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MESSAGE FROM
THE CHIEF-MENTOR

.m glad 10 see the [3000?111391'. 2(?15 is':-_;uu of the NSHM Journal of Management Research
Jlications (NJMRA), which aims at providing the much needed platform for a

an 3 i S SaTE il : ;
meaningml cglmng‘t ol _1“:“?"‘19‘580 and ideas between the industry and the academic
fraternity: It 1s truly 5‘51“-151}’11}3. that NJMRA is shaping up as a standard journal by

ticles of requisite quality from all parts of India. The subjects

attracting ar : .
Jealt with in such high quality papers cover all possible arcas of management.

Such a steady PFOQFCSS_“"O_Llld never have been possible without the sincere and sustained
offort of the current editorial team and I compliment them wholeheartedly on this count.

Cecil Antony
Chief Mentor
NSHM Knowledge Campus

MESSAGE FROM
THE FOUNDING DIRECTOR

It gives me great pleasure to find that the December, 2015 issue of the NSHM Journal of
Management Research and Applications (NJMRA) is out. This journal is one of our
initiatives to highlight NSHM Business School's commitment to research and innovation as
an integral part of management training. 1o put such a quality research publication on a
firm footing is no doubt a stupendous task and our current editorial team deserves kudos for
accomplishing this mission. NJMRA has been meticulous about selection of the papers
from a wide range of topics and is well poised to establish the much needed connect among
researchers, academicians and company executlves for a useful exchange of views and 1deas.

I reiterate my deepest appreciation for the dedicated efforts by the current editorial team and

wish them all the success in their endeavours.

Rajib Chanda
Founding Director
NSHM Knowledge Campus
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MESSAGE FROM
THE DIRECTOR

: S oy 5 and readers. we hav, :
ave received from the authors a € rede
Buoyed by the response we have received Jtive platform for sharing the vast ; dlcatﬁd
ourselves to making NJMRA a truly re presentalive pie = Hnielleg

. ' # ~ - &
and practical domain knowledge in the field of mzu_la.ge‘nilcnrl].] \:;IC él[iruf;’i;!;igiconﬁant effy
to broad base the appeal of the journal to a wider .bPU'.llru slaim to hav and fojjoy, :
Today. there is hardly an aspect of cndcavgr wlpch can claim r('h 1._1\»be? N0 influgne h
management thought, practice or ethos. In spite of strong cntu}:s fw‘ ‘l ;:}u lqu1t0u§ Nature
the field. there is a growing evidence of its importance in all spheres of human activity,

The range of articles in the present issue reflects ihc:: belief we hgl_d that management as,
practice and domain of enquiry pervades the entire gamut of industry. However, lest
disengaged knowledge pursuit leads to a subop_hmgll effect on society, We must be Cautioyg
about the issue of corporate citizenship. embodied in a forceful exhortation from Immanye|
Kant: "Always recognize that human individuals are ends. and do not use them as means

your end."

As always, welcoming all to partake of this humble offering from our research team, apg
soliciting any feedback on this. We will be grateful for such gestures that would make
NJMRA more and more focused on its prime objective of being a trusted partner in oy
Journey of reading, thought and dialogue.

Dr. Naveen Das

Director
NSHM Business School, Kolkata

s i i
Business Research and InFormuhon Centre, NSHM Business School. Kolkata __/
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FroM THE DESK OF
tHE CHIEF EDITOR

we have the p]easur_e A0 B O .lhe December 2015 issue of the NSHM Journal of
Maﬂagemem Research and Applications (NJMRA).

while bringing out the issues of NIMRA, our editorial team has steadfastly stuck to the
cherished goal_ of providing a platform for publication of research articles of merit, book
reviews adoping a broad based platform spanning key areas of management. The current
ssue is a collectlf}n of papers and articles from diverse areas such as consumer behavior,
Jdvertising, banking and financial services.

The first article in this issue of the journal analyses the performance of Assam Gramin
yikash Bank. The second article covers a study on the consumers’ perception, attitude.
intention and behavior towards mobile advertisement. The third article has discussed the
jmpact of television commercials on the purchase decisions of consumers in Andhra Pradesh.
The fourth and concluding article is a study on developing risk return matrix for equity
mutual fund scheme. In the book review section, the book selected is 'The leader who had
no title! authored by Robin Sharma.

Like the preyious ones, we hope this issue of NJMRA will be well received by the industry
and academia. The editorial team would be glad to receive all kinds of comments and
constructive suggestions for further improving the quality of the journal,

On behalf of the Editorial Team
Dr. Udayan Kumar Basu

e, Business Research and Information Centre, NSHM Business School, Kolkata e
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PERFORMANCE OF ASSAM (GRAMIN H
BANK: AN ANALYSIS

Mr. Pinkumoni Ki!Sh}'flp
Dr. Kingshuk Adhikan
Dr. Nikhil Bhusan Dey
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Keywords
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Introduction
Since the beginning of social control of banks in India, the role of banks for rural developmen
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pave been consistently pointing towards one direction, viz deeper involvement, more
iheralized terms f.lﬂd conditions, greater commitment to poverty alleviation programme and
Jarge quantum .of crcdn 10war(lls weaker sections (Patel and Khankhoje, 1991). Therefore,
(}twurmm‘m of India has appointed a working group on rural credit in 1975. The report of
the commitiee revealed the fact that commercial outlook of banks; negligent behaviour of
pank employees of both public sector and co-operative banks were the prime obstacles in
wural credit delivery system in India. Thus, with the recommendation of working group.
Government of India has established Regional Rural Banks (RRBs) in 1975. The new
regionally rural oriented banks have been viewed as a key player among existing credit
institutions for weaker section of the society,

I

The Regional Rural Banks have been ensuring access to credit in the rural areas since its
inception. However, the changing economic scenario has through new challenges for these
panks. Over the years RRBs banks have been associated with the problems of its viability.
The viability of a financial institution like RRBs can be looked from the point of view of
high rate of return on advances, low volume of NPA and operating costs. [herefore. it is
necessary to understand whether resources accumulated by RRBs are utilized effectively for
achieving overall growth or not. With this backdrop, present study is to analyze growth of
Regional Rural Banks in India vis-a-vis Assam Gramin Vikash Bank.

Literature Background

Performance evaluation of Regional Rural Banks has been an area of attraction for both
government and academician since its establishment. However, brief reviews of literature
have been curved out in the present study. Rao (1980) opined that despite of shortcomings
and short span of RRBs operation, there were considerable growth in deposits and advances
of these banks Kumar (1986) observed that Regional Rural Banks have been able to meet

the credit need of rural people. Balamohandas et.al (1991) also observed that Regional Rural
Banks in India as well as Sri Visakha Grameena Bank of Andhra Pradesh have made

significant growth in terms of deposit mobilization and channelization of credit. Sonara
(1998) observe that there was phenomenal growth of RRBs of Gujarat in terms of deposits,
advances. CD ratio. business etc. during the period under consideration. Rathore (2004)
uncovered the fact that Avadh Gramin Bank has failed to channelize eredit adequately in
rural areas of Andhra Pradesh. Mishra and Rao (2006) found that advances and volume of
overdue of RRBs in Orissa on both farm and non-farm sector have increased. Jagannath ct.al
(2008) opined that poor recovery, increasing number of willful defaulters, defective loan
policies, inadequate supervision were the basic problems of RRBs in India. Bhaduri (2009)
observed that over the years recovery performance of Regional Rural Banks in India has
improved, Ishwara (2011) found that there has been significant improvement in terms of
growth of deposit, advance, CD ratio, net profit of Regional Rural Banks in post
amalgamation period. It is also observed that net NPA of RRBs come down during the
period. Thus, brief review of literature indicates that there has been substantial growth of
RRBs in India over the years but these banks could not able to reduce the overdue and NPA.

Objective of the study

The objective of the study is to compa

re the growth of Regional Rural Banks in India vis-a-vis
Assam  Gramin Vikash Bank in terms of Deposit

Mobilized, Outstanding Advances,

"= Business Research and Information Centre, NSHM Business School, Kolkata  e—

Page - 2



r Revicwcd JOUmOl of Monﬂgemen,

. | Pee
MRA - Bi-annuad
A _____:—___Ni________— \

L Batio. Recovery position, Grogs N
: o .t Deposit Ratio. \ 5s Npa <
atio, [ny estment Def N, =
I’r!!-\:

~dit- Deposit R s
Lol P pmducn\'lt.‘ |

Branch and Employee
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A dvsnees Credit - Deposit Ratio. Investment [Deposit Ratlo, -LILIer}I Rate, mqa“ﬁin!
Net Profit. Branch and Employee Productivity of both Regional Rural Banig anciSNP-‘[
Gramin Vikash Bank. The study used selec
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Rate. Pearson Correlation and Ordinary Least Square trend equations, v

Analysis and Interpretation

Table 1: Total Deposits of RRBs in India vis-a-vis AGVB

I Pmportm
T in crore) ! (0 total deposits of
S e A e e — & RRBS in [I'[dia
2006 71329.83 1710.73 G
______-_—_'“'N-.
2007 83143.55 1964.71 e
Jins sl Lo SRR
2008 99093.46 2366.91 239
2009 120189.90 2881.52 540l
2010 145034.95 3462 .34 2.39 4
2011 166232.34 4376.38 263
2012 186336.37 4883.17 2.62
2013 211488.80 3531.28 2.62

Note: Based on data obtained from Annual Reports of NABARD and
Assam Gramin Vikash Bank (Various Issuces)

_Dcposnts play a key role, as a source of fund for the banks. Deposit mobilization is the
Important instrument for promotion of savings habit amon g the rural people (Hosmani, 2002)
lable | indicates the deposits of Regional Rural Banks in India and Assam Gramin ik
Bank from 2006 to 2013. The total deposits of RRBs in India have rose from ¥ 71329.83 €
in 2006 to T 211488.80 crore in 2013. Similarly, total deposits of AGVB has jumped ©

e i \
Business Research and Information Centre, NSHM Business School, Kolkata —
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g 5531.28 crore in 2013 against ¥ 1710.73 crore of 2006. Further. relative share of total
deposits of AGVB 1o total deposits of RRBs in India have been increased marginally from
2.40 percent 1n 2006 to 2.62 percent in 2013. Increase in market share of AGVB to total
deposits of RRBs may bL due to increase in number of branches, attractive deposit schemes
of the bank and substantial changes in the savings habit of the people of rural areas.

Table 2: Estimated Linear Equation and Growth Rate of Total Deposits of
RRBs in India and AGVB

Dependent Variable Estimated Linear Regression Equation  Linear Growth Rate r
1) Total deposit of
RRBs in India y=-41091416.19 + 20515.935¢ )\l 996*
i (.000)
2) Total deposit of y=-1143581.931 + 570.778¢ 19.26 0*
AGVB 990
(.000)

*Note: Correlation is significant at 5 percent (2 tailed)
Source: Based on Table no 1

In order to show relationship between the dependent variable (Total Deposits) and
independent variable (Year), least square trend equations have been fitted for total deposits
of RRBs in India and Assam Gramin Vikash Bank. The regression coefficients of deposits
of RRBs in India and Assam Gramin Vikash Bank are positive which imply that deposits
have been growing with the passage of time. The value of slope of deposits of RRBs in
India is the much higher than AGVB. It is also observed that regression line of deposits of
RRBs is much near to each respective actual value as compared to AGVB. F urther, linear
growth rate in respect to deposits of AGVB is higher than RRBs in India. The values of
Correlation Coefficient (r) of total deposits of RRBs in India and AGVB are quite high.
Therefore, it can be noted that there is statistically significant positive linear correlation
between growth of dependent and independent variable at 5 percent level.

Advance is the crucial component of the business plan of the bank. In accordance with the
main objectives of RRBs is to provide need based credit among the rural community like
marginal farmers, agricultural laoburers, rural artisans and small entrepreneurs. Over the
years RRBs have tried to reach the door of each neglected sections of the society. Table 3
depicts outstanding advances of RRBs in India and AGVB from 2006 to 2013. RRBs in
India have deployed % 39712.57 crore in 2006 which has increased to ¥ 139837.00 crore in
2013.

Table 3: Advances of RRBs in India vis-a-vis AGVB

Proportion of AGVB
to total advances of
RRBs in India

2006 39712.57 854.08 2,15

Tin crore)

m—  Business Research and Information Centre, NSHM Business School, Kolkata — e—
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F}ropnrtmﬁ,
Mietiom to total advanCe'
3 E/ncrore) RRBs ir Indi: of

2006 30712.57 854.08 Al ———-___%_l_i

T e
492.59 66 _

2007 48 - ST |

2008 58984.27 1224.15 2.08
_'-__‘_‘__-_-__—_--'-ﬁ

2009 67802.10 I 1399.06 2.06
J _____-__—_"_‘—‘-—-

2010 82819.10 1618.23 5 1.95

2011 9R917.43 | 2072.83 | 2.10

2012 116384.97 | 2601.56 2.24
e e T

2013 | 139837.00 3113.53 1 2.23

Note: Based on data obtained from Annual Reports of NABARD and
Assam Gramin Vikash Bank (Various Issues)

Similarly, outstanding advances of AGVB have rose to ¥ 3113.53 crore against T 854,08
crore of 2006. The relative share of AGVB to total outstanding advances of RRBs in India
has declined from 2.15 percent in 2006 to 1.95 percent in 2010 afterwards the same has
increased to 2.23 percent in 2013. The recent changes in relative share of AGVB to RRBs
in India may be attributed due to aggressive lending approach of the bank, wide coverage
of unbanked areas and increased awareness among the rural people.

Least square trend equations of outstanding advances show the relationship between the
dependent variable (outstanding advances) and independent variable (Year) of RRBs in
India and Assam Gramin Vikash Bank. The regression coefficients of outstanding advances
of RRBs in India and Assam Gramin Vikash Bank are positive which imply that
outstanding advances have been growing with the passage of time only. Moreover, (he
value of slope of RRBs in India is the much higher than AGVB, It is also observed that

regression line of outstanding advances of RRBs is much near to each respective actual
value as compared to AGVRB,

Table 4: Estimated Lincar Equation and Growth Rates of
Outst_anding Advances of RRBs in India and AGVB

Dependent Variable Estimated Linear Reprossion Equation  Linear Growth Rate R

— e W LN e

1) Outstanding Advances

of RRBs in India )= = 2803 1032.427 | 3‘)8‘[]{74{ 19.47 98ﬁ:
(000
2) Outstanding Advances = .
ek g )/ 628640.198 + 313,701/ 20.02 ,9609{;
e e = (000

*Note: Correlation is significant at 5 percent (2 tailed) Source: Basc_d on Table no3

v — Business Research and Information Centre, NSHM Business School, Kolkata —
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Further. linear growth rate of outstanding advances is higher in AGVB as compared to
RRBs in India. Correlation Coefficient (r) of outstanding advances of RRBs in India as well
as AGVB is fairly high. Therefore, it may be inferred that there is statistically significant

positive linear correlation between growth of dependent and independent variable at

5 percent level.

Table 5: CD Ratio and ID Ratio of RRBs in India vis-a-vis AGVB

o CD Ratio (in %) ID Ratio (in %)
(as on 31"
March) RRBs in India AGVB RRBs in India AGVB
2006 55.68 49.93 57.70 34.64
2007 58.32 53.32 54,92 29.99
2008 59.52 Sil72 49.00 29.12 |
2009 56.41 48.55 54.84 27.96 )
2010 57.10 46.74 54.73 33.07
2011 59.51 47.36 204 | 3023
2012 62.46 53.28 51 51 26.61
2013 64.82 56.29 51.33 24.16
Mean 59.23 50.90 53.26 2947

Note: Based on data obtained from Annual Reports of NABARD and
Assam Gramin Vikash Bank (Various Issues)

Table 5 depicts Credit-Deposit Ratio (CDR) and Investment Deposit Ratio (IDR) of RRBs
in India and AGVB from the year 2006 to 2013, Credit-Deposit ratio is proportion of loan
created by banks from deposits it receives. In other words, it signifies the capacity of banks
to lend. Higher the CD ratio more will be credit generation out of deposit (Verma et al.
2013). In the year 2006 CDR of RRBs in India was 55.68 pereent which has increased to
64.82 percent in 2013. At the same time CDR of Assam Gramin Vikash Bank has increased
from 49.93 percent in 2006 to 56.29 percent in 2013. It is observed that mean C DR of
RRBs in India and AGVB was 59.23 percent and 50.90 percent respectively. The increasing
trend of CDR implied that the growth of outstanding advances of the banks was greater than
the growth of its deposits. Similarly, IDR of RRBs in India has been declined from 57.70
percent in 2006 to 51.33 percent in 2013. IDR of AGVB has also shown declining trend
from 34.64 percent in 2006 to 24.16 percent in 2013. The comparative analysis of IDR has
witnessed that it is better in case of AGVB.

e Business Research and Information Centre, NSHM Business School, Kolkata  se——
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Table 6: Recovery Rate of RRBs in India vis-a-vis AGVR

Year ? RRBs in ndia | AGVB
|__fason 31" March) | (ih "ul WD) TSN
2006 79.835 J 12.20
2007 79.80 | 71,72
o = i i e e

i 2008 , 80.84 ] 62.71
k R COMIp S
2009 | 77.85 | 70.43
B e e Wy Kol
2010 80.09 ‘ 70.08
2011 81.18 70.44
— -t ]
2012 31.60 J 70.08
2013 R2.57 .l 75015
e S -

Note: Based on data obtained from Annual Reports of NABARD and
Assam Gramin Vikash Bank (Various I[ssues)

Repayment received from the borrowers against demand is treated as recovery. Higher
recovery rate indicate better profitability for bank. the impottance of timely Tecovery for
maintaining an unrestricted flow of fund cannot be over-emphasized as recycling of fyng is
adversely affect by mounting overdues. Table 6 depicts the recovery position of RRB; i
India vis-a-vis AGVB during the study period. The recovery rate of RRBs in India has
increased from 79.85 percent in 2006 to 81.60 percent in 2013. Similarly, the same of
AGVB has increased to 73.15 percent against 72.20 percent of 2006.

Table 7: Estimated Linear Equation and Growth Rate of Recovery
of RRBs in India and AGVB

Dependent Variable  Estimated Linear Regression Linear Growth R R®
Equation Rate
1) Recovery Rate o s 642%*
of RRBsin India V7~ 008.305 + 03731 2 (086) 04l
2) Recovery Rate y= -1143582 +570.77¢ 0.38 195 0.980
of AGVB (.644) '

**Note: Correlation is not significant
Source: Based on Table no 6

The regression coefficients of recovery rate of RRBs in India and Assam Gramin Vikasil
Bank are positive which imply that recovery of loan have been growing with time facto

——  Business Research and Information Centre, NSHM Business School, Kolkata —
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only. Further. the value of slope of AGVB is the much higher than RRBs in India. The
regression line indicates that of recovery rate of both RRBs in India and AGVB are different
from each respective actual value. Moreover, linear growth rate shows that there is marginal
improvement 1 recovery rate of both RRBs and AGVB during the period under
consideration. The value of Correlation Coefficient (r) of recovery rate of RRBs in India
implies that there is limited correlation between recovery rate and independent variable
where: degree of correlation is very low in case of AGVB. The values of coefficient of
determination imply that more than 41 percent variation in recovery rate of RRBs in India
and 98 percent variation of AGVB can be explained with the help of time,

Non-performing assets (NPAs) refer to the credit facility in respect of which the interest or
installment of principle has remained overdue for a period exceeding 180 days, Thus, an
assct becomes non-performing, when it ceases to generate income for the bank. Table 7
shows Gross NPA of RRBs in India and AGVB from 2006 to 2013. The gross NPA of
RRBs was ¥ 2890.47 crore in 2006 which rose to ¥ 7906.95 crore in 2013. Similarly, gross
NPA of AGVB has also been jumped to T 155.27 crore in 2013 against ¥ 93.28 crore of
2006. Further, it is observed that relative share of AGVB to gross NPA of RRBs in India has
been declined substantially from 3.23 percent in 2006 to 1.96 percent in 2013. Thus, it may
be noted that AGVB has set a positive trend by maintaining better loan recovery mechanism

i the state.
Table 8: Gross NPA of RRBs in India vis-a-vis AGVB
Proportion of AGVB
T iherors) to totaliiil’;:1 ic;f RRBs
2006 2890.47 93.28 323
2007 3178.01 97.07 3.05
2008 3566.34 113.80 S8l
2009 2809.71 114.05 4.06
2010 3084.82 102.30 3.32
2011 3711.96 110.83 2.99
2012 5859.12 1815792 2,01
2013 7906.95 155.27 1.96

Note: Based on data obtained from Annual Reports of NABARD and
Assam Gramin Vikash Bank (Various Issues)

The regression coefficients of gross NPA of RRBs in India and Assam Gramin Vikash Bank

memmsmmsw  Business Research and Information Centre, NSHM Business School, Kolkata — ne—
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oss NPA have been growing with time factor only, Fy
S s the mu(,‘h highc;- as ’cnmpared to AGVBrt.herv
d AGVB are different erm. The
Each

are positive which imply that gr SAhil
the value of slope of RRBs in India 15 ‘F% 2, ©
regression line of gross NPA of both RRBs in [ndia a

actual value. : |
gher than AGVRB during the petiog I,

y : {ia 18 ~h hi
Linear growth rate of RRBs in India 1S muc: . s
- ;13 1igher as ¢ &
consideration. Thus, growth of gross NPA of RRBs 1s much hig ompared to A

T . > .1 the years, a higher proporti M
Gramin Vikash Bank. [t may be oplqed Lha{ f.‘nv:,l ;hil- y £0CT proportion ﬂfassets of
RRBs in India is unable to generate income out Ot It.

Table 9: Estimated Linear Equation and Growth Rates of

Gross NPA of RRBs in India and AGVB
=i 1L Bl e s

Dependent Variable Estimated Linear Regression Linear Growth R R2 i
Equation Rate
1) Gross NPA of Iy 5610 13.07 792%
BRD T s 176 sl 0ose 0 ' (019) 062
2) Gross NPA of .
= - 7.369 + 6.161¢ 5.32 WS
AGVB e et oy 0619
=SS

*Note: Correlation is significant at 5 percent (2 tailed)
Source: Based on Table no 8

The value of Correlation Coefficient (r) of gross NPA of RRBs in India and AGVB indicates
that there is high degree of correlation between gross NPA and independent variable. [t is
observed that value of regression coefficient of gross NPA RRBs in India is much higher as
compared to AGVB. The values of coefficient of determination imply that more than
62 percent variation in gross NPA of RRBs in India and 61 percent variation of AGVE can

be explained with the help of time only.
Table 10: Net Profit of RRBs in India vis-a-vis AGVB

= S "~ | Proportion ofAGVB]
B
2006 807.80 10.48 1 1.30
v | o T m—
2008 1082.57 19,24 1.78
2009 1371.42 11.88 0.87 B |
2010 1889.5% H 24.88 1.32 =
| 2011 1785.87 8 35.37 1.98 o
T

memem——  Business Research and Information Cenire, NSHM Business School, Kolkata —
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2012 [886.15 54.01 l 2.86

2013 2384.59 | 74.38 \ 3.12

e

Note: Based on data obtained from Annual Reports of NABARD and
Assam Gramin Vikash Bank (Various Issues)

The financial health of any financial institution is based on the soundness of profit earning
capacity. Higher the degree of profit earning capacity indicates better viability of the
institution. Table 10 shows net profit of RRBs in India vis-a-vis AGVB from 2006 to 2013.
Net profit of RRBs in India has increased from ¥ 807.80 crore in 2006 to ¥ 2384.59 crore
in 2013. Similarly, net profit of AGVB has increased to ¥ 74.38 crore in 2013 against
7 10.48 crore of 2006. Again, relative share of net profit of AGVB to RRBs in India have
been increased to 3.12 percent in 2013 against 1.30 percent of 2006. The value of regression
coefficients of net profit of RRBs in India and Assam Gramin Vikash Bank are positive
which implies that it has been growing with the passages of time. The value of slope of
RRBs in India is the much higher as compared to AGVB. Further, regression line of net
profit of RRBs in India and AGVB are by and large similar to actual value. Moreover, net
profit of AGVB has recorded much higher linear growth rate of RRBs in India as compared
to AGVB during the period under consideration. Therefore, it may be noted that earning
capacity of AGVB is far better than national level.

Table 11: Estimated Linear Equation and Growth Rates of
Net Profit of RRBs in India and AGVB

Dependent Estimated Linear Regression Linear Growth I R
Variable Equation Rate
1) Net Profit of i .966*
RRBs in India y =-456608.680 + 227 971t 779 (000) 0.932
2) Net Profit of . OFSS
AGVB y=-18361.244 +9.152¢

4771 (001)  0.837

*Note: Correlation is significant at 5 percent (2 tailed)
Source: Based on Table no 9

The value of Correlation Coefficient (r) of net profit of RRBs in India and AGVB indicates
that there is high degree of positive linear correlation between net profit and independent
variable. The values of coefficient of determination imply that more than 93 percent
variation in net profit of RRBs in India and 83 percent variation of AGVB can be explained
with the help of time only.

Table 12 shows branch and employee productivity of RRBs in India and AGVB from 2006
to 2013. Branch productivity of RRBs in India was ¥ 7.66 crore in 2006 which increased to
% 19.67 crore in 2013. Similarly, branch productivity of Assam Gramin Vikash Bank has
increased from ¥ 7.25 crore in 2006 to ¥ 23.11 crore in 2013.

e Business Research and Information Centre, NSHM Business School, Kolkata  se—
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____,_._._———-——-""_T_—_
Zin {rr(h
T | L agrore)
" RRBsin Indi; | AV RRBs In ]”_‘_{_"1 AGVE ™~
k T e [.62
2006 7.66 Toor 2
maE N 193
2007 9.07 +#4§j_9__ I IS
5 32
2008 10.71 10.12 et 2 |
2009 12.38 &l 12.06____TJ. 2.74
2010 14.72 bl 3.30
2011 16.57 720 % 3.78
2012 17.90 2028 | 4.07
2013 Gal o) e 4.62

Note: Based on data obtained from Annual Reports of NABARD and
Assam Gramin Vikash Bank (Various Issues)

Further, employee productivity of RRBs in India has rose to ¥ 4.62 crore in 2013 againg
Z 1.62 crore of 2006. Employee productivity of AGVB has jumped from ¥ 1.45 crore i
2006 to T 4.59 crore in 2013.

Table 13: Estimated Lincar Equation and Growth Rates of Branch
and Employee Productivity of RRBs in India and AGVB

Dependent Variable Estimated Linear Regression Linear Growth r R’
Equation Rate

|) Branch v 998*
Productivity of y=-3530.312 + 1,764 14.65 000 0.996
RRBs in India

2) Branch y=-4657,434 +2325; 18.61 990%  0.980
Productivity of (.000)
AGVB :

3) Employee y==873.477 + 0.436, 16.35 998*  0.995
Productivity of i :’ 000)
RRBs in India '

4) Employee y=-960.691 + 0.480 , 2¢ 0983
Productivity of : 885 '99(;'0 '
AGVB 940

* o di L ______.____‘_,-'
Note: Correﬁlatmn I8 significant at § percent (2 tailed)
Source: Based on Table no 12
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Table 13 depicts least square linear equation and growth rates of branch and employee
p;-oducli\’il}" of RRBs in India and AGVB from 2006 to 2013. The value of regression
coefficients of branch and productivity of RRBs in India and Assam Gramin Vikash Bank
are positive and it is marginally higher in case of AGVB. Further, regression lines of both
branch and employee productivity of RRBs in India and AGVB are neat to its respective
actual value. Moreover, lincar growth rate of branch and employee productivity of AGVB
is higher as compared to its counter parts. The value of Correlation Coefficient (r) of branch
and employee productivity of RRBs in India and AGVB indicates that there is high degree
of positive linear correlation between respective productivity and time. Furthermore. values
of cocfficient of determination imply that more than 99 percent and 98 percent variation in
branch productivity of RRBs in India can be explained with the time. Again. more than
99 percent and 98 percent variation of employee productivity of RRBs in India and AGVE
can be explained with the help of time only.

Conclusion

Based on the analysis carried, it is clear that the growth of Assam Gramin Vikash Bank is
satisfactory as compared to national level. AGVB has been offering its service mainly in
rural Assam with wide network of all CBS branches. Higher growth rate of deposits of
AGVB inferred that the bank has been able to mobilize ideal money and promote saving
habit among the rural people of the state. Moreover, it can also be noted that fair growth of
advances of AGVB indicates that the bank has been able to met credit needs of the rural
people. However, recovery performance of RRBs in India is better than AGVB. Further.
growth of both net profit and productivity of AGVB have shown better results during the
study period. Despite the progress mentioned above, it cannot be ignore the problems and
shortcomings of these banks. Merely pumping money from the rural areas does not ensure
uplifiment of the quality life of the people more particularly the weaker sections. However,
in the edge of drift competition, performance of banks would have to be judge not by
number of branches opened in rural areas rather by involvement and participation of both
bankers and customers. Therefore, analysis of the reasons for growth and problems
associate with Assam Gramin Vikash Bank is a vital issue for future research.

References

Assam Gramin Vikash Bank. Annual Report, 2006-2013. Guwahati, Assam: Assam Gramin
Vikash Bank.

Balamohandas, V., Rao, J.V.P., & Rao, P.H. (1991): Rural Banks and Rural Credit (1st ed.).
New Delhi: Discovery Publishing House.

Bhaduri, S., (2009): Regional Rural Banks (RRBs): Catalyst of Rural Development, New
Delhi: Serial Publication, pp. 130-152.

Hosamani, S. B. (2002): Performance of Regional Rural Banks (1st ed.). New Delhi: Anmol
Publications Pvt. Ltd, pp.1-87.

e Business Research and Information Centre, NSHM Business School, Kolkata  sem—
Page - 12



awed Journal of Managem
x ' | Peer Roview o on
———————————— NJMRA - Bi-annuad ‘_______\

alysis of RRBs: Pre and Pogy 1
| 3. No 2, pp. 142-151

|
v ol performance An thney
A Financial Pet _, i
reh, VO My,
|

Ishwara, P (201 1): '
| of Eeonomic Resen

International Journa
. e L ‘ 3
Rural Banking Problems ang p,

., gantosh, B. (2008 -
B & .\.1111”5“]‘ [House, pp. 199210, Uth[[
l

Japannath, B, Kukkudi, 8§
yelhi: Mahamay publishing

Grameen Banks, New ]

Ranks: An pealuation of Performance, New py Iy
I hEn

gional Rural

Kumar, S, (1986): Re
84-188.

and Deep Publication, pp |
Misra. R. & Rao, G. (2006): Rural banks ander Globalsation (Ist ed.). New Delhi: Yol
Publication, pp. 4-199. N
7006-2013. Mumbai: NABARD

Key Statistics of RRBS in India
Patel. K. V. & Khankhoje, D.P (1991): Liberalization and Rural ’l }}:VC!UPmcnt in India
of Banking Sector in the Changing Environment. Prajnan, Vol. XX, No. 4, pp 379.397 Ol
Special Reference to Andhra Grapy;
In

al Banking in India with
pp 3-127.

Rathore, S. S. (2004): Rur
New Royal Book Company,

Bank. (1sted.). Lacknow:
k- Problems and Prospects, Indian Journal of

Rao. H. P. (1980): Regional Rural Ba
58-64.

Commerce. Vol. XXXIII, No. 124, pp

Sonara, C. K. (1998): Regional Rural Banks in India (Ist ed.). New Delhi; Anmol

Publications Pvt. Ltd, pp. 4-210.

ity ol Commercial Banks after the Reforms:

Verma. S. G. & Jindal, P. (2013): Pro fitab
al of Research in F'inance & Marketing

A Study of Selected Banks, [nternational Journ
Vol. 3, No. 2, pp. 20-29.

] '

Page - 13

R



p——— NIMRA - Bi-onnual Peer Reviewed Journal of Managemen! se—————

CONSUMERS' PERCEPTION, ATTITUDE,
INTENTION AND BEHAVIOR TOWARDS
MOBILE ADVERTISEMENT

Dr. Pankaj Jain
S. S. Bhal

Abstract

This study has been undertaken with the broad purpose of analyzing consumers' perception,
attitude, intention and behavior towards mobile advertisements. T-sang (2004) model was
used as the framework for the research. The study is descriptive and quantitative in nature.
A survey was conducted with the help of standardize questionnaire which was administered
with the help of field force in Jaipur city. A total of 422 responses were collected and 400
responses were found fit for the data analysis. Data was analyzed with the help of PASW.
18 software. The study found that consumers have overall negative attitude towards mobile
advertisement as they perceive it less entertaining and more irritating. It was also found
that, with respect to mobile advertisements, perception; attitude: intentions and behavior of
male and female consumers are different.

1. Introduction

The high penetration rate of mobile phones has resulted in the increasing use of mobiles to
deliver advertisements for products and services which further influence consumer buying
behavior of telecom services. A.T. Kearney surveys (2002) indicate that the use of mobile
information services and SMS has increased exponentially. The popularity of text messaging
(SMS) has led to the rise of the mobile advertising phenomenon (James, 2004). More than
100 billion SMS messages are sent across world in a single year. It is imperative for
marketers to know what consumers think and how they react to SMS-based advertisements.
particularly with regards to marketing of telecom service companics as they used it
frequently. A better understanding of these issues is critical to understand consumer decision

making for telecom services.
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nd the need of grabbing attention of copq 3
‘advertising is everywhere” (Cook, 2001), Thts
has somewhat made consumer immuge :s

advertising and marketers are now striving hard for Cl‘eélitl\-'e 111?d1a_and message strate T
as to ensure that their advertisement messages arc noticed by their target market (Cap

2003). Scharl et al (2008) noted that there 1s 'genera] consensus among academics an:i
practitioners regarding the importance of mobile advertising to reach selected targeteq

customers. Therefore this study is aimed at analyzin‘g 09118L1111€TS' perception, atfitude,
le advertising using Tsang (2004) model in Indiap

intention and behavior towards mobi Vel | :
Context. Tsang presented a framework (Exhibit 1) that shows the factors affecting attiude

and the relationship between attitudes, intention to receive mobile advertisements and yge
behavior. The specific objectives of this study are

The continuous technological ad\-'ance.mcm a
have resulted in information bombarding as
over exposure of promotional messages

m To analyze the perception and consumer attitude towards mobile advertisement

m 1o study consumer intention and behavior with respect to mobile advertisement

m To analyze if there exist gender differences for perception. attitude, intention and behavior
towards mobile advertisement.

In regards of the objectives mentioned above, the study also test the following null hypotheses

B HO,: There is no significant difference in consumer perceptions towards mobile
advertisement for male and female consumer.

® HO, There is no significant difference in consumer attitude towards mobile advertisement
for male and female consumer

® HO_: There is no significant difference in consumer intentions towards mobile
advertisement for male and female consumer

m HO,: There is no significant difference in consumer behavior towards mobile advertisement
for male and female consumer

2. Literature Review

The theoretical construct, Consumers' Attitude towards Advertisement has been of interes
for many research scholars since 1981 after the publication of two influential studies
(Mitchell & Olson, 1981; Shimp, 1981). Thereafter many research studies focuse
consumers; attitudes toward advertising affccting attitude towards brand and buy1né
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intentions (e.g.. Gardner, 1985: MacKenzie, Lutz, & Belch 1986; MacKenzie, & Lutz, 1 989).

It has also been reported that attitude towards advertisement of particular brand is affected
attitude towards advertising in general (Lutz, McKenzie, & Belch, 1983: Muehling.
1987: MacKenzie & Lutz, 1989; Mehta, 2000). Schlosser (1999) demonstrated that as
opposed to advertising in general, internet advertising was considered informatjve.
trustworthy and entertaining. It has also been observed that attitudes towards advertising are
strongly dependent on the advertising channel as Schlosser (1999) found that attitudes
toward advertising on the internet are more positive when compared to advertising in general.
Zanot (1984) reported negative attitudes toward advertising due to the increasing amount of
advertising and commercial clutter. Nevertheless, another study showed that consumers feel
advertising 1s helpful in guiding purchase decisions (Shavitt et al., 1998). Barwise and Strong
(2002) studied the attitudes toward mobile advertising in a permission marketing context.
Mobile advertising was found more favorable to location sensitive consumers and for time
critical events (Barwise and Strong 2002; Zoller et al. 2001). Also consumer attitude were
found more positive towards mobile advertisement when linked with special incentives by
telecom companies such as free mobile data (Hanley et al. 2006). The feasibility of using
permission based and/or incentive based advertisement is an advantage for mobile as

communication channel (Zoller et al. 2001).

Exhibit 1: Consumer attitude towards mobile marketing (Tsang, 2004)

Permission

[ Entertainment

Fn formativeness

b 4
::‘;:'( Attitude
[rritation L ‘—_Q]

Intention == Behavior

Credibility

Incentives

This study uses Tsang framework (2004) which is based on earlier models developed for the
study of consumer attitudes towards internet or web advertising and advertising in general
(Brackett and Carr, 2001; Ducoffe, 1996, Mackenzie and Lutz, 1989). The model has been
depicted in Exhibit 1. In the context of this study, entertainment is the ability to fulfill an
audience's needs for escapism, diversion, aesthetic enjoyment, or emotional enjoyment as
defined by McQuail (in Ducoffee, 1996); informativeness is the ability of advertising to
inform consumers of product alternatives so that purchases yielding the greatest possible

s Business Research and Information Centre, NSHM Business School, Kolkata  ee—
Page - 16



— NJMRA - Bi-annv

R ————————

\

906); irritation happens when adyer:
rly manipulative as defined by D]:iﬂmg

1er perceives claims made ahﬂutq )

DucofTe (!

as defined by
are Ove

ffend. insult. or
hich the consun i |
and believable as defined by Mackenzie o

cen used as the basis for hypothetica] testip uy
{ al.. 2005; Haghirian et al., 200s. ng of

satisfaction can be made
employs tactics that annoy, O
(1996) & credibility is the extent to W
brand in the advertisement to be truthful

(1989). This model has in various studies b

; S : ertisi Bauer €

the relationship in the mobile advertising ( i o : _ an
: ot Levely associated with three

et al.. 2004). Consumer attitude was found positively Variabeg ig

’ ; ; s and pegatively associated with jrpip
entertainment. informativeness al_*.d cl Cdlbﬂll‘} 1cU o ai ¥ testid ITitatiop
Based upon the model, the following hypotheses W S

of entertainment of SMS advertisements are

les towards SMS advertising

H1: Consumers' perceptions of the value of €f
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H4: Consumers' perceptions of the credibility of SMS ad !
dvertisements.

correlated to consumers' overall attitudes towards SMS a

3. Research Methodology

This research is descriptive and quantitative in nature. A quantitative approach saves time
and money as once the questionnaire is prepared. it can be administered on chosen sample
with relatively lesser time as compared to qualitative research methods. Descriptive
research studies require some previous understanding pertaining to research problem and
are fit for answering questions of who, what, how. where, when (Zikmund, 2003). Collis&
Hussey (2003) stated that quantitative methods are suitable for hypothesis testing purpose.

Primary data have been collected from a standard questionnaire (adopted from Tsang et al.,
2004), Total 422 consumers' data was collected from four different malls in Jaipur. For the
purpose of this study, a non random sampling technique - convenient sampling method
was used to select the sample from four major malls in Jaipur City. Zikmund (2003) definéd
non random sampling technique where sample is drawn from population based on judgment
or convenience. Convenient sampling technique makes it possible to get sufficiently large
number of responses quickly and economically (Zikmund, 2003; Fink, 2009).

Fink (2009) also supported the use of conyenient sampling method on the ground of
availa!)ility of respondents when required. Though there are also limitations of convenie!
sampling methods as it may not give a true representative sample. bias and variability are
hard'to ,cslirnate or control (Zikmund, 2003). Still this sznnplihg technique was Us®

considering ease of access, paucity of time 1o interact with employees, higher response rafe.
A total of 422 individuals responded (o the questionnaire dcsigned ‘For consumers out
which 400 questionnaires were considered fit for data analysis.

PASW.18 was used for the purpose of data analysis. Data was analyzed at univariate and
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pivariate level. First of all data normality was ensured, For the purpose Histogram ;md
as used to ensure that data normality (Zikmund. 2003).

alyzing the profile of respondents. Further. descriptive
re obtained for all items and constructs
sis. t-test (independent samples) was

Kolmogorov—Smirnov test w
Percentage analysis was done for an
statistics measures, mean and standard deviation we
which were measured on likert scale. To test hypothe

used.

4. Findings & Data Analysis

4.1 Descriptive Profile of Respondents

le on four parameters age, occupation, gender and
income is presented as follows: There were 55% male and 45% female in the selected
sample. There were 5% respondents less than 18 years old, 25 % in the age group (18-23)
years, 28% in the age group (24-28) years, 23% in the age group (29-45) years and 13%
respondents were above 45 years. As for occupation, 20% were government employees,
78% were working in private organizations, 20% were self employed/businessman, 18%
were students and 15% were homemakers. 30% of respondents have income less than
Rs. 1.5 lakh, 20% between 1.5 lakh to 3 lakh, 30% between 3 lakh to 5 lakh and 20%
above 5 lakh. The sample was found adequately consistent with the people living in Jaipur
who would be of interest for the marketers of telecom companies.

The demographic distribution of samp

4.9 Gender Differences in Perception and Attitude towards

Mobile Advertisement

sured using 5 point likert scale. Respondents were asked to

Major dimensions were mea
The overall

show the level of agreement to statements measuring major dimensions.
“attitude towards mobile advertisement” was found on the negative side as reflected by the

mean score (2.69) as it is less than 3 which is neutral on 5 point scale. Exhibit 2 shows the

descriptive statistics on major dimensions of Tsang Model. It reveals that respondents
ng as less entertaining and informative as reflected by their

perceive mobile advertisi
respective mean scores. Further, though credibility (3.84) is on higher side for mobile
advertising yet it is also perceived as irritating (3.69) by respondents.

Independent samples t-test has been applied to the first and second null hypotheses of no
significant difference in consumer perceptions and attitudes towards mobile advertisement
for male and female consumer. As all p-values of t-test are less than .05 except for the
informative dimension, it can be said that there is significant difference in the attitude and
perception of male and female respondents towards mobile advertisement except for the

informative dimension.

Exhibit 2: Gender Differences in Perception and Attitudes towards Mobile Advertisement
_ —

Variables Total Male Female

test
Mean  SD Mean  SD Mean SD ";g
Attitude Towards Mobile
: 2, . . 3 2, :
Advertisements 69r 30 2,67 0 735 en 03,
—
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4.3 Gender Differences in Intention and Behavior towards
Mobile Advertisement

\d behavior regarding mobile af:lvertlsements, respondengs
hey want to receive per day. The obsemaﬁan:‘fffe
shown in Exhibit 3. As regards Behavior tmvar_ds moblle. ?Lh‘t‘:rl:fffmeilt respondens Wei
asked “what they do when they receive a mob:le ?tdvcm.sem},nt and how_much do g
read the mobile advertisement when they recetve it from r_hmr telecom service Providerg
Observations are shown in Exhibit 4 and Exhibit 5 respectively. -
Exhibit 3 indicates that majority of respondents (60.55%) want to receivg at mogt py,
messages per day. Chi square test has been applied to test if intention to receive numhe ¢
messages differs significantly for male and female respondents. The l‘CSl:!.lt (p-value = 46
doesn't indicates any difference in male and female respondents for the intention to recjye

number of SMS per day.

For analyzing intention ar :
asked how many mobile advertisements t

Exhibit 3: Respondents’ Intention to Receive Numbers of SMS per day

Ch-
Total Male Female Square-
» fest
n % N % n % Sig. P<
= 2 Messages Per Day 242 60.5% 130 59.1% 112 60.5%
3 — 5 Messages Per Day 6 29% 69  31.4% 47  26.1% 466
More than 5 Messages Per Day 42 10.5% 21 9.5% 21 11.7%
_ -

Exhibit 4 indicates that majority of respondents either “ignore messages completely
(27.0%) or “read messages after accumulating too many of them” (26.3%);
Chi square test has been applied to test whether reading behavior differs for male ¢
female for mobile advertisement. The p-value of chi square test is less than .03 indicati’s
significant differences in the reading behavior of male and female respondents for mobiF
advertisement. More females (42.8) prefer to jonore messages completely than thelr rﬂ?‘—l":
counterparts (14.1%) whereas more male prefers (37.3%) to read messages aftel
accumulating too many of them than their female counlerp-arts (12.8%).

1
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Exhibit 4: Respondents' Behavior towards Mobile Advertisement:
When they read messages?

e e _ _ i
Total Male Female Square-
N Y K| test
n % N % n %o Sig. P<
[enore [t Completel = =y R ife i
?: E y 108 2?0n/ra 31 14. 1% 2 42.8%%
Read It Occasionally
70 17.5% 45  20.5% 25 13.9%
Read It After Accumulating Too
Many of Them 105 263% 82  37.3% 23 12.8% 000
Read It When I Get Time
. 70 17.5% 34 15.5% 36 20.0%
f Read It Right Away
I| 47 11.8% 28 12.7% 19 10.6%
ir Exhibit 5: Respondents’ Behavior towards Mobile Advertisement:
; How do they read messages?
i - — e e — - e — - - - - —= — —— —
Ch-
:' Total Male Female Square-
test
n % N % n % Sig. P<
I
| Do Not Read It At All 108 27.0% 3 140% 77 428%
Just Browse Through It 117 293% 73 33.2% 44 24.4%
.000
Read It Incomplete 127 31.8% 95  43.2% 32 17.8%
Read It Full 48  12.0% 21 9.5% 27 15.0%

Exhibit 5 indicates that very few respondents (12.0%) read full messages while many
respondents (27.05) prefer not to read it at all; (29.3%) prefer to just browsing through it
and rest (31.8%) prefer to read it incomplete. Chi square test has been applied to test
whether reading behavior differs for male and female for mobile advertisement. The p-value
of chi square test is less than .05 indicating significant differences in the reading behavior

of male and female respondents for mobile advertisement.

4.4 Regression Analysis for Attitudes towards Mobile Advertisement

Standard multiple regression analysis were performed (Exhibit 6) between Entertainment,
Informative, Irritating and Credibility as independent variables and “Attitude towards Mobile

s Business Research and Information Centre, NSHM Business School, Kolkata  e—
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Exhibit 6: Regression Analysis

Dependent Variable: Attitude  Standardize Significance "
Towards Mobile Coefficients Sau
a F :
Advertisement Beta daaxe 5;?3
Independent Variables I U
Entertainment 539 0.000
I[nformative 221 0.001 0.95 0912 g
2
089 0.038 43y

[rritating

Credibility i22 000

4.5 Limitations of the Study

The sample size was relatively small ( n=400) and was selected with
(non-probability) sampling method which makes it difficult to generalj;;:1 th conyeyy
ﬁnd{n_g§ of this study. The study also not included other factors such as pe _an_d apply the
sensitivity of customers, pature of products or services which havep rm]SS%Otl, locatigy
consumers' attitude towards mobile advertisement. This represents a m}:};enngj & _iffect
;I‘:e study. The ﬂpal limitation of the study is that the overall attitudeez limitation ¢
easured on one item. The scale may not be a very accurate measurement O(Encstmct Was

> onsumers

overall attitudes towards SMS advertisements.

4.6 Conclusion

This study was i ;
behavior )i)f co:?sc:lr:flc;ilﬂ‘:ot;gffs pﬁg&i Oai:lizftl.y zing perception, attitude, intention af
consumers have negati o isements. The study fou '
entertaining and I:r?gf;fri?;ttlifdeItfowards mobile advertisement as Ehey Plécflce?’a'; iﬁﬂé
advertisements and if rcceivedf{ ence consumer generally don't intend to get mobi
accumulate too many of them TIOSt.~0f them ignore it or read it incomplete whenever I}
1o be careful in using mobile 1; J_]l@ngs of the study provides insights to the markets
I'hough through mobile advem:;q‘icl‘llsemcm for promoting their products and brai®
L“ay not really help to develop posi;ilxlxté gﬁikcfm“ can better reach to target customers bt
53 ;?:;; :‘l;i fxoa“gr] of mo!aile advertiseme?:t ant;\:lf{a;ii thﬁ advertised brand oF Pmd“‘;;zg
readers (Barwise pg creating humorous advertiseme e 10 o e thars adl
vertita et and Strong, 2002), Further it ws nts can help to gain the attentlohilE
» PrCeption; attitude:; intentiong was also found that. with respeet 10 2
: 1ons and behavior of male and female 0t B

dare dif'ferent Mark r f rt nis 4
|
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backfire if they keep on disturbing the consumers without seeking explicit permission
regarding this.
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IMPACT OF TELEVISION CO(';’IF CONSUMERS IN
THE PURCHASE DECISIONS
ANDHRA PRADESH
K. Venkateswara Raju
Dr. D. Prasanna Kumar
Abstract

;s : oL - ily lives of all the peop]

: has a strong effect on daily li\_res of all the people gy,

&t]:jm};eer::;?: t?efgg]g 1‘;1;)\1 tealfexi;on as a means of spending lbe:lr leisure time i a .':;éhe

. rtainment as they are ahje bt g

: i IS f ente
and happy mood and it became the cheapest form 0 ;
pP) ¢ world in front of their eyes. Marketers begam
0

various events and happening across tl ;
between various programs and are abje 10 cre

advertise their products in the time gaps : e
nds of customers in a cost effective Way as it y,

awareness about their products in the minds ¢ e
having a very high reach across huge populations. In a clutiered environment markesers are

being challenged on estimating the behavioral dimensions emanating from thei
advertisements i.e. advertising must create strong purchase dlSPOSVUOH_S- Understanding
viewer responses can, to a certain extent, help marketers understand their target audienc
better and help create better commercials. The study is focuselrdl on the schooifcoilege oing
teenagers of Vijayawada to know the influence of TV advcr‘{i_smg on th'eu' buying behayiy
and has implications for marketers and will be useful in gauging the opinions of consumer
about Television commercials and their effectiveness in influencing his purchase decisiops

Key words

Television, Commercial, Advertisement, Decision, Media, Influence

Introduction

Television advertising is the best-selling and economical media ever invented. It hasa
potential advertising impact unmatched by any other media. The advantage of television
over the other mediums is that it is perceived as a combination of audio and video features;
it provides products with instant validity and prominence and offers the greatest possibilily
for creative advertising. Over a longer period of time, the TV set has become 2 permanent
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fixture in all upper and middle class households, and it is not uncommon even in the poorer
society of urban areas and rural households. Reactions to TV advertisements seem to be
stronger _th_an the reaction to print advertisements. The advertisers find it more effective to
use Ici_c‘fismn rather than print media to reach consumers, partly due to low literacy rate. TV
advertising not only change emotions but give substantial message exerting a far reaching
influence on the daily lives of people.

Although many studies have considered the effect of channel changing during commercials.
surprisingly little research has explored the effects of pod position and pod length on
message delivery. For example, channel changing often may occur at the start of advertising
breaks, but some viewers may return to the original channel during the last few commercials
if the advertising break is relatively long. The authors consider how an advertisement's pod
position may affect exposure levels. The authors also explore how the length of advertising
breaks could change exposure levels for commercials that appear in various pod positions.
Finally, the current article discusses the timing of the advertising pods within television
shows. .Prcwous research on pod position effects emphasized advertising recall, not
ad\-‘emsmg exposure. Moreover, most studies of advertising recall and pod position did not
examine the role of pod timing within shows. This practice may involve an implicit
assumption that audience behavior is relatively constant across a program's 1-hour or half
hour airing. However, television programs often have advertising breaks placed near the

beginning and end of the show. When the popularity of consecutive shows on one network
differs, viewer flux (i.e., “lead-in” or “lead-out™) could moderate the effects of pod position

on advertising exposure levels in these early and late commercial breaks. And the size of
these lead-in and lead-out effects on the ratings of consecutive programs can be large.
It follows that advertising breaks placed near show transitions sometimes may have
corresponding positive or negative message-delivery trend tendencies along with advertising

“tune-away “effects.

Advertisers through television can reach a whole spectrum of consumers. The children are
exposed to an overwhelming amount of advertising. A young child in the age group of 13-19
constitutes teenager. Almost every child and teenager in India is a regular viewer of television.
They spend most of their free time in front of television, watching programs and channels of

their choice. They watch nearly 20,000 TV commercials a year. The majority of children
believe television advertisements to be informative and most children respond to them
favorably. They also exert a substantial influence on their parents' consumer decision
making and spending. The greater TV exposure is associated with more requests for the
advertised products. Parents in dual income families have more discretionary income and are
busier and feeling guiltier and therefore are softer when it comes to teenager's requests
(Sellers, 1989). Marketers, who take advantage of young people's power to influence family
purchase, choose commercials or television programs that reach children or teenage youth
together with their parents. The teenagers have become a strong influencing group and even
have the ability to influence the purchase decisions in the family from cakes to cars.

India is a developing country and majority of the people are living in rural areas (Census. 2001).
their urban counterparts socially,

Rural consumers are fundamentally different from
psychologically, physiologically and literally. The total size of rural market is 123000 crore,

which includes 65,000 crore FMCG and 5,000 crore durables, 45,000 crore agri inputs and
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[he size of rural market is bigger thap ¢, Utk
% 89 percent of the ITIL':H‘I‘(CI S‘harc respcclip i
accounts s has become 4 hot-topic for (llSCUS‘.Si(m b Cly

= Jieeler's ](‘“I\U!'
8.000 crore two and four wheelers I
for both FMCG and durables as 1t | consume hing fi h dy
. ST ural cons : e mng lrom s i
Hence, the l‘,“'\ b hd:ja\":“ itr(;nll:nuim;tiuull} consuming everything aAMPoo gy . ¢
rural India. in recent days, If foma

T ot
soo offects of TV advertising not only on the Purchyq !
cycles. Having realized the varying © :

. A a%]n
< eenapets. this paper is an endeavor tg ¢ 2
pattern but also on the total lifestyle ol lCt.iMé_l_U’:‘ lhchailigr of the young C{mtu Y the
impact of TV advertisements On the buymng Sume
ole in p-::rsuudin g customers to purchase Producs d
£ advertisement in comparisons of other aCtiVitieSi

resent days every company wants to achicve

Today advertisement plays an important r
services. On the other hand the expenses 0

' » remarkable. In the p )

ost companies are very remarkable. i E
L F e '« murnose every company use different ways to attract CUston

highest market share. For this purpos 3 :

. best way to become market leader. [, ..
of different segments of the market and the best -W.dy e n thg
challenging environment a company should promote 1t pfﬁd:gi\:;?l bélicstuig ti}é tf:ﬁt e
more customers get interest in its products. [n this IF.'SdeI"L e pact of g,
television advertisement on the children. To attract children t?w?l' : Fh : IL1S necesg,
that the advertisement should contain such appeals that are e_u:(:or ing to ;11’ age, mqu Set ang
interest for specific product. When children see the advertisement according to their interey

they persuade their parents to purchase that produict.

Television Advertising:

Despite the widespread popularity of the internet, the craze f‘OIT television is yet to see a
downtrend. In a scenario where television continues to enjoy a high patronage, reactions ty
television commercials may become even more critical due to the wide spread choice
available in terms of the number of channels free to air. In an Asia specific study concurred
that viewers shared an affinity with ads that were entertaining and advertising liking had a
positive relationship with intention to purchase.

Effectiveness of television commercials can be seen from two perspectives. A positive
perspective obviously means that the commercial has been liked by the viewers either
because of its creativity or the style of presentation. A negative perspective means that the
advertising has been able to generate high levels of attention despite strong negative
reactions, Detailed knowledge of why people like or dislike a commercial can be useful in
interpreting and acting upon the findings about effectiveness,

Many organizations take advertising testing very seriously. Since advertising is an
expensive proposition, the manner in which it works and the results it produces become
critical. In a quest to identify measures to predict or study the effectiveness of television
advertising (commercials) researchers have been trying to build relevant and reliable
measurement instruments that capture audience response to felevision advertising. If an
ad is intended to create excitement, it might be relevant to know how it compares with
other ads on this dimension, If 4 humorous or entertaining ad is not perceived
appropriately, a warning sign can be raised. They further reiterate that the impact of an ad
1S usua}ly a complex interaction of visuals and script. Measurements of audience
perceptions can glgo provide insights into whether an ad will be liked or not and why like
or dislike is precipitated. The interest in achieving positive immediate advertising respons®

'
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stems from the findings that such a response is an important mgdla to varla‘ble lée.twecfn 1?1?3
exposure and the formation of an attitude l:t)wal'cl the advertised qﬂ"cr tag. r?e.ti? e
important aspects about advertising is that it changc;a consumer attitudes, impacts iy iy
choice behaviour, changes brand beliefs and alters prclcrcnccs..F,xposure to commercials ,(:
also hypothesized to create brand attitudes that are further rc;mforced_over‘ time with the
viewer purchasing the product or experiencing the situation. The VRP identified for use lrc11
this study in its original form just looks at viewet's affective reactions. [n order to exten
this further, the relation between attitudes towards the brand and viewer responses towards
commercials was incorporated into the study.

Review of Literature

Television commercials occupy a major portion of viewing time on most tele\r:}s:on

channels. Millions of rupees are invested to make commercials that will attract viewer

attention. The way commercials are perceived can affect their effectiveness (Aaker &‘
Bruzzone, 1981). Many researchers in the West have attempted to look at the impact of

television commercials on audience/ viewers. (Schlinger (1979), Aaker & Bruzzone (1981),
Wells ( 1964), Zinkhan (1989) etc. The objective of this study is to analyze viewer's
affective responses to television commercials. Four different types of Television
commercials categorized as rational, emotional, animation and celebrity appeals were
selected. The VRP (Viewer Response Profile) developed by Schlinger(1979) was used to
assess viewers responses. Understanding viewer responses can, to a certain extent, help
marketers understand their target audience better and help create better.

Classifying Advertisements:

Four different types of television commercials were selected for the study. Given below is a
description of each category and an explanation as to why it is used in commercials.

Emotional appeals:

Advertisers /marketers resort to the usage of emotion as part of their communication strategy.
According to Stout & Rust (1993) television advertising has turned to emotional appeals

fo capture consumer's attention, encourage recall and positive effect, discourage zapping,
and give a lift to the sales message.

Rational appeals:

The rational approach to communicating stems from the traditional work on consumer
decision making where the consumer is making logical and rational decisions. Such appeals
relate to the audience's self-interest by showing product benefits (Kotler and Armstrong.

1994). Some examples of a product being shown with a rational appeal are — product quality,
economy, value or performance.

Rational appeals:

The use of celebrities in communicating to the target audience has been

. in vogue from a long
time. They have been known to promote a wide variety of products

and services. Today
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S by ; { in print. radio ai y "
celebrities and lhcn"imagc::, are found in p rcﬂmnf_,
television commercials. Ll
Animated character appeals:

_ ing animated characters if they believe thay thora s
Advertisers are not averse to using animated ¢ €1 i&hg.
worth in their association. i

Objectives of the study:

To study the impact of Television commercials on ic CONSumer segment.
Impact of TV advertisements on the consumer buying scgmcntl. ;

To evaluate the role of TV advertisements in the COMmOon mdn's life.

To study factors affecting the consumer buying process with I€Spectto Tv

Research Methodology

B S

ads.

The present study is focused on the school/college going teenagers of Vijayawag, {0 kngy
the influence of TV advertising on their buying behavior. For this purpose, z muﬁimage
sampling method was adopted. The data for urban rcspondents was _collected_ The Nearne,
was considered up to 20 kilometers from the district. While conducting the SUIVeY, due oy
was given to the respondents of different walks of life, i.e. different gender, arey

residence, educational standards, economic backgrounds and

age groups. It was decideq
il everyone in the age group of 0-15, 15-35 in the sury

¢y and was regular Viewers gf
TV:

Survey and questionnaires method

Survey method is used for collecting data from CUSTOME
requested all respondents to fill in the questionnaire.
aspects mentioned in it. It contained both open and c]
format very easy to understand on the first look. A ¢
sampling method) of 110 customers was
of the study was request to comple
cross tabulation have been calculat
analysis was conducted on the dat

RS at some Retail Stores. We
by self after explaining the varigys
osed ended questions in a structured
onvenient sample (non — probability
collected for the current study in which respondent
te the questionnaire on voluntary basis, Frequencies and

ed for the responses of the respondents. Chi — Square test
aof part I in questionnaire.

Analysis and Interpretation

From the above table, we infer that 44% of the total respondents
are male and 56% are fo

male. On further classification according
Lo age group, we find that of 4l the respondents 16% are 15.20 years old, 22% are of

the age group 21-30, 22% of the age group 31-4521% are of the age group
46-55 and 19% are above 55 years. From the responses collected PRINT (25%);
TV (41%) are the major media that are carrying the Advertisement
to the consumers, Most of the respondents feel that advertisements are Funny (17%),
Creative (23%) and Meaningfu] (20%).
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Table: 1 - General Profile of The Respondents

ol MALE FEMALE
a8 62
AGE 15-20 21-30 31-45 46-55 255
. 18 24 24 23 21
PREFERED MODE OF PRINT v RADIO MOBILE INTERMET ALL
RECEIVING
___ ADVERTISEMENT 21 45 7 13 14 :
FUNINY CREATIVE | UNIQUE | INFORMATIVE | MEANINGFUL SH':;Z:;”D OFF BEAT
TYPES OF ADS 19 25 11 7 22 3 . 2
INOFFENSIVE | EMOTIONAL |  CRA2Y SIMPLE GENUINE :02’:?:0 ’
1 4 7 4 2 A
Table: 2 - Responses of The Respondents

SA A NEUTRAL DA SDA

Are you interested in watching good ads? 42 41 22 302

Do You watch new Ads only? 44 47 12 6 1

Do you think some Ads are extremely annoying? 43 33 28 2 i3

Do you Like offheat ads? 38 31 34 3 3

Do you think Ads are Creative but sensihle? 30 25 16 22 17

Do Ads have some message? 40 38 32 0 ¢

Are Advertisement believable? 33 20 15 25 17

Is the Ad’s message relevant? 36 44 30 Gt

There are Benefits from the ads? 44 20 29 1353

Do Ads have some effect on you? 36 44 30 0 0

Are Ads Visually appealing and engaging? 38 45 27 0 0

Is the Duration of the Ad Ok? 17 20 21 25 21

Is the Ad able to Convey the intended message? 20 29 24 23 19

Did you felt convinced about the Ad and bought the product? 44 39 27 0 0
Are you comfortable to watch such ads in future? 18 29 42 1288

Did the Ad change your opinion and prejudices on a Product or Service? 43 38 29 e 58

Note: SA=SSTRONGLY AGREE, A=AGREE, DA=DISAGREE and SDA=STRONGLY DISAGREE.
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Jl_ AGE ADEFFECT
| Chi-Sgquare 1.182* 2 6491°
Asymp. Sig 281 760
a 0 cells (0%) have expected frequencies lezsthan & The MINIMum o
frequency is 22.0 “Pectey
4 ey

b0 cells (0%) have expected frequencies less than 5. The minimur By
“ANEBClg

frequencyis 36 7

From the above SPSS calculation we infer that there is a significant

Is There a Relation between CREATIVITY IN THE TV
: 2 L 4 CO
and IN ITS ABILITY IN MAKING IT VISUALLY AI’PEALINGT:I;/I]?RCIALS

“H gy

and EFFECT OF THE TV COMMERCIALS ON THE RESPOND;;?\IIE_‘;‘O“ betweq, 1
- E

CREATIMTY * VISUALAPPEAL ING Crosstahulation |
Couynt
VISUALAPPEALIMNG
CREATIVITY 1 11 ; 3 ; Loty
2 o
3 12 a 5 3
5 3 & 5 12
: 5 11 B 22
Total g q : : '
a0 45 ST 110
CHI-SQUARE:
CREATMITY
1 0b39f"/9d ] EXpECtEr_j I REQFUU;T
2 % e e VISUALAPPEALING
25 y ;
3 : j 20 30 1 Observed N | Expected N | Residua
4 . 252 60 38 36.7 13
5 ‘. o 0|2 45 36.7 B
Total 4 S 7
e : 27 36.7 G
ofal 110 =
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Test Statistics

CREATIVITY \:ISEE\IHLEI’-‘PE

Chi-Square 6.091= 4.491°

df 4 2

Asymp. Sig. 192 106
~ a Decells (0%) have expected frequencies less than & The minimum expected cell

frequency is 22.0
b. 0 cells (0%) have expected frequencies less than 5 The minimum expected cell
frequencyis 36.7.

From the above SPSS calculation we infer that there is a significant relation between
CREATIVITY IN THE TV COMMERCIALS and IN ITS ABILITY IN MAKING IT
VISUALLY APPEALING AND ENGAGING.

Is There a Relation between AGE and RESPONDENTS FEELING THE
PRESENCE OF MESSAGE IN THE TV COMMERCIALS?

AGE * MESSAGEPRESENTINAD Crosstabulation

Caunt
MESSAGEFRESEMNTINAD
1 2 3 Tatal
AGE 1 & 5 7 18
2 q G &) 24
3 11 2 5 24
4 7 10 G 23
5 7 6 8 21
Total 40 38 32 110
CHI-SQUARE:
AGE
Ohserved N | Expected N | Residual
1 18 270 40 MESSAGEPRESENTINAD
2 24 22.0 20 Ohserved N | Expected M 1 Residual
3 24 22.0 20NN 40 367 13
4 23 220 (O8I 38 367 \ig
5 21 22.0 4.0 ] |3 32 36.7 47
Total 110 Total 110
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Test Statistics

|
MESSAGEFR
AGE ESENTINAD
Chi-Square 1.1829 g492
df 4 2
Asymp Sig 881 F23

i .«,. e A .
3 0 cells (0%) have expected freguencies less than 5 The Minimum g,

frequencyis 220 teuf.@n
0.0 cells (.09%) have expected frequencies 1ess than 5. The iy, Sae
requency s 36.7 "t‘-"itgH

From the above SPSS calculation we infer that thc.rc_ 15 a SIgl;uﬁcant :
and RESPONDENTS FEELING THE PRESENCE OF MESSAGE INtWeeflﬁ
COML{ERCIALS.

Is There a Relation between CREATIVITY IN THE T‘V COMMERCIAL.
INITS ABILITY IN MAKING ITS MESSAGE RELEVANT? S ang

CREATIVITY * MESSAGERELEVANCY Crosstahulatiun

Couynt
MESSAGERELEVANCY |
1 - . Totg
CREATIVITY 1 ] 14 - -
: {0 - B 2%
: : . B 18
4 7 10 5 2
2 : 6 6 17
Total 9 44 20 i
CHI-SQUARE:
CREATIVITY
Observed N ]ExpectedN Residual
f 30 22,0 8.0 MESSAGERELEVANCY
2 25 22.0 in Ohsarved N | Expected N | Residid
3 16 220 6.0 | [1 36 36.7 1
s 22 220 0112 4 %7 | M
: 7 <0 ool s 30 7| A
Total 110 | Total 110 4
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Test Statistics

r MESSAGERE
CREATIVITY LEVANCY
Chi-Square 60912 2.691*
df 4 2
Asymp. Sig 182 260

a 0 cells (0%) have expected frequencies less than 6. The minimum expected cell
frequencyis 22.0

b. 0 cells (0%) have expected frequencies less than 5 The minimurn expected cell
frequency is 36.7.

From the above SPSS calculation we infer that there is a significant relation between

CREATIVITY IN THE AD and IN ITS ABILITY IN MAKING ITS MESSAGI
RELEVANT.

Is There a Relation between GENDER OF THE RESPONDENT and THEIR
ABILITY IN FEELING THE RELEVANCY OF THE MESSAGE IN THE TV COMMERCIALS?

GENDER * MESSAGERELEVANCY Crosstabulation

Count
MESSAGERELEVANCY
1 ) 3 Total
GEMDER 1 15 7 16 43
. 21 27 14 B2
Total 36 44 a0 | 10
CHI-SQUARE:
MESSAGERELEVANCY
GENDER Obsemwved N | Expected N | Residual
Observed N | Expected N | Regidual | | 36 367 =7
1 48 56.0 i) | 44 36.7 73
2 62 56,0 70 ||3 30 6.7 67
Total 110 Total 10 | 1

W Business Research and Information Centre, NSHM Business School, Kolkata
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Test Statistics
L MESSAGERE
CENDER LEVANCY
Chi-Square 1 7829 TTIL
df : :
Asymp. Sig 192 3

. cies less than 9. The minimurn ey
a0 cells (.0%) have expected frequencies (255 tha HEHPecteq g,
frequency 1s 55.0 ey
b 0 cells ((0%) have expected frequencies less than 5 The rminimurn
frequencyis 36 7.

EXpectay tej

From the above SPSS calculation we infer that lhcr‘c is a significant relation bety,
GENDER OF THE RESPONDENT and THEIR ABILITY IN FEELING THE RELEVANE?

OF THE MESSAGE IN THE TV COMMERCIAL.

Is There a Relation between ABILITY OF THE TV COMMERCIALS Iy

CONVEYING THE INTENDED MESSAGE and ITS ABILITY TO CHANGE THE
OPINION AND PREJUDICE OF THE RESPONDENT ABOUT A PRODUCT OR SERVIcps

INTENDEDMESSAGE * CHANGEDOPINION Crosstabulation

Count
CHARNGEDOPRINION
1 2 I 3 Total
INTENDEDMESSAGE 1 10 5 ) 20
2 9 2 6 24
3 7 10 7 24
4 g g 5 23
3 g 5 5 19
Total 43 38 29 110
CHI-SQUARE:
INTENDEDMESSAGE
I Obzered M | Expected p ! Residual
2 24 22.0 20 Ohserved N | Expected N_| Residual
3 24 22.0 ||| 3 36.7 6.3
4 23 220 I 0 Z 18 36.7 s
B 19 22.0 30 | |3 29 6.7 27
Total 110 | Total 110 =y
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Test Statistics

— | |INTENDEDM | CHANGEDOP
-: ESSAGE INION
FChrsquare 1. 0007 27450
df 4 2
Asymp. S0 910 263

5 0 cells (0%) have expected frequencies less than 5. The minimum expected cell
frequenty 18 22.0

b 0 cells (0%) have expected frequencies less than 5. The minimum expected cell
frequency is 36.7.

From the above SPSS calculation we infer that there is a significant relation between
ABILITY OF THE TV COMMERCIALS IN CONVEYING THE INTENDED MESSAGE

and ITS ABILITY TO CHANGE THE OPINION AND PREJUDICE OF THE
RESPONDENT ABOUT A PRODUCT OR SERVICE.

Is There a Relation between AGE and ABILITY OF THE TV COMMERCIALS IN
CONVINCING THE RESPONDENT TO BUY THE PRODUCT?

AGE * ADCONVINCEDTOBUYPRODUCT Crosstabulation

Count
ADCONYVINCEDTOBUYPRODUCT
1 2 3 Total
AGE 1 7 5 6 18
2 10 g 5 24
3 8 10 3] 24
4 10 8 5 23
5 g 7 5 21
Total 44 39 27 | 110
CHI-SQUARE:
AGE
Ohserved N | Expected N | Residual
1 18 2.0 40 ADCONVINCEDTOBUYPRODUCT
Z 24 22.0 2.0 Observed N | Expected N | Residual
3 24 22.0 20 || 1 44 36.7 73
4 23 22.0 1.0 || 2 39 36.7 i
3 21 22.0 inaiiea 27 36.7 97
Total 110 Total 110

mmmmm  Business Research and Information Centre, NSHM Business School, Kolkata e
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i hs-Sguare
df < L5
Asymp S9 g81 i "‘-m: less than 5 The minimym
- a 0 cells (0%) have expected frequentic= === %9:“5
< - \ & -1 t
frequency s 220 < radonl ke 8. THE Y
~aencies less inan J g MiniMmum a
- - e eth'd freque ‘m'&t.
b 0 LP“‘__‘S ( L%,‘ ?"i_a\'? iy :Qq{a
frequendcy IS sb.!
. infer that there is a significant relagiop,
e SPSS calculation W . oLzl o b“‘“‘%
From the abo COL\-{MERCIA!.S [N CONVINCING THE RESPO\. ‘Q
Wy

and ABILITY OF THE =V
BUY THE PRODUCT.
Findings

Based on the
consolidates as below.

Questionnaires the findiy
Ny,

Analvsis of the data Collected from the
' %

is very little and undecided on the bu_ving bt‘haﬁq,
¥

1. The influence the advertisement anc (
dents will force thetr parents to buy the

the consumer’s only school going stu
which were advertised in TV. :
2. The humor and celebrity advertisements are perceived most when compared ty i
advertisements. )
likely buy the goods or services based on the adver

. The consumers somewhat
The consumers very often shift to new brands when they watch a new kind of

oW

advertisement

5_Consumers already have a plan before purchasing anything after when in real time
advertisement will not make that much difference in decision making

6. The age group between 0-15 will be influenced more when deciding a product after
watching an advertisement to that nearer competing product and age group betwen
15-30 influenced very little while deciding a product of competing product.

7. As due to the age factor and the exposure to the world the age group 15-30 will urge®
iry a new brand when they watch an advertisemeni compared to the age group of 0-18

8. The X-factor time influenced more while buying any product, and also the theme ol
advertisements will also make a huge impact.

9. The age group between 0-15 will be influenced more when deciding a pmdllﬂaﬂ“

watching an advertisement to that nearer competing product and age group betweel

15-30 influenced very little while deciding a product of competing product.

Suggestions
) . ) :ted vl
_}Mth t,he clutter surrounding television advertising and the increasing costs asscu;mtet_i:"Im
it marketers have begun to view their advertising investments very seriously
fc

-
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organization can take the rnisk ofto_tallj-’ dissociating with television advertising at least in the
short run, there is a call for optimizing advertising expenditures, While meeting the desired
communication objectives, advertising at the same time must be simple and a powerful way
of reaching out to the target audience. The study was undertaken with the objective of
understanding consumer reactions to select advertisements fewer than four categories
(Rational, Emotional, Celebrity and Animated).The findings indicate that the scale was able
to capture most of the viewer's reactions as can be seen from the Factor Analvsis. Attitude
to the brand was an important moderating variable in how viewers resp(—mdcd to the
commercials. Although limited in its scope. the study was able to demonstrate the
applicability of the VRP scale and give insights into viewer responses from an Indian
television advertising perspective. Given the limitations of cost and time more respondents
across spectrum could not be selected for the study. The study can also be replicated on a
broader category of products / brands and comparisons across similar products from
different organizations can be considered.

It can also be concluded that there is a considerable variation in the perception of both 0-15
and 15-30 on the issue that demand for product purchase is influenced by TV advertisements.
Further, the study also revealed that the buying behavior of male teenagers is more
influenced by television advertisements than their female counterparts.
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sTUDY ON DEVELOPING RISK RETURN MATRIX FOR
EQUITY MUTUAL FUND SCHEME

Sanat Kumar Bhardwaj

1. Abstract

Mutual fund is conceptually and operationally unique Investment vehicle for pooling
together Small investment into capital market. The Conception has been put into practice in
India as early as in 1964 through Unit Trust of India a Public Sector unit through an 1963
act of Parliament. The growth of Mutual fund there after has been slow steady yet

rogressive. The subsequent to enter into the operation were other Public Sector Bank led
by SBI. BOI, Canara Bank etc followed by Private Sector and Foreign financial institution.
Today the Mutual Fund industry is an important pillar of Capital market with nearly
45 Domestic and Global Player in Business and is managing a astounding assets of
Rs 8 Lac Crore under Management. Though it is in principle conceived to be investment
vehicle for Small investor, yet contrary it has skewed proliferation among High Net worth
Individual and Institutional Money. Amidst all the contradiction, Mutual Fund in India is
still regarded as the most regulated Financial Sector and have largely been successful in
nourishing habits of Saving for Risky Capital.

Mutual Fund has developed and employed a robust, technical and innovative practice of
calculating Return, Asset valuation, Accounting and measurement of Risk. The Industry in
association with a Advisory Body called AMFI (Association of Mutual fund in India) and
regulator SEBI (Security Exchange Board of India) have been consistently engaged in
improving the various Operational and accounting practices. The Investment interest and
comfort of Investor being the most important criterion for compulsive and continued
innovation in the Industry.

The Return on investment of Mutual fund are subject to Capital market uncertainty. This
makes the Valuation and accounting of Asset , Calculation of Risk and Risk adjusted return
too technical process that largely remains not understood by the Ordinary Investor.

The present Practice of calculating Risk Adjusted matrix has evolved over a period of time.
It is technical and follows the return of scheme or asset class. In order to be Investor
friendly an easier, simpler and more universal Risk return matrix is desired , The Study

is intended to explore the possibility.

Sanat Kumar Bhardwaj
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2. Introduction
2A) Snap Shot of Top 20 Mutual fund Name and AUM:--
5 ] = AN e
SrNo |Scheme Name “ 1N Croy
1 |HDFC Mutual Fund 103046 3435~
2 |Reliance ﬁ’ltltuaimj___' = %
3 "I Prudential Mutual runc 2174 3039
4 IIEBCir'IILaJISpur: Life Mutual Fund ?725\‘32:’;82\‘
S UTI Mutual Fund Z}W
6 SBI Mutual Fund 26 /03 8859
7 [Franklin Templeton Mutual Fund 43688 1807
8 |[IDFC Mutual Fund 39535 4237
S Kotak Mahindra Mutual Fund 34806 2583
10 [DSP BlackRock Mutual Fund 30485 7419
11 |Tata Mutual Fund 179657038 |
12 [Deutsche Mutual Fund 17059 3228 |
13 || &T Mutual Fund 15078 8725 |
14  |Sundaram Mutual Fund 12046 5450 |
15  |[JPMorgan Mutual Fund 13257 3768 |
16 |Religare Invesco Mutual Fund 12484 881
17  |Axis Mutual Fund 12170.7876
18 || IC NOMURA Mutual Fund 79756818
19 |Canara Robeco Mutual Fund 7467 4283
20  |HSBC Mutual Fund 6718.1932

2B) Introduction to Structure and Stakeholder in the Industry

Unit Holder
Mutual Fund
| |
Asset Management
Lemaany Trustee
| ]
Custodian _I Sponsor Transfer Agent

m—  Business Research and Information Centre, NSHM Business School, Kolkata vt
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3. Relevance and Objective of Study

The Present Risk return Matrix of a Scheme is largely explained by the Scheme
performance over and ala(}ve the benchmark it Tracks, This Practice is universally employed
within the Fund Houses internal Performance Matrix and Independent Market .agt:n(;} like
Crisil and Value Research.

Benchmark is decided by The Mutual Fund as part of Scheme offer document. Whose

selection is guided by the Scheme Investment Objectivity.

a) Thus, one way to measure performance is Comparison of Benchmark Performance and
Scheme Performance. The return of these two are computed as basic variables.

b) The another universal process to compute Performance is comparison between Scheme
return with Risk free return for commensurate maturity.

In Indian Mutual Fund Industry the above mentioned these two methods are the accepted
practice to account for Equity Mutual Fund Scheme Return.

The four technical parameter namely Standard Deviation, Beta, Alpha

Standard Deviation is a_measure of the dispersion or variance of a set of data
from its mean. SD is calculated as the square root of variance. In finance.
standard deviation is applied to the annual rate of retum of an investment to
measure the investment's volaulity. This 15 alse measurement of total risk.

Beta is a measure of Stock's volatility in relation to the market. [t measure the
market risk or Systematic Risk. Beta is a Kev component for the capital asset
pricing Model, Which is used to calculate the cost of Equity.

Alpha is considered to represent the value that Fund Manager add or subtract
to the fund. It is measure of investment performance on a risk adjusted basis.

R-squared measures how closely the manager's returns match the returns of
the market index against which it is compared. Derived from regression
analysis, it essentially indicates alpha and beta's reliability in explaining the
manager's return and nsk. An R-squared of 90% indicates the manager
| correlates with the style or benchmark index by a factor 90% over time.

and R Square of a Scheme are employed as technical tool for comparing the risk adjusted
Performance with respect to commensurate parameter of Benchmark or Risk free Return of

matching maturity.

Hypothesis

A) Investor do not relate to Benchmark based Return Assessment.

B) Benchmark is not an accurate base of Risk assessment. _ :
C) Comparison with Risk free return is a anomaly as Associated risk and Risk premium for

investment under Equity are understood and expected by the investor.

e Business Research and Information Centre, NSHM Business School, Kolkata s
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4. The Research Design e : e
oo nature. Which implies 2 ot
in nature. Whic 11;112 }(;h a Q“al‘laiwe :
r the insight on the Subject. egear
%

esis. a Random Sample with f(‘]cugcd o \

he Secondary data source analysig wr:? Ny
c 1
"

I'he Research design is Exploratory
small sample with intend 10 discove
In order to test the feasibility of hypoth
employed. Added to this would be t
conclude the Research.

!
4

5. Literature review

a) “Portfolio Selection — Efficient divcrsiﬁcatioq of Investm.ent" {?y Ha
Cowles Foundation University of Yule. I_ixp‘lamf? lhe_relatt_onshlp between, sle aﬂ-% '
Portfolio. The Study has concluded PoﬂfGIIO d_l'\-'chIﬁcathI'l ‘and CDTfeiatiogum}‘aﬁ;
security of Portfolio is key to Risk Mitigation. It 1s a mean varnance moqg| aff; b“‘\eb
Risk aversion preference of an invetor. . TMing fy

b)  “Capital Asset price : A Theory of market equilibrium under conditioy, of p;
William F Sharpe explain the market risk premium determines the Price of the Skh,
has successfully explained the market equilibrium theory of asset price under C;Ss;t. i
of Risk. iy

c) “The capital Asset Pricing Model Theory and Evidence by Eugene F Famg apq K
R French™ explains Beta alone does not explam the- Market price of 5 Sec Mgl
enforce the idea how average stock return vary with size of Stock and book mugg;kg

equity ratio.

“The Arbitrage Theory of capital Asset Pricing by Stephan A Ross”--

alternate to Mean variance theory.

€) “On persistence in Mutual Fund Performace by Mark M C_arhart” explains addifiony
Momentum factor ( the difference between the return on diversified Portfolio of Sho
term winner and Losers) to the three factor model by French and Fama,

d) has Introduce

6. Primary Data Sourcing, Sampling, Secondary Data
6A. Questionnaire
Group of 200 Investor across the population selected on random basis were asked three

questions.
a) Can they Recall the Benchmark of the Mutual Fund Equity
Scheme they have invested?

b) Which Benchmark is most visible and convenient to them for

referring to the Equity market movement?
1) BSE 2) NSE 3) BSE -100 4) CNX Mid cap 5) None of

these

c) Do you accept the Investment in Equity Mutual fund is more
Risky than Risk free asset class and that justify premium in retur?

cxpectation. .

s Business Research and Information Centre, NSHM Business School, Kolkata -
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ample survey has been unambiguously candig with

L\ .q ‘l[ . » H
1credible majority

| rf‘~‘l‘“”dt
g LA bt ¢ N e
]-n'u:C'I"T”“i1 2
o’

of the Survey sample could not recall the

heme they have invested. benchmark of the

96%
Equit}’ Sc

a 64% |,
p) BSE 22%

NSE - 5
CNX Mid cap- 8%
Nol‘le of thCSC = 6%‘1

96% were aware of Risk premium attached with Equity

c)
4 sourced from AMFI tabled Top 15 equity Sche - o
325?%??5?‘10 of Stock in Portfolio and Benchmnikilh e e o
Average No
s, e
srNo [FundName Corpus Aug 2013 |Portfolio Benchmark  |Benchmark
| SriMo
4 |HDFCTop 200 Fund (G) 9765.5 30-45 (S & P.CNX 500 500
— |HDFC Equity Fund - (G) 9110.79 30-45 |BSE-200 200
—3 [Frankin India Bluechip Fund - (G) 4614.97 30-45 |BSE 200 200
—4 |Reliance Equity Opportunities Fund (G) 4573.92 30-45  |BSE-100 100
5 Jicicl PruFocused Bluechip Equity Fund (G) 4318.32 30-45  |CNX Nifty 50
—§ |Reliance Growth Fund - (G) 3903.34 30-45  |S&P BSE 100 100
T icicl Pru Dynamic Plan (G) 3377 .81 30-45  |CNX Nifty Index 50
T"u_ﬂ_.o_pponumues Fund (G) 3303.5 30-45  |S&PBSE 100
0 |Biria Sun Life Frontiine Equity Fund - Plan A (G) 3178 16 30-45  |BSE-200 |
™10 |DFC Premier Equity Fund - Plan A (G) 3064.02 30.45  |oaP RSE 500 |
11 |DSP BR Top 100 Equity Fund (G) 284945 30-45  |SRPBSE 100 - ]
12 |UTI-Dividend Yield Fund (G) 2818.5 30-45 |S&PBSE 100 100
13 |icici Pru Discovery Fund (G) 2490.48 30-45 |CNX Midcap 100
14 |HDFC Mid-Cap Opportunities Fund (G) 2456 68 30-45 [CNX Mdcap 100
15 |UTI-Equity Fund (G) 2135.08 30-45 [CNX 500 500

Findings of the Secondary Data.

1) The Scheme portfolio were neither identical nor similar to the benchmark Portfolio.

2) The Average number of Stock in Scheme Portfolio has insignificant resemblance to the

Benchmark Portfolio both in terms of Composition and Weight.

3)  Given the insignificant correlation, Scheme Portfolio can not be compare
Benchmark Portfolio for any of Financial ratio calculation,

4) While the Benchmark Portfolio were available on continuous basis for all t}na_t;xcigli
serutiny, Scheme Portfolio were made available on Monthly basis. Hence variation in

d to the

i : e
=== Business Research and Information Centre, NSHM Business School, Kolkata

Page - 46



E— N\ JMRA - Bi-ON
S

nual Peer Rev!

ewed Journal of Management
— \

oth basis are never captured for any g
I

(ra Mo :
| return calculation.
ned Casly/ Money Market I'Iolding £

paration theory on Capita] Asset et i

; oy N ]]'ill ,
Scheme Portfolio on Day bass ¢ iy

: justec

assessment on Risk and risk adju '
y aintal

All the Scheme Portfolio had mainte

) j |

| ' ; ith the Se '

Liquidity requirement i agrecrment Wit! e o

Model, Which is again a confirm deviatioh 22 iy : | Ort&)hﬁg

i . - A C . Py { gl= Ul‘m (8] Im ac COL .

6) Scheme Portfolio had two technical Elht‘lt.dtl’oﬂ in t P i S%m
i nark portiolio

Expense unfamiliar to a Bencht

P e B

Ry
ta, R

Mark

heme return to Benchm

A) Therefore comparison of SC Fiil
m)erit. ;mc(l) all fouf technical parameter (Standard deviation Be

Square and Alpha ) for comparison between i‘:lhr::l:e and Bench
are mere approximation and summarily inac :

easuring Risk and Return on the Bast

B) The existing practice of m :
) gP Rate (10 Year G Sec Yield) suffer ¢,

of Benchmark or Risk free
inaccurate base effect.

C) Extension of Capital Asset pricing Model as suggested by Willfam
F Sharpe consolidate the conclusion of Sample Survey C) for 3
Hypothesis, where in an Investor confirms his understanding of Equity
Mutual fund, Its risk and Risk Premium in response to the calculateq

risk.

&

And above finding proves the Hypothesis are true

7. The Research Analysis

Selection of Benchmark for Scheme of Mutual fund have been found to be arbitrary and
without any scientific calculation. It need to be replaced with a Universal benchmark Which
Should explain the risk of investing in Equity Mutual Fund Schemes. It should measure the
optimum, acceptable co-relation between the Scheme Performance and Market Volatility.

Data of BSE 30, BSE -100, BSE 500 since 2000 were analyzed on absolute Rolling
volatility, Percentage Rolling Volatility and Standard deviation. The result among three have

been found extremely co-related.

Proposed Risk & Return Matrix

Year |S&P BSE 100  |S&P BSE 30 S&P BSE 500,
2000 0.00 0.00 0.00
2001 -27 05 17.87 -22.91
2002 6 90 352 1699

peesssmmseenmmm  Business Research and Information
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2004 16 44 13 08 e
200% 38 35 123y
— 2006 40 97 46 70 38 8%
— 2007_ 59 74 17 18 63 02
e e e | -
— 2008 55 28 62 45 TR
— 2009 85.04 81.03 o
— 2010 16 66 17,83 TS et
— 2011 -25.73 -24 64 e
— 2012 29 96 25 70 3120
2013 -1.09 2 87 453
Standard Deviation 41.03 37.38 4413
| 12000 1 L ﬁ||
—+— S&P BSE 100 |
10000 « S&PBSE 30 |
80 00 ” | S&PBSE 500 |
o A A |
i = T |
4000 i "'\.\ //’5—“ — B\ — |
2000 / \.,_-«' \, / \ A
/ W ‘i\ ] .5 7 =
000 +—5— : ‘j : ; ; ; — A" S, PRy ARG,
20.00 \/ . - \‘1 i \ f‘,
N % / W
40,00 \V
50 00 —
soon JIRERERAGTNE St T St S
l_ 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013

Examining the result of sample survey for hypothesis (2) where preference for Universal
index is divided between BSE-30 and NSE 50 leaves research to identify the Co relationship
among the studied Index. The Co-relation among the Standard deviation of three Index for
Volatility in absolute return has thrown an amazing depiction. The Index Volatility deviation
4cross 10 year has been found quite consistent, linear and unidirectional for the three Index.

And i}encc BSE 30 sensex can be safely concluded as the Universal Benchmark for all Risk
Relation Matrix for Equity Mutual Fund Scheme .

It successfull

and highligh
Benchma

y challenges the existing practice of identifying a Scheme Friendly ch‘:l}mark
Is misrepresentation of Risk and return of the Scheme. An Investor friendly
tk goes long way in explaining the technicality of Benchmark to the Investor.
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A e
which as follows. —— i
— TStandard Deviation of Dajj ()
Standard Deviation o | (ndividual Equity Mutua] gu;e;“rn fo
Scheme i - r
e e T
“Co variance (Sensex -30 | Nior
Beta of Scheme | scheme) / Variance of Sens:,:u%,

e b R

”__l____/*-"_"__ﬂ_" i
Expected return from Equity Rff# Portioliofbeta (Sensex fetury ~ Ry |
N

Mutual Fund Scheme

e —

| ——————aaa FScHerme Return — Expected

Alpha is still akin to (Present practice is (Scheme Retui?_tgm

ench |

(Jensen Alpha with Sensex Jjensen's Measure is calculatag e m&ﬂﬂ.
return replacing the Variable | cp= f-L[rt* Bl fm-ri)]

Market return) WWhers: |

p = Expected total portfalio return

risk free rate
peta of the portfolio

ry
Pp

Iem

I n

Expected market raturn

Scheme Comparison between | Covariance = Standard Deviatioq of

two Mutual fund Scheme will | Scheme / Expected return of The Sch
be based on Co variance €me

coefficient of _Standard Deviation

Variation = Expected Return
RISHUEEe) It holds no functional merit for Mutug]
fund in absence of Scheme aligneq
benchmark.

——— )

Exclusion :-- These changes are applicable to all Equity Mutual Fund Scheme except fiy
Index Fund Where Portfolio is aligned to the Stated Benchmark. Hence Index Fund Sk
be the exclusion under this Risk Return Matrix.

And hence Both Sharpe Ratio and Treynor Ratio will undergo change on account change
measurement of variable but not on concept.

e Business Research and Information Centre, NSHM Business School, Kolkate

Sharpe Ratio [ & -r
( The definition of Expected ' = I
portfolio return Shall be differently | ywhere- |
applicable to Equity Mutual fund = '
replacing Sensex for all Arbitrary.) o = Expected porfolio return |

|

I't = Risk free rate

% = Partfolio standard deviation
It Shall not be applicable in Equity Mutual |
fund Scheme, Given the fact unrefatec and |
Portfolio are not full diversified Portfolior <=
does not eliminate the possibilit&"C’f moré |
unsystematic risk leaving Total R.isk o
important than the Systematic Risk:

Treynor Ratio
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pER WHO HAD NO Tiq,

BOOK REVIEW : THE LEAH IPRESSION 201 5- ]Alcg’

ROBIN SHARMA (TWELFT
PUBLICATION)

Peanaky Mridha :
g 2 Human is sufficient to develop leade

Must read for all those who believe bein rEhip

qualities. ‘ am
erv is born Into genius but :

The first chapter begins with the note that 6\6:1'} Onfcl;" lljlzlarc undge rﬂChiever?OSt of ug

mediocrity, and then slowly reveals as to why mOost O 22 =

. eauamist of the book as he wishes to
1 : Yavis, the protagonist 0L 14 : 0 Unrayg,
The Author introduces Blake [ nings in his life. Things were moving sy t

secrets 1evi ccess through happe ' 2 ¢
in Blak:'g ?ﬁ!:i:ll:;ﬁ lsllc]: was }’oungg(around 29) that is when 2 gitintor, Tf:mmy Flinp,
up at the book store, Bright Mind Books, Evl’]ere Blake PSB 0 \:’vor » and Coaxes g,
protagonist to higher level of performance. This mentor was an e'ccer_ltnc lookmg Persop
who was unconventional in his grooming, yet there was s1o'meth1ng in hl_S mesmerizing g
that made Blake comfortable in his presence. Tommy Flinn was wearing a necklace y
LWT engraved, and introduces himself to Blake as that he was [hf.: Employee of the year

hough to him Titles do not matter b

and that he could be Blake's superior manager, t ‘
r conversation Tommy does not reye

Doing his best work is all that matters. During t_hei versatior
the secret of LWT initially and simply says that its meaning lies in the heart of method he

has to teach. Tommy reveals that one does not need a title to show some Ichership, yOu just
have to be a human being. He also says that there is need to do Serlo.usly Exceptional Work
only. Tommy gets Blake to make a promise that he would share the ideas and methods thy
he learns from four teachers with as many human beings as he possibly can.

In the next chapter “The sad costs of mediocrity and the spectacular rewards of leadership
mastery” Tommy asks Blake to meet him in the early morning at a cemetery to dramatically
reveal him the secrets, He does so by gifting the silver chain to Blake and revealing that
LWT stands for Lead Without Title. Tommy then makes Blake discover the 10 Human
Regrets on a tablet which he had kept in a freshly dugout grave which he had dug for houss.
Upon learning about the regrets our protagonist realizes in the proverbial light bulb moment,
that each one of us alone creates the lives that they get to live, and that he immediately
needs to make shifts and start Leading without Title, Tommy then describes what suceess
and failure comprises of. Blake discovers another gold tablet in the second grave beside
wherein the 10 Human Victories were engraved. The choice was obvious for Blake and he
decides for moving on the path reyealed by his mentor and to begin to lead without title and
go for the rewards mentioned on the golden tablet.

In the next chapter Tommy introduces Blake to first teacher, Anna the House Keeper in 0n€
of the finest hotels in Manhattan, New York. She expounds her philosophy in the form ©
conversation she has with our protagonist Blake the Great. The first leadership
conversation: “You need no title to be a leader”. It deals with unleashing the dormant potent

Peanaky Mridha
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dividual into action through proper

: thinking e :

... sgch 1N St £ process. This tee - .

in ;H';;]c of LWT is dished out as an acronym IMAGF: where th *!‘:lltthmql‘k or the firet
incl . T ! sy ¢ 5 i € ieters imply Iy o

K?qclcr" Authenticity. Guts and Ethics. Anna explains and wants the reg *!I:.i Innovation
ds s 7 ) dUe ()

how small daily impmvcmcnls‘ —over time-le
1hm~ jor performance add up over time to a tidal wave of outra
Su;:;rrqhi p acts really will compound into breathtaking consequ
- fq,hdedicate oneself to be consistent, focused and never-endi
just : readers to choose innovation over stagnation s that eve
urgﬂim crazy business world that they are in at present. There
;‘:1 enthion to them and be devoted to working towards maste
very best. Anna encourages Blake to set the standard of BIW in the work that he does
BIW implies Best in World. Anna reveals that a number of studies have confirmed that i{
rakes about ten thousand hc_aurs to become a master at something. This according to the
author was based on an article “The Making of an Expert” in Harvard Business Review
So focus married w!th time produces mastery. It's never been so important to be trustworthy.
jt's never been so important to keep the promises that one makes to his teammates and
customers. And it's never been so essential to be authentic, gutsy and ethical. Criticigm 1S
the defense reaction that scared people use to protect themselves against change. ‘

The second leadership conversation: Turbulent times build great leaders. In this chapter
Blake gets introduced to his second teacher Ty Boyd. who shares the second principle of
Lead without a title philosophy. Ty was a ski pro and has won five times the world slalom
skiing championship. Now he is owner of a store - The 1y Sloan Ski Shop and loves to help
people learn skiing besides selling them skiing equipments. He emphasizes that we al] are
living in a very turbulent time where everything is changing fast. The pace of the chanee in
business that's happening across multiple industries is only going to speed up. And if one
sticks his head under his desk and hope that the avalanche of change will go way he will
end up suffocating. If he fights against it, he will again end up in trouble. The only way he
is ever going to make it to the unscathed, is to embrace change rather than resist it. The five
practical rules here has the acronym SPARK. namely Speak with Candor, Prioritize.
Adversity Breeds Opportunity, Respond versus react and Kudos for everyone,

An organization that has a culture where everyone is afraid 1o speak candidly is a place
where people live amid delusion and fantasy. If something is important to someone
important to you, then it should become important to you as well. Prioritize implies focus
on the best and neglect all the rest. It is all about choice between knowing very little about
most of the things and a staggering amount about a few things. All situations of crises
contain exceptional opportunity. Leadership is all about leveraging hard times and using
them to your advantage. That is actually seeing the obstacles as blessings in disguise. By
responding, the author chooses to differentiate it with normal reaction to situations in a
passive way, instead he suggests to proactively anticipate and respond to turbulent times.
Appreciation or Kudos for everyone and for even small improvements is required.

remember
g results. ”-‘dfl) ripples of
S€OUs success. Smal] Jittle
ences, the powerfyl idea is
NE Improvement. The author
rything will be fine fo
will Ibe naysayers but pay zero
ry. Give nothing less than ones

ad to stunnin

r them

The third leadership conversation: The deeper your relationships, the stronger your leadership.
After meeting the two teachers, Tommy takes Blake to New York Public Library where he
meets his third teacher of LWT philosophy, Jackson Chan. Jackson used to be a CEO ol
multibillion dollar technology outfit that employed about twenty five thousand people.
Implies this teacher managed a lot of people and his emphasis is naturally people and
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Jackson tells Blake that part of his job is to unleq
greatness within themselves. Like gardening sh the 2
1t of patience, one needs to constantly Watgf-lati & iat g
| rewards in the end. Remembering ev@:;lo 5 Ps g N
Ne

to the CEO because of | |
: ecausc of regardlesg of t-]r|] the ne g, 'y
1t \

relationships.
who never seen the
offort and huge amou
plants and reap exceptiona

is important. 1.. from the janitor

story that 18 worth hearing. The memorable acronym given by our b

' thirg
L

where the individual letters implies Helpfulness, Understand;
Nurture. neing, Min ¢
MY
Jackson urges Blake to always do more than he is paid to do. C = muﬁMft},-'
I'!elpful person because you reap what you Sow. Understand-‘ Ommit ¢ i B
listening and not simply hearing t0 a person. For most of us o Mg people p, “Comg t
that we have no ears to hear what anyone else is saying. He U €80s are Scr s “’ithe My
people like doing business with people they like, so Minglénfonns Blake z‘;"min ay
to0. Amuse or having Fun makes one more engaged in wh x I“31«':1ti0nshi feme
one want to collaborate more. Nurture relationships as atever one {g dp_s e in
element to winning a business. ps as people are really th::J 8. unpﬂ I
m .

The fourth leadership conversati
i on: To be a Great Lead i
evening time and Blgke has just finished with three [\i{'? o L become a :
since carly that morning. Tommy thi : WT teachers which po 2
in down town area in New Y 13 ;15 time takes Blake to “Amber S ch he Sfartezersun‘ !
: : ork, where he is sl Pa and Mg
Therapist. J e is slated to meet : Wel
slrent}:heni:é q-gfrk-l y states that the final principle of LWT pjffitl ey Cel‘ti?cgs Cz‘;:?
to work. Leady yoll;;]er;?rﬁl:?dg sio tl;lal you perform at extraordiﬁsop?y is aboyt Eahzdma%t
5 SR ary le 3
e et st. Only then will you get to place vels whep yo, 0
H implies health is \?\!I;aslfl'ntSi;Lgh?SIaCrQnym namely SH_INEaS ;ﬁ}frrs%n Where yotf Eaiﬂiﬂm
E stands for Elevat 2 s Inspiration matters, N i » Where S implie
€ s 1m 2 SN
must disintegrate befg?:{);gzrsg;;. Je; ltj:SEOUSes that your Oﬁl}i;&egl?‘ct not )’Dure;a;ieﬂm%
readers in general t s of behaving ca : : S of thinkj y
. ot n begi 10g and x;
sustained change — algﬁ; L;I?tfloﬁy day challenge. It is {gn?etg fl Itl;egrate, Jet UFgfs Bldakb:m%
every single day, rather th ith the importance of making s e keys to makino ealm
an massive ones that will only s%:t mall and steady imp?wem;f
you up to fail. |
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Missi0 : o
<M Business School is publishing NSHM Joumal of Management Resecarch and
A lications (NJMRA). The objective of NIMRA is to PIesent current research and ideas
}Pé’]e field of management in a lucid format accessible to bo
mn

th the academia and industry.
he journal is also expected to act as a platform for industry professionals to share their
est practices.

NJMRA invites original research-based papers, articles, book reviews and management
cases on topics of current concem in the areas of management, development economics and
related social sciences. It looks for conceptually sound and methodoiogically robust articles
that harness and extend knowledge in all domains of management through empirical work
or by building on existing concepts, and draws out the implication of the research for
practitioners. The section on practices on the other hand is expected to extend the knowledge
of the academic researchers in this discipline. Consequently, we

expect the articles to
have the potential to advance both management theory and practice through the bilateral

exchange and synthesis of ideas and information.

Frequency

The journal will be published twice a year in the months of June and December.

Content Mix

In view of the broad spectrum of readership, NIMRA invites contributions to any of the
various sections of the journal:

s Research Papers
¢ Conceptual

* Empirical

* Practice

* Perspectives
Book Reviews

¢ Case Studies

Here are some of the suggested themes on which contributions are welcome
——— Business Research and Information Centre, NSHM Business School, Kolka
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.oy and Governance; Finance, ¢

) : .
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(GGeneral Management, Corporal€
| other Social Sciences

and Corporate 1Laws; Public Poliey:

. P - (
. : " Lo | .1(1|U I'\( dﬂ
Production and Operations; Ficonomics. Soel0lo8

ture surveys or discussion on practices in indust a
: it , to two years of the recejn . 4
lished within On¢ to y €Ipt of &

ol :0s, entrepreneurs and ¢
review will be al sidered. [ndustrialists; CEVS ; COMory
iew will be also consl ichlces which enable the 4
articles on m:-magmncnt pra m to g

and under researched areas 1o management.

Articles that consist of litera
reviews of books that have been pub

professionals may submit
their experiences in exploring new

Review Process
ited for publication would be SCreeneq

NJIMRA is a refereed j _ All manuscripts submi
RA is a refereed journal. All 1 oy would then be put through doxly
) e

by the editorial board for relevance o the journal. Tl et
blind review process’ that may BermallyRiakcROURTESE = Pts accepted

publication will have to be edited to suit the Journal's form‘at-l [he EF11toria[ Board o
NJMRA reserves the right to shortlist a papet/article ﬂf}r a plamcu ar ST(CUO-H of the Joury
depending on its suitability. Wherever possible, reviewers feedback will be provideq

on the basis of the following criteria:

Overall contribution of the paper to the field of management, originality of the
content, adequacy of the literature review, conceptual or methodological rigor,
logical and technical soundness, organization of the content, writing quality,

implication of the research references.
ed. the author(s) will be informed about the decision

Manuscripts are judged

After the review process is complet
of the reviewers by email.

Guidelines for Contributors
Articles/Papers should not exceed 10,000 words,
MS Word document on one-side of A4 size paper wit
] 2-point font size justified text.

Cover page should provide the title of the paper, name(s), and designation and contact
details of the author, along with a short biography of the author within 100 words.

An abstract (150-200 words) should be included in the beginning of the paper followed
by key words. The number of keywords should be restricted to a maximum of ten.

and book review should be neatly typed
h double spacing in Times New Roman,

All sections and subsections are to be numbered. Example: 1, 1.1, 1.2, etc

All tables, charts, graphs, diagrams should be in black and white and not in color. The
images should be of high resolution and in black and white only. Number and complexity
of such exhibits should be as low as possible. All charts and graphs should be drawn legibly
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res chould be indicated in suitable and appropriate scale. All charts eraphs. ima
ures - S. £rapns. images.

and 15 1d also pe numbered and referred to in the body of the text.

. shou
g’

Footnotes 10 the text should be avoided. If required, they should be s
i _ytively and presented as endnotes.
c 3

| The primary heading should be in capitalized form (Uppercase), and boldface The
yb-headings should be in title-case capitalization (first letter of each word in capital) and

in bf\ld

Citations of other works should be limited to the name of the author and vear of
Jblication. Short quotations should be included in the text within paremhesesd. while

Jotations of more than 30 words should be placed in a separate paragraph indented from

| - main body of the text.

|-
: References should be indicated in the text by giving the title of author(s). with the vear
of publication in parentheses. All references should be alphabetically listed at the end of the

naper. Format of all citations should as far as possible follow the American Psychological
Association (APA) referencing style. For example:

A. For Articles in Journals

Mintzbert, H. and Lampel.J. (1999):Reflecting on the strategy Process, Sloan
Management Review, Vol.40, No 3, pp.21-30.

Singh,G., Kala, S.P. and Singh, 8. (2006): Impact of Advertising Attitude on Consumer,
Amity Business Review, Vol. 7, No 2, pp. 60-63.

United States Agency for International Development (USAID), (2008): Private Health
Insurance in India: Promise & Reality.

World Bank Report (1994): Averting Old Age Crisis

B. For Articles in Books (Edited Volumes)

Manimala, M.J. (1999): Entrepreneurial Politics and Strategies — The Innovator's Choice,
New Delhi: Sage Publications, pp. 114-123.

C. For Working Papers and Thesis

Balasubramanian, N. (1997): Equity Returns in India: An Empirical Study of the Experience
of the Nineties, Working Paper No. 5/1997, UTI-IIMB, Centre for Markets Education &
Research, Indian Institute of Management, Bangalore.
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10. When citing sources within text, only the author surname(s) apq -

I tioned as illustrated below.

uld help the victims to get E'lssurec[ good quality |,
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men
If the market exists it WO
low cost through either risk-
One unique thing of private he

prescription drugs outside of hos
(Glied, 2001; Colombo and Tapay, 2004). | | |

This regulation needed well defined and Informauye materials regar ding &
prospect of the insurance products at the time of sale, claims procedure, Proper ol hy
of policyholders services and so on (USAID, 2008).

11. In case of more than two authors only the first author surname must appeq,

followed by et al as shown below : |
This indicates the presence of substitution relation in richer countries between 5
1ate

and public provisioning of healthcare related services: if quality of public Service jsy,
to the mark relatively more affluent people may opt out (Sekhri et al 205::'

12. If a contribution is accepted for the sections — Conceptual/Empirical Researeh

Papers/Practice/Case Studies then the author will be paid an honorarium of Rs. 35y

For accepted Book Reviews and articles appearing in "Perspectives" the honorarim{ m‘];
be Rs.1000. Authors will also receive a complimentary copy of the issue of N_]MRA-l
i

which the article is published.
Correspondence

In the covering letter accompanying the manuscript, the author(s) should certify that the
manuscript has neither been published anywhere nor is it being considered elsewhere fr
ptfblication. Copyright of all accepted papers for publication and use in any form/fom
will vest with NSHM Business School. Each author of the paper will have to sign e
P‘re-Puincation Author Disclosure Form and the scanned soft copy of this form wif
signature of the author(s) duly attested by the head of their institute(s) has to be submite
to the editor through email,

o For submission of articles papers, files can be attached in the email addressed to
' 1-tor, ]\IT'JMI?A and sent to editor.njmra@nshm.com. In the subject column of the il
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