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Foreword 

Dear Readers, 

A warm welcome to all of you. We are very happy to release this special issue of Spectrum 

which contains proceedings of the fifth international research conference on Services 

Management held at Kohinoor BǳǎƛƴŜǎǎ {ŎƘƻƻƭ ŀƴŘ /ŜƴǘŜǊ ŦƻǊ aŀƴŀƎŜƳŜƴǘ wŜǎŜŀǊŎƘΩǎ ŎŀƳǇǳǎ 

in Khandala on 20th February 2010. 

¢ƘŜ ǘƘŜƳŜ ŦƻǊ ǘƘƛǎ ȅŜŀǊΩǎ ŎƻƴŦŜǊŜƴŎŜ ǿŀǎ {ŜǊǾƛŎŜ aŀƴŀƎŜƳŜƴǘ- The Catalyst.  In his welcome 

address at the conference, Dr. Bigyan P.Verma, Director, KBSCMR, highlighted how the service 

sector contributes to economic growth and has a crucial role in future. He pointed that the East 

Asian countries have achieved excellence in manufacturing, while India with its vast pool of 

skilled manpower is poised to leapfrog - building a service sector in sync with global economy. 

He emphasized how the extensive use of internet and information technology can help us 

achieve the goal of inclusive growth.  Further he  elaborated how service sector has maintained 

a healthy growth rate despite general economic slowdown, and thus having the theme Services 

Management - The Catalyst , is apt. 

Dr.Vijay Khole, former Vice Chancellor, Mumbai University then delivered his keynote address. 

In his presentation Dr.Khole elaborated on the theme: - how the expectation that reallocation 

of resources from defense to civilian purposes after the cold war would help the economic 

development have not been realized. The major reason for this is the rise in terrorism and war 

activities. In India, health and education are vital for our progress. Service sector in India is 

growing with rapid urbanization, privatization and emergence of knowledge based economy.  

Services like micro-credit have the potential to transform our economy. 

This was followed by presentation of researchers in the technical sessions dedicated to the 

following areas:   

¶ Marketing  challenges in service industry 

¶ Importance of service quality 

¶ Ethical dilemmas in service industry 

¶ Human Resource practices in service industry 

¶ Strategic role of Information technology in service industry. 

¶ Operational  issues in public services management 

These sessions were chaired by various moderators from academia and industry.  
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We are pleased to inform that due to overwhelming response from researchers from India and 

abroad, this issue of Spectrum is being released in three volumes. Each volume is dedicated has 

to a set of subthemes: 

¶ Volume 1  contains papers on Marketing  challenges in service industry, Strategic role of 

Information technology in service industry, Operational  issues in public services 

management 

 

¶ Volume 2 contains  papers on services related with banking and finance, HR and current 

trends in services industry.  

 

¶ Volume 3 contains papers on service quality, service ethics and importance of 

management practices. 

 

I am thankful to all the contributors of research papers ς the conference delegates from 

various institutions, moderators, corporate professionals, research committee members 

and especially Prof. Saravan Krishnamurthy, the coordinator for the Annual 

International Research Conference 2010 for making this conference a grand success. 

 

 

Dr. Ajit Gaikwad 

Executive Editor, Spectrum 2010   
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1. INTRODUCTION 
 

The current phase of product placement can be traced back specifically to the merchandising 
successes of star wars (1977), but has continued with the blockbuster, action-figure based films 
of the 1990s (for instance, batman [1989] and spider-man [2002]), as well as the successful 
franchise films in the early twenty-first century (such as the lord of the rings [2001ς2003] and 
harry potter [beginning in 2001]).  

Inspired by Hollywood, the Hindi film industry is beginning to go into film merchandising - 
introducing dolls, masks, key chains, school bags and t-shirts - and hopes to one day reap 
millions like in the west. In the merchandising sector, Bollywood  has had very few successful 
deals so far. One of them was producer-ŘƛǊŜŎǘƻǊ wŀƪŜǎƘ wƻǎƘŀƴΩǎ ŘŜŀƭ ǿƛǘƘ Ǉŀƴǘŀƭƻƻƴǎ ŦƻǊ Ƙƛǎ 
нллс ƳƻǾƛŜ άYǊǊƛǎƘέ - it proved to be fruitful for the maker as well as the retail chain. 



 

 

V o l u m e  1     S P E C T R U M   E- j o u r n a l    F eb  2 0 1 0    K B S C M R   

 

Page 9 

By 2001, India was undoubtedly the world' s largest film producing country with over 27,000 
feature films and thousands of documented short films (on an average, around 800 films were 
produced annually) in over 52 languages. It is important to realize the potential of 
merchandising in the marketing of a movie. Merchandising brings extra value to a film by way 
of long lasting mementos in the hands of the consumer. 

Despite the not so encouraging results, merchandising in India is poised to grow. Recently, 
entertainment, media and communications company Percept announced a 50-50 joint venture 
with the Future Group Called Bollywood Retail, the joint venture will invest Rs.500 million 
initially to sell Bollywood merchandise. So we can say that product placements are emerging as 
useful additional form of marketing communication. They score over traditional television 
advertising for three reasons viz: goodwill gains by associating with a popular program, 
purchase of large portion of commercial time within the programme prevents communication 
interference from competition (Gay, 1988) and integration with program reduces likelihood of 
ȊŀǇǇƛƴƎ όaŜŜƴŀƎƘŀƴΣ мффмύΦ ¢ƘŜǊŜ ŀǊŜ ƴǳƳōŜǊ ƻŦ ŜȄŀƳǇƭŜǎ ƻŦ Ƙƻǿ ǘƘŜ ǇǊƻŘǳŎǘΩǎ ŀǇǇŜŀǊŀƴŎŜ 
in a movie resulted in an increase in brand performance in Hollywood movies. When agent 
James Bond made top secret calls on an Ericsson mobile phone in 1997 in the movie Tomorrow 
Never Dies, the Ericsson trademark got a real upward boost in visibility and market share 
(Zieme 1998). More recently Equisearch.com, a web site targeted to equestrians, credited its 
40%increase in web hits and quadrupled sales revenue over a two month time span to a brief 
ŀǇǇŜŀǊŀƴŎŜ ƻŦ ǘƘŜ ōǊŀƴŘΩǎ ƴŀƳŜ ƛƴ ǘƘŜ ƳƻǾƛŜ ¢ƘŜ IƻǊǎŜ ²ƘƛǎǇŜǊŜǊ ό.ǳǎǎ мффуύΦ Lƴ ǘƘŜ ǇŀǎǘΣ ŀǎ 
long as in 1982 the alien creature in the movie ET The Extraterrestrial, was lured from its hiding 
ǇƭŀŎŜ ǿƛǘƘ wŜŜǎŜΩǎ ǇƛŜŎŜǎ ŎŀƴŘȅΣ ōǊŀƴŘ ǎŀƭŜǎ ƛƴŎǊŜŀǎŜŘ ōȅ ср҈ Ƨǳǎǘ ǘƘǊŜŜ ƳƻƴǘƘǎ ŦƻƭƭƻǿƛƴƎ ǘƘŜ 
ƳƻǾƛŜΩǎ ǊŜƭŜŀǎŜ ό.ǳǎǎ мффуΣ CŀǊƘƛ мффуΤ wŜŜŘмфуфύΦ ¢ƘƻǳƎƘ ǘƘŜǊŜ Ƙŀǎ ōŜŜƴ ŀ ƭƻƴƎŜǊ ƘƛǎǘƻǊȅ ƻŦ 
brand placements in Indian films but not enough research has been conducted to prove its 
effectiveness. The earliest reference of a brand placement comes in the 1940 classic Chalti Kaa 
naam Gadi with the brand Coca Cola. The movie Dilwale Dulhanyiyan Le Jayenge of the 1990s 
was a successful story of launching of Stroh bear in Indian market. Today, product placement is 
used as an often used strategy for the advertisers in Hindi films. 

FBM (Film based Merchandizing) had not really caught the fancy of the Indian film industry. 
While most distributors agreed that there was definitely a large market in terms of volume, 
problems such as the licensing issues were yet to be dealt with. Product placement  refers  to  
the  practice  of  including  a  brand  name  product, package, signage or other trademark 
merchandise within a motion picture, television or other  media  vehicles  for  increasing  
the  memorability  of  the  brand  and  for  instant recognition at the point of purchase. 
Product placements are commercial insertions within a particular media program intended to 
heighten the visibility of a brand, type of product or service. These insertions are not meant 
to be commercial break ups rather an integral part of the medium so that the visibility of the 
brand increases. Product placements are different than the celebrity endorsement 
advertisements in many  ways.  The celebrities endorse products and brands with 
commercial reasons, which normally comes in  the breaks in television programs or in 
cinema halls. The phenomenon of zipping and change in the television usage behaviour 
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due to surfing during commercial breaks has reduced the effectiveness of  the  television 
commercials. 

 Similarly the commercials on cinema halls are found to be of low involvement as the 
audience takes them as blocks between the reasons of visiting the cinema hall and the time 
a v a i l a b le to them for   entertainment.  So the brand communication  and  the 
entertainment products are viewed differently by the audience in both the media. Brand 
placement provides an opportunity where the involved audience gets exposure to the 
brands and products during the natural process of narration of the movie or television 
commercial.  
Further to this in a television viewing, the audience has a choice to shift the channel, as 
the programming is an involuntary exposure due to fixed schedules, content and timing. This 
involuntary exposure makes the audience to have a choice of voluntary viewing of the 
program of his choice and then he or she may switch to another channel. It has been 
observed from research that brand recall for  commercials shown during the television 
programs with higher level of TRPs are very poor due to the channel switching behaviour  
(Fourier  and  Dolan  1997).  High  level  of  media  clutter,  similarity  of programming 
across channels, channel switching behaviour are the factors responsible to generate 
sufficient level of research interest among researchers at the practice of brand placements 
in movies. 98% of the Hindi  films  flop  in  a  year  and  the  producers  are  not  able  to  get  
revenue  for  their investments. The basic objective of permitting product placements in 
movies is to cover up the possible level of production cost before the movie is released.  Due 
to the informal and non-standardization nature of the business practices in Hindi film industry, 
there is no standard tariff that producers can charge to the brand managers for product 
placements in their movies. 

For the first time in India, Volvo Cars have got associated with Indian film industry namley 
Bollywood with the debut of its red XC90 R-Design in the most awaited film release of 2009 - 3 
Idiots. Produced by Vinod Chopra Films and directed by Raj Kumar Hirani, the film's cast 
includes the crème of the Indian acting fraternity - Aamir Khan, Kareena Kapoor, R. Madhavan 
and Sharman Joshi.  

It may be recalled that Volvo Auto India , the wholly-owned subsidiary of Volvo Car 
Corporation, on 15th October'08, had launched a new variant of its luxury Sports Utility Vehicle 
XC90, which has been christened XC 90 R-Design, in the domestic market. Retailed at Rs. 58 
lakh (ex-showroom, Delhi), the new SUV is equipped with 32 valve V8 4.4 litre petrol engine 
delivering 315 bhp, and is available in five colour options, of which 'Passion Red' is exclusive to 
the variant. A number of sporty features were also been added to the vehicle like sport-tuned 
chassis, sports calibrated steering and sophisticated stability control techniques. Moreover, the 
wheels have grown to 19" in diameter, and the quad tailpipes hint at what lies beneath the 
hood. A new instrument cluster with blue backlighting complements the rest of the interior.  

The only leading licensed merchandiser in India was Disney with about 40 licenses including 
Weekender Kids, Timex, Cadbury, Parry' s, Leo Mattel and Funskool, making a wide range of 
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character based merchandise. Import restrictions added to the lack of large-scale adoption of 
FBM in the country. Apparel, one of the most lucrative categories of FBM does not require very 
high start-up costs and the entire range can be made and retailed at a nominal price range. A 
Disney T-shirt could easily be sold for Rs 150-300. However, since manufacturing was so cheap, 
a thriving grey market had emerged. There were virtually no checks on copyright infringement 
with apparel, caps, school bags, water bottles and pencil boxes all bearing registered brands. 
 

MOVIE FOR RESEARCH ς άо L5Lh¢{έ 
A Reliance Big Pictures release of a Vinod Chopra Films production. Produced by Vidhu Vinod 
Chopra. Directed by Rajkumar Hirani. Associate director, Rajesh Mapuskar. Screenplay, Vidhu 
Vinod Chopra, Hirani, Abhijit Joshi, based on the 2004 novel "Five Point Someone" Chetan 
Bhagat. With: Aamir Khan, Kareena Kapoor, R. Madhavan, Omi Vaidya, Sharman Joshi, Boman 
Irani, Mona Singh, Javed Jaffrey, Rahul Kumar, Parikshit Sahni, Akhil Mishra. 

Made with a budget of Rs 45 crore, 3 Idiots has already raked over five times what the 
producer, Vidhu Vinod Chopra, had invested in the film, which tells the story of three friends 
ǘƘǊƻǳƎƘ ǘƘŜƛǊ ŎƻƭƭŜƎŜ ŀƴŘ ǿƻǊƪΦ ¢ƘŜ ŘƛǎǘǊƛōǳǘƛƻƴ ǊƛƎƘǘǎ ƻŦ ǘƘŜ ŦƛƭƳ ǿŜǊŜ ōƻǳƎƘǘ ōȅ !ƴƛƭ !ƳōŀƴƛΩǎ 
Big Pictures for around Rs 80 crore, according to industry sources. The film was released with 
over 1,500 prints in India and 344 prints overseas. 3 idiots is creating records. Aamir Khan 
starrer 3 idiots has earned a whooping 315 crores worldwide in just 19 days. The producers 
claimed that such a collection has made it the biggest movie at the Box office. 

 

MOVIE FOR RESEARCHτά![[ ¢I9 .9{¢έ 

Movie Review: All the best; Star cast: Sanjay Dutt, Ajay Devgan, Fardeen Khan, Bipasha Basu, 
Mugdha Godse, Johnny Lever, Sanjay Mishra, Ashwini Kalsekar and Mukesh Tiwari; Director: 
Rohit Shetty; Rating: *** - Total time pass flick. 

Box office was not warm last week with all the new releases going dud. In fact, Ayan 
MukherjeeΩǎ Ψ²ŀƪŜ ¦Ǉ {ƛŘΩ ǎǘƛƭƭ ŎƻƴǘƛƴǳŜǎ ǘƻ ǊƻŎƪ ǘƘŜ ōƻȄ ƻŦŦƛŎŜΣ ǊǳƴƴƛƴƎ ƛǘǎ ǎǳŎŎŜǎǎŦǳƭ ŎƻǳǊǎŜ ƛƴ 
the fourth week. 

 
The third week business for Wake Up Sid was around Rs 1.25 crore but in the fourth week it has 
grossed nearly Rs 1.25 crore just over the weekend. Whereas, Diwali hits had an unexpected 
drop in collections this weekend; Blue witnessed a poor second week with business of around 
Rs 6.25 crore only and the Salman Khan-Kareena Kapoor starrer Main Aur Mrs Khanna has been 
declared a flop. 

However, laugh riot All The Best has done okay business, making producer Ajay Devgan a happy 
man. The movie has grossed around Rs 9.50 crore approx over its second weekend and has 
reportedly shown steady collections in all circuits. Though the movie had a dull first week but is 

http://www.apunkachoice.com/names/aya/ayan_mukherjee/cid_226193/
http://www.apunkachoice.com/names/aya/ayan_mukherjee/cid_226193/
http://www.apunkachoice.com/names/aya/ayan_mukherjee/cid_226193/
http://www.apunkachoice.com/dyn/movies/hindi/wake_up_sid/
http://www.apunkachoice.com/dyn/movies/hindi/blue/
http://www.apunkachoice.com/celebrities/salman_khan/
http://www.apunkachoice.com/celebrities/kareena_kapoor/
http://www.apunkachoice.com/dyn/movies/hindi/main_aur_mrs_khanna/
http://www.apunkachoice.com/dyn/movies/hindi/all_the_best/
http://www.apunkachoice.com/celebrities/ajay_devgan/
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ƎǊŀŘǳŀƭƭȅ ǇƛŎƪƛƴƎ ǳǇΣ ōŜŀǘƛƴƎ Ψ.ƭǳŜΩΦ ¢ƘŜ ŦƛƭƳ Ŏŀƴ ƳŀƴŀƎŜ ŀǊƻǳƴŘ wǎ мо-15 crore business over 
its second week depending on how it performs on the weekdays.  

 
bƻǿΣ ŀƭƭ ŜȅŜǎ ŀǊŜ ǎŜǘ ƻƴ ǘƘƛǎ ǿŜŜƪΩǎ ǊŜƭŜŀǎŜǎ ŀǎ {ŀƭƳŀƴ YƘŀƴ-starrer London Dreams and 
contemporary fairy tale Aladin starring Amitabh Bachchan hit the marquee. 

 
 STATEMENT OF THE PROBLEM 

This paper highlights the basic reasons for placing products and brands in films  with   special  
reference  to  Hindi  films  and  the  influence  of  these placements as a tool for enhancing 
the recall value  and purchase decision of the brands in the long run. The problems 
associated with PPL in India have been examined along with its future prospects in the 
country. 
 
 
OBJECTIVES OF THE STUDY 
 
ü To find out the frequency of watching movies among the audience 

ü To find out the awareness about product placement in a movie among the young 
viewers 

ü To determine whether awareness has influenced the young viewers 

ü To Discuss the pros and cons of a movie producer's decision to associate his/her  movie 
with a particular brand/company 

 
METHODOLOGY 

 
A Sample size of 120 students is considered as the ample size for the study with 70 
number of males and  50 females. The data is collected using structured questionnaire. 
Judgment sampling is adopted for collecting the sample elements. The data analysis is 
interpreted with the help of statistical tools and hypothesis testing with chi-square. 
For the research, we have taken two movies 3 Idiots and All The Best. 
 In the 3 Idiots , we have considered two products Mahindra flyte and Airtel for the 
research. While in All The Best Rolex Watch has been taken into consideration. 3 Idiots 
was a biggest hit in the box-office and created new record in Hindi films . All The Best  
was an average comedy film. 

 

http://www.apunkachoice.com/dyn/movies/hindi/london_dreams/
http://www.apunkachoice.com/dyn/movies/hindi/aladin/
http://www.apunkachoice.com/celebrities/amitabh_bachchan/
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 DISCUSSION AND ANALYSIS 
Table No.1.1 : Gender wise analysis  for frequency of watching movies in theater in a month. 
 
 

The above table no. 1.1 highlights  that 35% male & 10% female watch movie more than thrice 
80%male & 76%  female watch movie more than once in a month. 
 
Ho:  Frequency of watching movies in theater is more in case of male than female. The 
calculated value of   ̝²   (1.521) is grater than the critical value (7.82) at 5% level of significance 
with 3 degree of freedom. Hence null hypothesis is selected and it is concluded that male are 
more fond of watching movies than female. 
 

Table No.1.2 :  Analysis of awareness about product placement in  3 ςIDIOTS. 
 
 

Gender/frequency YES NO  total 

Male 62 08 70 

Female 42 08 50 

Total 104 16 120 

 
 
Awareness about product  placement in the movie is 88.5% in case of male while in case of 
female it is 84%. 
Ho:  There is no relationship between gender and awareness about product placement in the 
movie  3 ς IDIOTS. 
The calculated value of   ̝²   (.056) is less than the critical value (3.841) at 5% level of 
significance with 1 degree of freedom. Hence null hypothesis is selected and it is concluded that 
there is no relationship between gender and awareness about product placement in 3 ς IDIOTS 
. 
 
 

Gender/ 
frequency 

None Once Twice thrice more total 

male 2 12 22 9 25 70 

Female 5 7 25 8 5 50 

Total 7 19 47 17 30 120 

http://en.wikipedia.org/wiki/Chi_(letter)
http://en.wikipedia.org/wiki/Chi_(letter)
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Table No.1.3 :  Analysis of awareness about product placement in ALL THE BEST- 
 
 

Gender/frequency YES NO  total 

Male 60 10 70 

female 37 13 50 

total 97 23 120 

 
Awareness about product placement in the movie is 85.75 in case of male while in case of 
female it is 74%. 
 Ho:  There is no relationship between gender and awareness about product placement in  the      
 Movie ALL THE BEST- 
 The calculated value of   ̝²   (.386) is less than the critical value (3.841) at 5% level of 
significance   with 1 degree of freedom. Hence null hypothesis is selecteed and it is concluded 
that there is no relationship between gender and awareness about product placement in the 
movie ALL THE BEST 
 

Table No.1.4 :  Analysis of first product recall in 3 IDIOTS i.e. [Mahindra Flyte] 
 
 

Gender/frequency Right wrong      No idea total 

Male 42 20 08 70 

female 23 19 08 50 

total 65 39 16 120 

 
Analysis ǎƘƻǿΩǎ ǘƘŀǘ ǊƛƎƘǘ ǇǊƻŘǳŎǘ ǊŜŎŀƭƭ ŦƻǊ aŀƘƛƴŘǊŀ ŦƭȅǘŜ ƛƴ ǘƘŜ ƳƻǾƛŜ   ƛǎ сл҈ ƛƴ ŎŀǎŜ ƻŦ ƳŀƭŜ 
while in case of female it is 46% only. 
 
Ho:   Product recall for Mahindra Flyte in the movie is more in case of male than female. 
The calculated value of   ̝² (.4115) is greater than the critical value (5.991) at 5% level of 
significance with 2 degree of freedom. Hence null hypothesis is selected and it is concluded that 
male respondents are more able to recall the product as compared to female. 
 
 

Table No.1.5:  Analysis of second product recall in 3 IDIOTS i.e. [Airtel ] 
 
 

http://en.wikipedia.org/wiki/Chi_(letter)
http://en.wikipedia.org/wiki/Chi_(letter)
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Gender/frequency Right wrong      No idea total 

Male 41 19 08 70 

Female 22 10 08 50 

Total 63 29 16 120 

 
 

Analysis showΩǎ ǘƘŀǘ ǊƛƎƘǘ ǇǊƻŘǳŎǘ ǊŜŎŀƭƭ ŦƻǊ ŀƛǊǘŜƭ ƛƴ ǘƘŜ ƳƻǾƛŜ   ƛǎ руΦрт҈ ƛƴ ŎŀǎŜ ƻŦ ƳŀƭŜ ǿƘƛƭŜ 
in case of female it is 44% only 
 
H0:  Product recall for Airtel in the movie is more in case of male than female. 
The calculated value of   ̝²   (.346) is greater than the critical value (5.991) at 5% level of 
significance with 2 degree of freedom. Hence null hypothesis is selected and it is concluded that 
male respondents are more able to recall the product as compared to female . 

http://en.wikipedia.org/wiki/Chi_(letter)
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Table No.1.6 :  Analysis of product recall in ALL THE BEST i.e.[ ROLEX Watch]  
 

Gender/frequency Right wrong      No idea total 

Male 43 17 10 70 

female 30 7 13 50 

total 73 24 23 120 

 
!ƴŀƭȅǎƛǎ ǎƘƻǿΩǎ ǘƘŀǘ ǊƛƎƘǘ ǇǊoduct recall for ROLEX Watch in the movie is 61%  in case of male 
while in case of female it is 68% . 

      HO:  Product recall for ROLEX WATCH in the movie ALL THE BEST is equal for both       
      Male and Female. 

 The calculated value of   ̝²   (.40) is greater than the critical value (5.991) at 5% level of 
significance with 2 degree of freedom. Hence null hypothesis is selected and it is concluded that 
male and female both are equally able to recall the product. 
 

Table No.1.7 : To influence the audience by including brand-name product  
                         in their movies  is unethical 

 
Gender/frequency Strongly 

agree   
Agree Disagree Strongly 

disagree 
total 

Male 08 16 32 14 70 

Female 12 10 08 20 50 

Total 20 26 40 34 120 

 
 

!ƴŀƭȅǎƛǎ ǎƘƻǿΩǎ ǘƘŀǘ срΦтм҈ ƳŀƭŜ ŘƛǎŀƎǊŜŜ ǿƛǘƘ ǘƘŜ ǎǘŀǘŜƳŜƴǘ that stat influence the audience 
by including brand-name product  in their movies  is unethical while 56% female find it ethical . 
 
 Ho:  male and female both agree that  product placement in the movie is not unethical.  
The calculated value of   ̝²   (2.046) is less than the critical value (7.82) at 5% level of 
significance with 3 degree of freedom. Hence null hypothesis is accepted and it is concluded 
that product placement in the movie is not unethical as per both category respondent. 

http://en.wikipedia.org/wiki/Chi_(letter)
http://en.wikipedia.org/wiki/Chi_(letter)
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Table No.1.8 :  The fact that you saw a celebrity on a Movie using a specific brand will 
ƳŀƪŜ ȅƻǳ ŎƘƻƻǎŜ ŀƴŘ ǇǳǊŎƘŀǎŜ ǘƘŜ άŦŀƳƻǳǎέ ōǊŀƴŘΚ 

 
Gender/frequency YES NO  Depend on 

other 
factor 

total 

Male 25 18 27 70 

Female 20 08 22 50 

Total 45 26 49 120 

 
 

 As per the analysis , 35.71% male purchase the brand placed in the movie while 38.57% take 
other factors into consideration before purchase decision. 
 And 40%  female purchase the brand placed in the movie while 44% take other factors into 
consideration before purchase decision. 
 
Ho:  There is no relationship between gender and purchase decision. 
The calculated value of   ̝²   (.20) is less than the critical value (5.991) at 5% level of significance 
with 2 degree of freedom. Hence null hypothesis is selected and it is concluded that there is no 
relationship between gender and purchase decision.  
 
 

FINDING OF THE STUDY 
 
      The major findings of the study are as follows; 
 
ü 35% male & 10% female watch movie more than thrice. 
      80%male & 76%  female watch movie more than once in a month. 

 
ü Awareness about product  placement in the movie is 88.5% in case of male while in case 

of female it is 84%. 
 
ü Awareness about product  placement in the movie is 85.75 in case of male while in case 

of female it is 74%. 
 
ü !ƴŀƭȅǎƛǎ ǎƘƻǿΩǎ ǘƘŀǘ ǊƛƎƘǘ  ǇǊƻŘǳŎǘ ǊŜŎŀƭƭ ŦƻǊ aŀƘƛƴŘǊŀ ŦƭƛǘŜ ƛƴ ǘƘŜ ƳƻǾƛŜ   ƛǎ сл҈  ƛƴ ŎŀǎŜ 

of male while in case of female it is 46% only . 
 

http://en.wikipedia.org/wiki/Chi_(letter)
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ü !ƴŀƭȅǎƛǎ ǎƘƻǿΩǎ ǘƘŀǘ ǊƛƎƘǘ  ǇǊƻŘǳŎǘ ǊŜŎŀƭƭ ŦƻǊ !ƛǊǘŜƭ ƛƴ ǘƘŜ ƳƻǾƛŜ   ƛǎ руΦрт҈  ƛƴ ŎŀǎŜ ƻŦ 
male while in case of female it is 44% only. 

 
ü !ƴŀƭȅǎƛǎ ǎƘƻǿΩǎ ǘƘŀǘ ǊƛƎƘǘ  ǇǊƻŘǳŎǘ ǊŜŎŀƭƭ ŦƻǊ wh[9· ²ŀǘŎƘ ƛƴ ǘƘŜ ƳƻǾƛŜ   ƛǎ см҈  ƛƴ ŎŀǎŜ 

of male while in case of female it is 68% . 
 
ü !ƴŀƭȅǎƛǎ ǎƘƻǿΩǎ ǘƘŀǘ срΦтм҈ ƳŀƭŜ ŘƛǎŀƎǊŜŜ ǿƛǘƘ ǘƘŜ ǎǘŀǘŜƳŜƴǘ ǘƘŀǘ ǎǘŀǘ ƛƴŦƭǳŜƴŎŜ ǘƘŜ 

audience by including brand-name product  in their movies  is unethical while 56% 
female find it ethical . 

 
ü 35.71% male purchase the brand placed in the movie while 38.57% take other factors 

into considerati9on before purchase decision. 
           40%  female purchase the brand placed in the movie while 44% take other factors into     
            consideration before purchase decision. 
 

9. CONCLUSION 

The study has focused on the awareness of product placement in movies among youngster in 
Pune. There is a very good awareness among viewer in Pune. The results show that viewers 
were generally positive about product placement in movies. We find that product 
placements in films are effective. The high recall, recognition and positive attitude scores 
suggest that brand managers seriously look at product placements in movies as a new vehicle 
for reaching to customers.  The large range of responses suggests that the type of product 
placement is significant, irrespective of the brand being well known or lesser known.  With 
the growth of professionalism in Indian cinema and the growing need for less cluttered 
communication channels, we feel that product placements can emerge as a strong vehicle 
to communicate to the vast film-viewing population in India. 

 
10. RECOMMENDATION 

The increasing use of product placements in other media like television, books, regional 
language films and computer games might also be studied, as can long-term memory of 
product placements. However, a number of issues need to be kept in mind. Relevance of 
product to the situation needs to be created: this is possible by incorporating the placement 
planning at a script level. The high failure rate of movies in India mean that managers are ill 
equipped to predetermine if audiences will convert negative attitudes about the movie into 
negative attitude towards the brand. As success of product placements is dependent on the 
success of the movie and consequently, its reach, it is not possible to  evaluate placements 
from a sales-generation perspective. 
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APPENDIX I 
 
FILMS USED IN THE STUDY WITH RESPECTIVE PRODUCT PLACEMENTS 

 
Feature Film Product Situation 

3 IDIOTS MAHINDRA FLYTE  KARINA KAPOOR and other 
characters have used the same 
product in different comic situation. 

3 IDIOTS AIRTEL Product  logo was displayed  and 
itôs music  was tuned in the last 
scene of the movie. 

ALL THE BEST ROLEX WATCH Sanjay Dutt, one of the main 
characters uses product in the 
various situation in the movie with 
pronouncing its name. 

 
 

                                               QUESTIONNAIRE  

ñPRODUCT PLACEMENT IN HINDI  MOVIES AND ITôS INFLUENCE  ON 
 

AUDIENCE IN  BRAND RECALL AND PURCHASE DECISION IN PUNE CITYò 

 

I. 1] How many times during a month do you go to a movie? 

a) Once            b) twice            c) thrice            d) more  
 

II. 3] Was there any product placed in the movie 3 IDEOTS? 

         a)   Yes                                  b) no 
 

III. 3] Was there any product placed in the movie ALL THE BEST? 

a) Yes                                b) no 
 

IV. 4] From the product listed below, please select one product shown in the movie. 

     3 IDEOTS - 

 a)  TVS- SCOOTY     b)   HONDA- ACTIVA   c)   MAHINDRA -FLITE     d)  NONE 
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V. From the product listed below, please select another product shown in the movie.  

3 IDIOTS ï 

a)  IDEA       b)   AIRTEL   c)   VERGIN MOBILE     d) NONE 

 

VI. From the product listed below, please select one product shown in the movie. 

    ALL THE BEST- 

    a) TIMEX WATCH     b)  ROLEX WATCH         c) TITAN WATCH         d) NONE 

 

Please answer the following question by indicating your opinion. 

 

VII.   I think it is unethical for movie producers to attempt to influence the audience by    

      including brand-name product in their movies? 

     Strongly agree  b)  Agree  c)   Disagree  d)   Strongly disagree  
 

VIII.  You are in the supermarket, trying to choose a brand from a selection. The fact 
that you saw a celebrity on a Movie using a specific brand will make you choose 
and purchase the ñfamousò brand? 

 
                         a)  YES                                                        b)   NO 

 
 

Name -:         _______________________________________ 

Age -:            _______________                    Gender-:       ______________ 

Education -:   _______________                   Occupation   ______________ 

Contact no.-: _______________                     E-mail-:        ______________                                                 

Thanks. 
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Review of Literature: 

Introduction: 
 Admittedly, the distinction between goods and services is not always perfectly clear. Infact, 
providing an example of a pure good or a pure service is very difficult, if not impossible. A pure good 
would imply that the benefits received by the consumer contained no elements supplied by service. 
Similarly, a pure service would contain no elements of goods.  
 In reality, many services contain at least some goods elements, such as the menu selections at a 
rain forest café, the bank statement from the local bank, or the written policy from an insurance 
company, and traveling in the buses and trains. Also, most goods at least offer a delivery service. For 
example, simple table sat is delivered to the grocery store, and the company that sells it may offer 
innovative invoicing methods that further differentiate it from its competitors. 
 Services are everywhere we turn, whether it be travel to an exotic tourism destination, a visit to 
the doctor, a church service, a meal at our favorite restaurant, or a day at school. More and more 
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countries, particularly the so-called industrialized countries, are finding that the majority of their gross 
national products are being generated by their service sectors. However the growth of the service sector 
does not just lie within traditional service industries such as leisure and hospitality services, education 
and health services, financial and insurance services, and professional and business services. Traditional 
good producers such as automotive, computer, and numerous other manufacturers are now turning to 
the service aspects of their operations to establish a differential advantage in the marketplace as well as 
to generate additional sources of revenue for their firms. In essence, these companies, which used to 
ŎƻƳǇŜǘŜ ōȅ ƳŀǊƪŜǘƛƴƎ άōƻȄŜǎέ όǘŀƴƎƛōƭŜ ƎƻƻŘǎύΣ ƘŀǾŜ ƴƻǿ ǎǿƛǘŎƘŜŘ ǘƘŜƛǊ ŎƻƳǇŜǘƛǘƛǾŜ ŦƻŎǳǎ ǘƻ ǘƘŜ 
provision of unmatched, unparalleled customers services. 
 In the beginning the work toward accumulating services marketing knowledge was slow. In fact, 
not until 1970 was service marketing even considered an academic field. It then took 12 more years 
before the first international conference on services marketing was held in the United States, in 19892. 
One of the reasons the field of services marketing was slow to grow within the academic community 
was that many marketing educators felt that the marketing of services was not significantly different 
from the marketing of goods. Markets still needed to be segmented target markets still needed to be 
ǎƻǳƎƘǘΣ ŀƴŘ ƳŀǊƪŜǘƛƴƎ ƳƛȄŜǎ ǘƘŀǘ ŎŀǘŜǊŜŘ ǘƻ ǘƘŜ ƴŜŜŘǎ ƻŦ ǘƘŜ ŦƛǊƳΩǎ ƛƴǘŜƴŘŜŘ ǘŀǊƎŜǘ ƳŀǊƪŜǘ ǎǘƛƭƭ ƴŜŜŘŜŘ 
to be developed. However, since those early days, a great deal has been written regarding specific 
differences between goods and services and their corresponding marketing implications. The majority of 
these differences are primarily attributed to four unique characteristics- intangibility, inseparability, 
heterogeneity, and perishability. 
 Services are said to be intangible because they are performances rather than objects. They 
Ŏŀƴƴƻǘ ōŜ ǘƻǳŎƘŜŘ ƻǊ ǎŜŜƴ ƛƴ ǘƘŜ ǎŀƳŜ ƳŀƴƴŜǊ ŀǎ ƎƻƻŘǎΦ wŀǘƘŜǊΣ ǘƘŜȅ ŀǊŜ ŜȄǇŜǊƛŜƴŎŜǎΣ ŀƴŘ ŎƻǎǘǳƳŜǊΩǎ 
judgments about them tend to be more subjective than objective. Inseparability of produ7ction and 
consumption refers to the fact that whereas goods are first produced, then sold, and then consumed, 
services are sold first and then produced and consumed simultaneously. For example, and airline 
passenger first purchases a ticket and then flies, consuming the in-flight service as it is produced. 
Heterogeneity refers to the potential for service performance to vary from one service transaction to 
the next. Services are produced by people; consequently, variability in inherent in the production 
process. This lack of consistency cannot be eliminated as it saved; unused capacity in services cannot be 
reserved, and services themselves cannot be inventoried. Consequently, perishability leads to 
formidable challenges relating to the balancing of supply and demand. 
Transportation:  the transportation includes the transportation of passengers and cargo, scenic and 
sightseeing transportation, and other support activities related to the primary modes of transportation 
(rail, air, water, and road). Transportation account for approximately 3.1 percent of all employment and 
2.6 percent of all establishments. The utility sub sector comprises establishments that provide the 
following services: electricity, natural gas, steam, water and sewage removal. Utilities represent 
approximately 0.5 percent of all employment and 0.2 percent of all establishments. Employment 
projections for this service super sector are mixed. Employment projections forecast a 21.7 percent 
increase for the transportation and warehousing sub sector for the 2002-2012 period. In contrast, 
overall utility employment projections indicate a 5.7 percent decrease during the same timeframe. 

Customer expectations: 
 How do buyers form their expectations? From past buying experience, friends and associates 
advice and marketers and competitors information and promises. F marketers raise expectations too 
ƘƛƎƘΣ ǘƘŜ ōǳȅŜǊ ƛǎ ƭƛƪŜƭȅ ǘƻ ōŜ ŘƛǎŀǇǇƻƛƴǘŜŘΦ IƻǿŜǾŜǊ ƛŦ ǘƘŜ ŎƻƳǇŀƴȅ ǎŜǘǎ ŜȄǇŜŎǘŀǘƛƻƴǎ ǘƻƻ ƭƻǿΣ ƛǘ ǿƻƴΩǘ 
ŀǘǘǊŀŎǘ ŜƴƻǳƎƘ ōǳȅŜǊǎΦ {ƻƳŜ ƻŦ ǘƻŘŀȅΩǎ Ƴƻǎǘ ǎǳŎŎŜǎǎŦǳƭ ŎƻƳǇŀƴƛŜǎ ŀre raising expectation and 
delivering performances to match. These companies are aiming for TCS (total customer satisfaction). 
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ü To be reliable and reasonable 
ü Delivery commitment 
ü Industrial product 
ü To be advised in case of delay 
ü To be helped in case of difficulty 
ü Consistent good quality product 
ü Competitive rate or prices. 

Customer Value: 
 Customer value is the bundle of benefits that customer expects from a given product or service. 
The promise is that customers will buy from the firms that they perceive offers the highest customer 
delivered value. Customer delivered value is the difference between total customer value and total 
customers cost. Total customer value is the bundle of benefits customer expects from a given products 
or service. Total customer cost is the bundle of cost customers expect in evaluating, obtaining, using and 
disposing of the product or service. Sellers must assess the customer value of their products in regard to 
that of competitors. The sellers can increase customer value or to decrease total customer cost. The 
former calls for strong thing or augmenting the offers products, service, personal and image benefits. He 
can also build the desired customer value by buyer risk by offering a warranty. 
 

Profile of APSRTC 
The origin of APSRTC dates back to June1932, when it was first established as NSR-RTD (Nizam State Rail 
& Road Transport Department), a wing of Nizam State Railway in the erstwhile Hyderabad State, with 27 
buses and 166 employees. During the past 74 years, it has registered a steady growth from 27 to 19,270 
buses with 766 bus stations, 208 depots and 1,880 bus shelters.  
 
The Corporation's buses cover 6.63 million KMs. and carry 127.87 million people to their destinations 
every day. They connect 24,336 villages to all major towns and cities in A.P which constitutes 95% of 
road transport. APSRTC operates to City and Mofussil areas. The Corporation's buses also ply to 
important towns and cities in the neighboring states of Tamilnadu, Karnataka, Maharashtra, Orissa and 
Chattisgarh.  
 
The entire network is under the administrative control of 23 Regional Managers in 6 Zones. Zonal head 
quarters are at Hyderabad. APSRTC under the present name was established on 11th January 1958 in 
pursuance of the Road Transport Corporations Act 1950.  
 
Andhra Pradesh State Road Transport Corporation has been leading by an example. It has a number of 
firsts to its credit in India:  

ü First to nationalize passenger road transport services in the country-1932.  
ü First to introduce long distance night express services.  
ü First to introduce A/C sleeper coach, Hi-Tech, Metro Liner, Metro Express and Inter-City 

services.  
ü First to introduce Depot computerisation-1986.  
ü First to appoint Safety Commissioner for improving the safety of the passengers.  
ü All the 208 Depots in the state are computerized.  
ü Reservation of tickets on telephone and door delivery of tickets 

APSRTC is committed to provide consistently high quality of services and to continuously improve the 
services through a process of teamwork for the utmost satisfaction of the passengers and to attain a 
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position of pre-eminence in the Bus Transport sector.  

 
Vision:  
APSRTC is committed to provide consistently high quality of services and to continuously improve the 
services through a process of teamwork for the utmost satisfaction of the passengers and to attain a 
position of pre-eminence in the Bus Transport sector.  

 

Corporate Philosophy 

¶ To provide safe, clean, comfortable, punctual and courteous commuter service at an economic 
fare.  

¶ To provide employee satisfaction in financial and humanistic terms.  
¶ To strive towards financial self-reliance in regard to performance and growth.  

To attain a position of reputation and respect in the society. 

Guiding Principles of APSRTC 

¶ To provide efficient, effective, ethical management of the business.  
¶ To assist the State administration in attaining good governance.  
¶ To treat the customer, i.e. passenger, as a central concern of the Corporation's business and 

provide the best possible service.  
¶ To explore and exploit technological, financial and managerial opportunities and developments 

and render the business cost effective at all times.  
¶ To regularly and constantly improve the capabilities of employees for higher productivity.  
¶ To focus on service conditions and welfare of the employees and their families consistent with 

their worth to the Corporation.  
¶ To fulfill its obligation to the State and Central governments by optimizing return on investment.  
¶ To emphasize environmental and community concerns in the form of reducing air and noise 

pollution.  
¶ To consciously conform to the policy guidelines of the State in its business operations.  
¶ To reach a position of pre-eminence in bus transport busine 

Operations 

On an average, APSRTC transports about 14 million passengers every day, equalling the number 
of passengers ferried by Indian railways. It is the world's largest public transport organizations 
by bus fleet offering a wide transportation services in the Southern states of India. This has 
been certified by the Guinness World Records for being the largest bus operator in the world. 
APSRTC operates across the states of Andhra Pradesh, Tamilnadu, Karnataka, Pondichery, 
Maharashtra, Orissa, Chattisgarh, and Goa.. The Corporation operates City services in 
Hyderabad ς Secunderabad twin cities, Vijayawada, Vishakhapatnam, Tirupati and Warangal.. 
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 Present size 

1. Number of Vehicles (As on 30.04.2009) : 20972  
2. Number of Employees (As on 30.04.2009) : 114036  
3. Number of Depots : 202  
4. Number of Regions/Zones : 23/7  
5. Number of Bus Stations : 523  
6. Total Incl. Mandal Bus Stations : 523+242 = 765  
7. No. of Passengers Transported/ day (in Millions) (Mar.'09) : 13.79  
8. Total Number of routes (Feb.'08) : 7,508  
9. Villages connected : 24,336  

Bus services 

Bus Services of APSRTC are classified into different categories based on the travel distance, 
Luxury of Coaches and destinations.  

¶ City Services: In Hyderabad, it operates Ordinary, Metro Express (Semi-luxury), Metro Liner 
(Veera-Luxury) and A/C bus coaches. The non AC are operated in other major cities of Andhra 
Pradesh Vishakhapatnam and Vijayawada under different names.  

¶ Long Distance Service: APSRTC operates different classes of services connecting almost every 
major town in the state of Andhra Pradesh. It operates coaches between Hyderabad and State 
Capitals of Karnataka, Pondichery, Tamilnadu, Goa, Chattisgarh and Orissa. For rural areas 
Gramani coaches are run. It also has the luxury or semi-sleeper service of buses connecting 
district headquarters as well as the state capital. Recently it has introduced Air conditioned 
±ƻƭǾƻ ōǳǎŜǎΣ ƴŀƳŜŘ ǘƘŜƳ ŀǎ άDŀǊǳŘŀέΦ ¢ƘŜǎŜ ōǳǎŜǎ ŀǊŜ ŜƛǘƘŜǊ ǇŀǊǘƛŀƭ ǊŜŎƭƛƴƛƴƎ ƻǊ ǎƭŜŜǇŜǊ ǘȅǇŜΦ  

Awards 

¶ It has entered into the Guinness Book of World Records on 31/10/1999, with 18,397 buses 
making it the largest bus fleet in the world.  

¶ APSRTC was honored with the 'Road Safety award' by United Kingdom based 'Chartered 
Institute of Transport'  

¶ 'Productivity and Fuel Efficiency Award' from Government of India has been given to APSRTC for 
many consecutive years 

Conveyance Providing by APSRTC : 

CAT Card:  

Concessional Annual Travel (CAT) Card". This travel card is valid on all types of Mofussil services 
(except in city and AC services) the cost of the card is Rs.200. For first time buyers and 
concessional is allowed all renewals at the end of each year. The card holder will get concession 
of 10% on fare and additional compensation of Rs.1.50 Lakh (accident benefit) for the first time 
buyers and incase of repeat buyers it is Rs.2 lakhs.  
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Details: A new scheme christened "Concessional Annual Travel (CAT) Card" was launched on 
01.01.2000.  

a. The tariff of the card is Rs.200/-. For renewal of 2nd, 3rd, 4th and beyond, the CAT card tariff 
would be Rs 180/-, Rs. 160, Rs. 140/- respectively.  

b. The validity period is for one year from the date of issue.  

c. The Travel Card is valid on all types of Mofussil services except City and VOLVO services.  

d. The card holder will get concession of 10% during the year of validity on fare and an 
additional compensation of Rs.1.50 Lakhs in case of death while traveling in our buses apart 
from the 1st time buyers (Rs. 2 Lakhs for repeat buyers) apart from the statutory compensation 
as per Motor accident claims tribunal.  

e. The concession is made applicable on all fare slabs except on minimum fare slab for all types 
of mofussil services except City and VOLVO services.  
JET 
(Jubilee Express/Hi-tech Tickets) 

[ŀǳƴŎƘŜŘ ƻƴ ǘƘŜ ŜǾŜ ƻŦ DƻƭŘŜƴ WǳōƛƭŜŜ ŎŜƭŜōǊŀǘƛƻƴǎ ƻŦ LƴŘƛŀΩǎ ƛƴŘŜǇŜƴŘŜƴŎŜ ƛΦŜΦΣ мрǘƘ !ǳƎΦ фтΦ 
Which is (valid for 7 days) to travel anywhere in Andhra Pradesh. The tickets are JHT for Intra-
state travel and JHT for inter-state travel.  

Details: This scheme was launched on the eve of Golden Jubilee celebrations of Indian's 
Independence i.e., 15th Aug. 97. There are two types of Jubilee Hi-tech ticket (permitted in all 
Super Luxury, Deluxe,, Express, Pallevelugu & Mofussil services) with validity for 7 days to travel 
any where in Andhra Pradesh. And Inter-state Jubilee Hi-tech ticket (IJHT) is valid within state 
and in Inter-state services.  

The tariff of Jubilee Express Ticket is Rs.700/- for adults and Rs.350/- for child and Inter-state 
Jubilee Hi-tech Ticket is Rs.1100/- for adults and Rs. 550/- for children.  

TREATS  

A Scheme nomenclatured "TREATS" (Travel Regularly and Earn an Additional (free) Trip 
Scheme) was introduced with effect from 20th May, 1996 on the route Hyderabad - Vijayawada 
targeting frequent travelers. Basing on demand the scheme is extended to Hyderabad route 
also from Mar ' 2001.  

Details: A Scheme nomenclatured "TREATS" (Travel Regularly and Earn an Additional (free) Trip 
Scheme) was introduced with effect from 20th May, 1996 on the route Hyderabad - Vijayawada 
targeting frequent travelers. Under this scheme, a member of frequent plier programme will be 
extended a free trip after performing 5 fare paid single trips in a period of 60 days, thus, giving 
a concession of 16.66%. Subsequently the TREAT Scheme was extended to Hyderabad - 
Bangalore route w.e.f. 01.03.2001 as there is considerable number of frequenters on this route. 

Ψ¢ǊŀǾŜƭ ŀǎ ¸ƻǳ ƭike Tickets' for utilization at Tirupati  
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Ψ¢ǊŀǾŜƭ !ǎ ȅƻǳ [ƛƪŜϥ ŀƴŘ wŜǘǳǊƴ WƻǳǊƴŜȅ ¢ƛŎƪŜǘǎ ŀǊŜ ŘŜǎƛƎƴŜŘ ŦƻǊ ǘƘŜ ŎƻƴǾŜƴƛŜƴŎŜ ƻŦ ǇŀǎǎŜƴƎŜǊǎ 
visiting Tirupati. Following three (types of) package tickets have been designed duly covering 
the important pilgrim places around Tirupati.  

 Route Tariff 

  Adult Child 

A. Tirupati-Tiruchanur-Tirupati Rs.6/- Rs.6/- 

B. Tirupati-Tirumala-Tiruchanur-Tirupati Rs.15/-  Rs.8/- 

 

Monthly Season Tickets:  

To provide concessional travel to the daily commuters in mofussil area, SEASON TICKET SYSTEM 
was introduced. Under this system, a commuter can pay fare for 20 days and travel for entire 
month. These tickets are made available on all days throughout the month and valid for 30 days 
from the date of purchase. Thus, giving a concession of 33.33%.  

Concession given on Bus Passes extended to various sections of society are:  

i) Students below 12 years of Age extended 100% concession.  

ii) Free travel bus passes to girl students studying up to class X and below are extended 100% 
concession.  

iii) Student passes in cities/towns - slab rate concession working out to 75% fare concession.  

iv) Students of High-schools/colleges in mofussil areas - slab rate concession working out to 
75% fare concession.  

v) Special general bus tickets - slab rated passes - concession working out to 40% concession.  

vi) Exclusive trips to special schools - slab rated bus passes - working out to 60% concession 
fare.  

vii) Physically challenged bus passes - 100% concession extended on city routes, whereas 50% 
concession only on mofussil areas.  

viii) Greater Hyderabad Pass - 75% concession extended only to students.  

Free Travel in City Services:  

Free travel facility is city services 2 Hrs. before scheduled departure and 2hrs. after scheduled 
arrival is provided to passengers holding long distance (250 KMs and above) computerized 
reservation tickets, tickets issued through TIMs and RTC-131 from their residence to boarding 
bus station and alighting bus station to their residence respectively.  

As a passenger friendly measure, the long distance passenger is allowed to travel free up to 
peripheral localities (even beyond the main Bus Station) through the fare collected is only up to 
the main Bus Station. In case of Twin Cities, the free limit is 40 KMs (up to BHEL) from MGBS for 
long distance services.  

Value Addition (Shirdi):  
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Accommodation linked facility is provided duly having tie up with hotels at Shirdi on routes 
HYD-Shirdi, VJA-Shirdi and Kurnool - Shirdi by extending 10% concession in fare for both up and 
down journeys. 10% concession is also available for those passengers who purchase to and fro 
tickets without accommodation. Fares from Hyderabad are as follows.  

  VOLVO (GARUDA) SUPER LUXURY 

UP & Down fare (with accommodation)  Rs. 1300/-  Rs.911/-  

Only up journey fare (with accommodation)  Rs. 611/-  RS. 411/-  

      

Hail & Board:  

All the Pallevelugu buses will be stopped wherever the passengers hails with an intention to 
board the bus.  

 REQUEST & ALIGHT:  
All the buses will be stopped on request at the passenger's convenient place en-route to alight. 

Authorized Ticket Booking Agency System in Districts:  

To strengthen the Booking system in districts and also to provide the facility of ticket booking at 
the residential localities, the Authorized Ticket Booking (ATB) Agency system in Districts has 
been introduced from the year, 1995. As of now about 855 booking agents are functioning 
through out the state.  

Computerized Ticket Booking Points in Twin Cities:  

Passengers to Hyderabad and Secunderabad were having APSRTC advance reservation at 
MGBS, JBS and Dilsukhnagar. To extend ticket reservation facility to the doorsteps of the 
customer and to improve the sale of tickets in twin cities, the scheme of computerized 
reservation system was introduced during the year, 1998. About 89 Computerized ticket 
booking centers are available apart from MGBS, JBS and Dilsukhnagar.  

This facility is also given in the cities like Vijayawada, Vishakhapatnam, Bangalore, Mumbai, 
Chennai and towns like Ongole, Kurnool, Ananthapur, Kadapa, Tirupati, Nellore, Guntur and 
Rajahmundry.  

Telephone Reservation:  

The system of reservation of tickets on telephone has been introduced from the year 1995. This 
facility is offered in 25 cities/towns like Vijayawada, Hyderabad, Guntur , Ananthapur, 
Bangalore , Kadapa, Eluru, Kakinada etc.  

passenger response cards, advance reservation of tickets through credit cards, prepaid post 
cards, free travel bus passes to girl students studying up to class x and student passes in cities / 
towns below, special general bus tickets, physically challenged bus passes, greater Hyderabad 
pass, bus passes to ngo's, free bus passes to youth attending interviews, monthly season ticket 
(mofussil), mla's., their spouses and mp's, freedom fighters of Andhra Pradesh, employees and 
children. 
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TOURIST SERVICES IN WARANGAL REGION 

 

Tourism 
Service 

Bus Station Servce 
Type 

Timings 
Adult 
Fare 

Child 
Fare 

KMs 

       
Pakhala Lake  Narasampet  Pallevelugu  05.30, 06.00, 07.10, 07.30, 08.00, 08.15, 

08.20, 09.40, 10.30, 11.00, 11.15, 11.30, 
12.00, 12.20, 12.30, 13.30, 14.00, 14.15, 
14.30, 15.20, 15.45, 16.00, 16.30, 16.40, 
17.30, 18.00, 18.30, 19.20, 19.30, 20.30. 

6.00  3.00  15 

         
         

Ramappa 
Temple  

Mulug  Pallevelugu 08.10, 09.10, 10.10,11.40, 12.40, 14.00, 
15.10, 16.30, 18.00.  

6.00  3.00  15 

  Parkala Pallevelugu 06.30, 07.30, 8.30, 10.00, 11.00, 12.00, 
13.30, 14.30, 15.10, 17.30,19.30  

12.00 6.00 30 

         

Thousand 
Piller Temple  

Hanmakonda  City Bus  Within City Limits    1 

         

Bhadrakali 
Temple  

Warangal  City Bus  Within City Limits    4  

         
Planetarium& 
Musical 
Garden  

Warangal  City Bus  Within City Limits    4  

         

Warangal 
Fort  

Warangal  City Bus  Within City Limits    6 

 

 

 

 

Objectives of the study: 
      The main objectives of the study will be to obtain the customer Expectations with this (APSRTC) 
service industry, in Warangal of Andhra Pradesh, 
ü To find out the opinions of passengers about Road Transport service in Warangal,  
ü To know the extent of passengers awareness regarding RTC, 
ü To study the services provided by RTC to the passengers with regard to conveyance, 
ü To enquire the different types of conveyance passes provided by RTC,  
ü To draw conclusions on the overall performance of APSRTC, 
ü To offer suitable suggestions in order to improve the services of APSRTC, 
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ü To study about the Frequency of using the Service. 

Limitations of the Study: 
ü The present study covers 100 Respondents, 
ü The study is limited to Warangal city only, 
ü As it is a small sample of respondents, the data represented may not be appropriate, 
ü ¢ƘŜ ǎŀƳǇƭŜ ŎƻƭƭŜŎǘŜŘ ŦǊƻƳΣ ǎǘǳŘŜƴǘǎΣ ōǳǎƛƴŜǎǎ ƳŜƴΩǎΣ ǇǊƛǾŀǘŜ ϧ ǇǳōƭƛŎ ŜƳǇƭƻȅŜŜǎ ŀƴŘ ƻǘƘŜǊǎ 

who travels in RTC. 

Research methodology: 
Research    methodology is the process of solving the problem systematically by research .the objective 
of the research is to solve the problem by using available data 
Sources of data    
Primary data: The Primary data consists of original information generated /gathered for specific purpose 
.primarily collected by the survey method by using a comprehensive questionnaire. 
Secondary data: This consists of information that already exists some other purpose. It provides starting 
point for research reports, periodicals, magazines catalogues, Industry profile, industry (APSRTC) 
website, broachers; newspapers were used in the study. 
 
Research approach  
¢ƘŜ ǊŜǎŜŀǊŎƘ ŀǇǇǊƻŀŎƘ ǳǎŜŘ ƛƴ ǘƘƛǎ ŎƻƳǇǊŜƘŜƴǎƛǾŜ ǎǘǳŘȅ ƻŦ άAn Analytical study on Changing Milieu of 
Customer Expectations and the Response of Services Industry Reference to APSRTC in Warangal District 
of Andhra Pradeshέ ǿŀǎ ǎǳǊǾŜȅ 
Research instrument 
The research instrument for the study used was questionnaire  
Questionnaire  

It consists of a set questions presented to the respondents for their answers. The questionnaire 
was prepared for their answers. The questionnaire was prepared in a structured form; some of the 
questions had multiple-choice answers .in these both open and closed ended questions were addressed 
to the target respondents to collect the information regard to the concern   
Sampling plan    
Sampling was done to eliminate any bias to the greatest extent possible, with stratified. 
Sampling unit:    
{ŀƳǇƭƛƴƎ ǳƴƛǘ ƛǎ ǘƘŜ άtŀǎǎŜƴƎŜǊǎ ƻŦ !t{w¢/ ƛƴ ²ŀǊŀƴƎŀƭέΦ 
Sampling size: for this particular study a sample of 100 passengers of APSRTC, have been selected at 
randomly from Warangal. The Warangal Population consisted of around about 8, 00,000. 
Sampling procedure:  the method selected is convenient random sampling, in which the chances of 
respondents being selected are not known. In this convenient sampling is chosen for experience, as the 
sample was random.  
         ANALYSIS 

Interpretation: Table: 1, From the Above table it reveals that 40% of respondents are Students, 
22% are Businessmen, 18% are Private employees, and remaining 20% are the Government 
Employees who answered the questions in the study. . 
Interpretation: Table:2, From the above it is evident that  the Passengers who are traveling in 
RTC, 38% of the sample are traveling by part 2 years, 27% of the respondents are traveling by 
past 2 to 4 years, 19% of the passengers are traveling by last 4 to 6 years, and remaining 16% of 
the respondents are traveling by 6 years and above. Interpretation:  Table: 3, From the above 
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tables it reveals that 18% of the respondents are traveling daily in RTC, 8% of the respondents 
are traveling Twice in a week, 26% of the respondents are traveling Thrice in week and 
remaining 48% of the respondents are traveling more than Thrice in a week but not daily. 
Interpretation: Table:4, The above Table it is Evident that 48% of the respondents are feeling 
inconvenience about RTC sometimes, 24% of the respondents are feeling no inconvenience, 
18% of the respondents are feeling inconvenience many times, and the remaining 10% of the 
respondents are feeling inconvenicine every time they travel in RTC.  
Table 1:  Profession of the Passenger, 
 

 No. of Respondents 
% of Respondents 

 

Student 40 40% 

Businessmen 22 22% 

Private Employee 18 18% 

Govt Employee 20 20% 

  Source: Primary Data (Questionnaire) 
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Table 2: Years traveling in RTC, 
 

 No. of Respondents 
% of Respondents 

 

0-2 38 38% 

2-4 27 27% 

4-6 19 19% 

6 above 16 16% 

  Source: Primary Data (Questionnaire) 
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Table 3: Frequency of Traveling in RTC, 
 

Factors No. of respondents % of Respondents 

Daily 18 18% 

Twice in week 8 8% 

Thrice in a week 26 26% 

More than thrice  48 48% 

  Source: Primary Data (Questionnaire) 
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Table 4: Feelings of Passengers about any inconvenience about RTC, 
 

 No. of Respondents % of Respondents 

None 24 24% 

Some Times 48 48% 

Many Times 18 18% 

Every Time 10 10% 

  Source: Primary Data (Questionnaire) 
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Table 5: Affordability of Prices of tickets to the passengers, 
 

 No. of Respondents % of Respondents 

Affordable 46 46% 

To some Extent 31 31% 

Not at all 21 21% 

/ŀƴΩǘ {ŀȅ 2 2% 

  Source: Primary Data (Questionnaire) 
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Table 6: feelings about the Passes provided by the RTC, 
 

 No. of Respondents % of Respondents 

Yes 54 54% 

No 14 14% 

To some extent 28 28% 

/ŀƴΩǘ ǎŀȅ 4 4% 

  Source: Primary Data (Questionnaire) 
 

0

10

20

30

40

50

60

Yes No To some textent Can't Say

 
Table 7(a): Consumption of Passes provided by RTC, 
 

 NO. of Respondents %of Respondents 

Yes 87 87% 

No 13 13% 

  Source: Primary Data (Questionnaire) 
. 

87%

13%

Yes

No

 
Table 7(b):  If yes, what types? 

 No. of Respondents % of Respondents 

General 38 44% 

Route Pass 27 31% 

Sub-Urban 18 22% 
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Source: Primary Data (Questionnaire) 
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Table 8: Possessing CAT card by the Passenger, 
 

 
No of 

Respondents 
% of 

respondents 

Yes 38 38% 

No 62 62% 

  Source: Primary Data (Questionnaire) 
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Table 9:  Perception on Bus Shelters in Warangal city, 
 

 
No of 

Respondents 
% of 

respondents 

Very Good 52 52% 

To some extent good 31 31% 

Bad 15 15% 

/ŀƴΩǘ ǎŀȅ 2 2% 

Others 0 0% 
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   Source: Primary Data (Questionnaire) 
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Interpretation: Table:5,From the above table it reveals that  46% of the respondents are feels 
that ticket rates of RTC are affordable to them, 31% of the respondents are Some What 
affordable, 21% of the respondents are not affordable with the pricing of tickets, and remaining 
2% of the respondents among the 100% are unable to give any comment on the pricing of 
tickets. 
Interpretation: Table: 6, The above table is evident for, the passes provided by the RTC is 
accepted by the 54% of the respondents, 14%of the respondents are against for this, 28% of the 
respondents are accepting in semi manner and remaining 4% of the respondents are not saying 
anything by standing as neutral. 
Interpretation: Table: 7(a), From the above table it is reveals that, out of 100% of the 
respondents 87% of the respondents are utilizing the TRC conveyance passes, and remaining 
13% of the respondents are not utilizing these passes provided by RTC. Interpretation: Table: 
7(b), from the above table it reveals that the respondents that who accepts that they are 
utilizing the RTC passes are 87%. Among them 44% of the respondents are using General 
Passes, 31% of the respondents are using Route Passes and the remaining 22% of the 
respondents are Consuming Sub-Urban Passes provided by RTC of Andhra Pradesh. 
Interpretation: Table:8, The above table is evident for, from 100 respondents only 38% were 
ǇƻǎǎŜǎǎƛƴƎ /!¢ ŎŀǊŘΣ ŀƴŘ ǊŜƳŀƛƴƛƴƎ сн҈ ƻŦ ǘƘŜ ǊŜǎǇƻƴŘŜƴǘǎ ǿŜǊŜ ŘƛŘƴΩǘ ƘŀǾŜ ŀƴȅ /!¢ ŎŀǊŘǎ 
with them in traveling. 
 
Table 10: Opinion on Drivers and Conductors in the Buses, 
 

 No. of Respondents % of Respondents 

Good 46 46% 

Bad 12 12% 

Some what Better 28 28% 

/ŀƴΩǘ {ŀȅ 14 14% 

  Source: Primary Data (Questionnaire) 
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Table 11: Consumption of JET card, 
 

 No. of Respondents % of Respondents 

Yes 22 22% 

To some extent 28 28% 

  Source: Primary Data (Questionnaire) 
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Table 12: Opinions about the Seating arrangement in buses in Warangal city, 
 

 NO. of Respondents %of Respondents 

Very Good 12 12% 

Comfortable 58 58% 

To some extent 14 14% 

Uncomfortable 10 10% 



 

 

V o l u m e  1     S P E C T R U M   E- j o u r n a l    F eb  2 0 1 0    K B S C M R   

 

Page 39 

/ŀƴΩǘ {ŀȅ 6 6% 

  Source: Primary Data (Questionnaire) 
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Interpretation: Table:9, From the above table it reveals that  52% of the respondents were feels 
that bus shelters are good to have, 31%  of the respondents feels these are good to some 
extent, 15% of the respondents feel these are good for nothing, and remaining 2% of the 
respondents opinions that they cannot say anything on this. 
Interpretation: Table: 10, The above table is evident for, the 46% of the respondents feels that 
Drivers and Conductors are good in the buses, but 12% of the respondents against to this 
statement, and 28% are saying better but not good, the remaining 14% are not giving any 
comments on this. 
Interpretation: Table: 11, From the above table it is reveals that, out of 100% of the 
respondents 78% are do not have any JET cards with them, whereas only remaining 22% are 
having and consuming JET cards in traveling. 
Interpretation: Table:12, The above table is evident for, from 100 respondents only 58% were 
satisfied with the seating arrangements in the buses, 12% are feeling very comfortable, 14% are 
to some extent and remaining 6% are neither satisfied nor dissatisfied. They were neutral in 
giving the answer.  
Conclusions: 
 

From the above research it is found that, Majority of the respondents who are the 
passengers of APSRTC are not using all these conveyance providing by the industry. And also 
the hospitality provided by the industry also not in acceptable manner according to the 
responses found in the study. Still people are traveling in the RTC because they do not have 
any alternate.(Except private vehicles). Even though the APSRTC is providing lot of good 
packages and conveyance passes still it need to improve their bus shelters, buses, code of 
discipline to their employees, and affordability in ticket fares. If this industry accumulate all 
these definitely it can achieve more awards than what it was achieved by foreign countries 
and India. And also satisfying the customers is the main motto of any company or industry.  



 

 

V o l u m e  1     S P E C T R U M   E- j o u r n a l    F eb  2 0 1 0    K B S C M R   

 

Page 40 

 

Reference: 
K.Douglas Hoffman, John E.G. Bateson, Services marketing, Thomson, 2007, 
V.S.Ramaswamy, S.Namakumari, Marketing Management, 
G.C.Beri, Marketing Research, Tata McGraw Hill Publishing Company Ltd, 2005, 
Suja .R. Nair, Consumer Behaviour, Himalaya Publishing House, 
Suja .R. Nair, Consumer Behaviour in Indian Perspective, Himalaya Publishing House, 2007, 
C.R.Kothari, Research Methodology, Wishwa Prakashan, New Delhi, 
Schiffman, Leo.G, Consumer Behaviour, Prentice Hall of India Pvt Ltd, New Delhi, 2004, 
S.A.Chunawalla, Contemporary Issues on Consumer Behaviour, Himalaya Publishing Home, Mumbai, 
2006, 
Matin Khan, Consumer Behaviour, New Aage International Publishers, New Delhi, 2001. 
Philip Kotlar, Marketing Management, Millennium Edition, 2000, 
Donald Cooper, Pamela S Schindler, Business Research Methods, Tata McGraw Hill Publishing Company, 
2006, 
RTC Prastanam dec2008 journal. 
 
Websites:  
www.yahoo.com 
www.msn.com 
www.google.co.in 
www.apsrtc.com 
http://en.wikipedia.org/wiki/Andhra_Pradesh_State_Road_Transport_Corporation 
www.Cia.Gov/Cia/Publications   
http://en.wikipedia.org/wiki/Warangal 
 
 
 

http://www.yahoo.com/
http://www.msn.com/
http://www.google.co.in/
http://www.apsrtc.com/
http://en.wikipedia.org/wiki/Andhra_Pradesh_State_Road_Transport_Corporation
http://www.cia.gov/cia/publications
http://en.wikipedia.org/wiki/Warangal


 

 

V o l u m e  1     S P E C T R U M   E- j o u r n a l    F eb  2 0 1 0    K B S C M R   

 

Page 41 

Critical Analysis of e-services and its brand building strategies adopted by top Pharmaceutical 

players. 

Submitted by 
Dr Kumardatt A Ganjre 

(Director, RS College of MBA, Chiplun.) 
kumardatt@gmail.com  

Abstract:  

 With changing market scenario and downsizing economy, pharmaceutical players are 
opting newer strategies for prime conversion of prescriptions and to retain their key customers. 
As per the market dynamics and the opportunities distinguished by these players, e-services is 
an emerging concept in the pharmaceutical marketing. The growing trend amongst top 
therapeutic segment calls for newer concepts and modern ways for brand conversion and 
brand retention. The various modes of e-services offered by major players are e-updates of 
medical knowledge, e-drugs updates, e-distribution of quick delivery of goods and e-solutions 
for the medical queries.  As per the field study, pharmaceutical players may achieve the 
additional growth of 10-12% in the same financial year. The brand building process in these 
services is much tougher than other modes of marketing because of the reach of the 
technology in Indian market.  

 The various brand building strategies of e-services requires exact correlation between 
ǘŜŎƘƴƻƭƻƎƛŎŀƭ ǊŜŀŎƘ ŀƴŘ ƳŀǊƪŜǘ ǊŜǉǳƛǊŜƳŜƴǘǎΦ CƻǊ ǘƘŜ ǎǘǳŘȅ ΨрΩ ƳŀƧƻǊ ǇƘŀǊƳŀŎŜǳǘƛŎŀƭ Ǉƭŀyers 
like Cipla Ltd, Sun Pharma, Cadila, Alkem and Wockdhardt are considered to create a Brand-
Service-Matrix for e-services. This matrix will help to understand and draw a concrete 
conclusion for mapping the future challenges in pharmaceutical marketing. In addition the 
critical analysis of these strategies can become the catalyst to draw a concrete plan for new 
ŜƴǘǊŀƴǘǎ ƛƴ ǘƘƛǎ ƳŀǊƪŜǘΦ ¢Ƙƛǎ ŀǊǘƛŎƭŜ ƛǎ ŀ ƳƻŘŜǎǘ ŀǘǘŜƳǇǘ ǘƻ ŜƴƭƛƎƘǘŜƴ ǘƘŜ ΨōǊŀƴŘ ōǳƛƭŘƛƴƎ 
ǎǘǊŀǘŜƎƛŜǎ ŀƴŘ ƻǇǇƻǊǘǳƴƛǘƛŜǎΩ ƛƴ ǘƘŜ Ŝ-services market with focus on customer satisfaction and 
market development.   

Key words: e-update, e-drugs, e-solution, brand building, customer satisfaction 

Introduction:  

 Structural reforms and current trends in pharmaceutical marketing open up wide 
opportunities for growth in this industry. Therefore excellence in sales turnover is essential if 
the priorities of the pharmaceutical industry are to be addressed. Pharmaceutical industry has 
successfully undergone through the stages of service management and stepping ahead to face 
emerging challenges and emerge as a service industry in a global scenario. Pharmaceutical 
industry has grown over the years and has provided millions of jobs and contributed for 
strengthening of Indian economy.  

 The pattern of change can be expected to follow that seen in other industries with 
marketing and services offered by pharmaceutical products being recognized as a unifying 
theme that underpins the implementation of corporate strategy. 
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Emerging concept- E-services in pharmaceutical marketing: 

 E-services are an emerging concept in pharmaceutical marketing that focus on various 
activities rendered through internet. These strategies need to understand well to define the 
strategic model for brand building. 

 Following key statistics of major performing brands will gives ideas about growth and 
performance in Indian pharmaceutical market.  

Table No.1 

Sale of Major brands of top pharma companies 

Company 

Standing 

Name of the company Brand Name Sale Rs. In Cr 

Growth 

over 

previous 

year %  

 

Total Pharma Industy All Brands 37,000 12.36 

1 Cipla Asthalin 96 3.00 

2 Ranbaxy Mox 113 10.00 

3 Glaxo Augmentin 123 12.00 

4 Piramal Healthcare Phensedyl 150 30.00 

5 Cadilla Aten 71 10.00 

6 Sun Pharma Ltd Pantocid 40 20.00 

7 Alkem Taxim 120 10.00 

8 Wockhardt Dexolac 52 40.00 

(Source: Date on File) 

Note: Companies as per sales is in descending order  

 It is depicted from above table that there is a weak correlation between the stronger 
brand and the weak brand. As you can observe Phensedyl (Piramal Healthcare Ltd.) shows a 
ǎǘǊƻƴƎŜǊ Ǉƻǎƛǘƛƻƴ ǿƘƛŎƘ ƛǎ ƛǊǊŜǎǇŜŎǘƛǾŜ ƻŦ ǘƘŜ ŎƻƳǇŀƴȅΩǎ ǎǘŀƴŘƛƴƎΦ ¢ƘŜǊŜŦƻǊŜ ƛǘ ƛǎ ǘƘŜ ƴŜŜŘ ƻŦ 
the hour to understand the factors which defines the success or failure of the brand.  
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 The factors and the strategies as related to the thrust areas are defined by 
pharmaceutical majors like Doctor, Chemist, Stockiest and Medical Representative will help to 
draw a concrete plan for successful brand building strategy.  

Thrust Matrix for e-services for brand conversion, retention and expansion: 

 Key thrust areas related to e-services will help to design strategy matrix for e-services in 
pharmaceutical marketing:  

 After the through understanding of e-services adopted by various pharmaceutical 
companies, researcher is able to draw following matrix to define it scientifically and 
strategically.  

Table No.2 

Brand Service Strategy Matrix 

 

                       

            High                                 

 

Promotional 
Intensity      

 

             Low 

                                 

 

 

Modern e-promotional 
Strategy 

For Retention  

 

Aggressive e-promotional Strategy 

For Conversion  

Mild e-promotional Strategy  

For  Maintenance  

Focused e-promotional Strategy 

For Expansion  

                 Low                                               High 

                               Type of strategies 

(Source: Field Study) 

 This thrust matrix as suggested by the researcher will help to draw the strategic plan for 
brand conversion, retention and expansion.  

 The aggressive strategy is adopted by these pharmaceutical players for brand to brand 
conversion is in the form of e-services is e-updates about recent advancement in medical 
stream and e-cell to resolve their medical queries.  

 Modern and Focused approach strategy adopted under e-services will be for brand 
retention and brand expansion for a specialty range of products. This strategy matrix will help 
to draw the plan of action for successful brand building with the help of e-services.   

Influencing Factors for brand building process in e-services: 
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 During the research it has found that following factors are responsible for brand building 
adopted under e-services by these pharmaceutical companies.  

Table No. 1 

Sr. No. Factors 

1 Logo or Brand Image 

2 Company Standing 

3 Risk Factors or Safety profile 

4 Positioning 

5 Cluster of values 

6 Relationship with customer  

(Source: Field Study) 

 

New Strategies for the Future and Implications for e-Detailing and e-Sampling 

  hǾŜǊ ǘƘŜ ƭŀǎǘ ǘǿƻ ȅŜŀǊǎΣ ǳǎŜ ƻŦ ǘƘŜ LƴǘŜǊƴŜǘ Ƙŀǎ ƛƴŎǊŜŀǎŜŘ ŦǊƻƳ ǇƘȅǎƛŎƛŀƴΩǎ ǎƛŘŜΦ {ǳǊǾŜȅ 
found that only 12 percent of physicians are online with less than 5 percent online daily. In 
coming era Internet will become a major information source for physicians, according to the 
study.  It is also seen that the Internet is rated as significantly more credible than detail medical 
representative, roughly equal to medical symposia. Physicians using the Internet rate it very 
highly on timeliness, comprehensiveness, and having the latest information on drugs and 
therapy.  On an average physician spend about three hours of their online time per week on 
medical activities, compared to more than five to six hour a week they spend with 
representative.  

 Study found that most of physicians using the Internet for medical-related purposes said 
that it had a favorable impact on their knowledge of new treatments and drugs, and all 
physicians reported it had a positive impact on their prescribing.  Therefore these are some the 
opportunities for pharmaceutical marketers to reach physicians, provide education, and 
influence prescribing habits. 

 It is observed that only about 20 percent of medical representative visits lasted longer 
ǘƘŀƴ ǘǿƻ ƳƛƴǳǘŜǎΦ IŀƭŦ ƻŦ ǊŜǇǊŜǎŜƴǘŀǘƛǾŜΩǎ Ŏŀƭƭǎ ƭŀǎǘ ƭŜǎǎ ǘƘŀƴ ǘǿƻ ƳƛƴǳǘŜǎ ŀƴŘ ŀ ƘŀƭŦ ƻŦ Ǿƛǎƛǘǎ 
never get past the receptionist; at least 3 percent of physicians are not seeing medical 
representative at all. New strategies, intended to complement traditional direct-to-physician 
tactics, are needed. Efficient alternative channels are now available, and their potential reach 
and integration with current channels will build a broader, more effective marketing platform 
for the future.  
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 For the case study, it has found that Cipla Ltd. leverages its strength by Push strategies 
that specifically target the physician segments of most interest to the sponsor. Pull strategies 
leverage health care professional traffic at large physician-oriented web sites, such as WebMD, 
Medscape, MDConsult, and Physicians Online and its exclusive web site www.cipladoc.com. 
Programs posted there are accessible to anyone who uses the site, but can be specifically 
offered to desire medical specialties. Push strategies use various methods, such as such as e-
mail updates, targeted banner advertising, and phone calls and medical representative 
delivered web pointers. 

Conclusion: 

 Therefore this article is a helps to provide clear solution in brand building strategies for 
new entrants and strengthen the opportunities in the e-services for customer satisfaction and 
market development.  
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Abstract 

Enterprise Resource Planning (ERP) software systems serve many major industries and attempt 

to integrate the business processes, within and beyond the corporate boundaries. ERP systems 

enable managers to make decisions based on real time information and facilitate productivity 

improvement at all levels. However, an ERP implementation is not just about installing software 

or imparting information technology (IT) services but about providing a business solution that 

has strategic significance, and therefore, the success of implementation is itself a phenomenon 

that needs to be elucidated and validated. Furthermore, many companies are facing post-

implementation barriers as it has become crucial to partner as part of the supply chain and fulfil 

the rising expectations of customers under dynamic conditions. 

The paper attempts to examine the extended enterprise services that can effectively tackle the 

barriers encountered by mature ERP systems. Moreover, this research formulates the 

conceptual ERP success model based on theoretical foundation as well as knowledge gained 

from practitioners. Survey research methodology was applied and ERP implementations at 

various plants of a multinational company were investigated. The focus was on capturing both, 

implementation and user adoption perspectives, to redefine ERP success, and help companies 

reduce the ERP implementation risks and enhance the business value. 
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Introduction 

The ERP concept roots in the material requirements planning (MRP) techniques of 1970s that 

assisted manufacturing companies in planning and scheduling. Today, the ERP systems have 

emerged as a major field with dedicated professionals and service providers. The field is in fact 

evolving progressively to next generation enterprise applications and advanced services in e-

business and supply chain management. The developing ERP systems have been referred to as 

business strategy and set of industry domain-specific applications that build customer and 

shareholder value by enabling and optimizing enterprise and inter-enterprise, collaborative, 

operational and financial processes (Møller, 2005) thereby differing from the initial description 

of ERP as a software system integrating application programs in manufacturing, logistics, sales, 

finance, human resources and other functions in a firm. However, the key purpose to promote 

seamless integration of all information and support business decision making process is 

underscored. Several authors (Chtioui, 2009; Rettig, 2007; Somers et al., 2003) have 

commented on rationale for ERP implementation and reasons to follow the ERP directive, for 

example, competitive pressures to become low-cost producers, ability to compete globally, re-

engineering the business, etc.  Many firms deployed ERP to replace the legacy systems that had 

been built on myriad of outdated technologies. Consequently, the success factors have 

remained constrained to a base and although some authors (e.g. Dawson and Owens, 2008; 

Gargeya and Brady, 2005) have attempted to identify the success ingredients, the phenomenon 

needs to be validated since the ERP implementations have proved interdependent enabling 

new capabilities that in turn could be expected to generate performance outcomes. In the light 

of the fact that the ERP implementations involve considerable costs and risks, identifying the 

variables that are crucial for success is essential (Nah and Delgado, 2006) and the foundation 

Ƴŀȅ ŀŎǘǳŀƭƭȅ ōŜ ōǳƛƭǘ ƻƴ ŎƻƳǇǊŜƘŜƴŘƛƴƎ ǿƘŀǘ ŎƻƴǎǘƛǘǳǘŜǎ ΨǎǳŎŎŜǎǎΩ ƻŦ ŀƴ ƛƳǇƭŜƳŜƴǘŀǘƛƻƴΦ !ǎ 

ŘƛŎǘƛƻƴŀǊȅ ǎǇŜŎƛŦƛŜǎ ΨǎǳŎŎŜǎǎΩ ǘƻ ōŜ ǘƘŜ ŀŎŎƻƳǇƭƛǎƘƳŜƴǘ ƻŦ ŀƴ ŀƛƳ ƻǊ ǇǳǊǇƻǎŜΣ ǘǊŀƴǎƭŀǘƛƴƎ ǿƛǘƘ 

regards to ERP may imply the whole gamut of business management practices together with 

technology. Hence, the key research questions that were developed for this study as part of 

larger research in this field can be expressed as follows: 

(1) What factors define the success of ERP implementation? 
(2) How extended enterprise services are significant for leveraging the benefits? 
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This paper attempts to establish an ERP success model and also studies the need of ERP 

implementation services in the current context of supply chain and beyond. The paper is 

organized with a literature review, research methodology and findings in progressive sections.  

Literature Review 

¢ƻŘŀȅΩǎ Ǝƭƻōŀƭ ŎƻƳǇŀƴƛŜǎ ǿƻǊƪ ǿƛǘƘ ƴǳƳŜǊƻǳǎ ŎƻǳƴǘǊƛŜǎ ƛƴ ŘȅƴŀƳƛŎ ŎƻƭƭŀōƻǊŀǘƛƻƴǎ ŀƴŘ 

therefore, getting the enterprise information infrastructure to connect internal and external 

systems seamlessly is a foremost task. The ERP systems that based on an integrated database 

comprising of different modules targeting specific business functions, gained initial acclaim, 

however, the hype soured due to implementation complexities and doubts regarding the 

capability of the traditional ERP to effectively meet the e-business challenge. According to (Helo 

et al., 2008), ERP systems saw boost in sales during the time when companies faced the Y2K 

problem in their legacy systems and therefore looked forward to improved packages. Since 

then, ERP has come a long way because the business requirements changed significantly as 

companies reviewed their strategies along the dimensions of supply chain management (SCM). 

APICS, the Association for Operations Management, USA revamped the definition of ERP in 

ƻǊŘŜǊ ǘƻ ŜƳǇƘŀǎƛȊŜ ǘƘŜ ōǳǎƛƴŜǎǎ ǇǳǊǇƻǎŜ ƻŦ ǘƘŜ ǎȅǎǘŜƳΣ ǎǘŀǘƛƴƎ 9wt ŀǎΥ άΧΦŀ ƳŜǘƘƻŘ ŦƻǊ 

effective planning and controlling of all the resources needed to take, make, ship and account 

ŦƻǊ ŎǳǎǘƻƳŜǊ ƻǊŘŜǊǎ ƛƴ ŀ ƳŀƴǳŦŀŎǘǳǊƛƴƎΣ ŘƛǎǘǊƛōǳǘƛƻƴΣ ƻǊ ǎŜǊǾƛŎŜ ŎƻƳǇŀƴȅΦέ ¢ƘŜ ƻǊƛƎƛƴŀƭ 9wt Ƙŀǎ 

even received denominations like ERP II that juxtaposes ERP with business strategy and 

incorporates industry domain specific applications for building customer and shareholder value 

for enabling and optimizing enterprise and inter-enterprise collaborative processes. The 

componentized ERP has core corporate elements in the form of supply chain management 

(SCM), customer relationship management (CRM), supplier relationship management (SRM) 

and product lifecycle management (PLM). SCM systems support the planning and production of 

goods whereas CRM primarily facilitates customer identification process and customer service 

management. PLM enables enterprises to bring innovative and profitable products to market, 

particularly in the evolving e-business environment. The software vendors who aimed to 

ƛƴŎƻǊǇƻǊŀǘŜ ΨōŜǎǘ ǇǊŀŎǘƛŎŜǎΩ ƛƴǘƻ ǘƘŜƛǊ ƻŦŦ-the-shelf ERP packages deemed upgradation services 

to replaced versions. Jacobs and Weston (2007) argue that early ERP was not primarily focused 

ƻƴ ǘƘŜ ǎǳǇǇƭȅ ŎƘŀƛƴ ƛǎǎǳŜǎ ŀƴŘ ōǳǎƛƴŜǎǎŜǎ ƘŀŘ ǘƻ ŀǇǇƭȅ Ψōƻƭǘ-ƻƴΩ {/a ǘƻ ŘŜǊƛǾŜ ǘƘŜ ōŜƴŜŦƛǘǎΦ 

However, from the implementation perspective this proved to be a major impact since many 

companies neither developed the post implementation vision nor received services from the 

software vendors that promulgated the extended enterprise concepts. The implementation 

models typically followed the phased structure described by Bancroft et al. (1998) viz. focus, as 

is, to be, construction and testing and actual implementation, and at best the Deloitte (1999)  

edifice viz. stabilize, synthesize and synergize. However, the post implementation issues that 
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emerged after the stabilize stage, precluded further advancement and deemed the success 

achieved with ERP systems questionable. 

The critical success factors (CSFs) literature of ERP implementation has addressed some key 

areas as part of planning and execution of ERP initiative (see for e.g. Plant and Willcocks, 2007; 

Woo, 2007; Ferratt et al., 2006; Akkermans and Helden, 2002). They can be enumerated as 

follows: 

¶ Governance 

¶ Package Selection 

¶ ERP Team and Composition 

¶ Inter-departmental Communication 

¶ Change Management 

¶ User Training 

¶ Customization 

¶ Data Management 

¶ Performance Measurement 
 

The top management support is crucial since the ERP implementation demands both, provision 

of adequate resources and commitment. Management decisions regarding acquiring the 

packages could have direct consequences for competitive advantage. Further, every 

organization has to independently weigh the options whether off-the-shelf, customization, in-

house applications or outsourcing, each with its own pros and cons. Lall and Teyarachakul 

(2006) have proposed data envelopment analysis for selection purposes and they have 

suggested selection in stages such as initial stage, evaluation stage and final stage. 

There are wide variations in what an ERP can do for companies and some tailoring is always 

required although the extent of modifications is eclectic. The change that ERP systems bring in 

is not only technology related but also process and job content related. Hence, resistance to 

change is common since people are nor sure about their learning capabilities, fear the unknown 

and risk job losses. A competency centre can play a role in managing change, providing 

continued maintenance and reducing reliance on external consultants by building self 

sufficiency within the organization. According to (Ifinedo and Nahar, 2009), ERP success is 

ultimately linked to the utilization of the systems to enhance organizational goals and hence, 

workgroup impact and organization building must be included in measuring the systems 

success. 

 

Research Methodology 
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This research utilized both quantitative and qualitative research traditions. The survey 

methodology was adopted and the survey instrument was carefully designed and pilot tested 

before the main survey. The questionnaire included at least two questions for each variable for 

reliability purposes and the items were measured on a six-point Likert scale. The ERP 

implementations at various plants of a multinational company were investigated and 

simultaneously, a case study for one Group company was systematically developed as it was 

possible to study the phenomena in natural settings. We will refer to the multinational 

ŎƻƳǇŀƴȅ ŀǎ ΨtvwΩ ƛƴ ǘƘƛǎ ǇŀǇŜǊ ǘƻ ǊŜǎǇŜŎǘ ǘƘŜ ƻōƭƛƎŀǘƻǊȅΣ ŜȄǇƭƛŎƛǘ ŀƴŘ ƛƳǇƭƛŎƛǘ ŎƻƴŦƛŘŜƴǘƛŀƭƛǘȅ 

agreements. 

Company PQR is a leading provider of marine solutions and flexible power plants for modern 

energy infrastructure. PQR is in the business of manufacturing engine sets, propulsion 

equipment, reduction gears and automation systems. PQR has operations in 160 locations 

around the world and is listed on the European, Nordic stock exchange. The company 

emphasizes technological innovation and total efficiency in order to maximize the 

environmental and economic performance of vessels and power plants of its customers. The 

notion of adopting ERP system was apparent as the management review meeting recorded that 

the IT infrastructure of the company was perceived insufficient to handle increasing customer 

orders with differing degree of complexity. PQR was growing at a substantial rate and the 

legacy systems had proved weak, particularly for purchasing processes. ERP was expected to 

enable timely strategic decisions by providing accurate, real time information and improved 

reporting. SAP-ERP implementation at PQR was one of the biggest internal programmes that 

included professional change management, information sharing and wider availability of 

information needed to serve the customers better. 

The web based survey research conducted at PQR to resolve the research questions, involved 

plants in India, Bangladesh, Venezuela, Columbia, Peru, Argentina and South Korea. A total of 

nine senior managers were contacted and they were in turn requested to widely distribute the 

survey. The link to the survey was sent so as to get maximum responses. The respondents had 

an average experience of more than six years in PQR.  

Preliminary Findings 

The impacts of IT in general are often indirect and influenced by human, organizational, and 

environmental factors and therefore the measurement of ERP success is complex and illusive. 

Organizations are moving beyond traditional financial measures, such as return on investment, 

when measuring ERP success. The important realization is that sustainable value can be created 

from developing intangible assets, such as skills and knowledge of workforce, information 

technology that supports the workforce and links the firm to its customers and suppliers, 
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organizational climate that encourages innovation, problem solving and improvement. 

However there is a need to establish more consistent success metrics. In this paper, based on 

our study, we are attempting to refine a success model that specifies the factors defining ERP 

success. These preliminary findings not only describe the results of the study but also establish 

the factors in the form of a conceptual ERP success model. 

Delone and Mclean proposed the initial taxonomy for organizing the concept of success (Petter 

et al., 2008) that inherently depended on the organizational context. The six primary 

dimensions included: system quality, information quality, use, user satisfaction, individual 

impact and organizational impact. These dimensions were later revised as: 

¶ System Quality ς desirable characteristics of an information system 

¶ Information Quality ς desirable characteristics of the system outputs 

¶ Service Quality ς the quality of support that system users receive 

¶ System Use ς degree to which staff and customers utilize capabilities of the system 

¶ User Satisfaction ς ǳǎŜǊǎΩ ƭŜǾŜƭ ƻŦ ǎŀǘƛǎŦŀŎǘƛƻƴ ǿƛǘƘ ǊŜǇƻǊǘǎ ŀƴŘ ǎǳǇǇƻǊǘ ǎŜǊǾƛŎŜǎ 

¶ Net Benefits ς extent to which the system contributes on a broad scale  
The ERP success particularly has to account for user related variables, project related variables, 

industry implementation and post implementation parameters. The conceptual ERP success 

model presented in Figure 1 depicts the factors and their inter-links. Subjective norm is 

included in the intermediate constructs since ERP systems are usually used in mandatory 

settings. Our analysis indicated significant differences between responses from other countries 

and Korea, especially in user related variables however, there is little difference between 

countries with regards to vendor agreements, system security and human resources. 

 

Success Factors 

Here, we are discerning between success factors and success indicators, and further absorbing 

the ERP post implementation factors.  

 

Output Quality 

Lǘ ǊŜŦŜǊǎ ǘƻ Ƙƻǿ ǿŜƭƭ ǘƘŜ ǎȅǎǘŜƳ ǇŜǊŦƻǊƳǎ ǘŀǎƪǎ ƳŀǘŎƘƛƴƎ ǘƘŜ ǳǎŜǊΩǎ Ƨƻō ƎƻŀƭΦ 

 

Job Relevance 
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Lǘ ƛǎ ǘƘŜ ƛƴŘƛǾƛŘǳŀƭ ǇŜǊŎŜǇǘƛƻƴ ǊŜƎŀǊŘƛƴƎ ǘƘŜ ŀǇǇƭƛŎŀōƛƭƛǘȅ ƻŦ ǘƘŜ ǘŀǊƎŜǘ ǎȅǎǘŜƳ ǘƻ ƻƴŜΩǎ ƧƻōΦ 

 

Image 

Lǘ ƛǎ ǘƘŜ ŘŜƎǊŜŜ ǘƻ ǿƘƛŎƘ 9wt ƛǎ ǇŜǊŎŜƛǾŜŘ ǘƻ ŜƴƘŀƴŎŜ ƻƴŜΩǎ ƛƳŀƎŜ ƻǊ ǎǘŀǘǳǎ ƛƴ ǎƻŎƛŀƭ ǎȅǎǘŜƳΦ !ƴ 

important motivation for adoption of a system is the desire to gain social status. 

 

Employee Retention 

It refers to the retention of ERP trained, best people from all functions. The young, talented 

individuals with techno-commercial skills are viewed as long-term human resources and their 

loss can be a major set back in the ERP initiatives of the company. 

 

Compatibility 

This includes effects of past experiences of potential adopters, needs and ability to exchange 

information with stand alone programs. 
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Figure 1 Conceptual ERP Success Model 
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It is the degree to which the system ensures delivery of data to users. It is an important 

component of technical quality and affects how well a system performs its expected function. 

Since the advantage of ERP is real-time, accurate information, lack of system reliability corrupts 

that advantage. 

 

Reporting Capability  

It is the ability to generate key management reports and efficiently indicate the performance. 

 

System Security  

It is efficient and timely implementation and maintenance of security solutions. It also refers to 

the management of system authorizations. 

Upgradation / Technologies 

Upgradation means to raise the ERP by newer versions or releases of application suites to 

expand the capabilities of the system and leverage the business value. The upgrading and 

appending of advanced technologies is necessary in order to remain aligned with the evolving 

business needs. The enterprise solutions have to be able to reach out to the customers, 

suppliers, channel partners and e-market places. 

 

Communications 

It is effective sharing of necessary plans and future directions of the enterprise. Expectations of 

people have to be managed and people have to be assured that there is more to come as ERP 

systems affect the entire business ambience. 

 

Reward Schemes 

It is degree to which the HR schemes recognize competence and ability to manage business 

processes. The shift from compliance to competence is significant for transition to flat 

organization structure with self-motivated and empowered employees. 
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Optimization 

The optimization initiatives have to essentially consider the supply chain context as the 

importance of managing the entire supply network has become apparent. By improving on the 

forecasting, location, transportation and inventory management decisions, a firm is in a 

position to improve on the cost and service fronts. 

 

Internal Support 

This includes top management support and project management. Top management has to 

explicitly consider the project as a top priority and identify core team members. Project 

planning is vital towards creating positive impact in the organization. 

 

Software Selection 

¢ƘŜ ǎƻŦǘǿŀǊŜ ŎŀǇŀōƛƭƛǘƛŜǎ ŀƴŘ ƴŜŜŘǎ ƘŀǾŜ ǘƻ ƳŀǘŎƘ ǘƘŜ ŎƻƳǇŀƴȅΩǎ ōǳǎƛƴŜǎǎ ǇǊƻŎŜǎǎŜǎΦ .ŜƴŘƻƭȅ 

and Jacobs (2004) note that the underlying issue is one of alignment between corporate 

operating functionality and IT architecture. Software selection can have direct consequences 

for competitive advantage. 

 

Vendor Support 

It refers to the support services of the vendor / consultant at all stages along with post 

implementation engagement. This is also associated with vendor selection and prior 

agreements with the vendor.  

 

Training and Change Management 

This denotes investment in training and change management programmes. The training 

expenses are high and specific management initiatives are needed to encourage organization 

learning since ERP implementation could be more appropriately considered as a broad program 

of transformation. The participative approach can reduce the resistance to change. 
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Success Indicators 

The ERP success model shows intention to use / use, user satisfaction, project success, 

individual impact, and organizational impact as success indicators.  

We find that the user satisfaction is highly correlated with the intention to use / use as well as 

project success. The amount of use can have a positive impact on the degree of user 

satisfaction and vice versa.  

Possible indications that the ERP system has positive individual impact include: better 

understanding of decision context, improved decision making, enhanced productivity and so 

on, that would eventually lead to some organizational impact. The degree of project success 

nonetheless has to be assessed in terms of time, cost, quality and scope. 

 

Extended Enterprise Services 

The qualitative findings suggested that the post implementation related factors play an 

important role in the ERP success. The plants in Company PQR initially focused on improving 

internal processes and then one Group company took the lead in examining how ERP and the 

internet can help them in improving processes that extended beyond the enterprise to their 

suppliers and customers. The top management of the Group Company charted a road map for 

implementation that envisioned the scenario after the go-live phase and therefore engaged the 

vendor early on for providing post implementation services. The extended enterprise services 

provided by the vendor included organizational change and training, upgradation, system 

security, new technologies and applications integration. These services were substantiated by 

competent ERP team members, inter-departmental joint committees and the apex review 

body. The extended enterprise services were crucial for developing understanding between the 

suppliers and internal entities with regard to collaboration issues. In the e-SCM setting, 

information visibility across the supply chain has to be managed with established policies and 

disciplines, and although at PQR the motivation was cost reduction, there was positive impact 

on both customer service and network relationships. There was also less resistance to change 

and people were willing to share information in an atmosphere of trust. Thus, the extended 

enterprise services laid the foundation for real business benefits of ERP systems besides the 

technological edge over competitors, or rather over competing chains. Furthermore, the Group 

Company also delved forward to explore the supplier and channel member connectivity aspects 

and optimization of processes.  
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Limitations 

This research has limited validity since the data was collected from various plants of one 

multinational company and not spread across various industry sectors. However, we deem that 

it is possible to generalize since the ERP implementation of a major solutions provider was 

studied over substantial period with complementary rigour. The data collection was time 

consuming and language barrier was encountered in some cases that might have a bearing on 

the responses. Although the data was sufficient for analysis, the statistical significance remains 

contentious. 

 

Discussion and Conclusion 

This study brings to fore the significance of extended enterprise services that are often 

implored at the post implementation phase of ERP systems. The ERP success is not analogous to 

project success and is more about achieving real business benefits through transformation. The 

findings underscore the strategy of early negotiation with software vendors for providing post 

implementation services and more so about selecting a prominent vendor and preferring to 

make even investments at various milestones. 

Once a company becomes convert to the ERP philosophy, it has to start looking ahead to the 

advent of e-commerce and hence some authors (see for e.g. Búrca et al., 2005) use the term 

Ψ9ȄǘŜƴŘŜŘ 9wtΩ ƻǊ Ψ9ȄǘŜƴŘŜŘ 9wt ǎŜǊǾƛŎŜǎΦΩ 9ȄǘŜƴŘŜŘ 9wt ǊŜŦŜǊǎ ǘƻ ǘƘŜ ƛƴŎƭǳǎƛƻƴ ƻŦ ŀŘŘƛǘƛƻƴŀƭ 

modules such as CRM, supply chain planning, sales force automation, business intelligence, and 

decision support systems. Moreover, the low cost and ease of use of the internet has greatly 

enhanced attempts to connect supply-and-demand chains across organizations, and providers 

are hinging on solutions of service oriented architecture (SOA) that builds web access into each 

application. According to Krishnan et al. (2007), digitally enabled extended enterprises will 

increasingly depend on interconnections that are innovative in their functionality, well 

ŀǊŎƘƛǘŜŎǘŜŘ ŀƴŘ ǿŜƭƭ ƳŀƴŀƎŜŘΦ Ψ9ȄǘŜƴŘŜŘ 9ƴǘŜǊǇǊƛǎŜΩ ƳƻǊŜ ŀǇǘƭȅ ŘŜǎŎǊƛōŜǎ ŀ ŦƛǊƳΩǎ ǎǳǇǇƭȅΣ 

production, logistics and distribution networks and the extended enterprise services model 

signifies the post implementation scenario in  companies from the current and future 

perspective, that has potential to enhance competitive advantage by impacting not only 

operational excellence and efficiency, but also customer relationships, product / service 

offerings, and revenue growth. As organizations are crossing the corporate boundaries and 

collaborating for satisfying customer orders or achieving innovation objectives, ERP success 

would have restricted sagacity in the face of overall deployment to leverage resources and 
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capabilities in the unprecedented, uncertain and dynamic business environment. Owen et al. 

(2008) even suggest that the increase in the extended enterprise services could be an indication 

of urgency for collaborative innovation that is becoming harder to manage successfully.This 

paper attempted to investigate factors that define the success of ERP implementation and 

present a conceptual ERP success model. The particular aspects of post implementation related 

factors were discussed in the view of developments in extended enterprise services that 

leverage the benefits achieved. The extended ERP services go beyond mere appending of 

applications to re-examining or redesigning as necessary, to take advantage of the new 

technology. 
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Abstract 

Organized retailers are widely selling their own ǎǘƻǊŜ ōǊŀƴŘǎ ǿƘƛŎƘ ŀǊŜ ƪƴƻǿƴ ŀǎ ΨtǊƛǾŀǘŜ 
[ŀōŜƭǎΩ ǘƻ ŜŀǊƴ ƘƛƎƘŜǊ ǇǊƻŦƛǘ ƳŀǊƎƛƴΦ ! ŎƻƳƳƻƴ ǎƛƎƘǘ ƛƴ Ƴŀƴȅ ǊŜǘŀƛƭ ǎǘƻǊŜǎ ƛƴ LƴŘƛŀ ŀƴŘ ŀōǊƻŀŘ ƛǎ 
ǘƘŜ ǇǊŜǎŜƴŎŜ ƻŦ ǘƘŜ ǊŜǘŀƛƭŜǊΩǎ ƻǿƴ ōǊŀƴŘ ƻŦǘŜƴ ǎƘŀǊƛƴƎ ǎƘŜƭŦ ǎǇŀŎŜ ǿƛǘƘ ƳŀƧƻǊ ƴŀǘƛƻƴŀƭ ōǊŀƴŘǎΦ 
Private label brands exist in a wide variety of products from apparel to food to health and 
beauty products. Private labels are brands owned by large retailers that can be sold at lower 
prices without harming profit margins because they do not entail large marketing and 
advertising costs. Private labels are growing faster than manufacturer brands. Traditionally, 
private labeling has been strongest in low-emotional involvement goods such as butter, eggs, 
flour, and sugar. Still as the private label industry grows, the threat to branded product rises. In 
fact, the private label industry suffers by not taking itself seriously enough as a branded 
category. Most significant advantage that a private label allows a retailer is that of earning level 
of margin which is higher than what is offered on other brands. This paper focuses on the 
various strategies adopted by organized retailers while launching private labels. It is also very 
interesting to know success of private labels and attitude of customers towards the same.  

Keywords: Organized retailers, Private labels, Profit margins, Manufacturer brands. 

Introduction: 

Retailing is the largest private service industry in the world. Retailing in India is at Crossroads. It 
is one of the fundamental blocks of Indian Economy. Indian retail has emerged as one of the 
most dynamic and fast paced service industries. It has undergone immense transformation in 
the post liberalization period. The future of Indian retail is promising as market is growing in 
leaps and bounds. 

Organized retail or Modern retail is chain stores, all owned or franchised by central entity. The 
relative uniformity and standardization of retailing is the key attribute of modern retail.  Major 
Industrial houses like Tata, Birla, Reliance, Bharati etc. have entered this area and have 
announced very ambitious future expansion plans. Multinational Retailers are also coming to 
India to set up retail chains in collaboration with big Indian companies. Modern retail formats 
such as hypermarkets, superstores, discount stores, convenience stores are widely present in 
major cities of India.  

hǊƎŀƴƛȊŜŘ ǊŜǘŀƛƭŜǊǎ ŀǊŜ ǿƛŘŜƭȅ ǎŜƭƭƛƴƎ ǘƘŜƛǊ ƻǿƴ ǎǘƻǊŜ ōǊŀƴŘǎ ǿƘƛŎƘ ŀǊŜ ƪƴƻǿƴ ŀǎ ΨtǊƛǾŀǘŜ 
[ŀōŜƭǎΩ ǘƻ ŜŀǊƴ ƘƛƎƘŜǊ ǇǊƻŦƛǘ ƳŀǊƎƛƴΦ ! ŎƻƳƳƻƴ ǎƛƎƘǘ ƛƴ Ƴŀƴȅ ǊŜǘŀƛƭ ǎǘƻǊŜǎ ƛƴ LƴŘƛŀ ŀƴŘ ŀōǊƻŀŘ ƛǎ 
the presence oŦ ǘƘŜ ǊŜǘŀƛƭŜǊΩǎ ƻǿƴ ōǊŀƴŘ ƻŦǘŜƴ ǎƘŀǊƛƴƎ ǎƘŜƭŦ ǎǇŀŎŜ ǿƛǘƘ ƳŀƧƻǊ ƴŀǘƛƻƴŀƭ ōǊŀƴŘǎΦ 
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There is a strong competition for manufacturer brands by these private labels. Private labels 
may be different than manufacturers brand in terms of price, quality as well as promotional 
offers.  

What is Private Label? 

Private labels were traditionally defined as generic product offerings that competed with their 
national brand counterparts by means of price value proposition. A private label is more than a 
product with the name of the retailer and it is seen by end consumer as a different product. 
There is perception that it is produced by the retailer. Private label were started out of 
economic necessity for providing a cheap alternative for low emotional involvement goods such 
as sugar, flour, butter etc. Private label brands exist in a wide variety of products from apparel 
to food to health and beauty products. Private label can be of these different types: 

1. Individual Brand ς Here the specific name is created for specific market segment.  

E.g. Feasters ( More) 

2. Store Brand ς ¢Ƙƛǎ ŎŀǊǊƛŜǎ ǊŜǘŀƛƭŜǊΩǎ ƴŀƳŜΦ  

E.g. Food World 

3. Umbrella Brand ς Here common name is used across multiple categories.             

E.g. Bare ( Pantaloon) 

Private labels are brands owned by large retailers that can be sold at lower prices without 
harming profit margins because they do not entail large marketing and advertising costs. 
Private labels owned by the retailers themselves, which are also known as store brands or own 
labels.Most large retailers in India such as Pantaloon Retail (India) Ltd, Aditya Birla Retail Ltd, 
{ǇŜƴŎŜǊΩǎ wŜǘŀƛƭ [ǘŘ ŀƴŘ wŜƭƛŀƴŎŜ wŜǘŀƛƭ [ǘŘ ŀǊŜ ǇǳǎƘƛƴƎ ǇǊƛǾŀǘŜ ƭŀōŜƭǎ ǘƻ ŎŀǇǘǳǊŜ ŀ ƭŀǊƎŜǊ ǎƘŀǊŜ 
of consumer spending in their stores. 

Private labels are growing faster than manufacturer brands. They are ubiquitous across 
categories and they now compete on quality τ in fact, they are now brands! Private label share 
is expected to grab almost 22 per cent of sales in developed markets by 2010. It is very 
interesting to know how private labels haǾŜ ŜǾƻƭǾŜŘ ŦǊƻƳ ΨŎƘŜŀǇ ŀƴŘ ƴŀǎǘȅ ǎǳōǎǘƛǘǳǘŜǎΩ ǘƻ ǘƘŜ 
ǊŜŀƭ ǘƘƛƴƎΦ LƴŘŜŜŘΣ ΨŎƻǇȅŎŀǘΩ ǇǊƛǾŀǘŜ ƭŀōŜƭǎ ǎǘƛƭƭ ǊŜƳŀƛƴ ŀ ǎǘǊƻƴƎ ǎǘǊŀǘŜƎȅ ŦƻǊ ǊŜǘŀƛƭŜǊǎΦ IƻǿŜǾŜǊΣ 
the copycat no longer depends on the price advantage to fight the branded product; it has 
improved on quality and offers a value proposition to the consumer. Similarly, the earlier 
theory that that recessions fuelled private labels while an economic boom resulted in growth of 
brands no longer holds good. 

Private labels are large in developing markets τ they account for 40 per cent of Wal-Mart sales 
($126 billion or Rs 5,16,600 crore), 50 per cent for Tesco ($36 billion or Rs 1,47,600) and are 
eating into a larger chunk of the organised retail sale in developed markets. In Germany, for 
instance, private label has shot up from 12 per cent of sales to 34 per cent. This has, in effect, 
changed the balance of power between brand manufacturers and retailers, giving the latter a 
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decided advantage when negotiating terms with the brand manufacturers. And apart from the 
multibrand retailers, a category of private label-only retailers has also been created τ Ikea, 
¢ƻȅǎ ΨwΩ ¦ǎΣ ½ŀǊŀ τ who sell only private label brands. 

²ƛǘƘ ǘƘŜ ŀƳƻǳƴǘ ƻŦ ōǊŀƴŘŜŘ ǇǊƻŘǳŎǘ ǘƘŜǎŜ ƘǳƎŜ ǊŜǘŀƛƭŜǊǎ ƳƻǾŜ ŜŀŎƘ ŘŀȅΣ ǘƘŜǊŜΩǎ ƴƻ Řƻǳōǘ ǘƘŀǘ 
their outlets are a valuable asset to brand owners. However, their objectives might at the same 
time be considered at cross purposes with the branded product they retail. That is because 
each of these outlets has private label product, which competes at a lower price, side by side 
with branded products.  

Because private label products are less expensive, one might be tempted to think of them as a 
lower quality alternative. Indeed early ventures in private labeling yielded inconsistent quality 
and tarnished the overall image of a private label concept. Retailers found that consumers, 
ŦŀŎŜŘ ǿƛǘƘ ǳƴŎŜǊǘŀƛƴǘȅΣ ǿŜǊŜƴΩǘ ƎƻƛƴƎ ǘƻ ŜȄǇŜǊƛƳŜƴǘ ǿƛǘƘ ŀ ƴƻƴ-brand name item. A large part 
ƻŦ ƎǊƻǿƛƴƎ ǘƘŜ ǇǊƛǾŀǘŜ ƭŀōŜƭ ƳŀǊƪŜǘ ƛƴǾƻƭǾŜŘ ƛƳǇǊƻǾƛƴƎ ǘƘŜ ǇǊƻŘǳŎǘΩǎ ǉǳŀƭƛǘȅΦ ¢ƻ ŜƴǎǳǊŜ ǘƘŀǘ 
quality, private labelers began to analyze the contents of a leading brand and then, based on 
those findings, recreate that item step by step. Now most leading private labelers take an active 
role in the manufacturing specs of the product and no longer slap their logo on whatever comes 
off the assembly line. The result is that often the only thing separating one product from the 
other is the name on the label.  

In fact, the private label industry suffers by not taking itself seriously enough as a branded 
category. The industry has tried to implement category management, which is a take off of the 
brand category management from the national brand manufacturers. Still as the private label 
industry grows, the threat to branded product rises. After all brands are now competing for 
ǎƘŜƭŦ ǎǇŀŎŜ ǿƛǘƘ ǘƘŜ ǎǘƻǊŜΩǎ ƻǿƴ ǇǊƻŘǳŎǘ ŀƴŘ ǎƻƳŜǘƛƳŜǎΣ ƭƛƪŜ ƛƴ ǘƘŜ ŎŀǎŜ ƻŦ ! ƘƻƭŘΣ ǘƘŀǘ ǇǊƻŘǳŎǘ 
may have one, two or three different levels of varying degrees which procures even more shelf 
ǎǇŀŎŜΦ ²ƘŀǘΩǎ ƳƻǊŜ ǘƘŜ ōǊŀƴŘŜŘ ǇǊƻŘǳŎǘ Ƙŀǎ ŀƴ ŀdded burden of a large advertising-marketing 
budget, which can substantially impact the bottom line, particularly on low-margin goods.  

Traditionally, private labeling has been strongest in low-emotional involvement goods such as 
butter, eggs, flour, and sugar. Most often, such products are staple ingredients of larger recipes 
and individual performance becomes unidentifiable in the resultant mix. However as the 
private label market matures, it takes on more diverse products and services. Because private 
label products are less expensive, one might be tempted to think of them as a lower quality 
alternative. Indeed early ventures in private labeling yielded inconsistent quality and tarnished 
the overall image of a private label concept. Retailers found that consumers, faced with 
ǳƴŎŜǊǘŀƛƴǘȅΣ ǿŜǊŜƴΩǘ ƎƻƛƴƎ ǘƻ ŜȄǇŜǊƛƳŜƴǘ ǿƛǘƘ ŀ ƴƻƴ-brand name item. A large part of growing 
ǘƘŜ ǇǊƛǾŀǘŜ ƭŀōŜƭ ƳŀǊƪŜǘ ƛƴǾƻƭǾŜŘ ƛƳǇǊƻǾƛƴƎ ǘƘŜ ǇǊƻŘǳŎǘΩǎ ǉǳŀƭƛǘȅΦ  

Retail players and Private Labels 

Private Label in India is in a growing stage. It will be difficult to get the details of sales in India 
because of the highly unorganized structure of Indian retailing. But still it contributes a turnover 
of Rs.700 Cr in the organized structure. Though the margin of Rs.700 Cr is considered as low 
when compared to other countries, India is expected to achieve a sizeable volume in the 
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coming 3-5 years. Moreover in India the products come under store brands include mainly food 
and apparel industry.  

Some of the retail players having Private Labels in India are as follows: 

FOOD AND GROCERY FASHION OTHERS 

Spencer's Daily Shoppers' Stop Vivek's 

Adani- Rajiv's Westside Planet M 

Subhiksha Lifestyle Music World 

Nilgris Piramyd Crossword 

 Ebony Gautier 

  Globus Lifespring 

 
Each of these retail stars has identified and settled into a feasible and sustainable business 
model of its own. Rather surprisingly, each has developed a unique model. Westside has very 
successfully emulated a Marks & Spencer model (of 100 per cent private label, very good value 
for money merchandise for the entire family). Spencer's Daily and Nilgris have successfully 
shown the viability of the `supermarket' format in India and its ability to co-exist with the 
ubiquitous Kirana store. Pantaloon has demonstrated the potential of speciality retailing in 
India. 

Big Bazaar: Private Label Push 

Big Bazaar, the hypermarket of Pantaloon Retail, has come out with a breakfast cereal range 
under its private label, Tasty Treat. Big Bazaar already sells noodles, pasta, vermicelli, soups, 
namkeens, chips, toast, khari, papads, jams, pickles, carbonated drinks and ketchup and fruit 
beverages under the brand. It has now added breakfast cereals to the range. In spite of the 
presence of a large number of players in the branded packaged food segment, Tasty Treat is 
growing at about 70 per cent. This perhaps has given Big Bazaar the confidence to try its luck in 
breakfast cereals as well. 

In a recent development, Pantaloon Retail, promoted by Kishore Biyani, has boycotted Kelloggs 
at all its retail formats for turning down its demand for higher margins. Not surprisingly, Big 
Bazaar is pushing its own brand of cornflakes now. This is not the first time Big Bazaar is doing 
this. A while back Cadburys and PepsiCo owned snack food brand Frito Lay had to bear the 
brunt. 

Wal-aŀǊǘΩǎ tǊƛǾŀǘŜ [ŀōŜƭǎ 

Bharti-Walmart has already introduced eight of Wal-aŀǊǘΩǎ ǇǊƛǾŀǘŜ ƭŀōŜƭǎ ƛƴ LƴŘƛŀΣ ǿƘƛŎƘ ƛǘ ǎŜƭƭǎ 
ŀǘ ǘƘŜ ŎƻƳǇŀƴȅΩǎ ǎƻƭŜ ǿƘƻƭŜǎŀƭŜ ǊŜǘŀƛƭ ƻǳǘƭŜǘ ƛƴ !ƳǊƛǘǎŀǊ ŀƴŘ ŀǘ ŀōƻǳǘ ǎƛȄ ŘƻȊŜƴ 9ŀǎȅ 5ŀȅ ǎǘƻǊŜǎ 
owned by Bharti Retail Ltd, which directly cater to retail customers. The private labels on offer 
in India include the popular Great Value brand, which offers tea, local snacks, ketchup, dish-
washing bars, and toilet and glass cleaners. 
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Wal-Mart has been sourcing products from suppliers in India for at least 20 years for its global 
operations. Major categories sourced from Indian suppliers include home textiles (including 
towels, shower curtains, bath mats, accessories, bedding sheets and kitchen linens), apparel 
(including wovens, knitwear and leather footwear), fine jewellery, tableware and home decor 
products. 

Equate, a brand for pharmacy and health and beauty items, has been introduced only in the 
handwash category as of now in Easyday stores. Other Wal-Mart private labels introduced in 
India include Home Trends (home furnishing), Mainstays (plastic containers, kitchen 
accessories), Kid Connection (toys, clothing), Faded Glory (footwear) and Athletic Works 
(athletic shoes, equipment). 

¢ŜǎŎƻΩǎ /ǳǎǘƻƳŜǊ CƻŎǳǎ 

With India on the cusp of a retail revolution, some of the case studies should provide food for 
thought. Among the leading retailers of private labels is Tesco, which has a large portfolio 
ǎǇŀƴƴƛƴƎ ǘƘŜ ŜƴǘƛǊŜ ǇǊƛŎŜ ǊŀƴƎŜΦ {ƻ ŦǊƻƳ ŀ ΨǇƛƭŜ ƛǘ ƘƛƎƘΣ ǎŜƭƭ ƛǘ ŎƘŜŀǇΩ ŀǇǇǊƻŀŎƘΣ ¢ŜǎŎƻ has moved 
into a more consumer-focused chain where private label offerings are the core of the strategy.  

CƻƻŘ .ŀȊŀŀǊΩǎ ς Differentiation Strategy 

Food Bazaar positioned its private salt brand as premium health salt which is available in the 
price of the ordinary salt. It enjoys 40 - 45% market share in its category among all the Food 
Bazaar outlets. Thus it has used the differentiation strategy and got success. Examples of a high 
quality differentiation strategy where retailers introduce high quality differentiated brands that 
differentiate them from the national brands include Sam's Choice from Wal-Mart. Alternatively, 
the retailer may differentiate by offering a white-label generic or a low quality store brand 
targeted to low quality oriented customers. 

Conclusion: 

As retailers become more sophisticated and competitive, the role of private label changes from 
price-fighters to value added marketing differentiator. Private label brands are starting to 
diversify their offering beyond the expectations enabling them to compete more effectively 
with existing product categories and foray into new and different product categories. Most 
significant advantage that a private label allows a retailer is that of earning level of margin 
which is higher than what is offered on other brands. 

The power of private labels is being explored by most retailers today as they do not want to be 
ŀǘ ǘƘŜ ƳŜǊŎȅ ƻŦ ǘƘŜ ōƛƎ ƳŀƴǳŦŀŎǘǳǊŜǊǎΦ !ǘ ǘƘŜ ǎŀƳŜ ǘƛƳŜ ǘƘŜȅ ŀƭǎƻ ǊŜŀƭƛȊŜ ǘƘŀǘ ƛǘΩǎ ƴƻǘ ƎƻƛƴƎ ǘƻ 
be easy as it takes time and money to build private labels. The more market share a retailer has, 
the greater the opportunity to create a strong private label offering and the greater the 
leverage a retailer can put on a supplier. Private labels can accomplish that but at the same 
time they must have a strategic positioning more than merely developing a product. 
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Introduction:  
 To make product and price known and acceptable to the target consumers, the 
salesmen at traffic signals at busy street are manipulating various tactics. The same are 
interesting to observe. The salesmen at traffic signals, though they are untrained and illiterate, 
they know that it is essential to communicate, persuade, and motivate peculiar type of 
consumers from the elite group of society who mostly are traveling in cars.The present paper   
discusses the nature and importance of personal selling and attempts to outline the selling job 
form the self-employed category of the weaker section of the society. It then discusses various 
aspects of sales management skill emerged without training, namely, sales and selling objective 
formulation, self-recruitment, self- training, self -compensation and motivation of sales-force 
engaged at the traffic signals on busy street. 
 
Nature:- 
 
 In personal selling, company's sales persons often referred to as salesmen/sales 
representatives, who are on its payroll, communicate with the target consumers/ customers so 
as to make an offer of sale, motivate them to positively respond to it and finally clinch the deal. 
It has been defined as an "oral presentation in a conversation with one or more prospective 
purchasers for the purpose of making sales".1 The same definition may be translated for 
identifying the personal selling at TS as "In a personal selling the self inspired sales persons, 
who are not on payroll of any company communicate with the target consumer or customers so 
as to make an offer of sales, motivate them to positively respond in significantly short spell of 
time to it and finally clinch the deal. It may be defined as an "Verbal and physical presentation 
in a conversation with one or more prospective purchasers sitting in the cars around TS for the 
purpose of making sales". 
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 "Personal selling at TS is a highly distinctive form of promotion. Like other forms of 
promotion, personal selling is basically a method of communication, but unlike others it is a 
two-way, rather than unidirectional, communication. It involves not only individual but social 
behaviour: each of the persons in face-to-face contactτ salesman and prospectτinfluences 
the other. The outcome of each sales situation depends importantly upon the success both 
parties experiences in communicating with each other and in reaching a common 
understanding of needs and goals."2  

 
Fig. 1: Process of Communication 

 
The Concept of Communication-Mix:- 
 
 Communication, therefore, is the crux of the personal selling exercise at TS. It is the 
process by which a verbal or non-verbal extort is made by a source to send a message through a 
channel to establish a 'commonness with the receiver'. This process is composed of five stages, 
namely, source, encoding message channel, decoding, and receiver (Fig. 1). In all marketing 
communications including communication at TS, the source is naturally the sellerτthe self 
inspired self employed individual belongs to weaker sectionτwhereas the receiver is the 
person from the elite social group prospective target consumer. Before the source transmits 
any message, it is encoded. Encoding involves translation of the source's ideas into a systematic 
set of symbols, language or some form of expression in order to express the purpose of 
transmission; in our case, arousing positive buying response is the purpose. The encoded mes-
sage then passes through the message channel which may be composed of personal and non-
personal media engaged in transmitting either verbally or non-verbally or both ways the in-
tended message.  

Feedback is another important element of effective communication at TS. In the 
feedback process is between elite group prospective customer and salesmen from the weaker 
section at TS. Both salesmen and customer are from the diverse cultural group of society. 
Under this circumstances the responsibly of salesmen is to make know the customer, the 
element of consumer surplus procurable to him (customers). Truly speaking the salesmen is not 
aware of this economic terminology. However with the help of his experience and skill he 
endeavors to feel the customers that he gets more than the price he is offering for the product. 
The total feed back process is of two to three minutes duration and that is to be materialized on 
the busy street and that too under the threat of traffic police 

. 
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The marketing of product at TS, personal selling skill and little advertising are the media 
through which an individual seller usually communicates with consumers. These two 
components, by and large, constitute its communication-mix. The relative importance of these 
media in a communication-mix depends on a variety of factors such as products, nature of the 
customers i.e. officers of Pvt. /Public institutions, tourist customers, students, and consumer 
behaviour and company policies. Unlike the company the salesmen at TS, the composition of 
the mix and the expenditure levels budgeted for them are almost nil and they have a no bearing 
on the market results expected. For an effective marketing strategy, it is essential that at TS, 
the communication-mix should be optimum. This optimum may be achieved when a salesmen 
follows the maximizations of toil and moil, i.e. running behind the cars, hurriedly catching other 
side of Red traffic signals  , reveling the humbleness and beggar like personality , so and so forth  
 

The need for optimizing communication-mix arises because both personal selling and 
advertising have different' sets of functions to perform. The main task involved in personal 
selling is to match specific products with specific consumers so as to secure transfer of owner-
ship. "Basically it consists of the interpretation of product and service features in terms of 
benefits and advantages to the buyer and of persuading the buyer to buy the right kind and 
quantity of the product".3 
 
Strengths and Limitations of Personal Selling:- 
 
Strengths of Personal Selling 
 

The task of interpreting product features is done by advertising also. But unlike 
advertising, personal selling is present in all the three phases of buying, namely, pre-
transactional, transactional, and post-transactional. Advertising and sales promotion are 
commonly used to cultivate market during the pre-transactional phase and used to reduce 
post-purchase dissonance in the post-transactional phase. Personal selling, on the other hand, 
is present in all the three phases (Fig.2). Being a two-way form of communication, it cultivates 
the marker, negotiates the transaction, and reduces post-purchase dissonance. However, it is 
the negotiation of transaction that distinguishes it from advertising and makes personal selling 
an effective medium of selling. Besides, there are other strengths of personal selling also. Some 
of these include the following4: 
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FIG. 2: Advertising and Personal Selling: Relative importance 
 
1) Personal selling is more flexible and adaptable to the varying purchase situations. It is 

possible for a salesman to adapt himself to the needs, motives, impulses and other 
behavioral traits of the prospective consumers so as to communicate the message and 
clinch the deal. 

 
2) In personal selling at TS, the possibility of wasted effort is minimal because, unlike 

advertising, the whole effort is focused on a qualified target consumers waiting for 
green traffic signal. Also, there is minimum possibility of message diffusion and 
distortion. In communication, diffusion arises when a message goes to a large number 
of unintended audience and distortion arises when there is a " traffic noise' owing to a 
plethora of messages being transmitted or flashed at consumers. The salesman is better 
placed to focus only his message on qualified consumers sitting in cars or on two-
wheeler auto bike and undo distortions by suitably maneuvering the message. 

3) It is possible for a salesman to detect less of consumer attention and interest and 
regenerate them by frequent repetitions and reinforcements. 

 
4) In personal selling at TS, it is possible for the salesman to carry the qualified target 

consumer through a logical and persuasive reasoning process so as to consummate sale. 
 
5) If there are regular travelers going through TS, a relatively durable relationship may be 

developed between salesman and consumers which makes future sale exploration much 
effective. This, for example ' is frequently the case of flowers sellers at TS. "The 
salesman can help his endeavor achieve the objective of perpetuity  for ever, by 
establishing a lasting, mutually profitable relationship with his customers."5 

 
6) The salesman acts as a marketing researcher also. He gathers and promptly transmits 

relevant market information which often helps the producers  in making timely strategic 
and tactical adjustments. Because of these and other similar reasons, Levitt has aptly 
remarked that "selling is as basic to our society as metabolism is to life", and further 
adds that it is the salesman because of whom "the wheels of industry are made to hum, 
income is generated, standards of living are raised, and in the process even leisure time 
is generated".6 
 

Limitations of Personal Selling:- 
 

However, personal selling is not without its share of limitations. Some of these include 
the following: 
 
1) Personal selling at TS is though not expensive but it is fatiguing because the cost of 

running behind the customers more nutritious meals and the same is not in the fate of 
salesmen who are mostly from the economically poor category.   
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2) It is difficult to see the right kind of salesmen who have the potential and ability to sell 
and be remained append to truth, moral etc. 

3) Consumer loyalty built up around a good salesman is usually lost since there are little 
incidences of coming to salesmen the consumer at TS. 

 
Conditions Favoring Personal Selling at TS:- 
 

In certain marketing situations personal selling provides ready and effective answers to 
many selling problems. Following are some of those situations when personal selling in a 
company becomes more relevant. 
 
 
1) Market Situation:- 

Personal selling at TS is relatively more economical and effective when: 
a) A salesman  sells in a small local market  at TS, 
b) Although the market is wide, consumers are concentrated in small geographical 

areas i.e. at TS, 
c) A direct channel of distribution is used facilitating  selling to direct consumer 

only, and 
d) Desired salesmen are available at low cost or almost no cost. 

 
2) Product Situation:- 

Personal selling at TS is relatively more economical and effective when 
a) Product is in the introductory stage of its cycle necessitating creation of core 

demand without giving a chance to purchaser to spend the time in thinking. 
b) Product is of a low unit value, 
c) Product requires demonstration. 
d) Product needs personal attention to match specific consumer needs, e.g. sales of 

National Flags on 26th January  
e) Product requires no after-sale servicing, and 
f) Product has no brand or very poor brand loyalty. 

 
 
3) Consumer Behaviour:- 

Personal selling is more effective at TS when 
a) consumer purchasing involves a deliberative process, i.e. it is not impulsive, 
b) consumer needs instant answers to his questions,- 
c) consumer requires persuasion and follow-up in the face of competitive 

pressures, and 
d) Purchases are infrequent but not so valuable. 

 
4) Salesman Situation:- 

Personal selling is relatively more economical and effective when 
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a) A person  is self employed and also a salesman  cannot afford a consistent and 
even a little  advertising outlay, and 

b) The salesman   is unable to identify and use suitable non-personal 
communication media. 

 
While using personal selling at TS, the question of economy has to be thought of in 

terms of matching of cost of personal selling and the sales revenue generated relative to other 
components of the communication-mix. Likewise, the question of effectiveness has to be 
similarly thought of in terms of growth of sales revenue, building up of consumer loyalty and 
containment of competition. 
 
Status of Selling at TS 
 In the communication-mix of business, personal selling occupies an important role. 
Although no data are available to indicate its importance, it is in fact the selling job at TS which 
may be referred to as marketing.7  

The importance of personal selling in the communication mix at TS may be attributed to 
many factors, some of which are described below: 
1) Barring exceptions, weaker section entrepreneurs are not big enough and financially 

competent to apportion consistent big outlays for advertising; even a small outlays. 
 
2) The availability of an efficient and economical distribution system even to salesman 

discourages the use of advertising and encourages personal selling at TS. 
 
3) The illiteracy of salesman, particularly at TS, makes many weaker section entrepreneurs 

depend on the word-of-mouth communication through personal selling. 
 
4) Consumer's buying process is very deliberative owing to low marginal value of the 

Rupee which necessitates salesman's persuasive intervention so as to influence this 
process. 
 
All these factors individually and in combination make personal selling at TS an 

important component of the communication-mix. 
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One of the popular beliefs has it that the origin of spa dates back to the Roman era, when 
soldiers of their legions fatigued by wars, would take to rejuvenation, relaxation and treatment 
of sore wounds through water. Tired Muscles and wounds when subjected to hot water from 
natural spring gave great relief to these soldiers. Naturally, baths were build near the area and 
thus the foundation of modern day spa was laid. 
Ψ{ŀƴǳǎ tŜǊ !ǉǳŀƳΩ ς of which SPA is considered to be an acronym - meaning health by or 
through water. 
 
Over the centuries, the Spa has turned into an industry which is set for exponential growth. 
 
Key findings (International) from the 2009 Spa Industry Update include:  
 
 Overall industry revenues continued to grow at an annual rate of 17.8 percent, while at a per 
spa level revenue experienced a slight decline. 
Day spas continue to dominate the industry at 79 percent of total spas 
 
The spa and wellness industry in India is estimated at Rs. 11,000 crores and growing at 25-35% 
annually, according to a 2009 Ernst and Young report for the Federation of Indian Chambers of 
Commerce and Industry (FICCI). 
The rise in the annual disposable income among individuals coupled with the growing level of 
health awareness has created strong opportunities for existing and new entrants in this sector. 
 
Conceptualized in 1994 by Dr. Digambar Naik, VRUNDAVAN HOSPITAL & RESEARCH CENTRE, 
stands for quality health services under one roof in Mapusa Goa. The idea of starting a spa in  
Vrundavan Hospital and Research Centre Calangute  was put  forward to the doctor and thus a 
partnership came into existence, wherein  it was decided to start the spa ( Health Spa and 
Wellness Center) which would be managed by Radiant Hotels, Resorts and Spa namely  Mr. 
Pimenta himself who is the CEO. 
After the liberation of Goa, Calangute in the north has been the first beach to become famous 
nationally an internationally. Approximately 12 kms from capital city panjim and 45 kms from 
the only airport it is today the epicenter of domestic as well as international tourists.  
Vrindavan Naturale thus is in very strategic location to command the attention of tourists. It 
became operational from Jnuary 12thΩлфΦ  
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The CEO of Radiant  looked forward to tap the tourists and the locals as well  by offering the 
ǎǘŀǘŜΩǎ ŦƛǊǎǘ ŀǳǘƘentic Health Spa and Wellness Centre. 
        Lǘǎ ƻƴŜ ȅŜŀǊ ǎƛƴŎŜ ǘƘŜ {Ǉŀ Ƙŀǎ ōŜŎƻƳŜ  ƻǇŜǊŀǘƛƻƴŀƭΧΦΦ 
 
Did it take the course it was intended?? Was there any lacuna in promotion? Pricing? What 
should be the future course of action?? 
An attempt is made to analyze the above situation and to come up with suggestions. 
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ABSTRACT 

Many of us have a notion in mind that a fame institute name like IIMs, IITs, NIT or REC will bring 
ŀ ǉǳŀƭƛǘȅ ŜŘǳŎŀǘƛƻƴ ƛƴ ǘƘŜ ǎǘŀǘŜΦ ¸Ŝǎ ƛǘΩǎ ǘǊǳŜ ǘƘƛǎ ƛƴǎǘƛǘǳǘŜ ƘŀǾŜ ǎǇŜŎƛŀƭ ǎǘŀǘǳǎ ŀƴŘ ǊŜŎƻƎƴƛǘƛƻƴ 
both in national and in international level.  If we are looking for quality product we must 
customized the system that suits to the present world. Many of the course syllabus remains 
same for so many year in the state. But to a rapidly growth global world we need change 
accordingly to suits the present scenario.  To bring a quality education we need to strive from 
both share holder and from stake holder. Share holder, means to say the government and 
private body and the stake holder includes the student, parents, faculties and many social 
organization. A proper rapport must be exist between these two holders and must also have 
ƛƴǘǊŀ ǊŀǇǇƻǊǘ ƻŦ ǘƘŜ ƘƻƭŘŜǊǎΦ LŦ ǿŜ ƘŀǾŜ ǘƻ ōǊƛƴƎ ǉǳŀƭƛǘȅ ǎȅǎǘŜƳ ƻŦ ŜŘǳŎŀǘƛƻƴΣ ǿŜ ŎŀƴΩǘ Ƨǳǎǘ ōǊƛƴƎ 
by setting up premier institute like IIT, IIMs, we must create a system which can bring quality 
against the prevailing system. The well brand players of private education institute are not 
permitted to come in the state. Many private educational institutes are leading far ahead then 
Govt. or AITCE approval institute. They are well recognized in the market. Every corporate 
knows their brand. So a government must also encourage a well brand private educational 
organization must come and function in the state. When the strategy is clear and the creative 
and communication consistent and supportive of the strategy, branding is powerful and can 
benefit a university greatly. Research has tied good branding to attracting students, faculty, and 
staff as well as to achieving success in fundraising and in getting media coverage.  
 

 

 

άLƴǎǘƛǘǳǘƛƻƴŀƭ ōǊŀƴŘƛƴƎ ƛǎ ƳŜŀƴǘ ǘƻ ƘŜƭǇ ǇǊƻǇŜƭ ŀƴ ƛƴǎǘƛǘǳǘƛƻƴ ŦǊƻƳ ƛǘǎ Ƴƛǎǎƛƻƴ ǘƻ ƛǘs vision by 
creatively conveying the powerful strategy that will take it from where it is to where it wants 

ǘƻ ƎƻΦέ 

--- .ŀǊōŀǊŀ hΩaŀƭƭŜȅ 
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INTRODUCTION 
 

The Masters of Business Administration  (MBA) credential originated in the United 
States at the Wharton School of the University of Pennsylvania in 1881.  As the US model MBA 
developed in the late 19th and early 20th century its legitimacy as a post-graduate degree and 
particularly the significant differences between expectations by students and actual outcomes 
as seen by their future employers has been controversial.  Therefore the nature, scope, and 
consequences of studying for this degree are as important to the individual who is seeking to 
graduate with a meaningful addition to her/is credentials. The words 'teaching' and 'learning' 
project different images to different people. Conventionally, these actions were perceived as 
dull and tedious tasks, but that is far from the truth, especially now. The world over, there are 
academicians, who thrive on making the whole procedure of teaching and learning, a 
stimulating and inspiring experience. To them, innovation is the name of the game and they 
strive to bring excitement into the everyday classroom with their novel methods. 

Education in India is seen as one of the ways to upward social mobility. Good education 
is seen as a stepping stone to a high flying career. Education System in India currently 
represents a great paradox. On the one hand we have IIMs & IITs that rank among the best 
institutes in the world and on the other hand there are number of schools in the country that 
don't even have the basic infrastructure. Even after more than 50 years after independence we 
are far away from the goal of universal literacy. But on a positive note, Indian professionals are 
considered among the best in the world are in great demand. This signifies the inherent 
strength of Indian education system. Indian government and Indian corporate sector has 
recognized the importance of management education in the changing global scenario. Today 
under the reforming economic conditions, integration of the Indian economy with world 
economy presupposes efficiency and competitiveness in the domestic front as well as in the 
international arena. As the process of globalization is technology-driven, and knowledge-driven, 
the very success of economic reform policies critically depends upon the competence of human 
capital.  Globalization leads to challenges and threats also. The major concern is to deliver 
world class education with updated curriculum and practical exposure.  Management education 
in India really took off after economic liberalization in 1991 and ensuing structural changes in 
the country's business scenario. India is already known for its large pool of engineers. There will 
be a time in the near future when the country will also be known for its managerial talent.  
Relying excessively on the lecture method rather than on class participation, case studies, 
presentations, role plays, material related articles, industrial experience stymies growth of the 
students as leaders or executives, as is happening in India, he says.  In India, there is a 
considerable hope and expectations regarding the value of management education and its 
potential contributing largely to nation's economic growth.  This paper throws light on the 
various measures those results in the branding of B-schools and thus resulting in quality and 
credibility in management education. 
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Objective Of Study :  Role & importance of Branding of B-Schools . 

Hypothesis :  

1 Branding of B-schools results in reputation and credibility of the institute. 
2 Branding of B-schools attracts quality students 
3 Branding of B-schools attracts good placement. 

 

Universe Of Study : Nagpur City. 

Sample Size : 50 

 

Research Methodology : Field Survey & Interview with placement   agencies, HR 
consultants and B-schools. 

TYPE OF RESEARCH 

This paper includes both descriptive and exploratory study. 

THEORITICAL APPROACH 

The very variety of the formal structure of MBA programs on offer might be based on a 
standard program of content, of subject matter, for the MBA student.  However the necessary 
content for a quality MBA program is continually under review, but subject, as noted later in 
this paper, on nine principle disciplines.  As at tertiary educational institutions the quality of the 
subject matter from class to class is rarely compared directly if only to preserve academic 
freedom.  To some extent the subject matter can be measured by a careful analysis of the 
textbooks in use, particularly in the hard disciplines.  Yet even in the hard disciplines the 
required textbooks in use differ significantly and faculty and student use of those required texts 
varies from institution to institution.   The measure of the quality of programs is made even 
more difficult since Instructors of courses will often have their own text material and their 
personal selection of supplementary handouts.  Further the subject matter covered will 
inevitably depend on the experiences and research focus of the Instructor.  Thus the public 
measure of the quality of the MBA classroom experience depends on the quality of the faculty, 
the reputation of the business school, and the perceptions, at least privately, of student 
evaluations  

Entrants to MBA programs come from a broad range of undergraduate disciplines so 
that the degree is seen as a generalist interdisciplinary degree.  Peter Drucker went further and 
ŜǎǘŀōƭƛǎƘŜŘ ǘƘŀǘ άmanagement is a liberal artΦέ  The approach therefore requires students to 
take part in a multi-perspective interactive classroom.  Mastery of business management 
requires the integration of a many subjects, just as business integrates those subjects in the 
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workplace.   For this reason the best MBA programs require a minimum period of employment 
experience before accepting entrants to the program.  The best programs offer a number of 
pertinent case studies, related visiting practitioner speakers, outside and overseas visits, and 
even work placements.  Specific details of each programs experience providing these essential 
links with business should be made available to potential entrants to that program. One 
measure of anyMBA program must be the premises and  learning  infrastructure available to 
students enrolled in that MBA program.  Modern classrooms at the MBA level are said to be 
άSmartέ ǿƘŜƴ ŜǉǳƛǇƳŜƴǘ ƛǎ ŀǾŀƛƭŀōƭŜ ƛƴ ǘƘŜ ŎƭŀǎǎǊƻƻƳ ǘƻ ǇǊƻǾƛŘŜ ǎǘǳŘŜƴǘǎ ǿƛǘƘ ǘƘŜ ǎƻǊǘ ƻŦ 
Information Technology (IT) which they might expect when working for a Multinational 
company.    

¢ƘŜǊŜ ŀǊŜ ŘŜƎǊŜŜǎ ƻŦ άSmartέ ŎƭŀǎǎǊƻƻƳΣ ŦǊƻƳ ǘƘƻǎŜ Ŝǉǳipped with standard overhead 
access to commercial software, searchable databases, and the Internet to others which have 
mock Trading Rooms, proprietary software for research and databases for financial analysis.  In 
the world of global business students will also be required to search sites for information which 
may affect strategic planning.  Selective MBA programs include case studies which provide such 
experience often using their own proprietary version of specialized databases. Another 
measure of any MBA program will be the Library resources. The good news is that reputable  
MBA programs have excellent library and research resources which are available to students 
who are in their program.  These information resources include search engines for many 
indexes and databases.  The not-so-good news is that many Internet financial websites are no 
ƭƻƴƎŜǊ ŦǊŜŜ ŀƴŘ ǘƘŀǘ άthe quality of the data and analysis of a service usually goes up when 
ȅƻǳ Ǉŀȅ ŦƻǊ ƛǘΦέ  The best MBA program will provide access to costly databases and indexes, 
many of which may be accessed online by students.  

MBA  information technology resources can extend to integrated online event calendars 
and class assignments, to sophisticated computer simulations and the seamless logistics of 
exam scheŘǳƭŜǎ ŀƴŘ ŎƻƴŦŜǊŜƴŎŜǎ ǎƻ ǘƘŀǘ ǎǘǳŘŜƴǘǎ ŀǊŜ ŀōƭŜ άŜŦŦƻǊǘƭŜǎǎƭȅέ ǘƻ ƳŀƴŀƎŜ ǘƘŜƛǊ 
demanding academic and extracurricular lives. The efforts behind such flawless coordination 
are indiscernible, but when facilities staff members arrive without fail at set times each day to 
clean the chalkboards and deliver coffee and bottled water, one cannot help but be impressed. 
Another measure of MBA programs is the number and quality of professional faculty employed 
to deliver courses and the number and quality of supporting staff available to support students 
working in the program. Measurement of the number of faculty is relatively easy.  There are 
simple measures relating student numbers to faculty and data on class size.  The relevance of 
these measures inevitably depends on the quality of faculty teaching, research, and service 
loads.   Quality of teaching varies significantly.  άCŀŎǳƭǘȅ ǘŜŀŎƘƛƴƎ ŀǘ ǘƘŜ a.! ƭŜǾŜƭ Ƴǳǎǘ ōŜ 
ŀǇǇǊƻǇǊƛŀǘŜƭȅ ǉǳŀƭƛŦƛŜŘ ŀƴŘ ŎǊŜŘƛōƭŜΦέ  Measurement of the appropriate level of faculty 
qualification usually includes a minimum percentage of instructors holding a PhD, an academic 
qualification, in a management subject.  Measurement of practical experience is less clearly 
measured so that in many cases the faculty may have little or no practical management 
experience.   Clearly continuing consultancy experience and leave of absences from academia 
actually working in an executive role in the commercial world provide a more exacting business 
experience than is available in academia.  Indeed the absence of άreal worldέ ŜȄǇŜǊƛŜƴŎŜ ƛǎ 



 

 

V o l u m e  1     S P E C T R U M   E- j o u r n a l    F eb  2 0 1 0    K B S C M R   

 

Page 79 

seen as a major weakness in many programs.  Particularly in the areas of human capital 
management and strategic planning, an instructor with little or no real world practical 
experience of the application of the theoretical material may not provide students with useful 
experience.  CƻǊ ǘƘƛǎ άreal worldέ ƪƴƻǿƭŜŘƎŜΣ ǘƘŜǊŜ ƛǎ ŀ ŘŀƴƎŜǊ ǘƘŀǘ ƛƴǎǘǊǳŎǘƻǊǎ Ƴŀȅ ǊŜƭȅ ǘƻƻ 
heavily on the amalgam of experience provided by the experiences of the teams of students in 
their responses to case studies.  

Recently there has been a trend to recognize that an up-to-date understanding of 
business management may be gained by recent consultancy, actual managerial experience, and 
to some extent the provision of specific courses to senior executives.  Applicants for an MBA 
might well enquire of the program they are researching for examples of faculty employed in 
recent consultancy or having a history of actual managerial experience. Traditional two year, 
Intensive and Executive MBA programs tend to expect their faculty to publish research in major 
journals.  Accreditation of MBA programs depends on program faculty meeting minimum 
standards of research publication, presentation and attendance at recognized professional 
conferences.  Traditional schools also value interaction with the corporate world. The size of 
faculty also provides a measure of quality since the interaction within an MBA faculty and the 
competition for tenure provides an incentive to continually attain high standards.  

Support Staff:  

Every academic program requires a critical mass of core staff to make sure that the 
administration of the program is in accordance with promises to students.  Program 
administration includes maintenance and provision of Information Technology equipment and 
the everyday work which is needed to ensure that students receive appropriate notification of 
status and deadlines.   While the measurement of student faculty ratios is often published, the 
measure of student support staff ratios is not.  Again enquiry about support services will be 
important for students, especially those in a Distance Education program. Human resources are 
directly linked to institutional funding.   Where classes lose money an additional source of 
revenue is needed by the MBA program to fund the shortfall.  Such funding may be provided at 
colleges with a dedicated endowment for that purpose.  In addition additional fees may be 
ŎƘŀǊƎŜŘ ŦƻǊ ŀ ǊŀƴƎŜ ƻŦ άextrasέ ǿƘƛŎƘ ŀǇǇƭƛŎŀƴǘǎ ǘƻ a.! ǇǊƻƎǊŀƳǎ ƴŜŜŘ ǘƻ ōŜ ŀǿŀǊŜ ƻŦΦ Where 
a.! ǇǊƻƎǊŀƳǎ ŀǊŜ άfor profit,έ ǇŀǊǘƛŎǳƭŀǊƭȅ ƛƴ ǘƘŜ ŀōǎŜƴŎŜ ƻŦ ŀƴȅ ŜƴŘƻǿƳŜƴǘΣ ǘƘŜ Ŏƻǎǘ ƻŦ ǘƘŜ 
ǇǊƻƎǊŀƳ ƛǎ ŜǾŜƴ ƳƻǊŜ ŎƭƻǎŜƭȅ ƭƛƴƪŜŘ ǘƻ ǘƘŜ ǉǳŀƭƛǘȅ ƻŦ ǇǊƻƎǊŀƳ ŀƴŘ ǘƘŜ ƛƴŎƛŘŜƴŎŜ ƻŦ άextraέ Ƴŀȅ 
be higher than in traditional programs.  

The overall objective of MBA degrees is still to improve the quality of management.  The 
MBA adds value to the undergraduate degree by integrating the activities within and external 
to an organization and making students critically aware of the process of these interactions.   

The purpose of the MBA may be summarized as follows:  

¶ To study the contexts, internal and external, within which the management of business 
organizations must operate.  
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¶ To be prepared for a lifelong career in business management acquiring the skills and 
experience to undertake appropriate research and study of matters that come before 
management.  

¶ To develop self-confidence and the ability to deal with complex issues in a systematic yet 
creative manner.  

¶ To seek continuous improvement in individual learning skills and personal development 
and to work with confident self-direction and originality so as to make a meaningful 
contribution to society.  

  An important feature of the research process is to provide MBA students with 
experience of the research process.  We know that there is a lead time for knowledge to 
provide knowledge-based innovation.  By sharing the research process with  MBA  students 
MBA faculty provide  MBA students with solid experience of the research process and in so 
doing contribute to innovation and to the realization of the process whereby knowledge can 
contribute to the changes that are inevitable as our commercial knowledge-base grows 
globally. 

¢ƘŜ ¢ƻǇ ǊŀƴƪŜŘ ǎŎƘƻƻƭǎ άdo not necessarily offer the best teaching, facilities, or 
curriculumΦέ  Program reputation, as with the value of trademarks and success in independent 
market surveys, plays a significant part in their status.  Perhaps of significance, the most mature 
ǇǊƻƎǊŀƳǎ ƘŀǾŜ ƳŀƴŀƎŜŘ ǿƘŀǘ tƻǊǘŜǊ ŘŜǎŎǊƛōŜŘ ŀǎ άthe strategic pitfalls in transitionέ ŦǊƻƳ 
their founding of MBA program to MBA program leader.  Indeed the mature programs appear 
to recognize the implications of such transition, to negotiate the aggressive marketing moves of 
competitors successfully, and to enable the MBA originators to retain their industry leadership. 
!ǎ 5ǊǳŎƪŜǊ Ƙŀǎ ǿǊƛǘǘŜƴ άmodern management and modern enterprise could not exist without 
the knowledge base that developed societies have built.έ  Drucker has coined the modern 
ŜƳǇƭƻȅŜŜ ŀǎ άa knowledge-workerέ ŀƴŘ ƘŜ ƴƻǘŜǎ ǘƘŀǘ ƪƴƻǿƭŜŘƎŜ ƻƴŎŜ άan ornament and a 
luxuryέ ƛǎ ƴƻǿ ǎŜŜƴ ŀǎ ǘƘŜ άǘǊǳŜ ŎŀǇƛǘŀƭέ ƻŦ нмst century multinationals.  Degrees are black-and-
white but knowledge-workers require judgment and the synergy of the best MBA programs are 
their ability to foster the post-graduate judgment that ensures career success. 

RESEARCH FINDINGS 
 Competency-based learning is an education practice that measures and demonstrates what 
a student is capable of accomplishing as a result of what he or she has learned. Related to 
competency-based learning is learning outcomes, which are the clearly stated capabilities or 
desired results of a learning experience. 

 ¢ƘǊŜŜ ōǊƻŀŘ ŎŀǇŀŎƛǘƛŜǎ ǘƘŀǘ ǎǘǳŘŜƴǘǎ ǎƘƻǳƭŘ ŘŜǾŜƭƻǇ ŀǘ ǘƘŜ aŀǎǘŜǊΩǎ ƭŜǾŜƭΥ 

ω Capacity to lead in organizational situations. 

ω Capacity to apply knowledge in new and unfamiliar circumstances through a conceptual 
understanding of relevant disciplines. 

ω Capacity to adapt and innovate to solve problems, to cope with unforeseen events, and to 
ƳŀƴŀƎŜ ƛƴ ǳƴǇǊŜŘƛŎǘŀōƭŜ ŜƴǾƛǊƻƴƳŜƴǘǎΦέ 
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  Competency-based learning and learning outcomes emphasize practical knowledge that 
MBA students can apply to their work immediately. An example might be an accounting course 
where a student must demonstrate his or her ability to post a double-entry bookkeeping 
ledger, which, in essence, is a visible manifestation of knowledge gained. Another example 
might be based on a case-study teaching and learning method where a team of students 
analyzes a business challenge and comes up with a solution that includes a business and 
marketing plan that requires them to create a detailed financial section with spreadsheets 
showing income and cash-flow forecasts. So, in general, how are schools building their 
curriculums to measure up to these kinds of standards?. 

      ά²Ŝ ǿŀƴǘ ǘƻ ƳŀƪŜ ǎǳǊŜ a.! ƭŜarners leave our program and then go back to the job and 
ƛƳƳŜŘƛŀǘŜƭȅ ƘŀǾŜ ŀƴ ƛƳǇŀŎǘΣέ ǎŀƛŘ .ŀǊōŀǊŀ .ǳǘǘǎ ²ƛƭƭƛŀƳǎΣ ŦŀŎǳƭǘȅ ŘƛǊŜŎǘƻǊ ƻŦ /ŀǇŜƭƭŀ 
¦ƴƛǾŜǊǎƛǘȅΩǎ hƴƭƛƴŜ a.! ǇǊƻƎǊŀƳΦ ά²Ŝ ǘǊȅ ǘƻ ōǳƛƭŘ ƻǳǊ ǇǊƻƧŜŎǘǎ ŀǊƻǳƴŘ ǊŜƭŜǾŀƴǘ ǇǊƻōƭŜƳǎ ǘƘŀǘ 
they can solve immedƛŀǘŜƭȅΦέ  The business market is experiencing and encountering 
organizational transformations at all the times. This is creating challenges and opportunities for 
ǘƘŜ ƻǊƎŀƴƛȊŀǘƛƻƴǎ ŀƴŘ ƳŀƴŀƎŜƳŜƴǘ ǇǊƻŦŜǎǎƛƻƴŀƭǎΦ ¢ƘŜǊŜŦƻǊŜΣ ǘƻŘŀȅΩǎ ƳŀƴŀƎŜƳŜƴǘ 
professionals require an overall understanding of the challenging business environment of both 
internal and external. They will have to respond quickly and effectively when they face 
challenges in the business market. It also inculcates and train students about the science of 
ǊǳƴƴƛƴƎ ŀ ǎǳŎŎŜǎǎŦǳƭ ōǳǎƛƴŜǎǎ ŜƴǘŜǊǇǊƛǎŜΦ ¢ƘŜ ŘŜǇŀǊǘƳŜƴǘ ŀƭǿŀȅǎ ǘŀƪŜǎ ǎǘǳŘŜƴǘǎΩ ōŜȅƻƴŘ ǘƘŜ 
academics and provides hands-on experience right from the first semester. It also teaches the 
students on how to manage the businesses during its tricky situations. Students are being 
trained to have better human & survival skills and emotional balance to react to crises. These 
areas are specifically taken care by the department.  

Curricular Aspects:  

      MBA education aims to build a strong student force bearing robust character and the 
strength of the mind to stand firm and to be counted in any place or country they move on to. 
The goals and objectives of the college are applied simultaneously with the syllabi, academic 
activities, co-curricular and extra curricular activities which are conducted by each department, 
collegiate and inter collegiate level. The college is duty-bound to follow the common core 
syllabi prescribed by the University of Nagpur. It follows semester systems giving more 
importance to inter-disciplinary programmes. The system of the college offers electives for 
students. In addition to the minimum programmes laid by the University the college has 
instructed each of its departments to encourage research so that the students can learn to 
think originally. As part of common strategy, every student of the college is given special 
training in computer education.   The assessment of teachers by students has been introduced 
in all the programmes. The college takes special care for slow learners and especially students 
who have less knowledge of written or spoken English language to begin with.  The programme 
of assessment of teachers by students has been introduced and done annually. The feed back is 
obtained from students, alumni, parents, staff, academic peers and industry. A pro-forma was 
prepared to get the opinion of each student about his lecturer. 
 Teaching ςLearning and Evaluation. 
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       Students are selected for various courses strictly on the basis of merit. Contract faculties 
are engaged in those vacant posts to engage classes. All the posts of non- teaching and 
technical staff are filled. Few teachers served as resource persons in various seminars.   The 
institutes has an academic programmme prepared at the first meeting of teaching staff held in 
the month of July/August at the beginning of each academic year.  The  teaching  program of 
both the semesters, the conduct of examinations, internal assessment, work-shop, group 
discussions, project work, visits to industries etc., are well planned in detail and circulated to all 
concerns and also notified in the notice board for the benefit of the students.  Accordingly, the 
teachers maintain work dairy, academic teaching plan and continuous assessment record.  The 
teaching learning evaluation schedule is reflected in the annual academic calendar prepared by 
the Dean-Academics in consultation with staff in the beginning of the academic year. 
Assignments and student projects are entrusted to make  learning process student - centered. 
The method predominantly selected for teaching is lecture. In addition to lecture method, 
several learner-centered programmes like, guest lectures, seminars and presentations, 
industrial visits, debates, work-shops, project assignments, specimen collections, group 
discussion, chart, models, slide projectors are also used. The modern teaching aids like audio 
visual aids, Computers, CDs, OHPs, LCD Projectors, TV, VCRs etc are used for the instruction.  A 
Language lab is also available in institutes.  

       In addition to giving special care of recruiting best faculties, best teacher award is given to 
the outstanding teacher every year in some institutes.  Due appreciation of staff and students is 
accomplished through incentives and awards at individual, class, and departmental levels by 
the college management. For evaluating students, both internal and external methods are 
used. The semester system provides ample opportunity for internal evaluation of students 
periodically through tests, seminars, assignments, workshops etc. Other evaluative measures 
like self-appraisal of faculty, student assessment of faculty performance are seriously followed. 

Research, Consultancy and Extension 
       The institutes has constituted a research committee to facilitate and monitor research 
activity. Although the college is not a research center, it encourages the teaching faculty and PG 
students to undertake research projects. To give more impetus to research activity, the 
institutes applies for recognition as centre for Ph.D. The institution has research collaborations 
at the national level. Teachers have published research articles in national and international 
journals.  




