sikhs, Wazir Fateh Khan had left 
Kashmir in 1813  handing over state 
administration to his younger brother Azim 
Khan. He had taken with him most of the Afghan 
troops and useful material of war. Apart from his 
procovative, anti-Kashmir and deeply communal 
administrative  system, Azim Khan had begun to 
entertain grandiose political plans against the 
Sikh ruler of Panjab.  His chief objective  was to 
sabotage Maharaja’s Kashmir plans, under all 
circumstances. For that matter, Azim Khan 
dispatched urgent secret letters to Muslim Rajas 
of strategically important neighbouring states of 
Akhnoor, Bhimbar, Punch and Rajouri urging 
upon them to act in concert against Ranjit Singh 

and strive to torpedo his efforts to capture Kasmir. 

Maharaja Ranjit Singh, on his part, proceeded 
with his war preparations seriously without any 
distraction and disturbances. The two 
Government stockists and bankers were directed 
to stock fifty thousand maunds of wheat, pulses, 
cereals and other food stuffs at Rajouri and 
Bahramula. Karam Chand, in charge of  the arms 
and ammunition store was instructed to distribute 
the cartridges to the troops. The Rajas of Akhnoor 
and Rajouri  were asked to make arrangements 
for the Sikh armies reaching their areas by middle 
of February, 1814,.

Kashmir and Attock continued to be ruled 
independently by two Afghan brothers Jahanded 
Khan and Atta Mohd. Khan respectively.  The 
political disturbances in Kabul prompted these 
two brothers to declare independence. 
Meanwhile, Shah Shuja, ex-ruler of Kabul, 
crossed Attock where he wrongly accepted the 
Governor Jahanded’s offer of allegiance. The 
latter cheated and made him prisoner and sent 
him to his brother Atta Mohd. Khan in Kashmir, 
in 1811. Shah Shuja was imprisoned in Hari 
Parbat fort in Srinagar to be used as a pawn to 
defeat the evil plans of Afghan ruler Shah 
Mahmud and Wazir Fateh Khan. 

Sikh-Afghan Joint Venture :

It was at this juncture that the Sikh-Afghan 
cooperation as well as confrontation started. Shah 
Shuja’s imprisonment in Kashmir meant a 
standing danger to the Kabul rule. Accordingly, 
ruler Shah Mahmud and Wazir Fateh Khan 
crossed Indus to reduce Jahandad Khan of Attock 
to submission. Maharaja Ranjit Singh, a shrewd 
politician, managed a meeting with king Shah 
Mahmud at Rawalpindi in 1811. The Maharaja 
expressed allegiance to Kabul ruler, flattered him 
and exchanged turbans as a mark of everlasting 
friendship . It was a proof of Maharaja’s 
successful diplomacy and statesmanship. But 
Fateh Khan, the Kabul Wazir, not caring for the 
recently established friendship between  Shah 
Mahmud and Ranjit Singh, decided to defeat 
Kashmir Chief Atta Mohd. Khan. Accordingly, 
Shah Mahmud and Fateh Khan, at the head of a 
large army, reached Peshawar to capture both 
Attock and Kashmir. 

While in trouble, Atta Mohd. Khan, the 
undependable Kashmir Chief promised Afghan 



ruler a contingent of Kashmir horse and foot, pay 
the revenue of Kashmir and accept the suzerainty 
of Kabul throne.  But, to be on safer side, he also 
opened negotiations with Maharaja Ranjit Singh 
for friendly understanding and settlement. This 
irritated Kabul ruler Shah Mahmud who advised 
his wazir Fateh Khan to attack  Kashmir, punish 
Attah Mohd. Khan, the traitor, immediately, in 
Spet. 1812.  Here, once again, Ranjit Singh duped 
and flattered Shah Mahmud by writing to him that 
so long as the king (of Kabul) does not punish 
Kashmir Chief Atta Mohd. Khan and disposes his 
brother of Attock fort, the disturbances would not 
be suppressed. Meanwhile, Wafa Regum, the 
chief queen of Shah Shuja, having escaped to 
Lahore, promised to give Koh-i-noor to the 
Maharaja, in return of the liberation of her 
husband Shah Shuja, ex-ruler of Kabul, then 
imprisoned in Kashmir. 

Kabul Wazir Fateh Khan finally decided to crush 
Atta Mohd. Khan, the Kashmir Chief, who had 
further annoyed Kabul by making Shah Shuja, a 
political prisoner, in Srinagar. But the passage to 
Kashmir was under the control of Jahanded 
Khan, Attock Chief, and Ranjit Singh. Obviously, 
Fateh Khan was keen to secure the active 
cooperation of Ranjit Singh.  

Plan of Assasination of Maharaja :

Wazir Fateh Khan and Maharaja Ranjit Singh met 
in an interview at Rohtas. Burnes writes that 
Fateh Khan was accompanied by all his eighteen 
brothers, who wanted him to consent to the 
assassination of Ranjit Singh in course of the 
proposed interview. But in that case the 
difficulties of Fateh Khan would not be solved. 
He was not strong enough to conquer Kashmir 
without the active support of a strong Sikh army 
depending on its own supplies of food, arms and 
ammunition. 

Different views are expressed about the contents 
of treaty concluded between Fateh Khan and 
Ranjit Singh  for a joint invasion of Kashmir. 
Murray says that the Maharaja finally gave his 
consent to help Fateh Khan with an army of 
12,000 (Captain Wade also mentions the same 
strength) under Mohkam Chand and to further 
provide facilities for Kabul army’s march 
through Rajouri and over Pir Panjal,. On his part, 
Wazir Fateh Khan was to provide a strong 
detachment of the Afghans to the Maharaja 

against Multan and pay rupees nine lakhs from 
the spoils of Kashmir.  Sohan Lal Suri, the 
Akhbar Navis of Ranjit Singh and author of 
Umdat-ut-Tawarikh gives a different version i.e. 
Fateh Khan was required to pay one Lakh of 
rupees annually from Kashmir and secure Multan 
for him before procuring the post of Attock.  But 
the extract taken from the letter dated April, 1813 
written to Fateh Khan, the contents of the Rohtas 
agreement appear very clear: ‘Get the fort of 
Multan evacuated, and surrender it to the noble 
Sarkar, establish and recognize the Government 
of the Noble Sarkar over one-third of the country 
of Kashmir and also yield one-third of whatever 
treasure, property and other things have been 
seized Kashmir in accordance with the terms of 
agreement’. It is, therefore, evident that in 
exchange for this help in conquering Kashmir, 
Fateh Khan was to secure for the Sikh ruler 
conquest of Multan, a portion of Kashmir 
territory and a share in the spoils of Kashmir.  

Kabul Chief Violates Mutual Understanding :

It was in this background that a large Sikh army of 
12,000 troops under the joint command of Diwan 
Mohkam Chand and Sardar Dal Singh left Jhelum 
for Kashmir inveasion on first December, 1812.  
The Pathan army led by Wazir Fateh Khan, which 
left Jhelum simultaneously, was the first to reach 
the capital of Kashmir. Kashmir Chief, Atta 
Mohd. Khan, finding himself unable to face the 
combined invasion, not only freed Shah Shuja but 
also declared him the ruler of Kashmir. It is 
understood that when combined Sikh-Afghan 
forces marching by the Bhimber-Rajauri-Thanna 
hill route arrived Pir Panjal Mountain, Fateh 
Khan’s Pathan army having the clear advantage 
of being used to high altitude  marches and severe 
cold outstripped the Panjabis. Fateh Khan, 
without informing the Sikh general Diwan 
Mohkam Chand, left the Sikh troops for behind 
which was an act of promise-breaking, treachery 
and infidelity.  At this crucial moment, the Sikh 
general took Aghhar Khan, chief of Rajauri, into  
confidence by promising him everlasting 
friendship and a jagir of rupees twenty five 
thousands. Sikh general was shown a pass by 
which he succeeded with a small number of 
troops under Jodh Singh Kalsia and Nihal Singh 
Attariwals. Sikh army also reached Kashmir 
valley but with a small number of troops, it could 
not have much influence on the three actions 



which took place between Atta Mohd. Khan and 
Fateh Khan.  The armies of Wazir Fateh Khan and 
Atta Mohd. Khan met at the open fields of 
Hirapore on 14th December, 1812. Kashmir army 
was fully prepared to give at least once a tough 
battle.  Fateh Khan in that grave situation, urged 
the Muslim hill chiefs namely Alam Khan, Sultan 
Khan and Akbar Khan to provide all military 
assistance, under the order of Afghan king Shah 
Mahmud Khan but none of them joined Fateh 
Khan.  A bloody battle was fought. Kashmir chief 
lost many troops and had also many wounded 
with him. As soon as his uncle and the chief of 
Army Samuder Khan fell dead in the battle field, 
Kashmir chief thought that all was over. Atta 
Mohd. Khan ran towards Shergarh and Hari 
Parbat forts to take along more troops but was 
besieged and compelled to surrender. Atta Mohd. 
Khan, as a last act, to save his life and the Kashmir 
Valley, deputed his envoys to Wazir Fateh Khan 
and Diwan Mohkam Chand for ending the war 
and signing a treaty for which he agreed to offer 
huge wealth. Fateh Khan, the shrewd Wazir, 
could  not be purchased because he had resolved 
to annex Kashmir under all circumstances 
whatsoever, and further inflict exemplary 
punishment on Kashmir chief Atta Mohd. Khan. 
Fateh Khan tricked him into captivity.  Atta 
Mohd. Khan, afterall, managed to obtain his 
release by paying 40 lakhs of rupees and some 
costly jewels which were buried by him.  Fateh 
Khan lost no time to capture the two forts in 
Srinagar where he found a treasure to a very 
considerable amount. 

Ex. Afghan Ruler Shah Shuja in Custody :

There arose a dispute between Diwan Mohkam 
Chand and Wazir Fateh Khan about the payment 
of rupees eleven lakhs to the Sikh Darbar as the 
first installment of revenue. The Wazir declined 
to pay the amount stating that the Sikh army had 
not made any contribution at all.  Sikh Diwan was 
annoyed and he waited for Maharaja’s orders. 
Maharaja advised him not to betray the least 
dissatisfaction or doubt and to conform himself to 
the wishes of Fateh Khan and he would deal with 
him suitably, should he violate the agreement 
ratified by oathe’. At the same time, Shah Shuja, 
ex-ruler of Kabul lost no time in deserting the 
king maker Atta Mohd. Khan and voluntarily 
came to the Sikh came, perhaps because of  
anxiety about his ‘harem’ at Lahore, which was at 

the mercy of Sikh ruler Ranjit Singh, a self-
imposed weakness universally shared by Muslim 
Kings and Newabs.  Atta Mohd. Khan also joined 
the Sikh camp alongwith his belongings.  He was 
provided full security to reach Kandhar to join his 
brother Ayub Khan and thus obviously create 
problems for Kabul ruler Shah Mahmud and 
Wazir Fateh Khan.  At least, Fateh Khan realized  
his folly in annoying Diwan Mohkam Chand and 
earnestly tried to pacify him but it was too late. 

Having taken Shah Shuja safe in his camp, Diwan 
Mohkam Chand left Fateh Khan a completely 
disappointed and frustrated person.  On way back 
to Lahore, the Sikh army received much 
assistance from the three major hill chiefs namely 
Alam Khan, Akbar Khan and Sultan Khan at 
Rajouri.  On reaching Lahore, Diwan Mohkam 
Chand and Shah Shuja were received in audience 
by the Maharaja who was presented with famous 
haron’s feathers of Kashmir, a necklace and 
armlet of diamonds, personal belongings of Shah 
Wali Khan of Kabul. Shah Shuja was escorted to 
his family which had been staying in Mubarak 
Haveli claimed to have been built by Abul Fazal. 

Desired Outcome :

Battle of Attcok front (1813) is quite significant 
since it was fought between the forces ultimately 
interested to rule Kashmir valley. The security 
and assistance provided by the Sikh ruler to the 
defeated Kashmir chief Atta Mohd. Khan 
encouraged his brother Jahandad Khan chief of 
Attock, to request the Maharaja for similar help 
and protection in ruturn for the surrender of the 
fort of Attock to Lahore Darbar.  The request was 
granted.  The Sikh troops reached Attock. An 
officer of the fort Abdul Rahim Khan handed over 
the keys of the fort to Munshi Devi Dass who was 
accompanied by the troops of Sikh generals. 
Maharaja’s army, therefore, firmly established at 
the Attock frot. Wazir Fateh Khan, who was still 
in Kashmir, was most perturbed on hearing the 
news of the capture of Attock fort by the Sikh 
foreces. He knew that it would surely weaken the 
Afghan rule in Kashmir because the 
communication between  Afghanistan and 
Kashmir passed only through Attock and would 
always be checked by Sikh army. He also realized 
his folly in not hnouring the terms of the treaty of 
Rohtas (Jhelum) with the Sikh ruler defeating 
Atta Mohd. Khan.  



Conclusion :

Wazir Fateh Khan appointed his brother Azam 
Khan as the Governor of Kashmir and himself 
accompanied by another brother Dost. Mohd. 
Khan and some allies left Srinagar for Kabul.  On 
the way, he encamped at a distance of 24 Kos 
from the Attock fort while the Kabul ruler Shah 
Mahmud, his sons and huge army was encamping 
on the other side of the fort. The Maharaja had 
fully strengthened the fort with troops, arms, 
ammunition in addition to huge food supply.  A 
pitched bloody battle started on 13th July, 1813 
on the well known Mausar fields to the north-
west of the Attock fort.  It lasted for two months 
resulting in the killing and wounding of 
thousands of strong stoops belonging to both 
sides. Fateh Khan was not helped by Pathan tribes 
who had a soft corner and sympathy for ex-ruler 
Shah Shuja. The daring Sikh troops with 
sophisticated weapons and modern accessories of 
warfare inflicted a crushing defeat on Fateh Khan 
on the right bank of Attock  His army was almost 
killed to the last man.  He himself was seriously 
wounded and fled from the battles field.  The 
victory of the Attock fort enhanced the prestige of 
Ranjit’s empire and his political career. He was, 
now, quite free to make a plan for the conquest of 
Kashmir.   
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Abstract :

The pivotal strategy of organizations at present is 
to make their employees adaptive to a changing 
environment. Fast-paced changes in tasks, tools 
and technologies create a working world in which 
a basic education or one-time training is replaced 
by a constant updating of skills. As a result higher 
education institutions are posed to undergo 
fundamental changes due to globalization, 
growing competition for funding and staff as well 
as increasing institutional autonomy. These 
changes are linked to new responsibilities 
requiring greater managerial and leadership 
competences. Especially the higher education 
institutions responsibility towards its employees 
has changed - from simply administering to 
managing staff. In order to successfully adapt to 
this institutional shift and become more 
competitive in a complex environment, more and 
more higher education institutions adopt 
different strategies to better deploy their human 
resource. This paper focuses on human resource 
development (HRD) activities in higher 
education. The paper consists of two parts each 
highlighting a different aspect of HRD and the 
different methods used to bring quality in higher 
education. 

Keywords : Human Resource, Higher education, 
Strategy, Training and Development

1. Introduction :

Education is today looked on as a business world 
over, including India and the competition is 
getting stiff. In this competitive scenario 
management of human resources in universities 
is just as challenging as it is in any other 
organization. Though almost all universities and 
affiliated institutions offer courses in human 
resource management and train their students to 
manage large corporations, they are unable to 
manage their own human resources effectively. 
This is especially so in India where higher 
education is still controlled by the public sector. 
Most universities do not have a separate 
department dedicated to performing the HR 
functions. 

2. F u n c t i o n s  o f  H u m a n  R e s o u rc e  
Development :

According to McLagan’s human resource wheel, 
HRD comprises three distinct functions: training 
and development, organization development and 
career development.

3.   Training and Development :

Training refers to reactive and short-term 
activities that focus on changing or improving 
knowledge, skills or attitudes of individuals to 
perform a particular job or task. These activities 
mostly comprise skills, which are immediately 
needed and have an immediate benefit, whereas 
development activities concentrate on new skills 
and abilities aiming for future job opportunities. 
Usually Training and Development (T&D) 
measures comprise three major competence 
areas:

• Methodological competence (teaching, 
administration, IT- Systems, Finance, Legal 
know-how, Safety and Security, etc.)

• Self-confidence and social competence 
(personality and soft skills,  Time 
management ,  Work-Li fe  Balance ,  
languages, etc.)

• Management competence (Leadership 
development, project management, etc.)

Another effective T&D tool regards 
employee orientation or induction, where a 
n e w  e m p l o y e e  l e a r n s  a b o u t  t h e  
organizational values, norms and tasks. The 
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induction of new employees includes 
activities such as:

• The mentoring by a colleague of the same 
hierarchy level that cares for the new 
colleague and is responsible for his/her 
integration or

• A well defined induction program for the 
first months of employment or simply an 
“employee handbook” to facilitate the 
orientation.

Furthermore, various individual measures such 
as on-the-job training, mediation, mentoring, 
coaching and counseling for organizational units, 
project groups or individuals are included in 
T&D actions. While coaching refers to activities 
where employees are treated as partners in 
achieving both personal and organizational goals, 
counseling supports employees to deal with 
personal problems that could prevent them to 
achieve these goals

1. Organization development - The second 
functional area of HRD refers explicitly to the 
development of the organization. Its purpose is to 
improve the relationships and processes between 
and among units, groups and individuals. 
Organizational development activities relate 
more to long-term strategies aiming for a holistic 
development of the organization in order to 
increase its overall efficiency (Werner & 
DeSimone 2012).

2. Career development -  Career development 
includes both career planning and career 
management. Career planning refers to skills 
assessment through counsellors, who assist 
employees in pursuing their career plans. Career 
management on the other hand is responsible for 
actually taking the necessary steps to achieve 
these plans. In the university context the tenure 
track model is one example of designing adequate 
career paths for university teachers to eventually 
obtain a high level of professional stability 
(Werner & DeSimone 2012).

Ultimately, all HRD measures intend to cause a 
greater efficiency and effectiveness through fully 
committed and skilled employees, who perform 
their work in alignment with the goals of their 
organization.

4. Literature Review :

There have been various studies conducted at 

international and national level on this subject 
Mahon, W.C (2000), is of the opinion that there 
has not been any investment in human resources 
in higher education and what we witness and 
experience is all about the theories of 
expenditure. The casualty in the expenditure-
investment dichotomy is quality human 
resources. We must be bothering about 
investment in human resources rather than 
listening to the expenditure part on higher 
education.

Santhosh Kumar. G.R., (1995)in his Ph.D thesis 
entitled “A Comparative Study of Teacher 
education at Secondary Level in South Indian 
States” states that the curriculum occupies a pre-
dominant place in education. Curriculum 
consists of the programmes of activities designed 
so that students will attain so far as possible, 
educational ends or objectives. Curriculum is the 
mould to shape 

Manorama, P.G. (1999) in her thesis for doctoral 
degree “A Study of the Effectiveness of In-
service Education given to Teachers in Chennai 
City”, highlights that for quality education – 
primary, secondary and tertiary levels – a 
continuous in-service study is the basic 
requirement. Education is the only sector where 
graduates and post graduates join as teachers 
without training before or after their joining 
service. Hence, there is neither quality 
improvement in teaching nor any scope for 
proper HRD programmes.

Viswanathan, C.N. (2007) narrates the „Quality? 
aspects of higher education in the state of Kerala 
in his doctoral thesis entitled “Total Quality 
Management in Higher Education in Kerala”. 
According to Viswanathan, the higher education 
in the state has grown quantity-wise but 
deteriorated quality-wise. The quality of higher 
education, to a major extent, depends up on the 
quality of teachers. There is no shortcut to 
improve the quality of teachers but we can attain 
it through HRD practices in educational 
institutions, suggests the thesis. The HRD 
Practices, according to the thesis, are „Quality 
Recruitment of teachers, proper Orientation 
/Refresher courses, FIP Programmes, Sabbatical 
Leaves for teachers, Awards 36 

and Prizes for quality teachers, Performance 
Appraisal, Pay and Perks in UGC scales and so 
on. younger generation and hence the revision 



and updating curriculum so as to assure and 
promise Human Resources Development is an 
integral part of a system of „Quality Education?.

5. Objectives of the Study :

To analyze different aspect of HRD 

To evaluate human resource development (HRD) 
activities in higher education

To suggest the different methods  to bring quality 
in higher education

6. Research Methodology :

Type of Research -

- Descriptive Research - This paper describes 
the different aspects of HRD.

- Diagnostic research - This paper suggest the 
different methods to bring quality in higher 
education.

Collection of Information -

- Information is collected from published 
secondary sources, websites and does not 
involve any prejudice on behalf of the 
researcher.

 7. Rules and Regulations in MHRD 
Government of India :

The Policy Perspective (1985). The Ministry of 
Human Resource Development (MHRD), 
government of India, could leave an imprint in 
the history of education in post independent India 
by presenting an epoch making proposal to the 
government, which turned to be the corner stone 
for a comprehensive National Policy of 
Education. The glaring document prepared by 
MHRD is entitled “Challenges of Education: A 
Policy Perspective, 1985”. It was an attempt of 
over viewing and a very critical appraisal of the 
national system of education in the country. The 
document was an eye opener to the government 
and thus happened to be the base for the famous 
„National Policy of Education (NPE), 1986?. The 
National Policy on Education (NPE), 1986 
Realising the fact that the country has reached a 
stage in its economic and technical development 
and to ensure that the fruits of changes reach all 
sections and the education sector is the highway 
to attain that goal, the Government of India 
formulated and published a New Education 
Policy in 1986. As a nation-wide effort in human 
resources development, with education playing 

its multifaceted role, the policy contains the 
following among other various attempts : 

• Universalisation of elementary education 

• Adult and continuing education 

• Establishment of model schools and centres 
of excellence

• Social relevant and radical transformation of 
curricula 

• Vocationalisation of higher education

• Development of technical education and its 
social relevance 

• Privatization of education Value oriented 
education

• Teachers' education 

• National integration and education

•  Language policy in education, and 

• An integrated strategy of education. 

The Policy has stated that higher education 
“contributes to national development through 
dissemination of specialized knowledge and 
skills. It is therefore a crucial factor for survival”. 
Therefore, the search for solutions for bringing 
about desirable improvements in economic and 
social environment has also been a continuing 
process of the planning system in which the role 
of education and human resources development 
is duly emphasized. 

8. Human Resource Management: Role In 
Higher Education : 

However, most educational institutions in India 
especially those in higher education operating in 
the public sector have always been in a protected 
environment. Though privatization has started 
these institutions are even today cocooned in their 
existence because of a number of reasons. To 
begin with higher education in the private sphere 
is exorbitantly expensive given the limited 
paying power of the masses. Further a number of 
private universities and institutions are yet to 
make a name for them as they have not been in 
existence long enough. In sharp contrast to our 
government funded, established universities and 
even some colleges affiliated to them that have 
been around for over hundred years. These 
established institutions have strong alumni and 
are recognized as brands .Further government 



regulatory bodies and their rules also often deter 
the growth of private players in the higher 
education segment. However these conditions 
are temporary. State funded universities are 
already feeling the pressure of reduced 
government funding. In times to come other 
changes will further threaten them. The paying 
power of the middle classes will increase, already 
the liberal study loans given to students for higher 
education has made education more affordable. 
Simultaneously private universities will have 
been around long enough to make a name and 
establish themselves as a brand. The question is 
without managing their human resources 
effectively can the government funded institutes 
survive and thrive in the face of competition from 
private institutions. The answer is a definite no. In 
the context of higher educational institutions like 
universities, human resources are also referred to 
as intellectual capital, so it follows that their 
effective management is crucial to not only the 
competitive advantage of the educational 
institution but also the progress of the nation.

requisite to improve the commitment of 
individuals who in turn contribute to institutional 
growth. Empirical research reveals that 
organizat ional  variables l ike leaders '  
commitment to the implementation process, the 
involvement of external consultants, institutional 
reputation, and bureaucratic and political 
decision-making processes have strong effects on 
the implementation of quality management in 
educational institutions.(Csizmadia, T., Enders, 
J., & Westerheijden, D. F. 2008).the direct impact 
of Strategic Human Resource Management 
(SHRM) on organizational performance is 
positive and significant. It was also found out that 
SHRM directly and positively influences 
individual performance, organizational 
commitment and job satisfaction.

Human resource Management involves many 
functions in the corporate world however when 
applied to the education sector and particularly 
universities and affiliated colleges these 
functions will be modified to suit the demands of 
this sector. Some of the core functions that must 
be of importance are discussed in detail below.

• Recruitment and Placement-These are two 
important human resource functions that ensure 
that the organization has an adequate supply of 
human resources at all levels and in all positions 

at the right time and in the right place. However 
recruitment and placement must be done on the 
basis of personnel forecasting. Strategies must be 
devised for recruitment of good and adequate 
number of teaching and non teaching staff 
keeping in mind the current needs as well as 
expansion plans if any. In forecasting internal 
demand for teaching, the student enrollment in all 
different courses has to be considered. Timelines 
for recruitment should be established. Currently 
we don’t find this happening at all. Often posts lie 
vacant for months especially in highly 
bureaucratic state funded universities or they are 
simply filled up from year to year on an adhoc 
basis. This happens because a single recruitment 
involves a lot of clearances from various 
government departments and the whole process 
is both long drawn and rigid. Lee (2005) 
mentioned that to gain a competitive edge in the 
teacher recruitment process it is important to: 
reduce the bureaucracy of the selection process. 
In a fast changing environment this approach will 
have to change or else we may find that the best 
talent may be quickly absorbed by the private 
players and the state funded institutions are left 
with the rejects, thus seriously affecting quality. 

• Training and Development-These human 
resource functions are crucial because employees 
once recruited and placed think of how they can 
grow on the job and within the organization. This 
is beneficial to organizations also because 
employees can be best partners in any enterprise 
if they are maximally developed and when they 
reach their optimum potential. This also makes 
them ready to take on additional responsibilities 
in their current and future positions. This function 
is all the more important for educational 
institutions, as training to faculty will have a dual 
impact, because not only they will get trained but 
they will also be able to deliver better in terms of 
teaching, thus benefitting students as well. 
Currently the only training that takes place after 
appointment as teaching faculty is the mandatory 
orientation and refresher courses that staff is 
supposed to complete. These need to be updated 
and made more practical and relevant so that 
faculty is able to gain from such programs. Soft 
skills training is a must because educational 
institutions are people places and in a competitive 
scenario people skills are prime. 

• Performance Appraisal- The performance 



appraisal function is an assessment of employees’ 
job performance levels 

(Kleiman, 2000).A good and effective 
performance appraisal will help to direct 
employee behavior towards the goals of the 
organization and it will also help to monitor how 
well the goals are being achieved. Educational 
institutions need to move beyond the mandatory 
appraisal systems laid down by regulatory bodies 
and work out their own systems which help them 
to decide who the good performers are. This is 
necessary because the objectives of each 
institution and the students they cater to are 
different so the standardized parameters laid 
down by regulatory bodies do not often yield the 
results organizations are looking for. 

• Compensation and Benefits-Determining 
the compensation plans keeping in mind the 
compensation philosophy of the management is a 
crucial human resource function. Two factors 
must be considered with reference to the 
compensation package namely the management 
philosophy underlying the package and the 
conditions prevalent in the market. Any 
compensation package must ensure internal 
equity as well as market competitiveness hence it 
needs review from time to time especially in the 
present dynamic scenario. This is one area where 
the system is very slow to respond and is more 
reactive than proactive. With reduced state 
funding and increasing cost it has difficult for 
institutions to sustain. Further where an 
institution is partly privately funded and partly 
funded by the government, the differences in 
compensation packages add to internal inequity, 
which is not conducive to organizational health. 
Time has come for institutions to work out their 
own innovative incentive schemes so as to 
motivate employees to put in their best so that an 
institution can create and sustain a competitive 
advantage. 

• Employee Relations-This constitutes the 
core of the human resource function in any 
organization .Employee voice mechanisms must 
be encouraged to  improve employee 
management relations. This is all the more 
important while dealing with the intellectual 
work force we find in educational institutions. 
Unfortunately today there is a void in this area 
.One factor that has created this void is the 
massive expansion of institutions and the high 

level of centralization resulting in a sense of 
alienation .Employees in large universities today 
do not often identify with their institutions. 
Efforts must be made to change this and improve 
employee relations to foster competitive 
advantage. 

9. Purpose of HRD :

The three core functions of HRD perfectly 
illustrate that HRD affects both the development 
of individuals and organizations. Therefore, the 
purpose of HRD is twofold. One the one hand it 
provides opportunities for employees to improve 
their skills on the other hand it aims for an 
efficient utilization of human resource in order to 
meet organizational objectives. The HRD 
discourse is dominated by the instrumental 
understanding of HRD that puts emphasis on 
organizational goals and economic performance. 
Some scholars criticize that HRD puts the 
interests of the organization above the individual 
benefit and thus turning the organization into the 
main beneficiary of HRD activities. At best, 
organizational and personal needs match, 
resulting in a mutual gain agenda (O’Donnell, 
McGuire & Cross 2006).

10. HRM Responsibilities :

Alvin's responsibilities are broad. You can break 
human resource management's responsibilities 
down to five general categories: 

1. Staffing is about making sure you have the 
right number of people with the right types of 
skills at hand to achieve the goals of the 
organization. In order to do it right, Alvin's 
department must engage in job analysis, 
planning, recruitment and selection of 
employees. 

2. Human resource development is about 
developing your people to maximize their 
effectiveness. Alvin's team accomplishes 
this function by engaging in training, 
organizational development, as well as 
performance appraisals. 

3. Compensation is essential because pretty 
much everyone demands pay in exchange for 
their labor. The human resources department 
i s  respons ib le  for  des ign ing  the  
organization's compensation system. A 
compensation system includes direct 
financial compensation, such as wage or 



salary, and indirect financial compensation, 
commonly referred to as benefits, such as 
paid vacations, personal leave and health 
insurance. Human resources is also 
concerned with non-financial compensation, 
such as designing a work environment that is 
satisfying to employees. 

4. Safety and health is also a responsibility of 
human resource management. Human 
resource departments help ensure that state 
and federal health and safety regulations are 
followed and often are responsible for health 
and safety training. 

5. Employee and labor relations is also a vital 
responsibility of Alvin's human resource 
department. When employees have work-
related issues, the human resources 
department is often one of the primary points 
of contact. If employees are represented by a 
union, the human resource department may 
be involved in representing the company 
during the collective bargaining process and 
the administration of the collective 
bargaining agreement.

11. Strategies and directions to develop HR in 
HE :

HRD activities strive towards activities that 
advance staff members’ competencies so they 
have the skills to assume tasks aligned with the 
strategic direction of the university. If the 
strategic direction is not clear or HRD activities 
are not in alignment with the strategy, HRD 
activities become inefficient and useless, even if 
they are excellent. Therefore, it is crucial to 
understand the role of higher education and the 
current flow of their change to figure out what 
role career development should play in HEIs.

In general, HE carries out two functions: research 
and teaching. Teaching includes academic 
education as well as vocational education. 
Vocational education is more likely to be 
included in HRD, but also teaching can be 
included in HRD in a large sense. Nowadays, the 
governments and HEIs emphasize the function of 
research in HEIs more and more. Popular ranking 
systems are considering the performance of 
research more than teaching when they assess the 
competitiveness of HEIsAlso, the evaluation of 
faculties takes research achievements more into 
account than teaching achievements. Under these 

circumstances HEIs and professors put a greater 
focus on research to achieve a good reputation 
and good evaluation results. As a result of this, 
teaching and vocational education, the essential 
and fundamental roles of HEIs, are often ignored 
and degraded.

On the other hand, HEIs have the chance to 
develop their teaching area as the demand for 
vocational education and training (VET) is 
increasing. With the advent of the knowledge-
based economy, the VET system, which enhances 
knowledge and skills of workers, became more 
important for high competitiveness and 
employment rates. Moreover, the emergence of 
an aging society and the need for lifelong learning 
generate a higher demand for VET. In particular, 
small and medium sized companies cannot 
provide their own VET programs for their new 
and current employees. Therefore, HEIs are 
becoming more and more important in their 
function as VET providers. They can provide the 
necessary skills for both young people, who are 
preparing for future jobs and for aged people, 
who need continuing education for their current 
or new jobs. In this respect, the government 
should spend more of its HE budget on the 
implementation of vocational education in HEIs. 
But also HEIs must put more energy into highly 
qualified VET programs in order to meet the 
needs of the economy and the society. To fulfil 
this new role, HEIs have to intensify their 
relationship with industry in organizing curricula 
for VET. However, this can be quite a challenging 
task for faculties and staff, who are accustomed to 
the traditional academic education. In this sense, 
HRD activities within HEIs should be made with 
the prospect that VET would be a big chance as 
well as challenge for HEIs.  Also, HEIs need a 
strategy to collaborate with industry more 
effectively in order to prepare well-tempered 
VET curricula

12. Conclusion :

The functions mentioned above cannot be the 
work of administrators or academicians .This 
requires specialized know how and expertise. 
Considering the importance of Human Resource 
Management to the success of educational 
institutions it follows that it must get its due place. 
However in Indian state funded universities and 
affiliated colleges there is no separate department 
dedicated to performing this function. Until 



privatization started this did not make any 
difference because there were uniform policies 
across all institutions. Privatization has changed 
this uniformity and today there are vast variations 
both in  terms of  pol ic ies  and their  
implementation. Most of the private universities 
have realized the importance of the Human 
Resource Management and are having 
departments dedicated to performing this 
function instead of leaving this crucial role in the 
hands of academicians and administrators who 
may not be trained and equipped to perform this 
role effectively. State funded universities need to 
restructure themselves to create this department 
so that specialized people can be employed full-
time to undertake crucial Human Resource 
functions. Such a department dedicated 
exclusively to the functions of managing human 
resources can become strategic to an educational 
institution and become a source of competitive 
advantage. It is important that employees have 
one department to contact and deal with for all 
issues surrounding placement, training, 
promotion, compensation etc, instead of running 
from pillar to post. Currently this work is done by 
administrative staff in multiple departments who 
merely follow bureaucratic procedures and 
faculty is at the mercy of these administrative 
staff even to get their legitimate dues. This 
becomes demoralizing because despite good 
compensation packages offered on paper their 
actual implementation is actually long drawn out 
and subject to multiple interpretations. Time has 
come for human resource to change from an 
administrative function to a strategic one so that 
educational institutions continue to attract quality 
human capital and gain competitive advantage.
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Abstract :

The payments industry has been experiencing 
advancement, growth and innovation at a steady 
rate. Demonetization was a learning curve which 
gave a push to the payments market. It urged and 
compelled customers to look beyond traditional 
cash t ransact ions.The demonet izat ion 
undertaken by the government was a large shock 
to the economy. Going by the deep penetration 
within a relatively lesser turnaround time, state-
of-the-art digital payment systems are now 
poised to take quantum leaps in this new era that 
is largely driven by the ubiquitous Internet. These 
disruptive dynamics and revenue models are 
literally the new game changers - causing 
tangible tectonic shifts across major verticals. 
Ecommerce success is largely attributed to the 
phenomenal growth of various digital payment 
technologies such as card payments, electronic 
fund transfers, payment gateways, e-payments, 
smart cards, mobile money wallets etc. Pivotal to 
embracing such new age payment systems are the 
people, technologies, and processes that have 
together created vast, robust and dependable 
networks and seamless systems that guarantee 
herculean transactional volumes at breakneck 
speed, and with dependable security and counter-
checks built around them. This study is focused 
on to analyze the multichannel approach and 
other emerging trends instigating unified and 
seamless customer experiences in regards to 
digital payments and also reviews the concerns 
and preferences of the people for the cashless 
payments.  

Key Words : Demonetization, Digital Payments, 
Mode of payments, Digital Payments

1. Introduction :

The payments industry has been experiencing 
advancement, growth and innovation at a steady 
rate. Demonetization was a learning curve which 
gave a push to the payments market. It urged and 
compelled customers to look beyond traditional 
cash transactions. However, globally India lags in 
terms of transaction volumes and value of 
cashless transactions. A recent Kotak Economics 
Research study reveals that while the gross 
transaction throughput in India ($1.8 trillion) is 
comparable to that in other major countries, and 

that the value per transaction ($146) is among its 
peers, India fares poorly in per capita transaction 
value ($1,000).Nevertheless, the report states 
that India’s transition is “likely to be faster than 
the current less-cash economies” (such as the UK 
and Sweden)—if the existing technological 
advancements are proactively supported.

In this way, going by the deep penetration within 
a relatively lesser turnaround time, state-of-the-
art digital payment systems are now poised to 
take quantum leaps in this new era that is largely 
driven by the ubiquitous Internet. These 
disruptive dynamics and revenue models are 
literally the new game changers - causing 
tangible tectonic shifts across major verticals. 
Also, the Digital India programme is a flagship 
programme of the Government of India with a 
vision to transform India into a digitally 
empowered society and knowledge economy. 
“Faceless, paperless, Cashless” is one of 
professed role of Digital India.As part of 
promoting cashless transactions and converting 
India into less-cash society, various modes of 
digital payments are available and ecommerce 
success is largely attributed to the phenomenal 
growth of various digital payment technologies 
such as card payments, electronic fund transfers, 
payment gateways, e-payments, smart cards, 
mobile money wallets etc. as shown in Fig. 1.

Fig. 1
Various Digital Payment Methods

Various Suitable Transaction Details Cost
methods  for limit required
for digital 
payments

DEBIT/ Online/ Set by Card number Up to 0.75% for 
CREDIT Offline card CVV Expiry transactions upto Rs 2,000 
CARDS merchant issuer date upto 1% for transactions 

Sale above Rs 2,000. Credit 
cards: around 2.5% per 
transaction

RTGS High value No upper Account no. Up to Rs 55 
online limit, Password per transaction
transactions. minimum Beneficiary

Rs.2 lakh registration 
IFSC code

NEFT High value Up to Rs 10 Account no. Up to Rs 25 
online lacs, Password per transaction
transactions minimum Beneficiary 

Rs 1 registration 
IFSC code

IMPS Instant Rs 2 lakh Account no. Rs 5-15, depending 
transfer per day Password on transaction amount

Beneficiary 
registration 
IFSC code

UPI Instant Rs 1 lakh VPA (virtual Less than 50 paise 
transfer payment ID) per transaction

of recipient, 
M-Pin
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USSD Feature Rs 5,000 Only Aadhaar As levied by 
phones number, IFSC/ the telecom
without code allotted 
Internet by banks on 
connectivity registration

E- Small-ticket Rs 20,000 Login ID Only if you transfer 
WALLET transactions per month money from your 

(Rs 1 lakh wallet into your 
for KYC bank account
-compliant 
wallet holder)

RTGS: Real-time gross settlement systems. NEFT: National Electronic Funds 
Transfer. IMPS: Immediate Payment Service. UPI: Unified Payment 
Interface. USSD: Unstructured Supplementary Service Data

2.  Objective of the study :

Pivotal to embracing such new age payment 
systems are the people, technologies, and 
processes that have together to create vast, robust 
and dependable networks and seamless systems 
that support herculean transactional volumes at 
breakneck speed, and with dependable security 
and counter-checks built around them. So this 
study is focused on to analyze the multichannel 
approach and other emerging trends instigating 
unified and seamless customer experiences in 
regards to digital payments and also reviews the 
concerns and preferences of the people for the 
cashless payments.  

3. Review of the pace of digital payments after 
demonetization :

According to the government data “IndiaSpend 
analysis of Reserve Bank of India (RBI) data” 
cards and mobile phones have emerged as the 
most widely available money transfer systems or 
payment mechanisms after post demonetization. 
As far as cards are concerned, a surge in the use of 
cards on the point of sales (POS) devices as also 
in e-commerce has been seen. The number of 
POS machines in the market is around 14 lakh, 
but while previously about six to seven lakhs of 
these were used on a daily basis, now this number 
has shot up. This means [that even] in the Tier 3 
and Tier 4 centres also, where POS machines 
were not being used earlier, now they are being 
used more frequently. In the mobile payments 
segment, number of transactions have gone up in 
IMPS (immediate payment service), in UPI 
(unified payment interface) as well as in *99# – 
which is a USSD (Unstructured Supplementary 
Service Data) based mobile banking service from 
NPCI that brings together diverse ecosystem 
partners such as banks & TSPs (Telecom Service 
Providers).

As per the data of “Ministry of Electronics and 
Information Technology” as shown in Fig 2 the 
number of daily transactions increased after 

demonetization through the following methods :

3.1  E-wallet :

These services such as Oxigen, Paytm and 
MobiKwik has shot up from 17 lakh — recorded 
on November 8 when demonetization was 
announced — to 63 lakh as on December 7 (a 
growth of 271%). In terms of value, the surge has 
been 267%, from Rs 52 crore daily to Rs 191 
crore now. 

3.2 RuPay Cards :

Transactions through RuPay Cards (e-commerce 
and point-of-sale) were up 316% at 16 lakh daily 
(3.85 lakh on November 8), while in terms of 
value the growth has been 503% at Rs 236 crore 
(Rs 39 crore). The government, however, did not 
provide a break-up of transactions conducted in 
urban and rural/semi-urban areas.

3.3 UPI :

UPI number of  downloads increased 
significantly, from about two million to about 3.5 
million.

3.4 IMPS :

Inthe old traditional transfer system of IMPS-
wherein money is transferred instantly using text 
messaging or online banking the numbers have 
grown from about 1.2 million to two million a day

3.5 *99#: hich is, in fact, a simple future phone 
based i-mobile payment system, also seen a surge 
of around 100%. 

3.6  Mobile Banking :

Mobile banking transactions grew 175%, while 
money transacted using mobile banking grew 
369%.

Fig. 2 

4. Digital Payments: Consumer’s perspective :

As the country moves towards a cashless 
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environment after demonetization, the initial awe 
and confusion have given way to a flurry of 
concerns. Will the emphasis on online 
transactions provide convenience and tangible 
benefits or just add to stress and additional 
charges? To incentivize the move towards a 
cashless economy, the government has come up 
with a rash of discounts and freebies on digital 
transactions and also at the same time impose the 
additional charges on multiple transactions. 

“ET Wealth” conducted an online survey of 663 
respondents in the month of December 2016 to 
find out the level of adoption of digital payment 
solutions and user habits. The findings reveal that 
while people are getting comfortable with 
cashless payments, some mindset issues are 
holding back many from embracing the newer 
platforms. The findings also suggest that the 
usage habits of those who have taken to cashless 
modes could be exposing them to security threats. 

The survey revealed that most people are 
switching to digital payments for its sheer 
convenience (84%) followed by easy tracking of 
spends (54%), Discounts/cashback rewards 
(49%). Risk of fraud (66%) and lack of merchant 
acceptance (59%) are found to be main concerns 
followed by poor Internet connectivity (48%), 
Costs (28%) and lack of tech knowhow (10%). 
Three out of five respondents do not use a 
security software on their mobile phones. One out 
of every five respondents admit to never 
changing their security passwords. 

With respect to the continuation of the digital 
payment, almost two-third of the respondents are 
likely to continue with digital payments for most 
transactions (65%) even if notes come back into 
circulation.

So, advantages and drawbacks of financial 
digitization from the consumer’s perspective is 
discussed below:

4.1  Advantages of Digital Transactions :

From the consumers’ perspective it is observed 
that they are moving towards digital payments 
due to following advantages.

4.1.1  Convenience - The ease of conducting 
financial transactions is probably the biggest 
motivator to go digital. People now will no longer 
need to carry wads of cash, plastic cards, or even 
queue up for ATM withdrawals. It’s also a safer 
and easier spending option while travelling and 

especially useful in case of emergencies People 
have the freedom to transact whenever and 
wherever they want. They don’t have to be 
physically present to conduct a transaction or be 
forced to do so only during office hours.

4.1.2 Discountsand Rewards - Various types of 
discounts are one of the incentives provided by 
the government to promote digital transactions. 
Add to these the cashback offers and discounts 
offered by mobile wallets like Paytm, as well as 
the reward points and loyalty benefits on existing 
credit and store cards, and it could help improve 
their cash flow marginally.

Go Digital, Get Discounts :

• Service Tax : Waiver of service tax of 15% on 
digital transactions up to ̀ 2,000. 

Fuel : 0.75% discount on digital purchase of 
fuel through credit/debit cards, e-wallets or 
mobile wallets. 

• Rail Tickets : 0.5% discount on monthly and 
seasonal suburban railway tickets from 1 
January 2017. Online rail ticket buyers get 
up to ̀ 10 lakh free accident insurance too. 

• Rail Catering : 5% discount on digital 
p a y m e n t s  f o r  r a i l w a y  c a t e r i n g ,  
accommodation, retiring rooms etc.

• Highway toll: 10% discount on NH toll 
payment via RFID or fast-tags in 2016-17. 

• Insurance : 10% discount by government 
general insurers on premium paid online via 
their portals. 8% discount on new LIC 
policies bought online via its site. POS: Rs 
100 a month is the maximum rent that PSU 
banks can charge for POS: Rs 100 a month is 
the maximum rent that PSU banks can 
charge for POS terminals.

• Rupay : Kisan credit card holders to get 
RuPay Kisan cards. 

4.1.3 Tracking Spends - If all transactions are on 
record, it will be very easy for people to keep 
track of their spending. It will also help while 
filing income tax returns and, in case of a 
scrutiny, people will find it easy to explain their 
spending.

4.1.4 Budget Discipline - The written record will 
help the people to keep tabs on their spending and 
this will result in better budgeting. “Various apps 
and tools will help people analyse their spending 
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patterns and throw up good insights over a couple 
of years and controlled spending could also result 
in higher investing. If the same amount of cash 
does not flow back into circulation and people 
continue to use mobile wallets and cards, it is also 
likely to bring down latte factor. This means that 
the Rs 10 one spent on candy or chips, or that 
regular cup of coffee office is likely to take a hit 
since you will be short of loose change and 
smaller currency notes. There’s a lesser chance of 
budgetary leaks and unaccounted for spends 
sneaking into your budget at the end of the month. 

4.1.5 Low Risk - If stolen, it is easy to block a 
credit card or mobile wallet remotely, but it’s 
impossible to get your cash back. “In that sense, 
the digital option offers limited security. This is 
especially true while travelling, especially 
abroad, where loss of cash can cause great 
inconvenience. Besides, if the futuristic cards 
evolve to use biometric ID (finger prints, eye 
scan, etc), it can be extremely difficult to copy, 
making it a very safe option.

4.2 Drawbacks of Digital Transactions :

Even as people adapt to newer, digital modes of 
payment, questions remain over the platform's 
operational aspects. The surge in digital 
payments that followed the notes ban has clearly 
overwhelmed the existing infrastructure.

4.2.1 Higher risk of identity theft - The biggest 
fear is the risk of identity theft. Since people 
culturally not attuned to digital transactions, even 
well-educated people run the risk of falling into 
phishing traps. With the rising incidence of online 
fraud, the risk of hacking will only grow as more 
people hop on to the digital platform. Given the 
tedious process and poor grievance redressal, 
people will have no easy recourse if they lose 
money online. There is no stringent legal process 
to deal with this kind or scale of fraud. Add to it 
the mass identity theft from banks’ or companies’ 
databases and it can turn into a financial 
nightmare akin to the data breach in the Indian 
banking system.So Concerns around the security 
of transactions and identity theft still prevent 
thousands from moving over to the digital 
payment platform.

4.2.2 Losing phone - Also dependency on the 
phone for all transactions on the move, can prove 
to be a double whammy by losing it. It can not 
only make you susceptible to identity theft, but 
you could also be rendered helpless in the 

absence of physical cash or any other payment 
option. This can be especially problematic if you 
are travelling abroad or in smaller towns or 
villages with lack of banking infrastructure or 
other payment options. Another drawback is that 
you need to keep your phone constantly charged. 
If the phone dies on you, you will be stranded, 
particularly if you are in the middle of an 
important purchase or dealing with an 
emergency. 

4.2.3 Difficult for tech-unsavvy -  India has a 
low Internet penetration of 34.8%(2016), 
according to the Internet Live Stats, and only 
26.3% of all mobile phone users have a 
smartphone (2015), as per Statista figures. 
Besides the practical difficulty of going digital, 
“a bigger block is the psychological shift. Since 
we  are suddenly jumping three generations to the 
digital medium, It’s a problem for the older 
people, who may suddenly find themselves 
locked out of their accounts if they can’t 
download an app or don’t have cash. The digital 
medium may prove a challenge for the tech-
unfriendly people, who will need more time to 
adapt or the availability of other options to 
conduct transactions. However ,the user 
experience across these digital platforms is not 
similar as even among banks, different 
authentication systems exist—a combination of 
ATM PIN, password, One-Time Password 
(OTP), security questions etc.  both existing users 
and those yet to take to digital platforms remain 
confused with the different options available such 
as PoS terminal, ewallet, IMPS (Immediate 
Payment Service) etc. Even merchants are also 
not fully aware of the policies and regulations 
around accepting digital payments.

4.2.4  Accessibility in language -  In addition to 
all of the above, most of the banks and the mobile 
instruments for transaction are currently adapted 
to a single to two languages. If the bulk of the 
population of this country needs to come on 
board, it might be important to make these 
facilities available in a myriad of Indian 
languages to ensure that the user can comprehend 
the transaction that they are entering into.

4.2.5. Infrastructure Issues - There is need for a 
significant upgrade of the banking system as well 
as in the telecom infrastructure that would 
provide the backbone for digital transactions. For 
people to be able to transact at any time and place 
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as well as for them to consider it a reliable 
medium of exchange, it is important that not only 
the banking system is upgraded to ensure that 
transactions can be completed without a hitch, 
but the supporting infrastructure too is up to the 
mark. For instance, in many parts of the economy, 
there is limited and intermittent supply of 
electricity as well as mobile connectivity. In these 
areas, it would be difficult to expect people to 
shift to electronic medium of exchange.

5.  Conclusion and Suggestions :

The key question in this context is: Will Digital 
Payments substitute cash transactions entirely? 
The answer to this is strongly related to the 
customer benefit that is offered by the digital 
alternative. Criteria that must be fulfilled to 
generate actual customer benefit include 
simplicity of use, especially for people that are 
not tech-savvy, broad or ubiquitous acceptance, 
reasonable transaction speed, costs and security. 
In short: Minimal barriers of entrance for 
consumers and merchants. Other important 
aspects are convenience and the impact of value 
added services such as personal finance 
management, or the possibility to receive 
relevant personalized offers or coupons. As 
educating the merchant and end –users is very 
important so a lot of public awareness campaigns 
are required to be done by all the players, 
including banks.

Wallets have to be installed on a fast speed at 
highways, gas stations, essential service points, 
and at a large number of retail stations. Once 
consumers develop a habit for cashless spending, 
it will be little bit difficult to go back to 
cash.Physical infrastructure supporting the 
digital payments needs to revisited and scaled up 
to cater to the next level of usage. 

In each of the aforementioned payment 
categories the importance of breakthrough 
criteria might differ and also the cultural mindset 
of the people shows regional differences in terms 
of adoption.However, the existing machinery for 
protection of consumers requires a huge revamp 
before consumers become comfortable with 
digital payments. As more and more digital 
transactions move into the yet unregulated 
fintech space, proper fraud prevention, including 
device fingerprinting and consumer protection 
mechanisms, needs to be put in place. So, there is 
a definite need to improve the quality of the 

safeguards to make the cashless economy of 
India.

However, one should also keep in mind that India 
is a large country with diverse perceptions, 
behaviours and idiosyncrasies, and a one-size-
fits-all strategy may not work: there has to be a 
push for a “horses for courses” strategy.Keen 
segmentation of customers’ needs to be done, 
based on addressing the universe of Internet and 
non-Internet users, cardholders and non-card 
consumers, and smartphone as well as feature 
phone users.
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Abstract : 

E-Banking (Electronic Banking) changed the 
entire revolutionary concept of banking 
technology and is been used widely across the 
globe leading to more user friendly, innovation 
and development. The emergence of E-Banking 
reduced the handling of cash, online payments, 
transparency of cash transactions for both to the 
vendor and the customers etc. But on the contrary 
there is a security breach due to cyber-crimes and 
hacking.

Keyword : Security system, E-Banking

Introduction :
Concept of E-Banking

Due to advancement in Internet, www , Mobile 
Technology, Smart phones and E-Commerce led 
to many innovations and implementations on 
electronic digitalization. This helps for easy 
operations at your fingertips for users, business, 
government, banks etc. Based on which one of 
the biggest breakthrough and presently used at a 
large scale all over the world is E-Banking i.e. 
Electronic Banking. The emergence of E-
Banking changed the entire revolutionary 
concept thereby increased in usage widely and 
thereby more innovation, development and 
increase in online shopping, e-commerce, e-
payment and banking.

E-Banking is where banking is done 
electronically through various technology and 
devices like ATM (Automated teller Machine), 
Online/Internet Banking / Net banking, E-
Payment, Mobile banking, Phone banking, SMS 
banking, Swiping at vendor outlet etc by using 
debit and credit card, A/C no., customer number, 
customer User ID, Password, Authentication 
codes, OTP Pin, ATM pin number etc.

This enables the financial institutions, 
individuals or businesses, to access accounts, 
transact business and apply or obtain information 
on  financial products and services which can be 
performed electronically i.e. via internet etc. Due 
to emergence of E-Banking it saved customers in 
avoiding long queue, transport, cost delays and 
thereby creating an evironment of trust between 
the bank and customer for more faster, reliable, 
efficient and personalized services. Banks 
through internet has emerged as a strategic 

resource for achieving higher efficiency.

Evolution of E-Banking

Earlier traditional banking industry deals with 
few schemes like savings, deposits, loans etc. and 
also for the bank it is a manual tedious process of 
maintaing and tracking the accounts and 
transaction of each and every customer. Even 
customers equally had the difficulties of coming 
to the banks, long queue system, sometimes no 
proper response from the banks, need to come 
repetitive times to the bank for any banking 
transaction or information, lack of benefits and 
infrastructure for customers, lack of different 
types of schemes and banking services.

Due to emergence of computer (1950), E-
Commerce (1972) and worldwide web (1989) 
carved in development and innovation of E-
Banking (started in 1970 and strategic imperative 
in 1990), ATM (1967-2000) (1965-SMS banking 
(1980) and Mobile banking (2010). Due to the 
emergence of E-banking changed the entire 
revolutionary thereby leading to increase in 
usage widely and more innovative development 
in E-commerce, E-payment and banking sector 
etc. In this modern banking the storage space is 
reduced, and 24/7*365 days banking from 
anywhere in  the world and banking 
services/customer care support round the clock 
thus making modern banking or the emergence of 
E-banking system user friendly and cost effective 
system.

E-Banking Services

Various authors like Shumaila, John and Gordon 
(2003) and Jadhav et. al (2011) described E-
Banking is a method of banking in which 
customers conducts the transaction electronically 
via internet 24/7*365 days. It is widely used and 
due to the emergence of E-banking there is a 
drastic increase in E-commerce like online 
shopping, bill payment etc. Even the government 
and other private institutions and financial 
institutions are moving towards the internet and 
mobile world of technology and making it online 
and transparent. The reason behind going into 
online is because it is easy to track, search for 
information instantly, storage space is more, easy 
for analysis, interpretation of data thereby 
decision making and due to emergence of e-
banking it helped in doing banking transaction, 
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viewing account transaction, receiving 
transaction updates immediately, applying and 
using banking related products, fund transfers, 
profile update like change of phone/email id 
details instantly, track of other accounts, e-
payment and bill payment etc by using PC or 
mobile devices. The different types of electronic 
banking are SMS banking, internet banking, 
Mobile banking, net banking, phone banking, 
ATM, e-payment etc. thereby giving convenience 
to customers to do banking transactions or view 
information or details etc. anytime or anywhere. 
Electronic banking is the latest in the series of 
technology wonders in the recent past, involving 
use of internet for delivery of products and 
services. Banks through internet has emerged as a 
strategic resource for achieving higher efficiency. 
Due to emergence of E-banking it saved 
customers in avoiding long queue, transport, cost, 
delays etc. and thereby creating banks more faster 
and efficient and providing more personalized 
services to the user customer.

Security and Privacy Risks in E-Banking 
Services

As the innovations are propelling and much 
advancement taking place in E-banking on the 
contrary there is a rise in the criminal activities 
also commonly called as cyber-crime/cyber 
threats/cyber frauds by hackers. These are done 
by attacking the systems/networks or by using 
various software or devices etc. in banks, ATM or 
customer system, EDC machine at vendor outlet 
or mobile to steal sensitive information data, 
bank credentials, erase the data etc. in order to 
transfer amount, to do E-payment, use it for 
online shopping, withdrawing/stealing the cash 
and customer derails etc. These crimes are 
committed in a remote location without the 
knowledge of the banker or customers etc. The 
cyber-crimes are rising very year and it is a threat 
for most of the countries. The different types of 
cyber-attacks are SQLi, DDos, defacement, 
phishing, vishing, web based attack, malicious 
code, malicious insiders, malware/network 
attack, Trojans, computer worm (malware 
computer program), hacking, spoofing, 
skimming device, SMS hacking/SMS spoofing, 
Tracker/tracer – tracing finger prints via bio-
metric device, Tailgating/overseeing/oversight – 
stealing information /details especially sensitive 
data, via social engineering, virus, adware etc.

The cyber-crime is targeted and affects industry, 
government, education, organization, banks, 

individuals, law enforcement, health, news, 
traffic road signals, mobiles, telecom and 
transportation etc.The cyber-crimes are rising 
every year and it is a threat for most of the 
countries. The criminals/fraudsters are using 
different techniques, new methods and 
technology for various cyber-crimes/threats 
/attacks either for fun, knowledge, money, grudge 
against any institute or company, terrorist 
purpose, other countries or else enemy country to 
track information or details of host country, 
curiosity, for show off, bet, proving to someone 
that it can be done, professional /business  for 
doing hacking, prank/satisfaction of gaining 
control, eve teasing, harassment, revenge, 
disrepute, anger etc.

The internet police/cyber-crime police and cyber 
law is initiated by the government/Police 
department in order to reduce the cyber-
crime/attack/fraud/threats and based on which 
brought in many law enforcement and strict 
procedures, cyber law sections and educating the 
citizens etc. Due to which there is control 
measures on cyber-crime leading to reduction of 
cyber-crime in few countries.

Other Loop holes for Cyber-Crime Attacks :

The below reason highlights the ways the hackers 
have advantage in cyber-attacks/threats/frauds 
but a disadvantage for affected person/ 
organization /banks etc.

• The Anti-virus software/fire wall is not 
installed or up to date or not the latest 
software to protect from new virus attacks.

The passwords are a common one used for 
all i.e. email, net banking etc. and not 
changing the password and not hiding the 
password when typing it in public places

• Tailgating and not questioning them if 
thestrangers are present.

• Not protecting the programs with security 
code etc. and not having multiple security 
code at different levels of the program

• Lack of security measures like Security 
guard, alarm system, CCTV camera

• No proper Audit & quality check on the 
security measures taken

• Falling into the trap of stranger words 
without verifying and accepting the links or 
other apps/downloads/calls and accepting 
them leading to virus attacks it can be via 
phone call, email, SMS, social networks, 
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letters, other network etc.

• Storing sensitive information in one place 
without any security protection or backup.

• Having arguments online be it stranger or 
friends and making bets or showcase or for 
proving 

• Storing sensitive information, banking and 
financial details in emails, SMS etc. and in 
case if saved it is not protected with 
encrypted unique passwords.

• Systems, mobiles, servers/networks are not 
locked if not in use or away from the system 
due to distraction etc.Sensitive information 
or financial or banking details being paper or 
deleting the files/erasing from disk etc. is not 
done properly

• Lack of vigilance and negligence over the 
security measures protection

• The passwords are not encrypted and 
changed into code format being very 
difficult to read

• Negligence and not taking precautionary 
steps if the virus is attacked in the 
s y s t e m / n e t w o r k / m o b i l e s  a n d  n o t  
reformatting but using anti-virus software 
which is in-effective.

• Videos/hacking classes/procedures/hacking 
jobs/hacking devices/hacking software etc. 
are present on the internet for easy access 
and to create more criminals/fraudsters

• Using the set of codes present on the internet 
for programming/development of programs 
instead of writing on own and not checking 
on the security features of inter connectivity

• Parents etc. not vigilant/not having 
knowledge on internet etc. for keeping track 
on the children usage of social network and 
internet usage leading children’s to do cyber 
crimes

• Not informing to police/cyber-crime if 
noticed anything suspicious/cyber-crime 
activity/being threatened via email/ 
messages/phone/affected by other  
technology means/even if noticed keeping 
silent and not bothering about it since they 
don’t want to get into trouble etc. which 
leads to more criminal activity.

Example of couple of incidents :

Incident 1 - In 2006, it came to limelight that few 

criminals in china and Lahore etc. have stolen and 
a loss of 1 million pounds after stealing data from 
EMV chip debit/credit card using POS terminal 
etc. in Shell Petrol bunks thereby leading to 
disabling the EMV authentication POS machines 
in the Petrol station in almost all the countries in 
Europe. Later the banks and the merchants have 
improved and implemented better control of 
electronic POS devices. 

Incident 2 - In 2014, In a big shopping mall, 
Chennai, wherein there is a big scam happened in 
which 13 vendors/ employees are arrested for 
stealing the credit/debit card details and created 
duplicate cards using skimming device. The issue 
came into limelight and arrested all of them.

Incident 3 - A hacker hacked the system by 
creating a hoax website which is similar to the 
original net banking website of a bank or e-
payment page. The moment the customer entered 
the details in the hoax website thinking it is the 
original one the net banking credentials or the 
debit/credit card details entered in e-payment are 
captured and it is stored in the hackers system. The 
hoax page gets disappeared and the original bank 
web page gets displayed and the customer’s again 
provides the net banking credentials thinking it is 
a network issue). The hacker misuses these bank 
credential details by doing cash transfer or bill 
payments etc. More advanced professional 
hackers also hacks the registered mobile number 
of the customers mainly SMS or the registered 
email ID to view the OTP PIN no. and to do online 
shopping and online payment etc.

Incident 4 - In another incident at UK a dummy 
ATM machine (displays like original machine) is 
placed over the Original Bank ATM Machine and 
fixed the tracking devices like skimming, touch 
pad to track the card and pin details and thereby 
the customers are affected in loss of money and 
bank account details etc. by stealing the details 
and creating dummy cards and withdrawing the 
cash/ shopping at vendor outlet.

Incident 5 - In all over the world the ATM are 
attacked and cash is withdrawn, mainly in India 
like Pune, Hyderabad, Delhi, Bangalore and 
Chennai etc. there are many incidents wherein the 
criminals have attacked the ATM centers in 
remote areas/security is sleeping or not 
present/surveillance cameras are not functioning 
properly etc. and used different tools and 
electronic devices to break opening and stealing 
the cash from ATM machine. Even there are 
incidents wherein the customers are threatened at 
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knife point for stealing the cash from their 
accounts in ATM and if the cash is very less the 
criminals have killed or injured them. 

Some of the Precautionary Security Steps and 
Measures by RBI and Banks :

With spread of E-Bankingservices, the instances 
of frauds are also on the rise. Ensuring secure 
environment is a must for building customer 
confidence in electronic banking. The measures 
initiated to strengthen the security in E-Banking 
services are enumerated below:

• Customer Awareness and Education 
Measures

• While performing your transactions, do not 
allow people to look over your shoulder as 
you enter your PIN/password. Use your 
body to block the view others may have as 
you perform your transaction.

• Memorize your ATM pin and password. Do 
not write it on your ATM card or viewable by 
others.Change your PIN / password 
immediately if you suspect it has been 
exposed to others or unauthorized access. 
Change your PIN/password regularly. Never 
lend your card or disclose to anyone, 
including family, friends and people 
claiming to be bank employees.

• Always keep safe or discard the transaction 
receipt. If you see anything suspicious while 
conducting a transaction, cancel your 
transaction and leave immediately. 

• Be aware of your surroundings, particularly 
at night. If you observe or sense suspicious 
persons or circumstances, do not use the 
ATM machine at that time. 

• Pay attention to the front of the ATM 
machine you are using. Does it look different 
from other ATM’s i.e. does it have a sticky 
residue on it or extra signage. Familiarize 
yourself with the look and feel of the ATM 
machine.

• Never allow a stranger to assist you while 
using an ATM.

• Immediately put your money received from 
ATM into your pocket and don’t display 
cash.

• Verify the SMS alerts on transactions made 
on the account and if there any suspicious 
one, then change the PIN/Password and 
inform the Bank immediately.

• If credit card gets stolen / lost or doesn't 

function then replace card immediately.

• Issued orders to Banks to issue and replace 
magnetic strip debit/credit card with EMV 
chip debit/credit card especially for the cards 
used internationally. Since this reduces the 
cyber fraud to some extent.

• To provide option to customer to have upper 
limit cap on the payment transaction/mode 
of transaction/beneficiary while using EDC 
or other E-banking transactions.

• The customers always ensure that while 
making payment at EDC/POS the card is 
swiped in their presence only. 

• Avoid accessing your Net Banking account 
from a cyber cafe or a shared computer in 
case if used change passwords from your 
personal computer. Every time you complete 
your online banking session, log off from 
bank website and don’t just close your 
browser.

• Always type in the correct URL of your 
respective bank into your browser window 
while operating net banking and never click 
a link that offers to take you to our website

• Banks to incorporate and move towards the 
fraud monitoring system and to take 
measures and rules on curbing the cyber-
crime bank frauds.

Review of Literature :

Harshad Patel and Vijay Pithadia, 2013(1)Found 
that “Advancement achieved in the Information 
Technology and communication Technology in 
the last two decades has resulted in the successful 
implementation of Electronic Banking in India”. 
Today, the banks able to offer the choice of 
customer services to provide banking business 
across the bank counter, over the telephone or 
through computer or internet. “The key to 
survival, therefore, is maintenance of customer 
loyalty by providing them with value added 
services customized to their needs. The focus of 
study is to certain the role of value added services 
to satisfy and retain customer loyal. Some of 
these value added services Automated Teller 
Machines cards (ATM), Credit card, Debit card, 
Internet banking, Tele banking, Mobile banking, 
Home Banking and so on.

Shumaila et.al, 2003(2) and N.B.Jadhav et. al, 
2011(3)Described E-Banking a method of 
banking in which customers conducts the 
transaction electronically via internet 24/7*365 
days. It is widely used and due to the emergence 
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of E-banking there is a drastic increase in E-
commerce like online shopping, bill payment etc. 
Even the government and other private 
institutions and financial institutions are moving 
towards the internet and mobile world of 
technology and making it online and transparent. 
The reason behind going into online is because it 
is easy to track, search for information instantly, 
storage space is more, easy for analysis, 
interpretation of data thereby decision making 
and due to emergence of e-banking it helped in 
doing banking transaction, viewing account 
transaction, receiving transaction updates 
immediately, applying and using banking related 
products, fund transfers, profile update like 
change of phone/email id details etc. instantly, 
track of other accounts, e-payment and bill 
payment etc. by using PC or mobile devices. The 
different types of electronic banking are SMS 
banking, internet banking, Mobile banking, net 
banking, phone banking, ATM, e-payment etc. 
thereby giving convenience to customers to do 
banking transactions or view information or 
details etc. anytime or anywhere. Electronic 
banking is the latest in the series of technology 
wonders in the recent past, involving use of 
internet for delivery of products and services. 
Banks through internet has emerged as a strategic 
resource for achieving higher efficiency. Due to 
emergence of E-banking it saved customers in 
avoiding long queue, transport, cost, delays etc. 
and thereby creating banks more faster and 
efficient and providing more personalized 
services to the user customer.

Titrade Cristina et.al, 2008(4)Mentioned e-banking 
advances, focusing general attention on security 
risks, there could be large security gains. Banks are 
more benefitted when e-banking is increases 
customer satisfaction. Since due to that customers 
can access their accounts whenever and anywhere 
thereby creating relationship with banks.

Research Methodology and Analysis :
Objective :

To analyze the factors that influences the security 
system of e-banking services and also to evaluate 
customers’ satisfaction towards various factors of 
security system in e-banking services

Path Analysis :

The above path analysis is run on a sample of 422 
respondents to know the correlation and 
regression of independent variables with respect 
to satisfaction level regarding security on using 
E-Banking Services. Likewise the independent 

variables are accessibility, security awareness, 
reliability, cost effectiveness, responsiveness, 
service quality and technical improvement and 
the second dependent variables or mediator 
variables are service factors on security E-
Banking services.

Chi-Square Analysis

Table I. Chi- Square analysis towards E-Banking 
Services and Customer

 

Above table is run on sample of 422, to know the 
security awareness, uses of E-Banking services, 
reliability, service accessibility, security services, 
cost effectiveness, service response, service 
quality, customer satisfaction, technical 
improvement among the customers.

Null hypothesis H0 = There is no association 
among its customers towards e-banking services.

Alternate hypothesis Ha = There is an association 
among its customers towards e-banking services.

It is observed from the chi-square value the null 
hypothesis is rejected at 1% level of significance 
except for E-Banking security services. This 
shows a significant association between E-
Banking services and customers.

It is observed for E-Banking security services 
from the chi-square value is 0.615, p value is 
0.961. So the null hypothesis is accepted and not 
significance. It is found that there is no significant 
association between security systems in e-
banking services towards its customers.

Findings :

Service factors that influencing on security of e-
banking is significant with reliability and cost 
effectiveness of e-banking service. Technical 
factors of e-banking security services are 
significant with easy accessibility of security 
systems provided by the bankers, cost 
effectiveness of the services and system server 
responsiveness. Service quality of the e-banking 
security system is highly significant with 
technical factors and technical improvement 
activities done by the service provider banks.
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Satisfaction of customers towards e-banking 
security system is significant with service quality, 
technical  improvement act ivi t ies  and 
responsiveness of system server and easy 
accessibility of system. 

Suggestions :

• E-banking security system should be reliable 
with customers’ standards and their profile. It 
should alter based on their individual needs and 
expertise.

• E-banking security system should be easy 
accessible by ordinary person who have the 
customers of their bank, highly complicated 
system administration may lose their customers.

• E-banking security system should be 
affordable cost with respect to their security 
system. High cost may charge by the service 
provider bank, customers may shift their banking 
activities to other low cost providers.

• E-banking security system should be high 
speed responses, due to security issues, it may 
take more time to response, and customer may get 
irritation.

Recommended Solution for Secured E-
Banking Serices :

• Bio Metric to be incorporated for all E-
Banking services like face/Palm/finger/skin 
which reads via laser sensors

• To use laser sensors for one person entry and 
usage of ATM, and if more to rise alarm 
which is tracked to bank and police station 
and to block the ATM automatically more 
than 2mins.

• Instead of ATM Pin No. to use OTP PIN or 
alternative PIN no. (Different from ATM Pin 
No.) or Biometric recognition to be used for 
EDC/Card Swipe machine.

• To use sensors for detecting debit/ credit card 
details by waving of card or card display 
instead of swiping the card in EDC/Card 
swipe machine

• Registered mobile to mobile money transfer 
linked to respective bank account in secure 
way by entering mobile no., Biometric/pass 
code, security question and amount details

• Photo mandatory on the Debit/ credit card of 
the account holder

• Install anti-prevention software to protect 
from Malware/cyber attacks

• Unique identification on EDC machine and 

ATM machines and bank/gateway website

• Quality/surprise audit check at ATM and at 
vendor outlet/institutions using EDC 
machines and if the EDC machine and ATM 
is as per security measure to protect from 
malpractice etc.

Conclusion :

E-Banking services are one of the user friendly 
banking technologies for bank, Vendor / 
Merchant and customers. Many innovative 
features and banking services are being added 
and incorporated for electronic payment, 
transparency of transactions, online purchases, 
instant information about banking products etc. 
thereby moving towards digitization. But on the 
contrary there is a rise of cyber-crimes/ frauds/ 
threats and if banks, Vendor/merchant and 
customer adhere strictly the precautionary steps 
and security measures then surely even more 
major development/innovation will be taking 
place for advanced user friendly digitized E-
Banking services.
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Abstract :

Medical logistics Industry is the logistics of 
pharmaceuticals, medical and surgical supplies, 
medical devices and equipment, and other 
products needed to support hospital, health care 
unit and dental care providers. Logistics and 
supply chain management are far¬ reaching 
activities that have a major impact on a society’s 
standard of living. Logistics and Supply chain are 
important processes of an organization in the 
contemporary business world. For an 
organization to get the maximum advantage from 
those processes itis advised to use collaborative 
decision making among related parties 
throughout the supply chain. The objectives of 
Research paper is to examine the performance of 
supply chain management closely at each stage in 
the medical tourism services providers and also 
attempts to study the impact of supply chain 
practices on competitive position of a various 
medical tourism services providers. The results 
show that efforts in  selecting the right suppliers, 
improving the efficiency of operations and  
implementing the right quality practices have 
significant impact on the competitive position of 
the medical tourism services providers.

Keywords :  Supply Chain, E-Procurement, EDI 
transaction, Logistics strategy.

Introduction :

Medical tourism can be defined as travel across 
international borders with the purpose of availing 
medical treatment of some form, which may or 
may not be available in the travelers’ home 
country. This treatment may include a wide array 
of medical services; however, the most frequently 
availed services include dental care, cosmetic 
surgery, elective surgery, and treatment. Medical 
tourism is a growing sector in India and its 
becoming the 2nd medical tourism destination 
after Thailand. Chennai is regarded as "India's 
Health City" as it attracts 45% of health tourists 
visiting India and 40% of domestic health 
tourists. India’s medical tourism sector was 
Medical tourism has had a tremendous impact on 
the healthcare system. Globalization,  
communication revolution, and better logistic 
connectivity has allowed for patients to reach 

remote pockets of the world that offer necessary 
specialty services with excellence. Logistics and 
Supply Chain Management observes are usually 
used at operational, tactical and strategic levels in 
the manufacturing, automotive, healthcare and 
retail industries. These industries can be 
benefitted through the comprehensive and 
integrated practices of logistics and Supply chain 
management by delivering a consistently reliable 
and high quality service at the best costs. Some of 
the key logistics and Supply chain practices 
which impact the supply chain performance are 
related to estimation of customer needs, efficient 
and effective delivery, integration and 
collaboration throughout the supply chain, 
sharing of information and vision by using 
Information Communication Technology. 
Effective supply chain management has become 
a potentially valuable way of securing 
competitive advantage and improving 
organizational performance since competition is 
no longer between organizations, but among 
supply chains. This research conceptualizes and 
develops five dimensions of Supply chain 
practice such as strategic supplier partnership, 
customer relationship, level of information 
sharing, quality of information sharing, and 
postponement and tests the relationships between 
Supply chain practices, competitive advantage, 
and organizational performance. The objective of 
the study therefore is to determine the effect of 
logistics and supply chain management practices 
on quality of service delivery of both private and 
public health centers in the Chennai city by 
assessing the current logistics management 
practices and their challenges.

Literature of Review :

Koh et al (2012) indicate that supply chain 
include a set of activities undertaken in an 
organization to develop supply chain 
management effective. He  identified supply 
chain management practices in form of strategic 
supplier partnership, customer relationship, and 
information sharing, just-in-time supply, close 
partnership with suppliers, strategic planning SC 
benchmarking, e-procurement, close partnership 
with customers, holding safety stock and sub-
contracting.

Examining Medical Logistics and Supply Chain Management Performance 
: An Empirical Study on Medical Tourism Industry in Chennai City

A. Appu, Research Scholar, BSMED                                                               
Bharathiar University, Coimbatore

Dr. S. G. Balaji, Associate Professor,
MEASI Institute of Management,  Chennai                 
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Simatupang and Sridharan (2013) defined 
information sharing as the access to private data 
between business partners thus enabling them to 
monitor the progress of products and orders as 
they pass through various processes in the supply 
chain. They identified some of element that 
comprise information sharing, consisting data 
acquisition, processing, storage, presentation, 
retrieval, and broadcasting of demand and 
forecast data, inventory status and location, order 
status, cost-related data, and performance status.

Martin Christopher (2013) states that effective 
Supply chain management can be a major source 
of competitive advantage. Superiority over 
competitors in terms of customer performance 
may be achieved only through effective 
management of Supply chain management. He 
also states that the ingredients of success in the 
market place are numerous but it is based on the 
three ‘C’s— the triangular linkage of the 
companies, its customers and its competitors.

Lummus and Vokurka (2014) showed that supply 
chain as all activities involved in delivering 
products from raw material to customer, 
including sources of raw material and parts, 
manufacturing and assembly, warehousing and 
inventory tracking, order entry and order 
management, distribution across all channels, 
delivery to customers and information systems 
required to monitor all activity.

Need for the Study :

As today’s business competition is moving from 
among organizations to between supply chains 
partners, organizations are increasingly adopting 
supply chain management practices, in the hope 
for generating supply chain responsiveness and 
competitive advantage of the firm. By addressing 
supply chain management practices that 
contribute to supply chain responsiveness, will 
help the researcher better understand the scope 
and activities related to supply chain 
management that create enhanced level of supply 
chain responsiveness in competitive business 
marketplace. The purpose of this study to find out 
the effect of supply chain management practices 
such as strategic supplier partnership, customer 
relationship, information sharing and supply 
chain responsiveness. This study also 
investigates the effect of supply chain 
responsiveness in term of operation system 
responsiveness, supplier network responsiveness 
and competitive advantage of the firm.

Statement of the Problem :

Supply chain management is the management of 
upstream and downstream activities, resources, 
and relationships with suppliers and customers, 
which is required to deliver products or services. 
In theory, if supply chain management is done 
well, it contributes to growth of the particular 
company by giving it a competitive advantage 
through differentiation and lower costs. This 
study helps to measure supply chain management 
practices used by medical tourism service 
providers and identify factors affecting supply 
chain management performance. The study thus 
attempted to bridge the gap between SCM 
practices and organizational performance by 
evaluating the relationship between the SCM 
variables and the medical tourism service 
provider’s performance.

Objective of the Study :

• To assess the effectiveness of supply chain 
management carried out by medical tourism 
service providers in chennai city.

• To examine the relationship between SCM 
practices and organizational performance of 
medical tourism service providers.

• To understand the importance of supply 
chain management, logistics planning and 
implementation in the policy making of the 
medical tourism service providers.

• To identify factors affecting implementation 
of supply chain strategies at medical tourism 
service providers.

• To identify measures to be taken to improve 
supply chain management at medical 
tourism service providers.

• To find out the logistics strategic plan carried 
out by medical tourism service providers.

Scope of the Study :

This study will serve as a guideline to all 
stakeholders in the pharmaceuticals profession 
and health care industry in chennai city to 
establish supply chain management practices 
used by medical tourism service providers. The 
purpose of this study is to investigate the current 
situation and future prospects of logistics and 
SCM practices in health care industries .This 
study also provides a theoretical framework to 
understand the performance of the medical 
tourism industries and also argues that SCM and 
logistics will definitely help a firm to be 
competitive and successful.
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Research Methodology :

Research Design :

The research design used for the study is 
descriptive. The major purpose of using such a 
design is description of the state of affairs as it 
exists at present. 

Sampling Design - 

Population - The population of the study consists of 
the different medical tourism service providers like 
hospital, pharmacy companies, surgical supplier 
and health care units in chennai city. The sample 
size of the actual study consisted of 80 using the 
medical tourism services in in Chennai city.

Sampling Technique - Non-probability 
sampling method is adopted in this study. It refers 
to the technique where the probability of each 
cases being selected from the total population is 
known. The sampling technique used was 
judgement sampling where sample units are 
selected from special group of the clientele.

Data Collection Method - Data was collected 
only through primary source. Primary data was 
collected through questionnaires, which were 
administered through face-to-face interview of 
the clientele.

Data Analysis :

Reliability Test 

Reliability Statistics

Cronbach's Alpha N of Items

.968 33

Inference:

The Cronbach’s apha coefficient for 33 items is 
0.968 suggesting that the items have high level of 
internal consistency.

Chi Square Test :

Null hypothesis (Ho): There is no significant 
difference between the satisfaction level towards 
SCM & Logistics policy and size of the firm.

Alternate hypothesis (H1): There is significant 
difference between the satisfaction level towards 
SCM & Logistics policy and size of the firm.

Chi-Square Tests :
Value df Asymp. 

Sig. (2-sided)

Pearson Chi-Square 48.444a 8 .000

Likelihood Ratio 59.278 8 .000

Linear-by-Linear 5.447 1 .020
Association

N of Valid Cases 80

a. 10 cells (66.7%) have expected count less than 
5. The minimum expected count is 1.60.

Inference :

The Pearson chi square significant value is 0.000 
which is less than 0.05.  Hence Reject Null 
hypothesis. There is significant difference 
between the satisfaction level towards SCM & 
Logistics policy and size of the firm.

Mann - Whitney Test

Null hypothesis (Ho): There is no significant 
difference between the company managing 
supply chain and the sector type.

Alternate hypothesis (H1): There is significant 
difference between the company managing 
supply chain and the sector type.

Ranks

Sector Type N Mean Sum
Rank of Rank

How do you think is your Manufacturing 32 33.50 1072.00
Company Managing its Service 48 45.17 2168.00
Supply Chain in general

Total 80

Test Statisticsa

How do you think is 
your Company Managing 
its Supply Chain in general

  Mann-Whitney U 544.000

  Wilcoxon W 1072.000

  Z -2.274

  Asymp. Sig. (2-tailed) .023

a. Grouping Variable : Sector Type

Inference :

Since p-value = 0.023 = 0.05 = a, we reject the 
null hypothesis. At the a = 0.05 level of 
significance, there exists enough evidence to 
conclude that there is a difference between 
company managing supply chain and sector type.

One Way Anova Analysis :

Null hypothesis (H0): There is no significant 
difference between the logistics strategic plan of 
the company and their experience level.

Alternate hypothesis (H1): There is significant 
difference between the logistics strategic plan of 
the company and their experience level.

Anova

Does your company have a clear logistic plan
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Sum of df Mean F Sig.
Squares Square

Between Groups 3.200 3 1.067 5.067 .003
Within Groups 16.000 76 .211

Total 19.200 79

Inference :

Here p values is lesser than 0.05. So reject null 
hypothesis .There is difference between the 
logistics strategic plan of the company and their 
experience level.

Findings :

• The Cronbach’s alpha coefficient for 33 
items is 0.968 suggesting that the items have 
high level of internal consistency.

• Using the chi square Analysis it is found that 
the Pearson chi square significant value is 
0.000 which is less than 0.05.Hence Reject 
Null hypothesis. There is significant 
difference between the satisfaction level 
towards SCM & Logistics policy and size of 
the firm.

• Using Mann Whitney test it is found that 
there is a difference between company 
managing supply chain and the sector type.

• Using One Way Anova Analysis it is found 
that there is difference between the logistics 
strategic plan of the company and their 
experience level.

Suggestions :

• Supply Chain Practices of Medical tourism 
service provider should maintain an intimate 
relationship with their customers and 
Strategies such as effective ERP, RFID and 
E-Procurement to be implemented for 
improving the logistics function.

• Medical tourism service providers must 
strive hard to enhance their Supply Chain 
Performance through effective inventory 
control. Scientific techniques such as 
Economic Order Quantity and ABC 
Analysis etc should be implemented 
effectively to control inventory levels and 
minimize wastage. 

• Six Sigma, Just in Time, Poke yoke, Total 
Productivity Maintenance and other Quality 
Management techniques should be 
implemented by medical tourism service 
providers in order to improve the 
performance of supply chain management.

• In order to manage its supply chain in a better 
way, these industries have to focus on JIT 
supply system and use of external 
consultants for software development.

Conclusion :

In India the Medical tourism represents a key 
component of the fast-growing industry due to 
the rising demand of medical. Thus, it is 
important for healthcare to find way to improve 
its perceived organizational performance in order 
to deliver a quality service to the patients through 
effective supply chain management. We can 
conclude that many of the medical tourism 
service providers are not realizing the full 
potential of ineffective SCM and do not use 
advanced ideas like supply chain teams, EDI, 
information sharing etc. The effects of 
globalization have changed the expectation level 
of the customers. For the medical tourism service 
providers, it has become predominant to 
construct effective and integrated supply chain, 
as the customers are becoming more demanding 
in their requirement of services from the suppliers
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Abstract :

Social media marketing is a powerful online 
marketing tool, it is typically used to supplement 
other marketing methods rather than replace 
them. Social media was a completely new thing 
four years ago, many people did not know what 
social media was and the effect it would have on 
all in our lives. It was an exciting interactive 
medium which suddenly took the world by storm 
to such an extent that it became something that no 
business, small or large, local or global, could 
afford to ignore. Today, there are more than 1.28 
billion active users on Facebook alone, currently 
the world's most popular social network. Twitter, 
LinkedIn, Google+ and various other social 
media sites have hundreds of millions of active 
users as well .Social Media has relevance not 
only for regular internet users, but business as 
well. Social media marketing provides a low cost 
opportunity for businesses to reach large numbers 
of users and gain brand recognition. 

This Paper Focuses on the different method of 
sccial media marketing and its impact on 
consumer behaviour.

Keywords : Social Media, Marketing 
communication, Online marketing strategy.

Introduction : 

There are more trends that affected the marketing 
(communications) practices of companies,one of 
them is the spread of online applications which 
has great influence. SM, is a new application 
.After representing the SM notion, SM has a 
spreading influence on firms in many viewpoints. 
On the one hand, it reflects to the evolution of the 
way how and why users communicate with each 
other. SM is very interactive in nature, and users 
can easily share information with others on it. On 
the other hand, as a new media platform, SM 
enables the development of marketing 
communications opportunities. 

Literature Review :

To decide the objective of the research paper the 
following researches have been reviewed in the 
same field.  

• The  National Cancer Institute (2008), the 

effects of social media on society can be 
examined at the individual, organizational and 
community levels. Tobacco companies take 
advantage of the multi-level construct by 
optimizing their ability to use social media to 
influence the beliefs, knowledge and attitude of 
the individual, thereby shaping the structure of 
mass media at the organizational level and the 
environment at the community level.Concerns 
arise when tobacco companies take advantage of 
social media to create websites and blogs for 
consumers to post videos, design advertisements 
and comment on, as it is duly noted by marketers 
that the brands that are the most successful are the 
ones that engage the consumers the most 
(Freeman & Chapman, 2011). Companies have 
since discovered that traditional forms of 
advertisement such as television programs and 
commercials are having less impact on 
consumers.

• According to David Penn (2006), the 
previous rational models of 4 advertisement have 
been abandoned as the important brand response 
of the modern consumer is unconscious and 
emotional.Social media marketing is a new 
marketing strategy which almost every business 
is adopting to reach their consumers on the virtual 
networks. If you have an idea and you want it to 
reach millions, at a very little cost, then social 
media is the only way-out. Entertainment 
companies were the first to adopt the social media 
as a promotional tool. 

• Weinberg (2009) has defined social media 
marketing as the process that empowers 
individuals to promote their websites, products, 
or services through online social channels and tap 
into a much larger community that may not have 
been available via traditional channels. So if we 
keep it simple, social media marketing is the 
process where organizations use social media 
websites to build rush on their company official 
websites. It does not stop here but organizations 
also inform the potential customers of 
happenings in the organization, launch of the new 
model or product and latest news about the 
organization through social media applications. 

• Gordhamer (2009) has related social media 
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marketing to the relationship marketing where 
firms need to shift from “trying to sell” to 
“making connections” with the consumers. This 
explanations of social media marketing takes us 
to the other side of marketing, where building 
relations with the potential consumers is the key 
to repeated purchases and enhanced brand 
loyalty. 

• According to (Jan & Khan, 2014) Social 
Media is an innovative tool that organizations use 
for creating a very strong public relation with the 
customers on the virtual networks. Maintaining 
public relations through social media has become 
easy because a large number of potential 
consumers are available on the virtual networks. 
And making connection with consumers using 
social media is only some clicks away. Today?s 
customers are more powerful and busy; therefore, 
companies should be reachable and available in 
every social media communication channel such 
as Face book, Twitter, Blogs, Forums at any time  
Exploiting the opportunities provided by the 
social media communication channels is 
important for every organization.

Objectives of the Study :

• To differentiate between social media 
marketing and Traditional Media

• To analyze different method of social media 
marketing .

• To evaluate the impact of social media 
marketing on consumer behaviour in India

Research Methodology :

Descriptive Research - This Paper describes 
different method of social media marketing.

Diagnostic Research - The Paper analyses the the 
impact of social media marketing on consumer 
behaviour in India.

Secondary Databased - Information is collected 
from publisdhed secondary sources and websites.

Social media is based upon the interconnected 
elements social interaction,content, and 
communication media .Social media has created 
a new landscape in supporting the socialization of 
information , as a result it has facilitated and 
enhanced communication flow by making it 
easier and to more people, and to spread useful 
information with potentially vast online 
audiences  in which the conversation may be 
taken place on media locally but lead to a global 
impact .

Social media describes the powerful new ways 
individuals are engaging with content on the 
Internet, and vice versa; that is, as many have . 
Social media is user centric in which it 
emphasizes and facilitates the process of 
creating, commenting, editing and sharing. 

The appearance of SM has decreased the control 
over content, timing, frequency and the medium. 
Companies have less power to affect consumer 
choices, because there exist many SM platforms, 
which are totally independent of the producing 
organization or of its agents. These platforms 
develop consumers’ ability to communicate with 
each another. The generated conversations 
involve the following consequence for firms: a 
large number of information is announced by SM 
forums about their products and services among 
individuals,and they have to learn the way of 
reacting to these discussions. sources and  
websites.

Difference between Traditional  Marketing 
and Social Media Marketing :

The Table 1 shows the main distinctions between 
traditional and SM, including second’s instantly 
updateable feature and its ability to reach an 
infinite amount of people. With SM, companies 
have a wider perspective for listening and talking 
to their customers, making them enthusiastic, let 
them help each other and work together to 
enhance products and services  Consequently, 
marketing managers can not control information 
spread through SM, but they have the ability to 
monitor and “shape the discussion”.

Table 1. Traditional vs. Social Media
Traditional Media Social Media

Fixed, unchangeable Instantly updateable

Commentary limited Unlimited real-time commentary

and not real time

Limited, time-delayed Instant popularity gauge

best-seller lists

Archives poorly accessible Archives accessible

Limited media mix All media can be mixed

Committee publishers Individual publishers

Finite Infinite

Sharing not encouraged Sharing and participation encouraged

Control Freedom

(Parsons, 2011)

(Freeman & Chapman, 2011).

Advantages of using Social Media :

Social media marketing has many advantages:

• Broad reach - Social media can reach 
millions of people all around the world

• Ability to target particular groups - Many 
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forms of social media (e.g. Facebook, 
twitter, instagram) allow businesses to target 
specific groups, often in particular locations

• Free or low-cost - Many forms of social 
media are free for business, and paid options 
are usually low-cost

• Personal - Social media allow  to 
communicate on a personal basis with 
individual customers and groups

• Fast - Social media can quickly distribute 
information to many people

• Easy - Social media don't need high-level 
skills or computer equipment to participate 
in social media. The average person with a 
standard computer should have no difficulty.

Risks of using Social Media

Marketing through social media also has its risks. 
These include :

• Wasted time and money for little or no 
tangible return

• The rapid spread of the wrong kind of 
information about the business (e.g. 
incorrect information accidentally posted by 
the company , negative reviews posted by 
others)

• Legal problems if the company don't follow 
privacy legislation and the laws regarding spam, 
copyright and other online issues.

Key Social Mdia Services :

Different types of social media are good for 
different marketing activities. The key social 
media services are :

• Facebook - A social networking site that 
allows you to have conversations with 
customers, post photos and videos, promote 
special offers, and more.

• Twitter -  'Micro-blogging' service that 
allows you to send and receive short 
messages from customers and potential 
customers.

• YouTube - An online video-hosting service 
that lets people share their videos

• Blogs - internet sites that contain a series of 
entries or 'posts' about topics of interest to the 
author, much like an online 'diary'.

• Coupon sites - Websites that offer discount 
coupons for goods, services and events

• Online photo - sharing services - Websites 

that allow users to store, organise and share 
their photo collections.

• Location-based Marketing Sites - 
Websites that deliver targeted marketing 
messages to customers in particular 
locations, through mobile devices such as 
smartphones and tablets.

• Customer Review Sites - Websites that 
feature customer reviews of goods and 
services.

• Increased Brand Awareness

• Social media is one of the most cost-efficient 
digital marketing methods used to syndicate 
content and increase the business’ visibility. 
Implementing a social media strategy will 
greatly increase the brand recognition since 
you will be engaging with a broad audience 
of consumers. 

• More Inbound Traffic

Without marketing the business on social media, 
the inbound traffic is limited to the usual 
customers. The people familiar with the brand are 
likely searching for the same keywords are 
already rank for. Without utilizing social media as 
part of the marketing strategy, you’ll have much 
more difficulty reaching anyone outside of the 
loyal customer circle.

Every social media profile you add to the 
marketing mix is a gateway to the website, and 
every piece of content you post is another 
opportunity to acquire a new customer. Social 
media is a melting pot of different types of people 
with varying backgrounds and behaviors. With 
different people come different needs and 
different ways of thinking. 

Syndicating the content on as many platforms as 
possible allows these individuals to organically 
reach the business. For instance, perhaps 
someone in an older demographic of consumers 
will search for the website using a particular 
keyword on Facebook, but a millennial could 
begin their search by using a different social 
media platform entirely, because they search for 
products totally differently. By marketing on 
social media you can effectively open the 
business to a wider variety of versatile consumers 
all over the world. 

•  Improved Search Engine Rankings

Although posting on social media might get the 
business some site traffic, more effort than that is 
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required to see significant success. Search engine 
optimization is very important for achieving 
higher page rankings and obtaining traffic to the 
business website. While social media doesn’t 
directly increase search engine rankings, Social 
Media Examiner states that more than 58% of 
marketers who have been using social media for 
one year or longer still see improved search 
engine rankings. Being able to rank in the top 
positions for the keywords will revolutionize the 
traffic and continue to generate positive results 
for the business.

The best chance of ranking better through social 
media, create high quality content that integrates 
the targeted keywords. Content such as blogs, 
infographics, case studies, business information, 
and employee photos will make the business’s 
social media profile intriguing and credible. Once 
you begin posting quality content, you’ll begin to 
build a social media community where followers 
will "like" and "share" the content. Most 
importantly, it gives you more opportunities to 
get in front of industry influencers who will write 
about the business and provide links back – which 
will help to directly increase search engine 
rankings. 

• Higher Conversion Rates

With increased visibility, the business gains more 
opportunities for conversion. Every blog post, 
image, video, or comment may lead viewers to 
the company’s website and increase traffic. 
Social media marketing allows the business to 
give a positive impression through a 
humanization factor. When brands are interactive 
by sharing content, commenting, and posting 
statuses on social media, it personifies a brand. 
People prefer to do business with other people, 
rather than companies. 

Over 51% of marketers claimed that taking the 
time to develop relationships with consumers 
showed positive results in sales. The better 
impression you make on a visitor, the more likely 
they are to think of the business when the need for 
the product or services arises.

Studies have also shown that social media has a 
100% higher lead-to-close rate than outbound 
marketing. When a brand is interactive online, 
consumers who follow the brand’s accounts often 
begin to more completely trust the credibility of 
the business.

People use social media platforms to stay 

connected to their friends, family, and 
communities. Since people are already talking, 
why not throw the brand into the mix? More 
likely than not, they’ll mention the brand to a 
friend when the products or services are needed, 
overall providing the business with social proof 
of its quality. As reported by Social Media 
Examiner, about 66% of marketers saw lead 
generation benefits by using social media 
platforms at least 6 hours per week. Putting the 
brand in an atmosphere where people are sharing, 
liking, and talking, can only improve the 
conversion rates on the existing traffic. 

• Better Customer Satisfaction

Social media is a networking and communication 
platform. Creating a voice for the company 
through these platforms is important in 
humanizing the company. Customers appreciate 
knowing that when they post comments on the 
pages, they will receive a personalized response 
rather than an automated message. Being able to 
acknowledge each comment shows that you are 
attentive of the visitors’ needs and aim to provide 
the best experience.

Every customer interaction on the business’s 
social media accounts is an opportunity to 
publicly demonstrate the compassion for the 
customers. Whether an individual has a question 
or a complaint, social media allows you to 
address the matter using interpersonal dialogue. 
A brand devoted to customer satisfaction that 
takes the time to compose personal messages will 
inherently be viewed in a positive light, even if 
responding to a customer complaint.

• Improved Brand Loyalty

One of the main goals of almost all businesses is 
developing a loyal customer base. Considering 
that customer satisfaction and brand loyalty 
typically go hand in hand, it is important to 
regularly engage with consumers and begin 
developing a bond with them. Social media is not 
just limited to introducing the brand’s products 
and promotional campaigns. Customers see these 
platforms as a service channel where they can 
communicate directly with the business. 

The millennial generation is known for being the 
most brand loyal customers of all. Born between 
the early 1980’s and the early 2000’s, millennials 
are the largest generation in  history -– and will 
soon completely consume the market. 
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•  More Brand Authority

Customer satisfaction and brand loyalty both 
play a part in making the business more 
authoritative, but it all comes down to 
communication. When consumers see the 
company posting on social media, especially 
replying to customers and posting original 
content, it makes you appear more credible. 
Regularly interacting with customers 
demonstrates that the business cares about 
customer satisfaction, and is available to answer 
any questions that they might have. Satisfied 
customers are eager to spread the word about a 
great product or service and they usually turn to 
social media to express their opinion. 

• Cost-Effective

Social media marketing is possibly the most cost-
efficient part of an advertising strategy. Signing 
up and creating a profile is free for almost all 
social networking platforms, and any paid 
promotions the investment in are a relatively low 
cost compared to other marketing tactics. Being 
cost-effective is such an advantage because it 
givesa greater return on investment and retain a 
bigger budget for other marketing and business 
expenses. 

• Gain Marketplace Insights

One of the most valuable advantages of social 
media is marketplace insight.It is better way to 
know the thoughts and needs of the consumers 
than by directly talking to them By monitoring 
the activity on the profiles,, We can see customer’ 
interests and opinions that  might not otherwise 
be aware of if the business didn’t have a social 
media presence. 

Using social media as a complementary research 
tool can help gain information that will aid  in 
understanding the industry. Once we gain a large 
following, we can use additional tools to analyze 
the demographics of the consumers. Another 
insightful aspect of social media marketing is the 
ability to segment the content syndication lists 
based on topic, and identify which types of 
content generate the most impressions. These 
tools give you the ability to measure conversions 
based on posts on various social media platforms 
to find the perfect combination for generating 
revenue.

•   Thought Leadership

Posting insightful and well-written content on the 

social media is a great way to become an expert 
and leader in the field. There is no one way to 
become a thought leader – it requires work that 
can be supported by online networking tools. To 
establish theself as an expert, be sure to utilize 
social media platforms and build the presence. Be 
communicative, connect with the audience, share 
content, and promote the authority. When the 
social media campaign is aligned with other 
marketing efforts, the skills will be highlighted 
and followers will look up to the company. Being 
able to directly connect with the customers 
creates a relationship that they will value, 
allowing the company to become a notable 
influencer in the field. 

• Gain Valuable Customer Insights

Social media generates a huge amount of data 
about the customers in real time. Every day there 
are over 500 million Tweets, 4.5 billion Likes on 
Facebook, and 95 million photos and videos 
uploaded to Instagram. Behind these staggering 
numbers is a wealth of information about the 
customers—who they are, what they like, and 
how they feel about the brand.

Through daily active engagement and social 
listening, the company  can gather relevant 
customer data and use that information to make 
smarter business decisions. With Hootsuite 
Insights, for example, the company  can gather 
information across all the social networks in real 
time—allowing the company  to gauge customer 
sentiment, find the conversations happening 
around the brand, and run real-time reports.

• Run targeted ads with real-time results

Social ads are an inexpensive way to promote the 
business and distribute content. They also offer 
powerful targeting options so that the company  
can reach the right audience. For example, if you 
run an ad campaign on LinkedIn, the company 
can segment by things like location, company, job 
title, gender, and age—the list goes on. If you’re 
running a Facebook ad, the company  can target 
based on location, demographics, interests, 
behaviors, and connections. It can track and 
measure the performance of the social ads in real 
time.

• Generate higher converting leads

Social media increases sales and customer 
retention through regular interaction and timely 
customer service. In the 2015 Sales Best 
Practices Study from research institute MHI 
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Global, world-class companies rated social 
media as the most effective way to identify key 
decision makers and new business opportunities. 
In the State of Social Selling in 2015, nearly 75 
percent of companies that engaged in selling on 
social media reported an increase in sales in 12 
months.

• Provide rich customer experiences

Even if the company is not on social media, most 
of the customers expect you to be. Over 67 
percent of consumers now go to social media for 
customer service. They expect fast response 
times and 24/7 support—and companies that 
deliver win out.

• Geotarget content

Geo-targeting is an effective way to send the 
message out to a specific audience based on their 
location. Social networks like Facebook and 
Twitter have tools that allow the company to 
communicate the right kind of content to the 
audience. 

• Build relationships

Social media isn’t about blasting the company’s 
sales pitch on social, it’s a two-way channel 
where the company has the opportunity to enrich 
relationships with the customers. Social media 
allows tourism brands to create dialogue with 
travellers, therefore creating relationships with 
customers before, during, and after they have 
booked a trip with the company. This kind of 
social media dialogue between brands and 
customers is something traditional advertising 
cannot achieve.

• Get started on social to grow the business

Social media has a treasure trove of benefits to 
help the company  grow the business. By using it 
to learn more about the customers, engage with 
the audience, and extend the brand reach

Conclusion :

C o n s u m e r s  a r e  h i g h l y  s e l e c t i v e  i n  
attending,process, and selecting the information 
before a purchase takes place. Information 
exposure is highly selective in the initial stage of 
information, because consumers have the 
selections of information source, in which 
determinates the type of information that 
consumer will be exposed to. TheTo be noted, 
personal attitude is a crucial factor which 
underlines during the course of information 

acquisition and evaluation. As a result, not ony 
judgments regarding products or services are 
presumably based, but also it is an vital 
determinant of the information consumers will 
seek out, in which it eventually affects the extent 
of the information reception. 

This principle feature of social media has created 
a new landscape in supporting the socialization of 
information, and has forced marketers to give up 
the old mindset in dealing with mass media 
marketing. Social media, consumers are able to 
access to customer experiences and word of 
mouth, in which supasses the marketing and 
advertising mumbo-jumbo or polished slogans. 
In other words, marketing via social media is 
more about creating high-quality contents that 
are consumer relevant instead of being a brash 
product placement. Moreover, marketing 
through social media focuses on building 
relationships between consumers and companies. 
The position of the consumer in the new 
marketing approach is the centralized gravity, 
because consumers are empowered.
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'kks/k lkjka’k %

bUnkSj uxj e/;izns’k vkSj NRrhlx<+ dk lcls cM+k 
uxj gS ftlus fiNys nks n’kdksa esa viuh rhoz o`f) ds 
QyLo:i egkuxj dk :i /kkj.k dj fy;k gSA  
ftlls uxj dh bl rhoz o`f) us viuh lhek ds ckgj 
fLFkr xzkeh.k {ks= dks fuxy fy;k gSA dkj.k ;g gS fd 
bUnkSj uxj esa uxjhdj.k dh rhoz o`f) us uxj lhek 
ls tqM+s xzkeh.k mikar {ks= dh tukafddh ,oa LFkkfud 
rF;ksa dks cgqr izHkkfor fd;k gSA vr% izLrqr v/;;u 
esa bUnkSj uxj ds uxjh; mikar {ks= esa o"kZ 1991&2011 
dsss nkSjku fyaxkuqikr izfr:i es ifjorZu dk fo’ys"k.k 
fd;k x;k gS A  orZeku 2011 ds vuqlkj bUnkSj uxj 
dk dqy fyxakuqikr 912 gS] tcfd lehiLr xzkeh.k 
{ks= dk fyaxkuqikr 944 gSA bUnkSj uxj ds xzkeh.k 
mikar {ks= esa fyaxkuqikr uxj ds lehi de ,oa uxj 
ls nwjh c<us rFkk eq[; lM+dks ds lgkjs fLFkr xzkekas es 
vf/kd ik;k tkrk gSA ftldk izeq[k dkj.k rhoz 
ifjogu dh lqfo/kk rFkk vf/kd lEc)rk o 
vfHkxE;rk dk ^mPp* gksuk gS QyLo:i bUnkSj uxj 
ls rFkk izeq[k lM+d  ekxksZa ls nwjh c<+us ds lkFk 
fyaxkuqikr es deh ik;h xbZ gSA

eq[; 'kCn % uxjhdj.k] vfHkxE;rk] fyaxkuqikr] 
uxjh;&xzkeh.k mikar vkSj izfr’kr ifjoZru A

ifjp; %

fyxa kuiq kr ls rkRi;Z fdlh tul[a ;k ea s lHkh vk;q oxka Zs
ds dyq  i:q "kka s o fL=;ka s dk vuiq kr gAS  fyxa kuiq kr fdlh 
inz ’s k dh lkekftd ,oa vkfFkdZ  n’kkvka s dk lpw d gkrs k 
gAS  rFkk lekt ds thou eYw ;ka s vkjS  :ika s dks iHz kkfor 
djrk gAS  fdlh Hkh {k=s  dh tul[a ;k ea s jkts xkj rFkk 
lla k/ku miHkkxs  ifz r:i lkekftd vko’;drk,¡ vkjS  
mldh eukos KS kfud fo’k"s krkvka s dks le>us ea s
fyxa kuiq kr dk v/;;u mi;kxs h gkrs k gAS  fL=;ka s dh 

l[a ;k fdlh jk"Vª dh dk;’Z khy tul[a ;k dk vueq ku 
yxk;k tkrk gAS  ;fn fdlh n’s k ea s fL=;k¡ mRiknu dk;Z 
ea s lya Xu ga S rks ifz r O;fDr vk; ea s of̀/n gkrs h gAS  blh 
idz kj tgk¡ fL=;ka s dh l[a ;k i:q "kka s ls vf/kd gS ogk¡ 
tul[a ;k of̀/n nj vf/kd ik;s tkus dh lHa kkouk jgrh 
gAS  blds foijhr fL=;ka s dh l[a ;k de gkus s ij 
lkekftd cjq kb;Z ka s dks c<k+ ok feyrk gS A  i:q "k ,oa 
fL=;ka s ds vuiq kr dk iHz kko fookg] tUe] rFkk eR̀;q nj 
ij iMr+ k gAS  fdlh LFkku ij ;fn tUe vkjS  eR̀;q nj 
nkus ka s mPp ga S rks fyxa kuiq kr ikz ;% lra fq yr feyrk gS A

fyax vlarqyu gsrq mRrjnk;h dkjdksa esa LFkkukaarj.k ] 
;q/n] O;olk; rFkk lekt esa fL=;ksa dh fLFkfr izeq[k 
gSA vYi fodflr ns’kksa esa fL=;ksa ds ux.; lkekftd 
egRo ds dkj.k fyaxkuqikr mPp feyrk gS D;ksafd ogka 
dkQh fL=;ksa dh e`R;q gks tkrh gSA nh?kZ vof/k rd 
;q/n djus okys ns’kksa esa ;qok iq:"kksa esa e`R;q Øe rhoz 
ik;k tkrk gS] ftlds dkj.k fyaxkuqikr fuEu gks tkrk 
gSA tula[;k LFkkukarj.k ds QyLo:i ftu izns’kksa esa 
ls izotu gksrk gS muesa fyaxkuqikr mPp gks tkrk gS] 
rFkk blds foijhr tgka ls tula[;k dk vkoztu gks 
jgk gS ogk¡ ij fyaxkuqikr de gks tkrk gSA m|ksx] 
mR[kuu rFkk ydM+h m|ksx esa ;qok ,oa vfookfgr 
iq:"kksa dh la[;k vf/kd feyrh gS tcfd jktuSfrd] 
okf.kfT;d rFkk vU; lsok,¡ iznku djus okys uxj 
vf/kd L=h tula[;k dks vkdf"kZr djrs gSa A

ÝSadfyu ds vuqlkj % 

^^fyaxkuqikr fdlh {ks= dh vFkZO;oLFkk dk ,d lwpd 
gS rFkk izknsf'kd fo'ys"k.k ds fy, ykHknk;d ;a= gSA^^  
gekjs Hkkjr ns'k esa izfr 1000 iq:"kksa ij fL=;ksa dh 
la[;k dks fyxkauqikr dgk tkrk gSA  

v/;;u {ks= %

izns’k ds if’peh Hkkx esa ekyok iBkj ij fLFkr bankSj 

bUnkSj&uxj ds xzkeh.k mikUr {ks= ds fyaxkuqikr izfr:i esa ifjorZu
ftrsUnz jkor] 'kks/kkFkhZ
ekrk thtkckbZ 'kk- dU;k Luk- egkfo|ky;] bUnkSj
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ftyk —f"k m|ksx] mPp f’k{kk ds lkFk&lkFk 
O;kikj&O;olk; dk dsUnz gSA

0 0;gk¡ HkkSxksfyd :i ls 2225^ mŸkj ls 2305^ mŸkjh 
0 0v{kka’k rFkk 7525^ iwoZ ls 7615^ iwohZ ns’kkUrj ds chp 

fLFkr gSA bldk HkkSxksfyd {ks=Qy 3830-6 oxZ fdeh- 
gS rFkk bldh leqnzry ls lkekU; Å¡pkbZ 553 ehVj 
gSA ftys ds mŸkj esa mTtSu] nf{k.k esa [kjxksu] iwoZ esa 
nsokl rFkk if’pe esa /kkj ftyk fLFkr gSA bankSj ftys 
dh lhek,¡ rhuksa vksj ls ufn;ksa }kjk lhekafdr 
izk—frd lhek,¡ gSa ;Fkk iwoZ esa f{kizk unh] if’pe esa 
pEcy unh rFkk nf{k.k esa dje vkSj pksjy ufn;ksa }kjk 
fu/kkZfjr gS] tcfd mRrjh lhek —f=e gSA 

bUnkSj ftys dk izeq[k uxj gS] blds pkjksa vksj bldk 

mikUr {ks= QSyk gqvk gSA uxj ls 35 fdyksehVj nwjh 
rd ds {ks= dks bUnkSj uxj ds mikUr {ks= esa lfEefyr 
fd;k x;k gSA o"kZ 2013 esa uxj ds mikUr {ks= esa uxj 
dh lhek ls lVs 13 xzkeksa dks uxjh; {ks= esa lfEefyr 
dj fy;k x;k gSA vr% izLrqr v/;;u {ks= 'ks"k 280 
xzkeksa dks xzkeh.k mikUr {ks= ds fy, fy;k x;k gSA                                

 bUnkSj ftys dk izeq[k uxj gS] blds pkjksa vksj bldk 
mikUr {ks= QSyk gqvk gSA uxj ls 35 fdyksehVj nwjh 
rd ds {ks= dks bUnkSj uxj ds mikUr {ks= esa lfEefyr 
fd;k x;k gSA o"kZ 2013 esa uxj ds mikUr {ks= esa uxj 
dh lhek ls lVs 13 xzkeksa dks uxjh; {ks= esa lfEefyr 
dj fy;k x;k gSA vr% izLrqr v/;;u {ks= 'ks"k 280 
xzkeksa dks xzkeh.k mikUr {ks= ds fy, fy;k x;k gS A  
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'kks/k leL;k %

bUnkSj uxj esa fiNys nks n'kdksa ds nkSjku uxjhdj.k 
dh rhoz o`f) us uxj dh lhek ls tqM+s xzkeh.k mikUr 
{ks= dks fdl :i ls izHkkfor fd;k gSA D;k ;g 
:ikUrj.k lHkh fn'kkvksa vkSj nwfj;ksa esa leku :i ls 
gqvk gSA bl :ikUrj.k ds dkSu ls dkjd gSa] bldh 
izfØ;k D;k jgh gS rFkk bldk Hkkoh Lo:i ,oa izHkko 
D;k gks ldrs gSa \

v/;;u ds mís'; %

uxjhdj.k ds mikUr {ks= ij izHkko dks tkuus ds fy;s 
rhu mís';ksa ds vk/kkj ij v/;;u fd;k x;k gS %

;g o"kZ 1991 ls 2011 ds nkSjku fyaxkuqikr esa izfr'kr 
ifjorZu xzkeksa ij vk/kkfjr gS A

¼1½ bUnkSj uxj ds uxjh; mikUr ds xzkeh.k {ks= ls 
fyaxkuqikr dk v/;;u djukA 

¼2½ L=h&iq:"k vuqikr dk LFkkfud forj.k Kkr 
djukA 

¼3½ Lo;a }kjk izkFkfed loZs{k.k ds vk/kkj ij 
tkudkjh ,df=r djukA 

vk¡dMksa ds izdkj ,oa L=ksr %

v/;;u esa f}rh;d vkSj izkFkfed nksuksa gh L=ksrksa ls 
vk¡dM+ksa dk laxzg.k fd;k x;k gSA f}rh;d vk¡dM+s 
ftyk tux.kuk iqfLrdk o"kZ 2011 ls izkIr fd;s x;sA 
izkFkfed vk¡dM+ksa dk p;u izfrp;u fof/k ls p;fur 
12 xzkeksa dk /kjkryh; losZ{k.k dj iz'ukoyh ,oa xzke 
voyksdu ds ek/;e ls fd;k x;k A

fyaxkuqikr dh x.kuk fuEu lw= ds vk/kkj ij dh xbZ %

lw= % 
   fL=;k¡ 

fyaxkuqikr ¾ -------------------------------------   X  1000
    iq:"k 

tcfd] xzkeokj izkIr vk¡dM+ksa ds fyaxkuqikr dk 
oxhZdj.k prqFkZad fopyu ds vk/kkj ij fd;k x;k gSA 

rkfydk  Øa- 1 
bUnkSj ftys dk fyaxkuqikr 

fyaxkuqikr      o"kZ izfr'kr ifjorZu 
¼1991&2011½

1991 2011 

dqy fyaxkuqikr 906 928 2-4 
bUnkSj uxj {ks= 900 912 1-3 
bUnkSj xzkeh.k {ks= 919 944 2-7

L=ksr %& e- iz- ftyk tux.kuk iqfLrdk 2011] bUnkSj ¼e- iz-½ 

mi;ZqDr rkfydk ls ;g Li"V gksrk gS fd] lEiw.kZ 
bUnkSj ftys ds fyaxkuqikr esa o"kZ 1991 ls o"kZ 2011 ds 
chp 20 o"kkZsa ds nkSjku 2-4 izfr'kr dh o`f) gqbZ gSA 
ijUrq] foLr`r v/;;u ls ;g Li"V gksrk gS fd] bUnkSj 
uxj dh rqyuk esa xzkeh.k {ks= esa izfr 1000 fL=;ksa ij 
iq:"kksa dh la[;k esa vf/kd o`f) gqbZ gSA vFkkZr~ 
vizokfl;ksa us eg¡xs 'kgj ds ctk; lLrs xzkeh.k {ks= esa 
fuokl djuk vf/kd mfpr le>k gSA 

rkfydk & 2
bUnkSj&uxj ds mikUr {ks= esa fyaxkuqikr esa 
izfr'kr ifjorZu 

prqFkZd ek/; izfr'kr lfEefyr xzkeksa dh 
la[;k o"kZ ¼1991&2011½ 

vfr mPp ifjorZu $ 30% ls vf/kd 08 
mPp ifjorZu $ 10% ls $ 30% 45 
e/;e ifjorZu $ 3% ls $ 10% 82 
fuEu ifjorZu $ 3% $ 1% 26 
_.kkRed ifjorZu $ 1% ls de 119

fo'ys"k.k %

bUnkSj uxj ds 280 xzkeksa ds fy, mikUr {ks= esa prqFkZd 
ek/; dk mi;ksx fd;k x;k gS] ftldk fo'ys"k.k fuEu 
vuqlkj gS %

1-½ vfr mPp ifjorZu dk {ks= % ¼$ 30% ls vf/kd½ &

bl oxZ esa uxj ds xzkeh.k mikUr {ks= ds 8 xzke 
'kkgnso ¼37-83 izfr'kr½] u;kiqjk ¼38-87 izfr'kr½] 
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vkxjk ¼50-02 izfr'kr½] ckbZ ¼52-05 izfr'kr½] 
fpdfV;k ¼52-81 izfr'kr½] ylqfM+;k vuar ¼61-51 
izfr'kr½ lkgw[ksM+h ¼83-02 izfr'kr½ vkSj dsofM+;k ¼104-
08 izfr'kr½ vkrs gSa A ;s lHkh xzke eq[; lM+d ekxkZsa 
ij fLFkr gSa A  vr% uxjhdj.k ls vf/kd izHkkfor gSa A

uxjhdj.k dk ;g izHkko izfr 1000 fL=;ksa ij iq:"kksa 
dh la[;k ds vuqikr esa fn[kkrk gSA mYys[kuh; gS fd] 
;g ifjorZu dk {ks= o"kZ 1991 esa Hkh vf/kd ySafxd 
o`f) okyk {ks= jgk gksxkA vkSj fQj Hkh vizokfl;ksa 
iq:"kksa dh la[;k esa o`f) ds dkj.k ySafxd vuqikr esa 31 
izfr'kr dh o`f) dks n'kkZrk gSA 

xzke lkgw[ksM+h esa Lo;a }kjk loZs{k.k ds vk/kkj ij ik;k 
x;k fd] fL=;ksa dh rqyuk esa iq:"kksa dh tula[;k esa 
o"kZ 1991 ls o"kZ 2011 ds nkSjku 80 izfr'kr ls vf/kd 
¼83-20 izfr'kr½ o`f) gqbZ gSA 

¼2½ mPp ifjorZu dk {ks= ¼$ 10% ls $ 30%½ & 

bl oxZ esa uxj ds xzkeh.k mikUr {ks= ds 45 xzke vkrs 
gSaA ;s lHkh xzke eq[; lM+d ls tqM+h vU; vkUrfjd 
lM+dksa ds lgkjs fLFkr gSa] tks fdlh u fdlh :i ls 
uxj dks ifjogu ds ek/;e ls vius xUrO; LFkku rd 
igq¡pkrs gSaA bl oxZ esa izfr 1000 fL=;ksa ij iq:"kksa dh 
la[;k esa 10-30 izfr'kr rd ifjorZu ik;k x;k gSA 
xzke ekpyk vkSj uSuksn esa Lo;a }kjk loZs{k.k ds vk/kkj 
ij ik;k x;k fd bu xzkeksa esa fL=;ksa dh rqyuk esa 
iq:"kksa dh tula[;k esa $10 izfr'kr ls vf/kd dh o`f) 
gqbZ gSA 

¼3½ e/;e ifjorZu dk {ks= % ¼$ 3% ls $ 10%½ & 

bl oxZ esa uxj ds xzkeh.k mikUr {ks= esa lokZf/kd 82 
xzke vkrs gSaA ;s xzke uxj ds lehi ds vkSj uxj ls nwj 
eq[; lM+d ekxkZsa vkSj vU; lM+d ekxkZsa ds lgkjs fLFkr 
gSa] tks uxjhdj.k ls izHkkfor gksrs gSaA bu xzkeksa dk 
ifjogu ds lgkjs fdlh u fdlh :i ls uxj ls tqM+s 
gksus ds dkj.k izfr 1000 fL=;ksa ij iq:"kksa dh la[;k esa 
$3 izfr'kr ls $10 izfr'kr rd ifjorZu ik;k x;k 
gSA xzke fiify;k dqekj vkSj ikyk[ksM+h eas Lo;a ds }kj 
loZs{k.k ds vk/kkj ij ik;k x;k fd fL=;ksa dh rqyuk esa 
iq:"kksa dh tula[;k esa $ 3 izfr'kr ls vf/kd dh o`f) 
gqbZ gSA  

¼4½ fuEu ifjorZu dk {ks= ¼$ 1% ls $ 3%½ &

bl oxZ esa uxj ds xzkeh.k mikUr {ks= ds 26 xzke vkrs 
gSaA ;s lHkh xzke uxj ds pkjksa vksj ls QSys gSa vkSj uxj 
ls nwj dgha u dgha vkUrfjd Hkkx esa fLFkr xzke gSaA tks 
eq[; lM+d ls tqM+h vkUrfjd lM+dksa ds ek/;e ls 
uxj rd igq¡prs gSaA xzke iVok[ksM+h esa Lo;a ds }kjk 

loZs{k.k ds vk/kkj ij ik;k x;k fd fL=;ksa dh rqyuk esa 
iq:"kksa dh tula[;k esa $ 1 izfr'kr ls vf/kd ¼1-62 
izfr'kr½ o`f) gqbZ gSA 

¼5½ _.kkRed ifjorZu dk {ks= %  ¼$ 1% ls de ½

bl oxZ esa uxj ds xzkeh.k mikUr {ks= esa 119 xzke vkrs 
gSaA ;s lHkh xzke uxj ds lehi vkSj uxj ls nwj fLFkr 
gSaA mYys[kuh; gS fd] bu xzkeksa ds iq:"k oxZ uxj ds 
lehi dh —f"k Hkwfe dks vf/kd d+her ij cspdj nwj ds 
xzkeh.k {ks= esa lLrs nkeksa ij [k+jhndj —f"k dk;Z djus 
yxs gSaA blfy,] bl oxZ esa izfr 1000 fL=;ksa ij iq:"kksa 
dh tula[;k esa _.kkRed ifjorZu ik;k x;k gSA xzke 
gqDek[ksM+h vkSj nsoxqjkfM+;k esa Lo;a ds }kjk loZs{k.k ds 
vk/kkj ij ik;k x;k gS fd] fL=;ksa dh rqyuk esa iq:"kksa 
dh tula[;k esa &4 izfr'kr  ls vf/kd ¼&4-62 
izfr'kr½ rd dh deh gqbZ gSA 

fu"d"kZ %

mi;ZqDr v/;;u dk lkjka'k ;g gS fd bUnkSj uxj ds 
mikUr {ks= esa dqy 280 xzkeksa esa ls 161 xzkeksa esa uxjh; 
izHkko fn[kkbZ iM+rk gSA uxj ls tSls&tSls nwjh c<+rh 
gS] uxjh; izHkko ?kVrk tkrk gSA uxjh; izHkko dk 
izeq[k okgd uxj ls ckgj tkus okyh izeq[k lM+d ds 
lgkjs QSyrk gSA ijUrq] bu lM+dksa ls nwjh c<+us ij 
izHkko ?kVrk gSA uxj ds mÙkjh Hkkx esa fyaxkuqikr esa 
ifjorZu lkis{kr;k vf/kd ik;k x;k gSA 

lUnHkZ %

1- nqcs deyk dkUr ,oa cgknqjflag egsUnz ¼1994½ & 
tula[;k Hkwxksy] jkor ifCyds'ku] t;iqj ,oa 
ubZ fnYyh] i`"B Øa- & 189&196- 

2- jk; fgrsUnz ,oa MkW- ehjk vxzoky] tuin 
ckjkcadh & ¼m- iz-½ esa fyaxkuqikr izk:i] mÙkj 
Hkkjr Hkwxksy if=dk] vad & 38] la[;k] 1 ekpZ & 
twu 2008] i`"B Øa- 11&16- 

3- e-iz- ftyk tux.kuk iqfLrdk] ftyk bUnkSj & 
2011- 

4- pUnuk vkj- lh- ¼2014½ & tula[;k Hkwxksy] 
dY;k.kh ifCyds'ku] ubZ fnYyh] i`"B Øa- & 221 
& 225- 
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Lkkjka’k %

fofHkUu “k"kkvksa dk Kku gekjh vfHkO;fDr dks le`) 
cukrk gSA “k"kk lkekftd thou dh ,d ,slh lPpkbZ 
gS ftlls bUdkj ugha fd;k tk ldrk gSA “k"kk dh 
blh 'kfDr ds dkj.k O;fDr eSa ls *ge* esa fey tkrk gSA 
LFkkuh; ls ysdj jk"Vªh; Lrj ij fofHkUu dky [k.Mksa 
esa fgUnh “k"kk us egRoiw.kZ “wfedk fuHkkbZ gSA cnyrs 
lkekftd jktuSfrd rFkk lkaLd`frd ifjos’k vkSj 
ifjfLFkfr;ksa esa fgUnh “k"kk uohu :Ik ysrh tk jgh gS A

dq¡th 'kCn % oS’ohdj.k] ekr`Hkk"kk

izLrkouk %

^^fut Hkk"kk mUufr vgs] lc mUufr ds ewy]
fcuq fut Hkk"kk Kku ds] feVr u fg; dks 'kwy^^

tc ls ekuo lH;rk dk fodkl gqvk gS rc ls “kjr 
viuh f’k{kk ,oa n’kZu ds fy;s fo’o fo[;kr gSA ;g 
“kjrh; n’kZu ,oa thou ds ewY;ksa dk gh peRdkj gS 
fd “kjrh; laLd`fr us iwjs fo’o dk iFk izn’kZu fd;k 
vkSj vkt “h thfor gSA fgUnh bl ns’k dh jktHkk"kk 
vkSj ge lcdh ekr` “k"kk gSA;s ogha “k"kk gS ftlus bl 
lksrs gq, jk"Vª dks nklrk dh xgjh uhan ls txk;k] 
blh “k"kk us Lora=rk dk vFkZ le>k;kA ;gha og Hkk"kk 
gS ftlus fofHkUu tkfr] /keZ] leqnk;ksa esa fc[kjs bl ns’k 
esa izFke ckj jk"Vªokn dh LFkkiuk dh rFkk vfHkO;fDr 
dk l’kDr ek/;e cuhA bl ns’k dh lalnh; ijEijk 
dks blh “k"kk us tUe fn;kA fdUrq oS’ohsdj.k ,oa 
futhdj.k ds bl nkSj esa  “kjrh; “k"kkvksa dks “wydj 
vaxzsth “k"kk dk opZLo Nk;k gSA foKku vkSj 
izks|ksfxdh ds fujUrj fodkl ds ifj.kke Lo:Ik 20 oha 
’krkCnh esa vkS|ksfxd Økafr vkbZA 2000 o"kZ igys “kjr 
Kku ds {ks= esa fo’o xq: jgk] ysfdu le; esa ifjorZu 
ds lkFk vU; ns’kksa us vius v/khu dj fy;k 
ifj.kkeLo:i vaxzsth “k"kk Lohdkjh tkus yxhA 
iz’kklu dh igq¡p ds fy;s “h vaxzsth ij fuHkZjrk c<+rh 
xbZA ;g “k"kk dk nqHkkZX; dh jgk fd vkt rd 
“kjrh; “k"kkvksa dk iz;ksx fdlh “h ljdkjh foHkkx esa 
iw.kZr% lEHko ugha gks ik;kA f}“k"kkvksa dk iz;ksx 
fujUrj tkjh gSA ljdkjh rFkk v)Zljdkjh foHkkxksa 
tSls cSad] “kjrh; thou chek fuxe] dkjiksjsV txr] 
j{kk foKku] izkS|ksfxdh] okf.kT; izca/ku] mPpre 

U;k;ky; vkfn esa vaxzsth “k"kk dk lkezkT; O;kIr gS A

ekr`Hkk"kk ,oa vU; “k"kk,¡ %

“k"kk og lk/ku gS ftlds ek/;e ls ge vius fopkjksa 
dks O;Dr djrs gSaSA gekjk “kjr ,d cgq“k"kh ns’k gS A  
tgk¡ vusd “k"kk,¡ ,oa cksfy;k¡ cksyh tkrh gSA fgUnh 
gekjh vfLerk vkSj jk"Vªh; igpku dk izrhd gSA ;g 
ns’k dh ,dek= ,slh “k"kk gS tks ns’k ds gj dksus esa 
cksyh tkrh gSA detksj ,oa ’kS{kf.kd :Ik ls fiNM+s 
yksxksa ds fy;s cukbZ tkus okyh ;kstuk,¡ mUgsa fgUnh esa 
gksus ij lgt Lohdkj gSA fgUnh okD; fn[kus esa “ys 
gh NksVs gks ij fnekx ij xgjk vlj Mkyrs gSA 
xk¡/khth dk dguk Fkk fd ;fn gekjk fo’okl gekjh 
“k"kk ls mB tk, rks og bl ckr dh fu’kkuh gS fd 
gekjk vius vki ij fo’okl ugha jgk A  ;g gekjh 
fxjh gqbZ gkyr dh fu’kkuh gS A  lu~ 1998 ds iwoZ 
ekr`“kf"k;ksa dh la[;k dh n`f"V ls fo’o esa lokZf/kd 
cksyh tkus okyh “k"kkvksa ds vk¡dM+ksa esa fgUnh “k"kk dks 
rhljk LFkku fn;k x;kA lu~ 1997 esa lsUll vkWQ 
bf.M;k dk “kjrh; “k"kkvksa ds fo’ys"k.k dk xzaFk 
izdkf’kr gksus rFkk lalkj dh “k"kkvksa dh fjiksVZ rS;kj 
djus ds fy, ;wusLdks }kjk lu~ 1998 esa “sth xbZ 
iz’ukoyh ds vk/kkj ij mUgs “kjr ljdkj ds dsUnzh; 
fgUnh laLFkk ds rRdkyhu funs’kd izksQslj egkohj 
ljy tSu }kjk “sth xbZ foLr`r fjiksVZ ds ckn vc 
fo’o Lrj ij ;g Lohd`fr gS fd ekr`“kf"k;ksa dh la[;k 
dh n`f"V ls lalkj dh “k"kkvksa esa phuh “k"kk ds ckn 
fgUnh dk nwljk LFkku gSA  

Lkk{kjrk vfHk;ku ds rgr fgUnh fy[kus&i<+us vkSj 
le>us okyksa dh c<+ksrjh gqbZ gSA nSfud dk;Z fgUnh ,oa 
{ks=h; “k"kk esa gks jgk gS ogha t:jr i<+us ij lacaf/kr 
foHkkxksa }kjk vaxzsth “k"kk esa ekSf[kd fyf[kr lEizs"k.k 
fd;k tkrk gSA ljdkj Lo;a “h Vh- oh-] lekpkj&i=ksa] 
esa viuh ;kstukvksa ds izpkj&izlkj ds fy;s fgUnh dk 
lgkjk ys jgh gS A  orZeku iz/kkuea=h Lo;a ns’k ds 
ckgj fgUnh “k"kk ds izpkj izlkj ij egRo ns jgs gSa A

“kjr dh **vkReor~ loZHkwrs"kq** rFkk **olqnso 
dqVqEcde** dh le`) ijEijk ls ;qDr laLd`fr esa lnk 
fo’o dY;k.kkFkZ fpUru jgk gSA vkt ftl 
“we.Myhdj.k ,oa oS’ohdj.k dks fo’o dk vk/kkj ekuk 

oS’ohdj.k ds nkSj esa ekr`Hkk"kk ds lkFk vU; Hkk"kkvksa dh vfuok;Zrk
d`".kk y<+k] xzaFkiky]
Jh DykWFk ekdsZV dU;k okf.kT; egkfo|ky;] bUnkSj  
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tk jgk gS mldh ladYiuk “kjrh; _f"k euhf"k;ksa ,oa 
fpardksa us izfrikfnr dj nh FkhA “k"kk lkekftd 
thou dh ,slh lPpkbZ gS ftlls bUdkj ugha fd;k tk 
ldrk gSA “k"kk dh ’kfDr ds dkj.k gh O;fDr eSa ls 
vkdj ge esa fey tkrk gSA “kjr dk gjsd fgLlk 
cgq“k"kh gSA LFkkuh; ls ysdj jk"Vªh; Lrj ij fofHkUu 
dky[k.Mksa esa fgUnh “k"kk us vius LFkkuh; :iksa ds 
dkedkt esa egRoiw.kZ “wfedk fuHkkbZ gSA cnyrs 
lkekftd jktuSfrd vkfFkZd rFkk lkaLd`frd ifjos’k 
,oa ifjfLFkfr;ksa ds QyLo:Ik fgUnh uohu :Ik ysrh 
jgh gS A

yxHkx 1 djksM+ 20 yk[k “kjrh; ewy ds yksx fo’o ds 
132 ns’kksa esa fc[kjs ftlesa vk/ks ls vf/kd fgUnh “k"kk ls 
ifjfpr gh ugha vfirq O;ogkj esa “h ykrs gSA xr 50 
o"kksZ esa fgUnh ’kCn lEink dk ftruk foLrkj gqvk gS 
mruk ’kk;n gh fdlh “k"kk esa gqvk gksaA “kjr ds ckgj 
yxHkx 156 fo’ofo|ky; esa fgUnh ds v/;;u dh 
O;oLFkk gSA nwjlapkj] flusek] xhrksa] fgUnh 
i=&if=dkvksa vkfn us “h fgUnh ds izpkj izlkj esa 
vge~ “wfedk fuHkkbZ gSA

oS’ohdj.k ,oa Hkk"kk %

oS’ohdj.k dk ’kkfCnd vFkZ LFkkuh; {ks=h; oLrqvksa ;k 
?kVukvksa ds fo’oLrj ij :ikarj.k dh izfdz;k gSA 
nqfu;k esa “kjr ,dek= ,slk ns’k gS tgk¡ fofo/krk d.k 
d.k esa clh gSA ns’k esa oS’ohdj.k ,oa cktkjhsdj.k 
rsth ls gks jgk gS A  blds vUrxZr dkjiksjsV lsDVj us 
euksjatu] [kk| inkFkksZ] J`axkj&lk/kuksa vkfn ds lkFk 
cksfy;ksa ls rkyesy cuk fy;k gSA ysfdu bl izfdz;k esa 
xzkeh.k tula[;k dk 70 izfr’kr “kx gS dk dsoy 
vkfFkZd nksgu gks jgk gSA ykHk ,oa fodkl esa “kxhnkjh 
ls ns’k dh frgkbZ vkcknh oafpr gSA 

fiNys 25&30 o"kksZ esa vk/kqfud rduhdh ds fodkl us 
leLr fo’o dks ,d xk¡o cuk fn;k gSaaA “we.Myhdj.k 
ds dkj.k fo’o ds vusd ns’kksa us O;kikj c<+k fy;k gSA 
vkt cktkj us jk"Vªh; lhek,¡ rksM+ nh gSA izR;sd ns’k 
pkgrk gS fd mldk eky fcds ftlls mRiknu c<+sxkA 
blls ,d vksj ;fn vUrZjk"Vªh; Lrj ij oLrqvksa] 
lsokvksa ,oa lalk/kuksa ds eqDr vknku&iznku dh NwV 
feyh gS rks nwljh vksj ns’k dh “k"kk ds fodkl dk ekxZ 
iz’kLr gqvk gSA vc ;g lacaf/kr “k"kk ij fuHkZj gS fd 
og fdl izdkj pqukSfr;ksa dk lkeuk djrh gSA tks 
“k"kk ftruh mnkj gksxh vkSj le; ds vuqlkj cnyrh 
pyh tk,xh og mruh gh yksdfiz; gkasxh A  vkt ;fn 

fdlh ns’kh ;k fons’kh dEiuh dks dksbZ mRikn cktkj esa 
mrkjuk gS rks mldh igyh utj fgUnh ij gh iM+rh gS 
D;ksafd fgUnh vketu ds lkFk lkFk miHkksDrk dh “h 
“k"kk gS vr% fgUnh /khjs /khjs oSf’od vFkok Xykscy 
curh tk jgh gSA

leL;k,¡ %

oSfo/; “k"kkvksa vkSj cksfy;ksa esa fgUnh dks fgUnqLrku dh 
“k"kk cukuk ,d cM+h pqukSrh gS] [kkldj rc tcfd 
vaxzsth dks vfHktkR; yksxksa us lEidZ dk ,dek= 
ekun ek/;e ?kksf"kr dj j[kk gksA ftl rjg c<+rs 
oS’ohdj.k ls gekjs cktkj dk :Ik O;kikj&O;olk; ds 
rjhds f’k{kk ds c<+rs vk;ke ehfM;k dh “wfedk 
ifjofrZr gks jgh gS ogk¡ ’kr&izfr’kr fgUnh esa dke 
djuk o djokuk eqf’dy gh gSA ge mUufr ds fy;s 
cgqjk"Vªh; dEifu;ksa dks vkeaf=r dj jgs gSA fons’kh 
dEifu;ksa dks fofHkUu izyksHku nsdj ;gk¡ m|ksx /ka/ks 
LFkkfir djus dk vkea=.k ns jgs gSA ,sls esa dsoy fgUnh 
ls eksg NksM+uk iM+sxk A  vkt ljdkjh ra= dh ckr dh 
tk, rks og fefJr O;oLFkk ij py jgk gS vFkkZr~ 
viuh osclkbV fgUnh ,oa vaxzsth nksuksa “k"kkvksa esa cuk 
jgk gS A  fons’kh izfrfuf/k;ksa dh ckr NksM+s vkt 
vf/kdka’k {ks=ksa esa “kjr dh ubZ ih<+h viuh izkFkfed 
f’k{kk dh ’kq:vkr vaxzsth “k"kk ls dj jgh gS A  bldk 
dkj.k ;gha gS fd geus vius mijh Lrj ij vaxzsth dks 
j[kk vkSj uhps gekjh “k"kk,¡ jgh A  vkt dkWelZ] 
vkVZ~l fo"k;ksa dks rks viuh “k"kk esa i<+ ldrs gS ysfdu 
bathfu;fjax] esfMdy] vkbZ-vkbZ-Vh- ;s lc viuh “k"kk 
esa ugha i<+ ldrs A  tc rd gekjs ns’k esa lHkh dk;Z 
viuh “k"kk esa ugha gksxsa rc rd gekjs ns’k dk 
okLrfod fodkl ugha gksxkA ewy ckr ;g gS fd tc 
rd mPp Lrj ij vaxzsth dh vfuok;Zrk lekIr ugh 
gksrh rc rd gekjh “k"kkvksa dks egRo ugha feysxkA 
vkt vaxzsth lqihfj;j gS vkSj gekjh “k"kk mlls de] 
rks yksx lksprs gS fd lqihfj;j dh vksj tk;k tk, 
rkfd mUgsa ekSds “h T;knk feysA vkt vaxzsth yksxksa dh 
etcwjh cu xbZ gSA /khjs&/khjs tc vaxzsth dh 
vfuok;Zrk lekIr gksxh rks vius vki gh gekjh 
“k"kkvksa dks LFkku feysxk vkSj yksxks dk “ze VwVsxkA 
gk¡ykfd fgUnh esa dEIV;wVj ’kCnkoyh ds fuekZ.k ds 
iz;kl fd;s tk jgs gS fQj “h vHkh fgUnh rduhfd 
n`f"V ls iwjh rjg fodflr ugh gSA fo’oLrj ds dbZ 
lk¶Vos;j esa vHkh rd fgUnh dk lekos’k ugha fd;k 
x;k gSA vkt bUVjusV dh 83 izfr’kr lkexzh vaxzsth 
esa miyC/k gSA
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fu"dZ"k ,oa lq>ko %

vkt ge ftl nkSj ls xqtj jgs gS ogk¡ O;kikj] 
mnkjhdj.k] cktkjhdj.k ,oa futhdj.k rFkk 
miHkksDrkoknh laLd`fr rsth ls vkxs c<+ jgh gS vkSj 
ekSfyd laLd`fr dks pqukSrh ns jgh gS ,slh ifjfLFkfr esa 
“kjrh; laLd`fr ,oa vfLerk ds izrhd ds :Ik esa fgUnh 
“k"kk dk laj{k.k vko’;d gSA vU;Fkk gekjh gtkjksa o"kZ 
iqjkuh laLd`fr yqIr gks tk,xhA fgUnh “k"kk dks fodkl 
ds iFk ij bl izdkj vkxs c<+kuk gS ftlls mldh 
laLd`fr “h lqjf{kr jgs ,oa oS’ohdj.k ,oa cktkjokn 
ds nkSj esa gj izdkj dh pqukSfr;ksa dk lkeuk djus ds 
fy;s l{ke gksA bldk mRrjnkf;Ro cqf)thoh oxZ] 
f’k{kkfonksa ,oa ’kS{kf.kd laLFkkvksa ij gSSA lkFk gh 
vko’drk bl ckr dh gS fd ljdkjh dk;kZy; rFkk 
tulEidZ ds fofHkUu ek/;eksa esa fgUnh dEI;wVj dk 
iz;ksx vf/kd ls vf/kd gksA bl gsrq ukxfjdksa dks 
vuqdwy ekufldrk rFkk tkx:drk vko’;d gSA 
fofHkUu laLFkkvksa dh “wfedk “h ljkguh; gks ldrh 
gSA oSf’od fgUnh lEesyu dk /;s; fgUnh ,oa vU; 
“kjrh; “k"kkvksa dk iz;ksx ,oa izlkj c<+kuk gSA blesa 
oSf’od fgUnh lsok lEeku] “kjrh; “k"kk izkS|ksfxdh 
lEeku rFkk fo’ks"k lEeku iznku dj mudks izksRlkfgr 
fd;k tkrk gSA chloha lnh ds vafre nks n’kdksa esa 
fgUnh dk fodkl rsth ls gqvk gSA osc foKku] laxhr] 
flusek vkSj cktkj ds {ks= esa fgUnh dh ek¡x ftl izdkj 
c<+h gS fdlh vkSj “k"kk dh ughaA fons’kksa esa yxHkx 25 
ls vf/kd i=&if=dkvksa dk izdk’ku fu;fer gks jgk 
gSA ;w- ,- bZ- ds **ge ,Q ge** osclkbV lfgr vusd 
ns’k fgUnh dk;ZØe izlkfjr dj jgs gSaA ftuesa ch-ch-
lh-] teZuh ds Meps osys] tkiku ds ,u-,p- ds oYMZ 
osys vkSj phu ds pkbuk jsfM;ks vkfn bUVjus’kuy dh 
fgUnh lsok fo’ks"k mYys[kuh; gSA ns’k esa bysDVªkfud 
foHkkx us Hkh “kjrh; “k"kkvksa ds fy;s VsDukWykth 
fodkl uked ifj;kstuk ds vUrZxr dbZ izkstsDV ’kq: 
fd;s gaSA dEI;wVj ,oa bUVjusV ds lgkjs fgUnh “k"kk dk 
izlkj rhoz xfr ls gksus dh lEHkkouk c<+ xbZ gSA 
orZeku osclkbV ij fgUnh bysDVªkWfud ’kCndks"k 
miyC/k gSA blh rjg vaxzsth rFkk “kjrh; “k"kkvksa esa 
ikjLifjd vuqokn dh lqfo/kk miyC/k gSA lwpuk 
izkS|ksfxdh esa “h fgUnh “k"kk dk izpyu /khjs&/khjs c<+ 
jgk gSA

fu"dZ"k ;gh gS fd fgUnh fdlh “h dkj.k ls detksj 
gqbZ rks uk “kstiqjh cpsxh] uk jktLFkkuh vkSj uk gh 
,slh vU; cksfy;k¡A D;ksafd ;s gh fgUnh dh rkdr gS 

vkSj bu cksfy;ksa dh rkdr fgUnhA ;fn ge fgUnh dks 
fo’o “k"kk cukus pkgrs gS rks bls vkSj “h T;knk le`) 
cukus dk ladYi ysaA ;g le`f) vkSj ’kfDr bldh 
cksfy;ksa ls vk,xhaA fgUnh dh tM+s bUgha viuh cksfy;ksa 
dh tehu esa gS] vkSj ftldh tM+s viuh tehu esa gksrh 
gS og o`{k fo’kky vkSj gjkHkjk gksrk gS A

lanHkZ&lwph %

1- Lons’kh if=dk ¼ekfld½&ekpZ 2015

2- feJ fxjh’oj feJ & ekr` “k"kk ls gh [kqyrs gS 
vU; “k"kkvksa ds }kj ¼vkys[k½ & nSfud “kLdj 
21 Qjojh 2017             

3- izfr;ksfxrk niZ.k&¼ekfld½ & ekpZ 2016

4- uohu ’kks/k lalkj ¼=Sekfld½ & tuojh&ekpZ 
2015

5- foRrh; lalk/kuksa ,oa O;kikj esa “kjrh; “k"kk dk 
iz;ksx&¼jk"Vªh; laxks"Bh foojf.kdk½ & vizsy 
2016
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lkjka’k%

futh f’k{kd izf’k{k.k LkaLFkkvksa dks feyh Lok;rrk ls 
f’k{kd izf’k{k.k dk;Zdzeksa dh xq.koRrk vkt iz’uksa ds 
?ksjs esa gSA f’k{kk esa xq.kkRed lq/kkj ds fy, f’k{kd ,oa 
Nk= nksuksa dh leL;kvksa dk lek/kku gksuk vko’;d 
gSAf’k{kdksa dh la[;k] mudk osru] osru o`f)] izkSUufr] 
fu;qfDr] fu;qfDr i=] iqLrdky;] f’k{k.k&izf’k{k.k 
gsrq vk/kqfud rduhfd lkexzh] f’k{kk esa uokpkj gsrq 
vuqla/kku ,oa Nk= f’k{kdksa dh izos’k] d{kk&f’k{k.k] ,oa 
l= Qhl vkSj vad i=] izek.k i= vkfn vusd 
leL;kvksa dk lkeuk djuk iMrk gSA p¡wfd 
ekuokf/kdkj f’k{kk dh O;ogkfjd ,oa lS)kfUr 
tkudkjh u gksus ds dkj.k vf/kdka’k futh izca/k }kjk 
vius deZpkfj;ksa] f’k{kdksa] ,oa Nk=ksa dk izR;{k ,oa 
ijks{k  ’kks"k.k fd;k tkrk gSA dsUnz ljdkj ,oa jkT; 
ljdkj dks izR;sd fo’ofo|ky; Lrj ij ekuokf/kdkj 
laj{k.k dh  vyx O;oLFkk dh tk;sxhA  ftlls 
xjhc] fu/kZu ,oa etcwj f’k{kdksa ,oa Nk=ksa ds lkFk 
ekuoh; O;ogkj dj muds vf/kdkjksa dk laj{k.k gks 
Ikk;sxkA 

ikfjHkkf"kd ’kCn % f’k{kd f’k{kk esa ekuokf/kdkj 
laj{k.k

izLrkouk %

gekjs ns’k esa fofHkUu Jsf.k;ksa ds Ldwy] fo|ky;] 
egkfo|ky;] f’k{kd&izf’k{k.k LkaLFkku gSa ftUgas 
ljdkjh] lgk;rk izkIr ljdkjh] ,oa LofoÙk&iksf"kr 
:Ik esa ns[kk tkrk gSA fdUrq mnkjhdj.k ,oa futhdj.k 
us f’k{kdksa ds fgr dks izR;{k ,oa ijks{k :Ik ls vkfFkZd 
,oa ekufld :Ik ls izHkkfor fd;k x;k gS vf/kdka’kr% 
ik;k x;k gS fd futh f’k{k.k laLFkkuksa esa f’k{k.k 
lqfo/kkvksa dks ljdkjh ekudksa ds vuq:Ik dsoy dkxtksa 
esa fn[kk;k tkrk gS tcfd O;okgkfjd n`f"V ls fo’kq) 
O;kikj dk lk O;ogkj fn[kk;h nsrk gS A tgk¡ ij 
xq.kork f’k{kk ds LFkku ij equkQk dekus ds mn~ns’; 
ls f’k{kdksa ,oa Nk=ksa ds lkFk izR;{k ,oa ijks{k :Ik ls 
vkfFkZd] ekufld ,oa ’kSf{kd n`f"V ls Hksn&Hkko iw.kZ 
O;gkj fd;k tkrk gS A ftlls f’k{kd ds ekSfyd 
vf/kdkjks dk guu gksrk gS A cgqvk;r futh f’k{k.k 
LkaLFkkuksa esa ekfyd Lo;a futh Qk;ns ds fy, vius 
ifjokj ds lnL;ksa }kjk f’k{k.k dk;Z ikrs gSa A  pwafd 
orZeku mnkjhdj.k ds nkSj esa f’k{k.k &izf’k{k.k 

laLFkkuks dks m|ksx ds :Ik ns[kk tk jgk gSA ftlesa 
f’k{kd dks ek= ,d f’kf{kr Jfed ds :Ik esa O;ogkj 
fd;k tkrk gS A  ftlds izHkko ls mldh xfjek] 
vkfFkZd fgr rFkk nkf;Roksa dh :ijs[kk iw.kZr% izHkkfor 
gqbZ gS A  f’k{kd dks dq’ky dkfeZd dh Hkk¡fr ns[kk 
tkrk gS ,slh ifjfLFkfr;ksa esa f’k{kd Lo;a dks izfr{k.k 
vlqjf{kr ,oa euksoSKkfud n`f"V ls ghu Hkkouk ls 
xzflr ikrk gS A ftlls f’k{k.k vf/kxe izfdz;k esa 
viuRo ,oa mRlkg dk Hkko lekIr gksrk ik;k x;k gS A 
,sls esa f’k{k.k O;olk; ek= f’k{kdks ds fy, 
thfodksitZu dk ,d ek= tfj;k jg tkrk gSA

tcfd vf/kdka’kr% f’k{kd laosnu’khy euq"; gksrsa gSa 
tks fd lekt ds izxfr ds ekxZ esa pyus gsrq xfr iznku 
djrsa gS A blfy, f’k{kd dks lekt dh uhao dgk x;k 
gS A og vius vkpj.k] O;ogkj ls tks Hkh dk;Z djrk gS 
lekt ds vU; ukxfjd izR;{k ,oa ijks{k :Ik ls mldk 
vuqdj.k djrs gSaA f’k{kd ges’kk vius ns’k vkSj lekt 
dh n’kk vkSj fn’kk dks fu/kkZfjr djrk gS A  LofoŸk 
iks"k.k ls rkRi;Z gS fd fdlh Hkh laLFkku ds fy, Lo;a 
ds lalk/kuksa }kjk forh; lgk;rk izkIr djuk] tks 
laLFkku Lo;a ds vkfFkZd iz;klksa ,oa ljdkjh uhfr;ksa 
dk ikyu dj lekt fuekZ.k esa viuk ;ksxnku nsA 
blds ifj.kkeLo:Ik jk"Vª ds fodkl esa viuh Hkwfedk 
fuHkk ldsA 

futh f’k{kd izf’k{k.k laLFkkuksa dh f’k{kd&f’k{kk 
xq.koRrk fodkl ,oa f’k{kk dks yksdrkaf=d cukus ds 
fy, ekuokf/kdkj f’k{kk dk lS)kfUrd ,oa O;ogkfjd 
igywvksa dks tkuuk vko’;d gS ftlls futh 
f’k{k.k&laLFkkuks ds ekfydksa dk ,dkf/kdkj lekIr 
gksdj Nk=&v/;kid] izk/;kid] f’k{kk ls lEcfU/kr 
ljdkjh ra= esa lEkUo LFkkfir gks Ikk;sxkA fQj fdlh 
dk fdlh Hkh izdkj ds vf/kdkjksa dk guu ugha gksxk A 
pw¡fd orZeku le; esa futh f’k{k.k laLFkkuksa dk nk;jk 
vf/kd foLr`r gksrk tk jgk gS] vf/kd /kuksikZtu ds 
dkj.k f’k{k.k laLFkkuksa esa vusd izdkj dh 
vfu;ferrk,¡] v’kkfUr ,oa fgald okrkoj.k ns[kk x;k 
gSA ,sls esa ekuokf/kdkj f’k{kk dh egRrk vR;f/kd c<+ 
x;h gS A

ekuokf/kdkj dk eryc gS fd tc lekt ds fdlh Hkh 
oxZ] tkfr] fyax] ds vk/kkj ij ekSfyd vf/kdkjksa dk 
laj{k.k fd;k tk, A  Hkkjrh; lafo/kku esa Hkh ekSfyd 

futh f’k{kd&izf’k{k.k laaaLFkkuks esa ekuokf/kdkj f’k{kk dh vfuok;Zrk
Mk- izse izdk’k iqjksfgr]  izoDrk ch-,M-]
,p-vkbZ-Vh- ftyklw] peksyh mRrjk[k.M
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vf/kdkj] uhfr funsZ’kd rÙo ds :Ik esa ekouokf/kdkj 
laj{k.k dk o.kZu gS ysfdu blds mYya?ku gksus ij 
fdlh Hkh izdkj dk O;ogkfjd U;k; O;oLFkk ugha gS A  
ekuokf/kdkj f’k{kk dk rkRi;Z euq";ksa ds izfr lEeku ds 
Hkko vkSj buds laj{k.k ds fy, ,d ,slh laLd`fr dk 
fuekZ.k djuk tks izR;sd euq"; ds ewyHkwr vf/kdkjksa o 
xfjek ds izfr laosnu’khy rFkk tkx:d cukrh gS vkSj 
jkT; ds izR;sd ukxfjd dh vkfFkZd] lkekftd] 
jktuSfrd o lkaLd`frd mRFkku ds fy, HksnHkko jfgr 
leku volj miyC/k djkrh gS A  Hkkjrh; lafo/kku 
ds vuqPNsn 26 ¼2½ ds vuqlkj f’k{kk dk y{; ekuo 
O;fDrRo dk iw.kZ fodkl vkSj ekuokf/kdkjksa o ekSfyd 
Lora=rkvksa dh izfr"Bk dks c<+kuk gksxkA ekuokf/kdkj 
ds vkn’kksZa ,oa ewY;ksa dk vk/kkj yksxksa ds vk/kqfud o 
iztkrkaf=d thou gsrq izR;sd ns’k esa jk"Vªh; 
ekuokf/kdkjksa ds laj{k.k ij iwjk cy fn;k x;k gSA 
blh dks /;ku esa j[krsa gq, Hkkjrh; lafo/kku esa vke 
ukxfjdksa ds fgrks dh j{kk ds fy, ekSfyd vf/kdkj ,oa 
uhfr&funsZ’kd rÙoksa dks fufgr fd;k x;k gS A

ekuokf/kdkj dk bfrgkl %

fo’o ds bfrgkl esa fujUrj cnyko gksrs x;s] ftlesa 
,slk le; Hkh vk;k tc lEiUu oxksZ us lkekftd] 
lkaLd`frd izFkkvksa ds tfj;sa lekt ds dqN [kkl oxksaZ 
ds yksxksa ds ekSfyd vf/kdkjksa dk guu fd;k A  buds 
laj{k.k ds fy, 1215 bZ- ds eSXukdkVkZ] 1689 esa baXyS.M 
dk fcy vkWQ jkbV~l] Ýkalhlh jkT; Økafr ds le; 
ekSfyd vf/kdkjksa dh ?kks"k.kk rFkk 10 fnlEcj 1948 esa 
la;qDr jk"Vª la?k dh egklHkk }kjk mn~?kksf"kr ?kks"k.kk 
i=  ekuokf/kdkjksa dh lkoZHkkSfed ?kks"k.kk tSls vusd 
iz;Ru gksrs jgs gSaAijaUrq vkt Hkh tu lk/kkj.k ds fy, 
blh dh mi;ksfxrk ux.; gS D;ksfd vkt Hkh vke 
O;fDr vius vf/kdkjksa ds izfr vufHkK gSAlu~ 1948 
dk ?kks"k.kk i=] rsgjku lEesyu1968] fo;uk lEesyu 
1993 us Hkh ekuokf/kdkj f’k{kk ij cy fn;k gSA Hkkjr 
esa Hkh Lora=rk ds mijkUr bl fn’kk esa egRoiw.kZ dne 
mBk;s x;s gSaAvDVwcj 1993 esa Hkkjr ljdkj }kjk 
xfBr jk"Vªh; ekuokf/kdkj vk;ksx dk ,d izeq[k dk;Z 
lekt ds fofHkUu oxksZ esa ekuokf/kdkj f’k{kk dk izlkj 
djuk A  2001 bZ- esa fo’ofo|k;y vuqnku vk;ksx 
}kjk fo’o fo|ky; Lrj ij ekuokf/kdkj rFkk drZO; 
f’k{kk ds ikB~dzeksa esa j[kus dk lq>ko fn;k A jk"Vªh; 
’kSf{kd vuqla/kku vkSj izf’k{k.k ifj"kn us jk"Vªh; 
ikB~;p;kZ dh :ijs[kk 2005 esa ekuokf/kdkj f’k{kk dks 
f’k{kk ds gj Lrj ij ekuoh; ewY;ksa dks ladfyr djus 
dh ckr j[kh A

ekuokf/kdkj dh lkoZHkkSfed ?kks"k.kk %

ekuo ifjokj ds lHkh lnL;ksa ds tUetkr xkSjo vkSj 
lEeku rFkk vfofPNu vf/kdkj dks Lohd`fr gh fo’o 
’kkafr] U;k; vkSj LorU=rk dh cqfu;kn gS A ekuo 
vf/kdkjksa ds izfr mis{kk vkSj ?k`.kk ds QYkLo:Ik gh ,sls 
ccZj dk;Z gq, gSa ftuls euq"; dh vkREkk ij vR;kpkj 
fd;k x;k A  pw¡fd ,d ,slh fo’o O;oLFkk dh ml 
LFkkiuk dh loZlk/kkj.k ds fy, loksZPp vkdka{kk 
?kksf"kr fd;k x;k gSA vxj vU;k;k;qDr ’kklu vkSj 
tqYe ds fo:) yksxksa dk fonzksg djus fy, mls gh 
vfUre mik; dj etcwr ugha gks tkuk gS] tks dkuwu 
}kjk fu;e cukdj ekuo vf/kdkjksa dh j{kk djuk 
vfuok;Z gS A

jk"Vªksa ds chp EkS=hiw.kZ lEcU/kksa dks c<kuk t:jh gS] 
la;qDr jk"Vªksa ds lnL; ns’kksa dh turk us  cqfu;knh 
ekuo vf/kdkjksa esa ekuo O;fDrRo ds xkSjo vkSj 
;ksX;rk esa vkSj uj&ukfj;ksa ds lEeku vf/kdkjksa esa 
fo’okl dks vf/kdkj i= esa nqgjk;k gS] vkSj ;g fu’p; 
fd;k gS fd] vf/kd O;kid LorU=rk ds vUrxZr 
lkekftd izxfr ,oa thou ds csgrj Lrj dks cuk;k 
tk;A

ekuokf/kdkj f’k{kk %

ekuo ds vf/kdkjksa dk Kku iznku djrs gq, izR;sd 
ekuo dks vius lkeF;Z ds vuqlkj dk;Z djus dh 
Lora=rk nsuk rFkk bl gsrq volj iznku djuk] izd`fr 
}kjk iznRr ekSfyd xq.kksa dk iw.kZ fodkl dj viuh 
xfjek dks cuk;s j[kuk A  LVkscVZ ¼1987½ }kjk 
laikfnr ãweu jkbV~l ,.M ,tqds’ku iqLrd dh 
Hkwfedk esa fy[kk gS fd & ̂^ekuokf/kdkj f’k{kk dk y{; 
iztkra= ] lekurk] Lora=rk] ,dkRedrk] ’kkafr] 
lEeku vkSj vf/kdkjksa o dRkZO;ksa ds izR;;kas dk vocks/k 
rFkk muds fy, lgkuqHkwfr fodflr djuk gksuk 
pkfg,Aekuokf/kdkj f’k{kk vkSj f’k{k.k }kjk /kS;Z ],d 
nwljs ds izfr vknj] Hkzkr`Ro tSls izo`fr;ksa dks fodkl 
fd;k tk ldrk gS blfy, ekuokf/kdkj f’k{k.k dh 
vko’;drk gS

f’k{k.k izf’k{k.k esa ekuokf/kdkj  f’k{kk dk 
O;ogkfjd i{k % 

& ekuokf/kdkj lacf/kr lsfeukj o xksf"B;ksa dk 
vk;kstu fd;k tkuk pkfg, A

& izR;sd izf’k{k.k laLFkku esa ekuokf/kdj ls lacaf/kr 
i=&if=dk] ’kks/k i= dks e¡xok;k tk; A 

& fo’o fo|ky; ,oa ftyk ekuokf/kdkj }kj 
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lIrkg] ekg] rhu ;k N% ekg esa ekuokf/kdkj 
laj{k.k gsrqq U;k; O;oLFkk dk izko/kku fd;k 
tk;A

vko’;drk ,oa egRo %

futhdj.k esa f’k{kd izf’k{k.k dk futh {ks= esa tkuk 
vko’;d gS fdUrq blls ns[kk x;k gS fd & f’k{kdksa dh 
lkekftd ,oa vkfFkZd fLFkfr ij cgqr izHkko iM+k gSA 
;fn f’k{kd euksoSKkfud n`f"V ls detksj gksxk rks og 
vius dk;Z dks lgh izdkj ls ugha dj ik;sxk A  futh 
f’k{k.k laLFkkuksa }kj pyk;s x;s f’k{kd izf’k{k.k esa 
fuEufyf[kr dfe;k¡ dh tkrh gS A

1-  ;wthlh] ,ulhVhbZ ,oa fo’ofo|k; ds ekudkuqlkj 
f’k{kd HkrhZ esa ekudkuqlkj d+kxt+ksa esa ;ksX; izk/;kidksa 
dh fu;qfDr dh tkrh gSA ,d gh iz/;kid ds 
izek.k&i=ksa dks ,d ls vf/kdkj laLFkkuksa ls lac) 
izf’k{k.k laLFkkuksa esa yxk;s tkrs gaS vkSj f’k{kd dk;Z 
vU; ukWuDokfyQkbM f’k{kdks dks fuf’pr ekuns; ij 
j[k dj djok;k tkrk gSA blls f’k{kd dh xfjek vkSj 
vf/kdkjksa dk guu gksrk gSA rHkh ns’k esa ;ksX; f’k{kdksa 
dk vHkko fn[kk;h ns jgk gS A

2-  futh f’k{k.k laLFkkuksa }kjk Nk=ksa ,oa f’k{kdksa dks 
fdlh Hkh izdkj dh iqLrdky;] okpuky;] 
iz;ksx’kkyk],oa eajkstu dh O;oLFkk ughsa dh tkrh gS A  
cfYd muls vf/kd ls vf/kd /ku dekus gsrq vuSfrd 
dk;Z djok;s tkrs gSA ,slk Hkh ns[kk tkrk gS fd tks 
izcU/k lehfr ds dgus ds vuqlkj dk;Z djrk gS rks 
mUgh f’k{kdksa dk osru ,oa inksUufr nh tkrh gS A

,sls laLFkkuks esa ;fn dksbZ Nk=&izf’k{k.k ysxk rks og 
ges’kk lekt fojks/kh dk;ksZa esa gh layXu gksxkA blfy, 
lekt esa fofHkUu izdkj dh folaxfr;k¡ tSls vlqj{kk] 
vfo’oluh;rk] csjkstxkjh] csdkjh] Hkz"Vkpkj vkSj 
vusd lkekftd O;kf/k;k¡ c<+ jgh gS A  ;fn f’k{kd 
izf’k{k.k esa ekuokf/kdkj dks lEefyr fd;k tkrk gS rks 
lekt esa c<+ jgh fujk’kk vkSj lansg okrkoj.k ds LFkku 
ij fo’okl ,oa ekuoh; lEcU/kksa ds fuekZ.k dh laLd`fr 
iqqu% LFkkfir gksxh tks Hkkjr dh laLd`fr dh ewYk vkRek 
gS A

v/;;u dss mn~ns’; %

1- futh f’k{kd & isf’k{kd laLFkkuksa es dk;Zjr 
f’k{kdksa dh lekL;kvksa dk lek/kku <w¡<uk A

2- f’k{kdkssa ,oa futh izf’k{k.k laLFkkuksa ds izcU/k 
lehfr;ksa ds e/; lkSgknzZiw.kZ ,oa ’kSf{kd okrkoj.k 
fodflr djuk A

3- f’k{kdks ds ekSfyd vkf/kdkjksa dk laj{k.k ds 
O;ogkfjd igywvksa dks <w¡<uk A

4- f’k{kdksa esa LorU= ekSfyd fpUru ,oa 
jpukRedrk dks fodflr djuss gsrq izsj.kk dk 
dke djuk A

vo/kkj.kk %

1- lsok lEcfU/kr leL;k,¡ gj foHkkx ,oa 
deZpkfj;ksa] f’k{kdksa es jgrh gS A

2- futhdj.k us izfrLi)kZ c<+kbZ gS fdUrq bldk 
dqizHkko lekt ,oa f’k{kdksa ij izR;{k ,oa ijks{k 
:Ik ls iM+k gS A

3- f’k{k.k&izf’k{k.k esa futh izcU/ku dk rjhdk ,oa 
vR;f/kd /ku YkkHk vkSj jktuSfrd ’kfDr  
leL;kvksa dk vk/kkj gS A

4- f’k{kdksa dks iw.kZ Lora=rk] xfjek ,oa lqj{kk rFkk 
f’k{kk gsrq laiw.kZ lqfo/kk nh tk, rks lekt esa QSy 
jgh dqjhfr;k¡ LokHkkfod :Ik ls [kRe gks tk;saxh A  
ljdkj }kjk cuk;s x;s fu;eksa ,oa O;fDr Lo;a 
uSfrdrk ds dkj.k vlkekftd dk;Z ugha djsxkA

v/;;u dh fof/k %

izLrqr v/;;u esa nk’kZfud ,oa rkfdZd fof/k;ksa dks 
eq[; vk/kkj cuk;k x;k gSA ;g 'kks/k iz;ksxksa ij 
vk/kkfjr ugha gS] vfirq foospuk] rdZ ,oa ladyu ij 
vk/kkfjr gSA vr% izLrqr 'kks/k dk Lo:Ik lkfgfR;d 
foospukRed rFkk iqLrdh; gksxkA blds ekuokf/kdkj 
,oa f’k{kd&f’k{kk dk fo’ys"k.k ds v/;;u ij 
vk/kkfjr gS A

eq[; lzksr % ekuokf/kdj  ,oa f’k{kd&f’k{kk dh ewy 
fdrkcsa rFkk  v/;kid f’k{kd] f’k{kk euksfoKku] f’k{kk 
rduhdh] lekt’kkL=] n’kZu’kkL= dh iqLrdksa dk 
fo’ys"k.kkRed v/;;uA 

xkS.k lzksr % i=&if=dk,¡] baVjusV ,oa Vhoh lekpkj 
,oaa iqLrdksa esa ladfyr lwpukvksaa dk laxzg A

ifjdYiuk % ifjdYiuk dk iz;ksx eq[; :Ik ls 
lakf[;dh v/;;uksa ds {ks= eas vf/kd fd;k tkrk gS 
izzLrqr 'kks/k dk;Z 'kSf{kd ,oa nk’kZfud fopkjksa ij 
vk/kkfjr gS A  fopkjksa] Hkkoukvksa dk ijh{k.k ,oa 
ewY;kadu oLrqfu"B ,oa iz;ksx ds vk/kkj ij leqfpr 
ugha gS A

v/;;u dk fu"d"kZ %

1- futh f’k{kd & izf’k{k.k laLFkkuksa esa f’k{kdksa dks 
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f’k{k.k ls lacfU/kr dsUnz ,oa jkT; ljdjksa ds fu;eksa 
dk ikyu ek= lS)kfUr :Ik esa fd;k tkrk gSA tcfd 
f’k{kdks dks O;ogkfjd :Ik esa dbZ leL;kvksa dk lekuk 
djrk iMrk gSA ;fn f’k{kd izf’k{k.k lsLFkkuksa esa 
ekuokf/kdkj dk O;ogkfjd i{k dks lqfuf’pr fd;k 
tk, rks f’k{kdksa ,oa Nk=ksa dh leL;k dk lek/kku 
O;fDrxr ,oa lkewfgd :Ik ls fd;k tk;sxkA

2- futhdj.k ds dkj.k f’k{kd&izf’k{k.k laLFkkuksa ds 
izcU/k lehfr dh Hkwfedk lcls vf/kd gksrh gS cgqrk;r 
esa Ikk;k x;k gS fd mUgs f’k{k.k dk dksbZ vuqHko u gksus 
ds dkj.k O;fDrxr ykHk T;knk fn[krk gS ftlls 
f’k{kdks ,oa izcU/k lehfr es dVqrk cuh jgrh gSA lkFk 
gh jk"Vªh; f’k{kk ifj"kn ,oa fo’o fo|ky;ksa ds ekudksa 
dk iw.kZr% ikyu ugha fd;k tkrk gSA

3- Hkkjrh; lafo/kku ,oa ekuokf/kdkj vk;ksx ds 
vknZ’k ,oa ewY;ksa esa izR;sd ukxfjdksa ds fgrksa dk 
laj{k.kk djuk gS A  blfy, bld lS)kfUrd ,oa 
O;ogkfj i{k ls f’k{kdks ds vf/kdkj ,oa xfjek dh j{kk 
dh tk;sxh vkSj muesa lekt ,oa ns’k fuekZ.k gsrq Lora= 
:Ik ls dk;Z djus dk Hk; lekIr fd;k tk;sxkA

4- Lora= :Ik ls fpUru&euu djds f’k{kd vius 
ekSfyd fpUru }kjk lekt esa O;kir dq:fr;ksa dks 
lekIr djus dk iz;kl djsaxsaA bllsS tkfrokn]{ks=okn 
;k Js"Bds LFkku ij lerkewyd lekt dk fuekZ.k 
gksxkA lkFk gh f’k{kd d{kk&d{k esa vius fo"k;] 
f’k{kd dkss vius okrkoj.k ds lkFk tksM+dj Nk=ksa esa 
fo’ys"k.kkRd ’kfDr dk fodkl dj T;knk ls T;knk 
jpukRedrk dks c<kok ns ldrk gS A  fQj Nk=ksa esa 
izR;sd leL;k lek/kku gsrq ftKklk mRiUu gksxh vkSj 
os T;knk ls T;knk ’kks/k dk;Z djus es :fp ysxs A

v/;;u dk lq>ko %

lEiw.kZ jk"Vª ds f’k{kdksa dh vkfFkZd] lkekftd] ’kSf{kd 
fLFkfr dks lq/kkjk tk;s rks ns’k lHkh {ks=kas esa rhoz xfr ls 
fodkl gksxk A  D;kasfd f’k{kd gh ns’k esa pfj=oku] 
bZekunkj] lqlaLd`r ukxfjdksa dk fuekZ.k djrk gS A 
;fn vPNk ukxfjd gksxk rks ogh vPNk lSfud] 
MkDVj] f’k{kd] jktuSrk vkfn cu ldrk gSAblds 
fy, vko’;d gS fd f’k{kd&f’k{kk dh xq.koÙkk fodkl 
ds lkFk f’k{kdkas ds ekSfyd vf/kdkjksa ds laj{k.k gsrq 
lkekftd ,oa oS/kkfud lgk;rk dks O;ogkfjd :Ik 
fn;k tk, A

’kSf{kd fufgrkFkZ %

f’k{kk }kjk gh lekt fodkl gsrq u;s n’kZu dks tUe 
fn;k tkrk gS ftlls lekt dks fujUrj xfr iznku 

djus gsrq lek/kku feyrk gSA;fn ekuokf/kdkj f’k{kk 
dks f’k{kd&izf’k{k.k ,oa f’k{kk ds lHkh Lrj ij j[kk 
tk;sxk rks Nk=ks esa ekuoh; xq.kksa ds fodkl ds lkFk 
lekt es ekuokf/kdkjksa ds izfr tkx:drk mRiUu 
djsxh rkfd og viuh Lora=rk ds lkFk nwljs dh 
Lora=rk dks egRo nsdj ’kkafr ,o varjkZ"Vªh; 
lnHkkouk dks c<+k lds ftlls lekt ds detksj vkSj 
fiNM+s oxZ dks vius vf/kdkjksa ds izfr tkx:d djds 
muesa vkRefo’okl mRiUu gksxk Af’k{kk ekuokf/kdkj 
laLd`fr esa c<kok nsus dk izHkkoh lk/ku gS A  f’k{kk ds 
lHkh vkSipkfjd vkSj vukSipkfjd lewgksa esa 
ekuokf/kdkj ds izfr tkx:drk] lwpuk vkSj tkudkjh 
ds izlkj dks c<kok nsus esa ;g egRoiw.kZ Hkwfedk dk 
fuokZg dj ldrh gSA f’k{kk gesa vius vklikl ds 
ifjos’k dks ubZ n`f"V ds lkFk le>us dh ’kfDr nsrh gSA  
mlls ekuoh; laosnukvksa vkSj vk’kkvksa esa tkfr] /keZ] 
Hkk"kk laLd`fr esa dksbZ vUrj ugha vkrk gS A  blh 
,drk dks le>dj gh gekjh dk;Z laLd`fr cny 
ldrh gS A  ladh.kZrk] dVqrk] lekIr gks ldrh gS 
vkSj lfg".kqrk rFkk nwljs dh Hkkoukvksa vkSj vkRekvksa 
dk lEeku djus dh Hkkouk bldk LFkku ys ldrh gS A  
vr% ekuokf/kdkj f’k{kk dk O;ogkfjd i{k lekt dh 
ekuoh; laca/k ,oa lqj{kk dk izHkkoh ,oa egRoiw.kZ lk/ku 
gS A

lanHkZ xzUFk %

1- lDlsuk] ds- ih- 1990 Vhfpax áweu jkbV~l] jksy 
vkWQ bafLVV~;w’kul~ vkWQ gk;j ,stqds’ku ekud 
ifCyds’kal A

2- jk;] jkgqy 2000 áweu jkbV~l] ;w-,u- 
bfuf’k;sfVOl ]vkFklZ izsl ifCyllZ vkWQ 
Ldksyjyh cqDl] ubZ fnYyh A

3- HkV~Vkpk;Z] th-lh-] 2001] Vhfpax vkWQ áweu 
jkbV~l ,V ch-,M- yscy % uhMl ,.M 
vkWCtsfDV~Cl ;wfuoflZVh U;wtA

4- ,u-lh-bZ-vkj-Vh- 2005 jk"Vªh; ikB~;p;kZ dh 
:ijss[kk ],u-lh-bZ-vkj-Vh-] ubZ fnYyh A

5- Dhand Harry (2002) : Teaching Human rights - A 
Hand book for teacher educator, Asian Institute 
of human right Bhopal.

6- Bain, A. S. (1991) : Human Right in India : The 
Case of Punjab Democratic World.
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‘ kks/k lkj %

izLrqr 'kks/k v/;;u esa ekrk vkuane;h f=iqjk fo|kihB 
vkSadkjs’oj esa v/;;ujr xzkeh.k ,oa 'kgjh ifjos’k ds 
fo|kfFkZ;ksa ds uSfrd ewY;ksa ds v/;;u ds varxZr ;g 
tkuus dk iz;kl fd;k x;k fd xzkeh.k ,oa 'kgjh 
ifjos’k dk izHkko fo|kfFkZ;ksa ds uSfrd ewY;ksa dks 
izHkkfor djrk gS vFkok ughaA U;kn’kZ ds :i esa ekrk 
vkuane;h f=iqjk fo|kihB esa v/;;ujr xzkeh.k ,oa 
'kgjh fo|kfFkZ;ksa dks p;fur fd;k x;kA

'kks/k midj.k ds :i esa fo|kfFkZ;ks ds uSfrd ewY;ksa ds 
ekiu gsrq vYiuk lsu xqIrk RkFkk oh-ds-flag }kjk 
fufeZr iz’ukoyh dk iz;ksx fd;k x;k A izkIr ifj.kkeksa 
ds vk/kkj ij ;g fu"d"kZ Kkr gqvk fd fo|kfFkZ;ksa ds 
ifjos’k dk izHkko  muds uSfrd ewY;ksa ij ugha iM+rk 
gSA

izLrkouk %

Hkkjrh; laLd`fr izkjEHk ls gh vk/;fRed thou ewY;ksa 
dks lokZsPp egRo nsrh jgh gSA /keZ ds vadq’k rFkk eks{k 
dh loksZPprk dh ppkZ gksrs gq, Hkh vFkZ vkSj dke dk 
fu"ks/k blesa ugha gS D;ksafd ;g ekuo ds lokZxh.k 
fodkl dks y{; ekudj pyh gSA vFkZ vkfFkZd vkSj 
lk/ku ewY; dk] dke eukSfoKkfud ewY; dk] /keZ 
lkekftd rFkk uSfrd ewY; dk vkSj eks{k vk/;kfRed 
ewY; dk ladsrd jgk gSA

foxr nks&rhu n’kdksa ls thou ewY;ksa esa cgqr rsth ls 
ifjorZu gqvk gS] tgk¡ O;fä ,d vutkus ls izokg esa 
fujUrj cgrk gqvk ,d vksj Lo;a ds ifjokj] lekt 
vkSj ns’k ls VwVrk tk jgk gS ogha nwljh vkSj mlds 
thou esa ekuoh; laca/kksa vkSj uSfrd ewY;ksa ds fy, dksbZ 
LFkku u gksdj lEiw.kZ fparu /ku vkSj Hkksx foykl ij 
dsfUnzr gks x;k gSA lalkj ds lHkh egku /keksZa ds 
egkiq:"kksa us euq"; ds lkeus Å¡ps lkekftd vkn’kZ 
j[ks gSaA fo’o ds vusd egku larksa dh rjg orZeku ;qx 
dh egku vk/;kfRed xq: ek¡ vkuUne;h us Hkh ekuo 
lekt ds mRFkku vkSj mls iw.kZrk dh vksj vxzlj djus 
ds fy, dbZ egRoiw.kZ lw= iznku fd, gSaA ek¡ us viuh 
LokuqHkwfr ds vk/kkj ij ftu thou ewY;ksa dks 
izfrikfnr fd;k gS] mldh lcls cM+h fo’ks"krk 

lef"Vxr n`f"V vFkkZr~ lEiw.kZ lekt dks /;ku esa j[krs 
gq, ekuo dY;k.k ij fparu gSA ek¡ ds fopkj esa 
rRdkyhu lekt ,oa ifjfLFkfr;ksa esa pfj=&fuekZ.k] 
/kkfeZd  mn~ns’;ksa dh iwfrZ] lkaLd`frd ewY;ksa dk 
laj{k.k ,oa lao/kZu x`gLFk thou ds O;kogkfjd 
mn~ns’;ksa dh iwfrZ ,oa ns’k dh Hkkoh ih<+h dk uofuekZ.k 
djus gsrq Hkkoh f’k{kk i)fr dks Hkkjrh; laLd`fr ls 
la;qDr fd;k tkuk vko’;d gSA

cPpksa esa uSfrd ewY;ksa dh f’k{kk ds vHkko esa 'kkyhurk] 
vuq’kklu] vkRecy] fou;’khyrk] la;e vkfn 
ekuoksfpr xq.kksa dk fodkl ugha fd;k tk ldrkA 
uSfrd ewY; euq"; thou ds lHkh i{kksa dk mUu;u 
djrs gq, lgh ,oa xyr ds pquko dh {kerk dks 
fodflr djrs gSa] bl n`f"V ls ckydks dks cpiu ls gh 
ikfjokfjd ,oa fo|ky;h okrkoj.k }kjk uSfrd ewY;ksa 
dh f’k{kk nh tkuh vko’;d gSA

v/;;u dh izklafxdrk %

Hkkjrh; f’k{kk i)fr izkjaHk ls gh laLdkj ;qDr thou 
ewY;ksa ,oa vk/;kfRed psruk   ls ifjiw.kZ jgh gSA bl 
f’k{kk O;oLFkk esa vk/;kfRed]lkaLd`frd] uSfrd thou 
ewY;ksa ls lqlacaf/kr ekuo dh ifjdYiuk gh ekuoh; 
vkn’kksZ ls ;qDr f’k{kk dk eq[; vk/kkj gS mijksDr 
rF;ksa ds ifjizs{; esa bl fopkj dk mn~Hko gqvk fd 
ekrk vkuane;h f=iqjk fo|kihB esa v/;;ujr xzkeh.k 
,oa 'kgjh fo|kfFkZ;ksa ds uSfrd ewY;ksa ds izHkko dk ekiu 
fd;k tk, rkfd izkIr ifj.kkeksa ds vk/kkj ij leL;k 
ls lacaf/kr mfpr lek/kku izkIr fd, tk lds blh 
fopkj us 'kks/kdk;Z gsrq vfHkizsfjr fd;k QyLo:Ik 
leL;k dk p;u fd;k x;kA

'kks/k dk mn~ns’; %

1- ekrk vkuane;h f=iqjk fo|kihB vkSadkjs’oj esa 
v/;;ujr xzkeh.k fo|kfFkZ;ksa ds uSfrd ewY;ksa dk 
rqyukRed v/;;u djukA

2- ekrk vkuane;h f=iqjk fo|kihB vkSadkjs’oj esa 
v/;;ujr 'kgjh {ks= ds fo|kfFkZ;kas ds uSfrd 
ewY;ksa dk rqyukRed v/;;u djukA

3- ekrk vkuane;h f=iqjk fo|kihB vkSadkjs’oj esa 

MkW- Hkkjrh dkSf’kd] lgk;d izk/;kid]
nwu bafLVV;wV vkQ ,tqds’ku] _f"kds’k
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v/;;ujr xzkeh.k ,oa 'kgjh {ks= ds fo|kfFkZ;ksa ds 
uSfrd ewY;ksa dk rqyukRed v/;;u djukA

'kks/k dh ifjdYiuk,¡ %

1- Ekkrk vkuan;h f=iqjk fo|kihB vkSadkjs’koj esa 
v/;;ujr xzkeh.k fo|kfFkZ;ksa ds uSfrd ewY;ksa esa 
dksbZ lkFkZd varj ugh gSA

2- ekrk vkuane;h f=iqjk fo|kihB vkSadkjs’oj esa 
v/;;ujr 'kgjh fo|kfFkZ;ksa ds uSfrd ewY;ksa esa 
dksbZ lkFkZd varj ugha gSa

3- ekrk vkuane;h f=iqjk fo|kihB vkSadkjs’oj esa 
v/;;ujr xzkeh.k ,oa 'kgjh {ks= ds fo|kfFkZ;ksa ds 
uSfrd ewY;ksa esa dksbZ lkFkZd varj ugha gSA

'kks/k leL;k dk lhekadu %

izLrqr 'kks/k izca/k esa ekrk vkuane;h f=iqjk fo|kihB 
vkSadkjs’oj esa v/;;ujr xzkeh.k ,oa 'kgjh ifjos’k ds 
fo|kfFkZ;ksa dks gh p;fur fd;k x;k gSA

'kks/k fof/k %

bl v/;;u esa o.kkZRed losZ{k.k fof/k dk iz;ksx fd;k 
x;k gS A

U;kn’kZ %

izLrqr 'kks/k v/;;u ds fy, ekrk vkuane;h f=iqjk 
fo|kihB vkSadkjs’oj esa v/;;ujr xzkeh.k ,oa 'kgjh 
{ks= ds fo|kfFkZ;ksa dks U;kn’kZ ds :Ik esa p;fur fd;k 
x;kA

midj.k laca/kh lhekadu %

izLrqr 'kks/k v/;;u esa ekrk vkuane;h f=iqjk fo|kihB 
esa v/;;ujr xzkeh.k rFkk 'kgjh ifjos’k ds fo|kfFkZ;ks 
ds uSfrd ewY;ksa ds ekiu ds fy, vYiuk lsu xqIrk 
rFkk oh-ds- flag }kjk fufeZar iz’ukoyh dk iz;ksx fd;k 
x;k A bl iz’ukoyh esa fn;s x, iz’uksa dk mRrj 
Nk=@Nk=kvksa dks gk¡ ;k ugha esa nsuk gSA bl iz’ukoyh 
eas dqy 36 iz’u gS ftudks 100 Nk=@Nk=kvks ij 
iz’kkflr fd;k x;kA

v/;;u esa iz;qDr lkaf[;dh %

izLrqr v/;;u ds mn~ns’; ,oa ifjdYiukvks ds 
ijh{k.k gsrq izkIr vk¡dM+ks ds lkj.kh;u ds mijkUr 
e/;eku (M), izkekf.kd fopyu (SP)] ØkfUrd 
vuqikr (C.R. Value) dks Kkr fd;k x;k rRi’pkr~ bu 
ewY;ksa dks 0-01 rFkk 0-05 lkFkZdrk Lrj ij tk¡pk  
x;k A

vk¡dM+ks dk fo’ys"k.k rFkk O;k[;k %

izLrqr v/;;u ds varxZr ,d= fd;s x, vk¡dM+ks dk 
fo’ys"k.k midj.k dh izd`fr ds vuq:Ik fd;k x;k gSA 
'kks/kdrkZ }kjk uSfrd ewY;ksa ds ekiu gsrq izeq[k pjksa dk 
p;u fd;k] ekrk vkuUne;h f=iqjk fo|kihB 
vkSadkjs’oj esa v/;;ujr xzkeh.k ,oa 'kgjh {ks= ds 
Nk=@Nk=kvksa  ds uSfrd ewY;ksa ij iM+us okys  izHkko 
dk v/;;u fd;k x;k A  bu pjksa ls lacaf/kr 
rqYkukRed v/;;u dk ijh{k.k Økafrd vuqikr ds 
vk/kkj ij fd;k x;kA

lkj.kh&1
xzkeh.k ifjos’k ds fo|kfFkZ;ksa ds uSfrd ewY;ksa ij izHkko

Xkzkeh.k Nk=ksa e/;eku Ikzkekf.kd Økafrd fMxzh lkFkZdrk
fo|kFkhZ dh fopyu vuqikr vkWQ Lrj

la[;k ÝhMe

Nk= 25 29-16 2-75 0-72 48 lkFkZd varj

Nk=k 25 29-8 3-47 & & ugh gSA

Lkkj.kh 1 ls Kkr gksrk gS fd xzkeh.k ifjos’k ds 
fo|kfFkZ;ksa ds uSfrd ewY;ksa esa lkFkZd varj ugha gSA  
Øakfrd vuqikr 0-72 gS tks fd 0-01 rFkk 0-05 ij 
lkFkZd ugha gS vr% bl lanHkZ esa ifjdYiuk 1 Lohdkj 
dh tkrh gSA

Lkkj.kh&2
'kgjh ifjos’k ds fo|kfFkZ;ksa ds uSfrd ewY;kas ij izHkko

'kgjh Nk=ksa e/;eku Ikzkekf.kd Økafrd fMxzh lkFkZdrk
fo|kFkhZ dh fopyu vuqikr vkWQ Lrj

la[;k ÝhMe

Nk= 25 29-56 2-76 0-67 48 lkFkZd varj 

Nk=k 25 30-4 2-42 & & ugh gSA

mijksDr fo’ys"k.k rkfydk }kjk Li"V gksrk gS fd 
'kgjh ifjos’k ds Nk=@Nk=kvkas ds uSfrd ewY;ksa ij 
izHkko ugh iM+rk gS Økafrd vuqikr 0-67 gS tks 0-01 
rFkk 0-05 ij lkFkZd varj ugha gS vr% bl lanHkZ esa 
ifjdYiuk 2 Lohdkj dh tkrh gSA

lkj.kh & 3
xzkeh.k ,oa 'kgjh ifjos’k ds fo|kfFkZ;kas ds uSfrd ewY;ksa 
ij izHkko

fo|kFkhZ Nk=ksa e/;eku Ikzkekf.kd Økafrd fMxzh lkFkZdrk
dh fopyu vuqikr vkWQ Lrj
la[;k ÝhMe

Xkzkeh.k 50 29-48 3-13 -055 98 lkFkZd varj 

'kgjh 50 29-8 2-6 & & ugh gSA

Lkkj.kh & 3 ls Li"V gS fd xzkeh.k ,oa 'kgjh fo|kfFkZ;ksa 
ds uSfrd ewY;ksa esa dksbZ lkFkZd varj ugha gS muds 
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uSfrd ewY; yxHkx leku gh gSA

fu"d"kZ %

izLrqr 'kks/k esa izkIr ifj.kkeksa ds vk/kkj ij ;g fu"d"kZ 
fudyrk gS fd fo|kfFkZ;ksa ds ifjos’k dk muds uSfrd 
ewY;ksa ij izHkko ugha iM+rk mues uSfrd ewY; yxHkx 
leku gh gS] ;s lHkh fo|kFkhZ ekrk vkuane;h f=iqjk 
fo|kihB vkSadkjs’oj esa v/;;ujr gSA bu fo|kfFkZ;ksa 
ds uSfrd ewY;ksa ij buds xzkeh.k ;k 'kgjh ifjos’k dk 
izHkko bl fy, ugha iM+rk gS D;ksafd fo|ky; dk 
v/;kfRed okrkoj.k ,oa ;ksX; lqlaLdkfjr v/;kidksa 
}kjk vkpj.k ds ek/;e ls f’k{kk iznku dh tkrh gSA 
fo|ky; dh lEiw.kZ f’k{kk O;oLFkk ek¡ vkuane;h ds 
uSfrad ,oa lkekftd fparu ij vk/kkfjr gSA ek¡ dh 
n`f"V esa fcuk fdlh Hksn&Hkko ds lHkh ds fy, leku 
LFkku gSA ek¡ ds fopkj esa O;frä;ksa dks yksdlaxzg 
vFkkZr lkjs ekuo lekt dh HkykbZ gsrq LoHkko ds 
fu;r deZ tks mlds Lo/keZ gS] mldk ikyu djrs gq, 
deZjr jguk pkfg, A  ek¡ ds vuqlkj & ^^uSfrd 
thou vk/kkj cuk dj /keZ thou xfBr djks] deZ 
txr esa mls vxzx.; djks A  bl izdkj egk’kfä 
lafpr gksus ls rqEgkjh Lok/khurk esa dkSu gkFk ns ldrk 
gS \vius Åij Lo;a 'kklu ugha dj ldrs rks fojkV 
ijra= fdl rjg pykvksxsa \Þ

lUnHkZ xzUFk lwph %

1- 'kqDy] MkW- of’k"B ukjk;.k ¼2007½ izkphu Hkkjr esa 
f’k{kk ds dsUnz] 'kkjnk iqLrd Hkou] bykgkcknA

2- xqIrk] ,l- ih- ¼2010½ Hkkjrh; f’k{kk dk bfrgkl] 
’kkjnk iqLrd Hkou] bykgcknA

3- ik.Ms;] MkW- jke’kdy ¼2000½ ewY;f’k{kk ds 
ifjizs{;] vkj-yky-cqqd fMiks] esjBA

4- ik.Ms;] MkW- jke’kdy ¼2008½ fo’o ds Js"V f’k{kk 
'kkL=h] fouksn iqLrd eafnj] vkxjkA
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