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FOREWORD 

The existing phase is cast under a shadow of economic turmoil, experienced globally. This tumult scenario 
demands for change in perspective to harness innovation and creativity along with ethics playing major 

role to cope up with current state of darkness in business scenario. It has always been a tried and tested 
strategy, that to survive one need to foster creativity leading toward innovative management models based on 
ethical perspectives. 

I appreciate the contribution of Asian Business School Research and Development Cell in the form of its 
2nd issue of “ABS International Journal of Management” focusing on Innovation, Creativity and Ethics as 
an imperative to sustain one’s identity in today’s stiff world. “ABS International Journal of Management” 
is a blend of constructive research-based papers that aims at nurturing a novel attitude towards traditional 
business models- a sincere effort by various academicians and corporate from all across the globe putting 
together their ideology to creep in sustainable growth.

“ABS International Journal of Management” outlines constructive and immaculate efforts of associated 
connoisseur as a momentous collaborative approach to contour present situation and evade  future business 
mayhem.

Shri. Balram Jhakar

Shri. Balram Jhakar
Former Governor of Madhya Pradesh

Former Speaker of the Lok Sabha  
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MESSAGE FROM PRESIDENT DESK
ASIAN EDUCATION GROUP

Sweeping changes are afoot in the global economy. As the second decade of the 21st century unfolds and 
the world exits from the 2008–09 financial crisis, the growing clout of emerging markets is paving the way 

for a world economy with an increasingly multipolar character. Global growth will become distributed with 
no single country dominating the global economic scene. This provides an impetus to the BRICS countries 
wherein dynamic and adaptable managers will mark the new charter of growth. 

We have always subscribed to the view that management concepts, approaches and techniques have to be 
continually evolved and that managerial decisions should be based both on systematic research, the gut feeling 
and value judgment. We are conscious of the fact that to be at the cutting edge of the business education 
and training, a B-School has to work in partnership not only with the business-houses but also with similar 
institutions across the world. 

This second issue of ABS International Journal of Management successfully encompasses empirical, conceptual 
and research papers, case studies from academicians, professionals, consultants, practitioners and research 
scholars relevant to this paradigm change. I congratulate the team for this marvel.

Sandeep Marwah
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PREFACE

It gives us emmense pleasure to give you the second issue of ABS International Journal of Management. ABS 
International Journal of Management is the initiative of ABS Research and Development Cell. Developing 

research capacity, sustaining it, bringing the benefits of research to society is the basis for research at Asian 
Business School. This journal is a rich blend of research studies on innovation, creativity and ethics.

Paradigm Shift in business scenario is characterized by a shift from a world of banal, incremental, and linear 
changes to that of radical and discontinuous change which seems to have global implications. The business 
environment prevailing internally and externally, continuously demand for inception of innovative and 
creative ideas in anticipation of change. Therefore, most of the organizations are stifling hard to gear up and 
encounter this new world of business that would increasingly demand non-linear strategies for sustaining 
organizational competence and mapping out the changes in economic and business scenario.

Unfortunately, most organizations, and their management, control and strategic planning systems are finding 
it really hard to survive in passing era that demands the art of distinguishing itself from the other competitor’s. 
In absence of this art apart from growing, survival has become a major challenge to cope up with. As the 
traditional paradigms of concepts such as organizations, industry, and product / service definitions become 
increasingly blurred, one would call for new models of business that defy traditional boundaries of organization 
structure, industry structure and product / service definition. The only mantras to trouble shoot these changes 
and conquering art of distinguishing itself for survival and success is through “innovation and creativity”. 

Apart from innovation & creativity one more important aligned aspect that demand emergent consideration 
of all the stakeholders of society, directly or indirectly related to business scenario is “ethics”. Ethical behavior 
thrives in, as an integral part of modern management based on principle of being rational and objective in 
nature.

ABS International Journal of Management will benefit both industry and academia alike in presenting latest 
trends in research to the world at large.

Sunita Verma
Editor, ABS International Journal of 

Management

Rupali Misra Nigam
Editor, ABS International Journal of 

Management
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Abstract
Customer focus is one of the most important marketing strategies now. In present era of cut-throat competitiveness 
the organizations have become quite sensitive towards the customers likings and disliking. Providing customized 
services and Products, adopting relationship pricing, Co-branding, and considering customers as partners are 
some of the points the organizations are making note of. The present study is empirical in nature and discusses the 
role of being customer focused in the effective customer relationship management. The design of the present study 
is exploratory to some extent and descriptive and diagnostic to a large extent. The survey population of the study 
includes o nly those banks, which have implemented the CRM programme or strategies. The respondents have 
been selected on the basis of random and purposive sampling and for this purpose the user’s list has been obtained 
from the sampled banks. Total sample size for study is 800 which includes 100 respondents (customers) from each 
bank. In Public Sector Banks State Bank of India, Punjab National Bank, Bank of Baroda, Central Bank of India 
are selected. Among Private Sector Banks ICICI Bank and HDFC Bank were chosen for the purpose, and among 
Foreign Banks the customers from HSBC Bank and Citi Bank were approached. 

Key words Customer Focus, CRM, Banking.

An Empirical Study of “Customer Focus”
and its Role in Making CRM Effective 

for Banking Industry

 Dr. Amit Chakrapani1

 Dr. Ashish Goyal2 

Introduction and Literature 
Review
Customer focus is basically the focus 
on the customer while designing 
any of the marketing strategies by 
the organization. To support this 
Saikumar, M.L, (1999) found that 
changes in the market trends and 
he focused that today customers 
are making buyers decision not 
just by considering product but 
rather relationship. Customers 
want recognition, value, quality 
and respect for their preferences. 
Mendoza, Marius, Perez, & 
Griman (2007) highlight that most 
organisations perceived the CRM 
concept as a technological solution 
for problems in individual areas, 
accompanied by a great deal of 

uncoordinated initiatives. However 
the authors argue that CRM must 
be conceived as a strategy, due 
to its human, technological, and 
processes implications, at the 
time an organisation decides to 
implement it.

Joe Peppard (2000) depicted 
that many financial service 
organizations are rushing to 
become more customer focused. A 
key component of many initiatives 
is the implementation of Customer 
Relationship Management (CRM) 
software. He has highlighted that 
most institutions take a rather 
narrow view of CRM and as 
such, benefits have been limited. 
While second generation CRM 

has emerged to embrace the total 
organisation (hence Enterprise 
CRM), success in general has 
still not been widespread. He has 
presented a framework, which is 
based on incorporating e-business 
activities, channel management, 
relationship management 
and back-office/front-office 
integration within a customer 
centric stratum. S. Sureshchandar, 
Chandrasekharan Rajendran, 
R.N.Anantharaman (2003) 
conducted a study on relationship 
between management’s perception 
and customer perception and 
concluded that the effectiveness of 
quality management programmes 
at resulting in enhanced business 
performance has been a major 
subject of interest for business 
and academia alike. In service 
organizations, customer-perceived 

1  Associate Professor, DAV Institute of Management, Faridabad
2  Sr. Lecturer, DAV Institute of Management, Faridabad
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service quality is considered as one 
of the key determinants of business 
performance. The current study 
strives to examine the influence 
of total quality service (TQS) 
dimensions on customer-perceived 
service quality. Multiple regression 
analysis has been used to investigate 
the relationship between the 
different dimensions of TQS and 
the various factors of service 
quality. The results have indicated 
that the TQS dimensions, as a 
whole, are indeed good predictors 
of service quality. Furthermore, the 
soft issues of TQS (such as human 
resource management, customer 
focus, service culture, employee 
satisfaction, top management 
commitment and leadership and 
social responsibility) seem to be 
more vital than do hard issues in 
positively influencing customer-
perceived service quality.

Objectives of the Study
1. To find out the significance of 

Customer focus in CRM for 
government, public and private 
sector banks. 

2. To make a comparison among 
government, public and private 
sector banks in terms of 
customer’s responses towards 
the Customer Focus in CRM.

Research Methodology
The design of the present study 
is exploratory to some extent and 
descriptive and diagnostic to a 
large extent. It is exploratory in 
nature because only few studies 
have been conducted and that 
too with limited indicators. It is 
descriptive because the indicators, 
which I have chosen, are not been 
studied by earlier scholars and it 
has explained the attributes, which 
are associated with customer 
focus area in CRM for banking 
industry in India. The universe 
of the study is confined to all 
nationalized, private and foreign 
banks operating in India, which 
carried out different kinds of 
retail banking operations and 
practices the CRM programme. 
The survey population of the 
study includes only those banks, 
which have implemented the CRM 
programme or strategies. 

The study has conducted on the 
basis dual sample in the area of 
NCR (Delhi and neighborhood 
cities). The sample for the study 
has be taken from the survey 
population and that is too 
being confined only to the four 
nationalized, two private and 
two foreign banks. The sampled 
banks have been chosen on the 
basis of non – random purposive 
sampling and the second sample 
is of respondents (users). The 
respondents have been selected on 
the basis of random and purposive 
sampling and for this purpose the 
user’s list has been obtained from 
the sampled banks. Total sample 
size for study is 800 which includes 
100 respondents (customers) 
from each bank. In Public Sector 
Banks State Bank of India, Punjab 
National Bank, Bank of Baroda, 
Central Bank of India are selected. 
Among Private Sector Banks 
ICICI Bank and HDFC Bank were 
chosen for the purpose, and among 
Foreign Banks the customers from 
HSBC Bank and Citi Bank were 
approached. 

Data Analysis and Interpretations

Demographic Profile of Customers - 
Duration of Stay No. of Respondents Gender No. of Respondents Occupation No. of Respondents

0-2 Years 176 Male 496 Business 112
2-5 Years 248 Female 304 Salaried Class 232
5-10 Years 200 Total 800 Self Employed 176

More than 10 Years 176 Marital Status No. of Respondents Retired 144
Total 800 Married 416 Student 136

Single 384 Total 800
Total 800

Age No. of Respondents Purpose of Relation 
(MCQ) No. of Respondents Educational 

Qualifications No. of Respondents

Less than 25 Years 120 Saving 336 Below Secondary Level 48
Between 25-34 Years 272 Current 208 Secondary Level 144
Between 35-44 Years 200 Credit Card 224 Graduation 216
Between 45-54 Years 120 Loan 208 Post Graduation 232
55 Years and above 88 Insurance 320 Professional 160

Total 800 Others 392 Total 800
Total 1688

Vol 1 // Issue 1 // June 2013
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Customer Focus– Government 
Vs. Private Banks
The table presents the responses of 
banking customers regarding the 
‘Customer Focus’. The responses 
clearly indicate that there is a 
huge difference in opinion of the 
customers regarding ‘Customer 
Focus’ of the government banks 
and private banks. The average 
score of strongly disagreed 
and disagreed customers for 
government banks is above 60 in 
about all cases, rather the average 
score of strongly disagreed and 
disagreed customers for private 
banks is less than 30 for all points. 
This shows that private banks 
devote more attention towards 
‘Customer Focus’.

To check the significance of the 
opinions, a null hypothesis has 
been formulated and student’s t 
test has been applied to test the 
hypothesis. The application of 
hypothesis testing and results are 
as follows – 

Let us consider, 
x=Response of the customer, 
Disagree + Strongly Disagree, of 
Govt. Sector Banks.
y=Response of the customer, 
Disagree + Strongly Disagree, of 
Pvt. Sector Banks.
Here we first setup the null 
hypothesis:
H0:  There is no significant 
difference between the level of 
satisfactions of customers of Govt. 
& Pvt. Banks on the point of 
customer focus.
H1:  Satisfactions level of the 
customer of Pvt. Banks are greater 
than the level of Govt. Banks on 
the point of customer focus.
> t.test(x,y,var.equal=TRUE)
Two Sample t-test

data:  x and y 
t = 37.6814, df = 32, p-value < 
2.2e-16
Alternative hypothesis: true diffe-
rence in means is not equal to 0 

Variable Mean S.D.

X 61.39583 8.605738

Y 22.83333 5.539003

Here we conclude that the P value 
is less than 0.01 therefore we have 
very strong evidence against H0. 
i.e, we reject the null hypothesis 
hence we accept H1. Rejecting 
null hypothesis and accepting 
alternative hypothesis states that 
‘Satisfactions level of the customer 
of Pvt. Banks are greater than the 
level of Govt. Banks on the point 
of customer focus’.

Customer Focus– Private Vs. 
Foreign Banks
The table presents the responses of 
banking customers regarding the 
‘Customer Focus’. The responses 
clearly indicate that there is 
a difference in opinion of the 
customers regarding ‘Customer 
Focus’ of the private banks and 
foreign banks. The average score of 
strongly disagreed and disagreed 
customers for private banks is 
above 20 in almost all cases, rather 
the average score of strongly 
disagreed and disagreed customers 
for foreign banks is below 20 in all 
cases and below 15 in about half of 
the cases. This shows that private 
banks devote more attention 
towards ‘Customer Focus’.

To check the significance of the 
opinions, a null hypothesis has 
been formulated and student’s t 
test has been applied to test the 
hypothesis. The application of 
hypothesis testing and results are 
as follows – 

Let us consider, 
x=Response of the customer, 
Disagree + Strongly Disagree, of 
Pvt. Sector Banks.
y=Response of the customer, 
Disagree + Strongly Disagree, of 
Foreign Banks.
Here we first setup the null 
hypothesis:
H0:  There is no significant 
difference between the level of 
satisfactions of customers of Pvt. 
& Foreign Banks on the point of 
customer focus.
H1:  Satisfactions level of the 
customer of Foreign Banks are 
greater than the level of Pvt. 
Banks on the point of customer 
focus.
> t-test(x,y,var.equal=TRUE)
Two Sample t-test
data:  x and y 
t = 8.0703, df = 32, p-value = 
3.247e-09

alternative hypothesis: true diffe-
rence in means is not equal to 0 

Variable Mean S.D.

X 22.83333 5.539003

Y 14.58333 1.885618

Here we conclude that the P value 
is less than 0.01 therefore we have 
very strong evidence against H0. 
i.e, we reject the null hypothesis 
hence we accept H1. Rejecting 
null hypothesis and accepting 
alternative hypothesis states that 
‘Satisfactions level of the customer 
of Foreign Banks are greater than 
the level of Pvt. Banks on the point 
of customer focus’.

Customer Focus– Government 
Vs. Foreign Banks
The table presents the responses of 
banking customers regarding the 
‘Customer Focus’. The responses 
clearly indicate that there is a 
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huge difference in opinion of 
the customers regarding the 
government banks and foreign 
banks. The average score of 
strongly disagreed and disagreed 
customers for government banks 
is above 60 in most of the cases, 
rather the average score of strongly 
disagreed and disagreed customers 
for foreign banks is less than 20 for 
all points. This shows that foreign 
banks are more customer focused 
rather than government banks. 

To check the significance of the 
opinions, a null hypothesis has 
been formulated and students’t-
test has been applied to test the 
hypothesis. The application of 
hypothesis testing and results are 
as follows – 

Let us consider, 
x=Response of the customer, 
Disagree + Strongly Disagree, of 
Govt. Sector Banks.
y=Response of the customer, 
Disagree + Strongly Disagree, of 
Foreign Banks.
Here we first setup the null 
hypothesis:
H0:  There is no significant 
difference between the level of 
satisfactions of customers of Govt. 
& Foreign Banks on the point of 
customer focus.
H1:  Satisfactions level of the 
customer of Foreign Banks are 
greater than the level of Govt. 
Banks on the point of customer 
focus. 
> t-test(x,y,var.equal=TRUE)
Two Sample t-test
data:  x and y 
t = 66.6501, df = 32, p-value < 
2.2e-16

alternative hypothesis: true differ-
ence in means is not equal to 0  

Variable Mean S.D.
X 61.39583 8.605738
Y 14.58333 1.885618

Here we conclude that the P value 
is less than 0.01 therefore we have 
very strong evidence against H0. 
i.e, we reject the null hypothesis 
hence we accept H1. Rejecting 
null hypothesis and accepting 
alternative hypothesis states that 
‘Satisfactions level of the customer 
of Foreign Banks are greater than 
the level of Govt. Banks on the 
point of customer focus’.

Conclusion
Customer focus is one of the prime 
aspects of customer relationship 
management. Customer focus 
means considering customers as the 
central point before designing any 
strategy of marketing or customer 
relationship management. The 
following points have been 
observed - 

Government banks are the poorest 
in ‘customer focus’ followed by 
private banks. Foreign banks 
are the most adaptive for their 
customers in designing products/ 
services. 

Government Banks will have to 
work on almost all the aspects of 
customer focus such as – 

and Products to us,

and delight us, 

bonds with us by wishing us 
on important occasions,

‘Relationship Pricing’ in 
pricing their different products 
/ services, 

partnering programs to 
provide increased value to us,

of mouth by using Referral 
Marketing programme,

services to increase customer 
share,

be able to interact with lost 
customers,
Regularly assesses the life time 
value of each customer,

which cover both written and 
verbal complaints, and inform 
me of the progress of the 
complaint,

customer’s character, 
needs and preferences and 
behaviours through past 
interactions with us,

adapt to customers’ changing 
needs and wants,

policy to ensure confidentiality 
of data collected from 
customers,

Processes for serving 
customers,

documentation,

in maintaining accounts 
for maintaining high level 
of privacy of our customer 
database. 

Private sector banks and foreign 
banks are about 2-3 and 3-4 times 
better than the government banks 
respectively in all the points. 
However they can work on the 
above mentioned aspects improve 
the position. 
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Abstract
The aim of this paper is to analyze the case of a joint venture stage to determine the successes and failures to 
undertake this business, based on the theory of resources and skills of entrepreneurship and business. It is intended 
to answer the question, what were the successes and failures committed by entrepreneurs to run the business plan 
in this particular case?. The answers were found relating the situations described in the case with the theories of 
resources and skills and entrepreneurship. The analysis concludes that the empirical knowledge of entrepreneurs, 
in this case were not sufficient to direct the business to success, and that the lack of structured knowledge and 
adequate scientific support for this project strongly directed towards the non-permanence on the market.

Key words Entrepreneurship, Women Entrepreneurs, Promusag, Resources And Capabilities, Competitive 
Advantage.

Analysis Of Rural Entrepreneurship 
Under The Theorethical Approach Of 

Resources And Capabilities: The Case Of 
A Rural Microbusiness

 José G. Vargas-

Hernández

Introduction
The Mexican government 
through the Ministry of 
Agrarian Reform supports rural 
entrepreneurship projects. One 
way is PROMUSAG (program 
for women in agriculture). This 
is a support program for rural 
women entrepreneurs, seeking 
their integration in the productive 
sector to earn income to help in the 
fight against poverty in this rural 
environment. The support consists 
of a sum of money to start up the 
business to undertake, which is 
repayable but it is considered at 
lost funds. In 2009, hundreds 
of projects have benefited from 
PROMUSAG, one of which has 
been analyzed for this report. This 
case is featuring nine women in 

the municipality of San Martin de 
Hidalgo, Jalisco. In that year, nine 
women was PROMUSAG order 
required for each project.

The team for this project consisted 
of women with little or no 
preparation in business, but the 
team had a leader with knowledge 
and skills acquired empirically 
that gave the project some routing 
to success. PROMUSAG central 
requirements requested to be 
eligible for funding to the various 
proposals were teams of nine 
members, all participants should 
be female, a project to undertake 
the business detailing emphasizing 
the distribution of grant money, 
it is sent to be developed by an 
engineer in the agricultural area 

and the last requirement was to 
have an area of land sufficient 
to carry out the purpose of the 
enterprise activity.
The venture was marked by the 
fall in leader’s illness, which 
conditioned the project to a 
resounding lack of profitability, 
this, coupled with the lack 
of scientific preparation and 
support scientists generated a 
mismanagement of resources 
and capabilities that had the 
project, bringing this to its final 
termination in six months. 

Theoretical Framework and 
Literature Review
The enterprise is the basic and 
elemental production system 
of an economy, is an indivisible 
economic unit that is generated 
in the process of value creation 
that is the essence, purpose and 
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function of the entire economic 
system (Alegre, Berne, & Galve , 
1995). Strategic management is the 
scientific discipline that studies 
issues related to management 
of organizations and how are 
managed the functional areas 
of the firm. Just as the way the 
company has designed herself, to 
set their goals and values, and to 
relate to their environment.

According to Rumelt (1997), the 
purpose of the strategy is to provide 
partial support for the company 
to survive and be successful. 
Strategic management analyzes 
and determines the behavior of 
the target company specifically 
focuses on the determinants of 
competitive advantage and how it 
can be used to generate profits. In 
any organization or company, it is 
essential to have certain resources 
and capabilities that are the basis 
for the generation of competitive 
advantages, which are crucial to the 
achievement of the objectives of the 
firm, that is, to generate sales and 
more importantly, getting benefits.

The theory of resources and 
capabilities focuses on the analysis 
of assets owned and / or controlled 
by companies, as well as their 
differences, and the importance of 
this fact to explain the evolution 
of the results (Barney, 1991). 
From this approach, the company 
is considered as a unique set of 
resources and capabilities with 
a unique story (Castro & Lopez, 
2006). In this perspective the 
strategy is defined as a constant 
search and maintenance benefits, 
which shows the economic 
approach model (Reynoso, 2005).

Achieving success in business 

depends on the performance of 
the tasks of management and 
internal coordination and the 
efficiency with which the company 
competes. The theory of resources 
and capabilities and the structural 
theory explain the existence of 
extraordinary benefits of this 
success, although the empirical 
analysis shows that the first 
explains even better.

The value of the company is 
more related to intangibles than 
tangibles aspects on which the 
valuation was done traditionally 
(Jiménez, 1999). In turn, intangible 
resources and capabilities are 
usually based on information and 
knowledge, so they have no limits 
in their ability to use (Guerras & 
Navas, 2007) and therefore it is 
necessary to manage knowledge, 
which means managing the 
processes of creation, development, 
dissemination and exploitation of 
knowledge to gain organizational 
capacity (Revilla , 1995). This 
makes every day more evident that 
the value of the company that is 
more related to intangible aspects 
than with tangible on which the 
valuation was done traditionally 
(Jiménez, 1999), and thus, with 
knowledge.

According to Arranz (2000), 
when the company discusses 
how to achieve competitive 
advantage based on resources 
and capabilities, should take into 
account that these attributes, to 
become forms of knowledge, are 
the result of merging the ideas of 
the hierarchy with the rest of the 
organization. Ferrer (1989) argues 
that this merger or organizational 
ethos contains a latent energy of 
known and unknown resources, 

used or unused, which tells the 
company how to progress and 
change, because it can build on this 
potential enhanced capabilities 
and routines. Also these attributes 
should have the following 
characteristics: be valuable, rare or 
idiosyncratic, imperfectly imitable 
and transferable, and have hardly 
substitutes (Barney, 1991; Peteraf, 
1993 and Fernández, 1993).

Characteristics of valuable 
resources in the model of Barney 
(1991): Simplicity in use, shortages, 
difficult imitation, difficult to 
replace, analysis of managers. 
In addition there should be 
strategically equivalent resources, 
whose existence can be seen as an 
additional amount in offering a 
superior resource. Reynoso (2005) 
mentions three definitions of 
company capabilities – 

The company’s capabilities are 
the skills that are equally to 
integrate, build and reconfigure 
internal and external 
competencies of the company 
in order to react quickly to the 
changing environment.
Ability to use resources through 
organizational processes of 
the company, with the aim of 
obtaining a particular purpose.
High level routines (or collection 
of routines) that, together 
with resource flows, provides 
company management a set of 
decision options for producing 
significant results.

Efficiency is manifested in three 
complementary aspects: strategic 
capabilities allow the company to 
perform functional activities in a 
better way than their competitors, 
will dynamically adjust to the 
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demands of the environment and 
foster the enterprise to obtain 
strategic resources (Collis, 1994)  
Teece, Pisano, & Shuen (1997) 
mention that the capabilities of 
the company are supported by 
organizational processes, i.e., 
organizational routines that 
take place in the organizations 
and they have three functions: 
integration-coordination as static 
concept, learning as a dynamic 
concept and reconfiguration. 
Implications of learning: skills 
involves both the organization 
and the individual, organizational 
knowledge generated by activities 
that are performed on a daily basis 
in the company, reflected in new 
patterns of activity, in routines or 
a new organizational logic.

Routines are patterns of interaction 
that represent successful solutions 
to particular problems. These 
behavioral patterns reside in 
behavioral groups where some 
simple routines can be represented 
by individual behaviors. One of 
the determinants of the strategic 
position of the company is the 
active control, which are plants 
and specialized equipment and, 
even more, the knowledge-based 
assets are difficult to trade and 
the complementary assets. These 
assets determine the market 
share and profitability at any 
given time. Asset capabilities 
relevant to the company can be 
classified in different ways. One 
is to use the following categories: 
technological, complementary, 
financial, associated to reputation 
with structural, institutional 
derivatives market structure and 
organizational boundaries (Teece, 
Pisano and Shuen, 1997).

The orthodox explanatory scheme 
has eliminated the entrepreneur of 
this system has had its recognition 
throughout economic history, 
making it  the fulcrum (pivot) on 
which everything turns business 
(Bustamante, 2004). The Royal 
Academy of the Spanish Language 
(La Real Academia de la Lengua 
Española, 2012) gives the following 
definition of an entrepreneur: 
“That undertakes with resolution 
difficult and eventful actions”.

Entrepreneurs are considered 
an important part of the process 
of job creation and stimulating 
factor of growth as they create new 
businesses, and thus, creating more 
wealth and prosperity in a country 
(Martín, 2009). As defined by 
Wennekers, Sander, Thurik, & Roy 
(1999) the entrepreneur is linked to 
the manifest ability and desire of 
individuals, either by themselves 
or by teams within or outside 
existing organizations, to create 
new economic opportunities, 
that is, new products, new forms 
of organization, new methods of 
production, etc. and introduce 
their ideas in the markets, facing 
uncertainty and other obstacles, by 
making decisions on location and 
in the form and use of resources 
and institutions.

Bilbao & Pachano (2002, p. 35), 
proposed the following definition 
of an entrepreneur:

“The successful entrepreneur is 
a person with a dream, a goal, a 
desire to create, to innovate, to 
capture a business opportunity, 
which is able to” see “HIS idea into 
finished form, which is not stopped 
by obstacles, so the persistence and 
tenacity are typical characteristics 

of HIS behavior.” Malagón (2003) 
found that entrepreneurs meet the 
following characteristics:

Constance.
Sense or business opportunity.
Knowledge.
Personal responsibility.
Leadership.

To develop entrepreneurship, 
according to Rojas (2003) is:

Make things, no look for 
excuses or reasons to prove that 
you can do.
Getting stronger every time he 
falls, never dig in his heels to 
find the reason for his failure.
It is worthy, conscious, 
responsible for his actions.
The creator of something, a 
home, a business.
Understand that honest work, 
well there is not a need or 
sacrifice but a privilege and  
opportunity it gives us life.
Dreaming of something, do 
it and discover how special 
and unique we are, are always 
positive.

The Promusag Program
The Secretary of Agrarian Reform 
(Secretaría de la Reforma Agraria, 
SRA) is the institution of the 
Federal Government that serves 
women and men who live and 
work in the rural communities 
and ejidos or community ś 
owned land across the country. 
The SRA provides legal certainty 
for the owners of the land and 
promote comprehensive rural 
development social justice. One 
of the ways the SRA supports 
rural development is through 
the promotion of entrepreneurial 
and productive projects in ejidos 
and communities through its 
programs Support for Productive 
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Projects in Agrarian Nucleolus 
Fund (Fondo de Apoyo para 
Proyectos Productivos en Núcleos 
Agrarios, FAPPA) Program for 
Women in the Agricultural Sector 
(Programa de la Mujer en el 
Sector Agrario, PROMUSAG) and 
Young Rural Entrepreneur and 
Land Fund (Joven Emprendedor 
Rural y Fondo de Tierras, JERFT). 
PROMUSAG is aimed at women 
who are organized to develop a 
productive project that allows 
them to earn an income and thus 
help fight poverty in rural areas 
(H., L. V. 2012).

Within PROMUSAG program, 
projects can be installed in various 
areas, such as ecotourism, cattle 
fattening, rural stores, food 
production or various services. 
Women living in the countryside 
can access the program 
PROMUSAG women’s groups 
of 3-6 members, over 18 years 
old, who inhabit agrarian and 
rural areas owners of community 
land. The financial support is of 
$30,000.00 per member provided 
it does not exceed the amount 
of $ 180,000.00. Women may be 
benefiting from the support of 
PROMUSAG until they have been 
supported in the past five fiscal 
years by himself or by the FAPPA 
PROMUSAG (Fund for supporting 
productive projects in agrarian).

Method
The methods employed are the 
analytical and descriptive. The 
first aims to analyze the case and 
identify failures and successes 
which led the company for the 
ensuing year and the descriptive 
method to detail the situations 
experienced by the venture.

Case to Analyze
The history and details of the case 
were provided by one of the women 
who undertook this business 
which in turn is a daughter of 
the initial principal leader of 
the enterprise. To gather the 
information, a personal informal 
interview was conducted on May 
2012. What more motivated the 
business venture was the fact that 
the main entrepreneur has a great 
taste an innate ability for this type 
of business, her personal qualities 
and characteristics mostly 
agree with those of a successful 
entrepreneur. The main obstacle 
for this business venture was the 
lack of funding, which it once 
existed, the project was launched.

In 2009 the entrepreneurial 
principal, was blessed with a 
support of $ 100,000.00 in cash, with 
the advantageous feature called 
“sunk” to the implementation of a 
rural business in the town of San 
Martin de Hidalgo, Jalisco, which 
consisted of raising and fattening 
cattle. Support was received from 
the government body called 
Agrarian Reform Secretariat by 
rural support program to women 
entrepreneurs “PROMUSAG”. 
PROMUSAG central requirements 
requested to be eligible for funding 
to the various proposals were teams 
of nine members, all participants 
should be female, a project to 
undertake the business detailing 
emphasizing the distribution 
of grant money, it is sent to an 
agricultural engineer to develop 
the agricultural area and the last 
requirement was to have an area 
of land sufficient to carry out the 
purpose of the enterprise activity.

The selection criteria for the 

formation of the task force were: 
being female is the PROMUSAG 
prerequisite required and 
indispensable, belonging to the 
family, time available for the 
project and interest in it. The 
skills and / or abilities that have 
the formed team made are the 
leadership, expertise in law, some 
livestock knowledge and empirical 
knowledge of small business 
management. The way in which 
it was given the work distribution 
between women entrepreneurs was 
by making meeting arrangements, 
where they defined their roles. The 
“lady” was the project leader, his 
daughter is bachelor in law and 
has the role of administrator of 
financial resources, and the other 
members would act as support 
staff, i.e. performing operational 
tasks of supplies purchase, cleaning 
stalls, feeding cattle and attention 
to situations that may arise in the 
production area.

The business plan prepared 
was paid before the monetary 
benefit was granted, it just detail 
issues relating to investment in 
equipment and production inputs 
such as instruments, equipment, 
food, young livestock, among 
others. Therefore, only was useful 
to structure the production 
plant and neither for business 
organization or healthy finance 
to sustain within inside. The way 
to get to the end customer and 
more convenient for the type of 
business, existing resources and 
the region where they conducted 
the enterprise, was to sell the 
product at a much larger broker 
to sell the product it the final 
consumer. The project lasted only 
six months from commissioning 
to decommissioning, which 
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corresponds to a period of 
fattening cattle.

Application Of The Theory To 
The Case
It is necessary to analyze the 
internal aspects of the company to 
find the main successes and failures 
committed in undertaking this 
business, as the main reasons for the 
success of a company are brewing 
inside of it. A business venture 
begins with the idea and the desire 
of an individual undertaking, 
which must have certain qualities 
and characteristics. In this case, for 
the entrepreneur’s main business 
was a success in life, as she is a 
person who has the characteristics 
and qualities of a successful 
entrepreneur, which are constancy, 
sense or business opportunity, 
knowledge, personal responsibility 
and leadership skills.

The monetary resource was, 
together with the decision of 
entrepreneurship, the main 
trigger of the business. This 
financial resource was needed 
for the purchase of instruments 
and appliances for conditioning 
the production plant. These 
acquired assets would be tangible 
resources with which the company 
would have to begin to build 
a road and build competitive 
advantage. Unfortunately these 
were not innovative or special 
characteristics that could lead 
the company to take advantage 
of some sort as cost leadership, 
differentiation or focus. It really 
was the most common for a 
company to take from this type of 
business.

The fact that there was no proper 
business plan to guide this 

enterprise in the formation of a 
solid organizational structure led 
to the existence of a variety of 
situations, which the organization 
was not in a proper way as there is 
no basis for internal coordination. 
That is, the organization did not 
developed intangible resources, 
neither knowledge nor skills, and 
also did not took advantage of the 
existing resources in good way, 
and there was no strategic plan to 
guide the company towards a goal 
through proper orientation of each 
of the actions to be undertaken. 
This due to the existing empirical 
knowledge and not theoretical 
basis exists. When it happened the 
disease of the entrepreneurship 
leader  in the early stages, when the 
project did not even started to run 
was one of the situations for which 
the organization had no way to 
handle properly.

The lack of evidence document-
based to guide the integration 
of the existent resources and 
capabilities propelled an unsuitable 
an inadequate knowledge 
management tied to hand and 
feets to the organization in terms 
of the creation and development 
of competitive advantages. There 
were three reasons why the 
venture was short-lived for only 
six months:

1. Failures in the leadership 
capability, the main leader fell 
ill soon after received financing 
and abandoned the project, 
not permanently but did not 
have enough contact to conduct 
business to success, being at the 
head of the project the daughter 
of the main leader. Her daughter 
is Bachelor in Law as a profession, 
but without certainty in knowledge 

about business management 
and effective leadership skills. 
This created an atmosphere of 
des governance, which brought 
conflict among team members 
and discouragement to work and / 
or continue in the project.

2. Lack of capacity in the area of   
procurement, equipment and 
supplies were bought at high 
prices, which were not covered 
by the investment project. This 
situation created a debt in addition 
to the already acquired through 
funding from PROMUSAG, turn 
in a few days unviable the business 
that was being undertaken, as the 
rate of return on investment would 
hardly be necessary for the project 
to survive in the short term.

3. Lack of marketing capacity to 
market the product, at the time 
it was possible to have a finished 
product, feedlot cattle in optimum 
conditions, the price at which it was 
sold was low. However, it was not 
possible to recover the investment 
in the production stage, the money 
raised was used to pay debts owed 
to suppliers and creditors, leaving 
the project without resources and 
women without encouragement 
to continue. This happens due 
to a lack of capacity in the area 
of negotiation and the lack of 
market intelligence to analyze the 
situation and to anticipate future 
price to implement the actions that 
were relevant.

Conclusions and 
Recommendations
Empirical knowledge of 
entrepreneurs, in this case, was not 
enough to route this business to 
success and the lack of structured 
knowledge and appropriate 
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scientific support to this project 
strongly directed towards not stay 
in the market. 

The recommendation for 
PROMUSAG is that it needs to call 
for a strategic plan as a requirement 
to be eligible for financial support. 

To start a business the entrepreneurs 
should also count on empirical 
knowledge, a scientific basis, either 
by the project members, or by 
external consultants.
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Abstract
With all the glittering glory of the organized retail in recent past of retail industry in India, the future of modern 
retail is predicted to be flourishing further, with the green signal to FDI in Multi-Brand Retail for Indian market.

Though since the inception of organized retail in India, the market share of organized retail has taken only the 6 
% of the total retail market of India but the acceptance and growth of this new retail format has been very fast in 
last decade. The most significant period of growth for the sector was between year 2000 & 2006, when the sector 
revenues increased by about 93.5% translating to an average annual growth of 13.3%. There is a hue and cry over 
the entry of private organized retailers’ entry in Indian retail industry as these organized retailers in malls are 
offering very economical & competitive prices, and they are expected to squeeze out the small traditional traders 
who would no longer afford to compete with the giants, thereby sharpening the need to bridge up the gaps, for 
sustainability of the small and medium traditional kirana stores. 

This paper tries to get the insight of the issues related to the problems faced by the traditional “kirana” stores 
after the inception of the organized retail formats in shopping malls of India. Further the study has taken the 
views of the customers at traditional & organized retail formats to understand the factors responsible for the shift 
of customers from traditional to organized format of retail. The study has finally suggested the sustainability 
measures for the traditional retailers in the current scenario of paradigm shift in retail industry in India.   

Key words Organized Retail, Traditional Retail, Sustainability.

Sustainability of Traditional Retailers in 
the Era of Organized Retail

 Dr. Lalitya Vir 
Srivastava

Introduction
Retail as an industry has seen 
the major changes in the recent 
past, with the liberalization of 
economy, there had been a great 
emergence of organized retail in 
India. There were lots of studies 
done on the subject to see the face 
value of organized retail, with 
lots of uncertainties in the initial 
inception of organized retail 
concepts, the various aspects like 
acceptance of organized retail, its 
penetration in market, growth and 
contribution to economic growth 
of the country, employment 
opportunities and its effect on 
traditional retail formats were 

predicted. Total retail sales in India 
will grow from US$ 395.96 billion 
in 2011 to US$ 785.12 billion by 
2015, according to the Business 
Monitor International (BMI) India 
Retail Report* for the second-
quarter of 2011. Strong underlying 
economic growth, population 
expansion, the increasing wealth 
of individuals and the rapid 
construction of organized retail 
infrastructure are key factors 
behind the forecast growth. With 
the expanding middle and upper 
class consumer base, there will 
also be opportunities in India’s tier 
II and III cities. 

Aligning with the predictions, 
Indian retail sector, with 
organized retail formats, has seen 
the considerable growth and the 
predictions of its acceptance by 
the consumers in India, have gone 
beyond the expectation. Especially 
after the down turn in the market 
in 2009, the retail sector has seen 
a considerable increase in sales 
volumes and the growth rates in 
Indian market. 

The size of Indian retail industry 
is more than US $350 billion but 
it is highly unorganized. The 
organized sector has started 
developing in the past few years. 
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Many International brands have 
entered the market. With the 
growth in organized retailing, 
unorganized retailers are fast 
changing their business models. 
According to study conducted by 
ICRIER, total retail business in 
India will grow at 13% annually, 
from US $322 billion in 2006-07 
to US $590 billion in 2011-12 and 
further US $1 trillion by 2016-17.

India today is the second fastest 
growing economy of the world after 
China. Indian economy will grow 
larger than Britain’s by 2022; Japan 
by 2032 and by 2050 will become 
the second largest economy of the 
world after China. Indian market 
has become the most lucrative 
market for retail investment in the 
world. The Indian organized retail 
industry is valued at about $300 
billion and has met the expected 
growth of $427 billion in 2010 and 
heading towards $637 billion in 
2015. Some of the factors which 
have contributed to the growth 
of organized retail in India are: 
increase in the purchasing power 
of Indians, rapid urbanization, 
increase in the number of working 
women, large number of working 
young population and thus people 
look for better quality product at 
cheap rate, better service, better 
ambience for shopping and better 
shopping experience. Organized 
retail promises to provide all these. 

Statement of Problem
The growing organized sector in 
Indian retail industry on one hand 
portrays a glorious future but 
on other hand leaves behind the 
concerns for the age old traditional 
retail format of India. With the 
inception of organized retail, 
small and medium retailers and 

traders in India, are concerned 
with the changes in the business 
environment and the challenges, 
competition and constrains 
thrown by the organized sector. 
The need of the hour is to observe 
and analyze the traditional 
retail environment and develop 
a sustainable action for the 
traditional retail format in India.

This research work is thus 
conducted on the traditional 
retailers of Delhi & NCR to find out 
the factors affecting their business, 
after inception of modern retail 
and also to suggest the sustainable 
action in current retail dynamics 
and competition from organized 
retail. 

Review of Literature
The previous research work done 
on retailing as a subject, give 
relevant references for the further 
studies on retailing, thus it is 
important to review the previous 
studies, the present study is also 
based on the following reviews.

The study conducted by Mathew 
Joseph, Nirupama Soundararajan, 
Manisha Gupta, Sanghamitra 
Sahu, in 2008, the second 
undertaken by ICRIER on the retail 
industry, attempts to rigorously 
analyze the impact of organized 
retailing on different segments of 
the economy. No distinction has 
been made between foreign and 
domestic players, in analyzing the 
impact of the increasing trend of 
large corporate entering the retail 
trade in the country. The findings 
of this study are based on the 
largest ever survey of unorganized 
retailers (the so-called “mom and 
pop stores”), consumers, farmers, 
intermediaries, manufacturers, 

and organized retailers. In 
addition, an extensive review 
of international experience, 
particularly of emerging countries 
of relevance to India, has also been 
carried out as part of the study.

D. Muthamizh Vendan Murugavel, 
studied the retail scenario as one 
of the fastest growing industries in 
India over the last couple of years. 
Indian retail sector comprises of 
organized retail and unorganized 
retail sector. Traditionally the 
retail market in India was largely 
unorganized; however with 
changing consumer preferences, 
organized retail is gradually 
becoming popular. Unorganized 
retailing consists of small and 
medium grocery store, medicine 
stores, subzi mandi, kirana stores, 
paan shops etc. More than 90% 
of retailing in India fall into the 
unorganized sector, the organized 
sector is largely concentrated in 
big cities. Organized retail in India 
is expected to grow 25-30 per cent 
yearly and is expected to increase 
from Rs35, 000 crore in 2004-05 
to Rs109, 000 crore ($24 billion) by 
2010.

Tamilarasan.R. (2007) in his study 
focused to “A study on Retail 
store service Quality Dimensions 
in select Retail stores”. This 
study after an in depth analysis 
of a variety of store dimensions 
and services quality dimensions 
reveals that all these dimensions 
have to be improved to earn a 
competitive edge and survive in 
the retail Business in view of the 
changing and emerging retail 
scenario, in India with the possible 
advent of the MNC’s in the retail 
Indian Market Scenario.
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Amatual Baseer (2007) studied 
in his research about “Emerging 
Trends in India”, The demanding 
ascertain Indian consumer is now 
sowing the seeds for an exciting 
retail transformation that he 
already started bringing in larger 
interest from international brands 
/ formats. With the advent of these 
players, the race is on to please 
the Indian customer and its time 
for the Indian customer sit back 
and enjoys the hospitality of being 
treated like a King.

Rathanyake (2008) studied in 
his research about “customer 
complaining Behavior in Retailing”, 
proper understanding of the 
dynamics of customer complaining 
behavior support the retailer to 
treat the customers who are not 
satisfied with the retail Experience.

Hariharan.G. (2008) in his 
study “profile and perception of 
retail consumers”, analyzed the 
consumers perception towards 
retail, in Palakkad. Visiting retail 
outlets has become a group activity. 
Most of the shoppers are influenced 
by as well as accompanied by 
colleagues, friend and relatives. 
Majority of the people who visit 
do not shop at all. The hang 
around meet friends, do window – 
shopping and spend time.

Objectives of the Study
1. To analyze the demographic 

profiles of traditional retailers.
2. To study the constraints faced 

by retailers after inception of 
organized retail.

3. To analyze the services rendered 
by the retailers compare the 
service with organized retail 
formats.

4. To study the preparedness of 

traditional retailers for comp-
etition from organized retail.

5. To suggest sustainability factors 
for traditional retailer.

Research Methodology
The study is a combination of 
descriptive and empirical research 
based on secondary data analysis 
and primary data collected 
through survey method. The data 
collected for the study includes 
primary as well as secondary 
data. The primary data has been 
collected through the survey of the 
shoppers in the traditional retail 
formats in selected areas of Delhi & 
NCR by direct personal interview, 
to study the impact of organized 
retail on traditional retailers, being 
specific to the household goods, a 
set of 100 retailers of grocery, in 
different prime locations of NCR, 
were selected based on convenient 
sampling.

Framework And Tools Used 
For Analysis
Data collected through interview 
schedule were presented in a master 
table and required sub tables were 
prepared. The statistical tools such 
as Percentage analysis, Weighted 
ranking analysis, Garrett’s 
ranking analysis and Likert’s 
scaling technique were applied 
which are considered appropriate 
to this study.  

Statistical Analysis
To analyze the actual face of 
traditional retail in Delhi and 
NCR, the survey was conducted 
in specific markets of important 
area of the region and was focused 
to know the profile of the retailers 
in terms of their demographic 
profiles, their investment patterns, 
return on investment and further 

capacity to take the organized 
retail as their competitive force.
The questionnaire was filled 
with 100 retailers but only 91 
were actually filled properly 
by the respondents thus rest 9 
were rejected due to incomplete 
information and ambiguous 
information. The selection of retail 
outlets was based on convenient 
sampling and depending upon 
the availability and willingness of 
retailers at the time of researcher‘s 
availability in a particular market 
of specific area selected, as the 
distances in Delhi and NCR are 
huge and difficult to visit and 
cover again.

The survey results show some 
surprising, pathetic but at the 
same time encouraging findings 
related to traditional retail patterns 
followed in Delhi & NCR.
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Demographic Profile of Traditional Retailers:

Result Table: Demographic Profile of Traditional Retailers
Age Gender Income(000) Investment (000) Retail floor area No. of person involved

Years % Sex % Groups % Levels % In sq.ft % <3 48

<20 7 Male 92 < 10 35 <300 48 <100 33 3-5 33

20-29 32 Female 8 10-19 21 300-500 27 100- 300 56 >5 19

30-39 30 Total 100 20-29 24 500-800 16 >300 11 Total 100

40-49 23 30-39 11 >800 9 Total 100

>50 8 >40 9 Total 100

Total 100 Total 100

Source: Primary data collected during the research

The profile of the traditional 
retailers is presented in table given 
above:

Age  
The more than a half of 
the respondent’s approx 
62 % were from young age  
group i.e. 20 to 40 years, with 32% 
respondents found involved in 
traditional retail formats are 20 to 
30 years of age. Approx one third, 
sounding 31% of the respondents 
were from mature age group, aging 
more than 40 years, with 8% old age 
group more than 50 years of age.

Capital  Invested 
As reported a majority of 48% 
retailers were having an investment 
only up to Rs. 3, 00,000 in their 
business concern and another 27% 
were between 3,00,000 to 5,00,000 
investment and 16% of retailers 
had invested between 5,00,000 to 
8,00,000 and a very reare number 
of retailers were with above 
8,00,000 rupees of investments. 

Gender  
Almost all 92% of the respondents 
were male only 7 % were females 
found 100% involvement in their 
retail operations. 

Income  
Approximately 46% of the 
respondents were from middle 
income group ranging from  
10,000 to 20,000 per month, and 
more than one third ,35% of the 
respondents were from lower 
income group that is, up to Rs. 
10,000 per month. 

The interesting outcome of the 
survey is that equal percentages of 
the retailers, 35%, earn a livelihood 
between 20000 to 40000 monthly 
from their retail outlets and 9% 
of the retailers reported to have 
income more than 40000 per 
month.

Persons involved  
A great majority of 48% of the 
respondents was having 3 people 
involved in their retail operations, 
33 % retailers have 3-5 persons 
involved and 19% of retailers have 
more than 5 members involved 
in their day to day operations 
of retail. These numbers are 
irrespective of the family or non 
family members. The majority of 
the retailers involved their family 
members for their retail out lets.

Retail floor Area  
The majority of the respondents, 

approx 56%, were operating with 
the floor availability between 100 
to 300 sq.ft. and another 33% had a 
floor space up to 100 sq.ft. but still 
a significant numbers or retailers 
were operating with more than 
300 sq.ft. of retail floor space with 
them.
 
Services rendered by the 
traditional retailers
The other part of survey was to 
analyze the services rendered 
by the retailers to evaluate 
and compare the service with 
organized retail formats, to 
finally see the attraction scale of 
customers to the traditional retail 
front. To rank the preference of the 
retailers for the services rendered 
by them questions were framed 
on the weight age “between” 1 to 5 
and weighted ranking analysis was 
applied to know their perceptions 
for customer’s preferences. 

Result Table: Services Rank at 
Traditional Retail
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S.No. Services Rendered Weighed Score Rank

1. Credit Facilities 570 I

2. Home Delivery for small purchase 562 II

3. Special goods on demand 458 IV

4. Acceptance of plastic money 424 VII

5. Computerized inventory and billing system 432 VI

6. Sales promotion / Discounts 440 V

7. Availability of economic products & Brands 474 III

8. Toilet & Parking facilities 294 VIII

Source: Primary data collected from traditional retailers during research

The various services, after analysis of secondary data, were taken on the scale, these services are Credit 

facilities, Home delivery, specific 
goods on demand, Acceptance 
of plastic money, computerized 
billing and inventory system, 
sales promotion/ discounts, order 
catering time and finally the toilet 
facilities. 

The following table represents the 
weighted ranking analysis of these 
factors, after the analysis of the 
data collected from the targeted set 
of the traditional retail operators.

The weighted ranking analysis 
for the perception of traditional 
retailers for the customer’s 
preferences for their particular 
retail outlets, we were able to 
priorities services offered by the 
retail outlets. As per the analysis 
the credit facility (short and long 
period) given by the retailer to 
its customers is ranked I as the 
perception of retailers, followed 
by home delivery as IInd and 
availability of economical 
products and brands at rank III, 
the supply of the special goods as 
per the demand of the customer is 
the special service being perceived 
by the retailers as ranked IV. 
Acceptance of plastic money and 
Toilet & parking facilities are 
ranked least as VII & VIII rank 
as per the perception of retailers 

to attract customers, As shown in 
graph below.

Graph: Facilities constraint 
ranks
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Traditional Retail Constraints
The other facet of the coin with 
traditional retailers to compete 
with the organized retail formats 
is necessary to understand, as the 
retail evolution theories suggests 
that the transformation of the retail 
formats requires the resources 
and thus the need to analyze the 
constraints of the unorganized 
retailers sounds more important 
so that the due care may be taken 
to provide the strategic fits for 
their transformation to organized 
retail. These problems were mainly 
categorized as problems related to 
working capital, problems related 
to channel intermediaries and 
problems related to customers 

demand.

a)  Problems related to working 
capital 
As discussed and reported in the 

above segment 
of the paper, 
the majority of 
retailers in India, 
have the small 
infrastructure, 
i n v e s t m e n t s 
and are targeted 
to the small 
segments of 

the customers residing in the 
neighborhoods, their approach to 
the changes in the environment is 
still myopic. Though the changes 
happening in the demographic 
profiles of the Indian consumers 
and their shopping experiences 
in organized retail have extended 
their expectations from the retailer 
next door but due to certain 
constrains the retailers keep a 
neutral approach to the demands 
of customer services. Some of these 
constraints were the part of survey 
of traditional retail and they were 
asked to rate them as their priority 
to come over with them. The survey 
reveals the following results.
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Problems Related to Working Capital-Weighted Ranking Analysis

Result Table: Constraint With Traditional Retail
S.No Factors as constraints Weighed Scores Rank

1. Limited Turnover & Revenue 266 V

2. Need of additional investment 364 I

3. Poor recovery of debts from customers 276 IV

4. Limited credit limits on current account 288 III

5. Complex loan process 302 II

Source: Primary data collected during the research

The majority of retailers face the 
problem of finance in expanding, 
improving and being competitive 
with organized retailers. The major 
constraint as per the weighted Score 
Analysis is the need of additional 
investment to improve the system 
of operations visa viz organized 
retail formats. As discussed earlier 
the size of organized retail outlets 
is very small and with low capital 
investments, though the retails are 
able to generate average revenues 
but the issue of reinvesting the 
money sounds a big question mark 
as the credit collection cycle is very 
poor and thus their major money 
circulates in the market between 
the intermediaries and customers. 
Thus the paucity of funds for 
reinvestment in business is always 
a problem. Further to it the credit 
limits to current accounts exhaust 
soon and remain in credit cycles 
and the loan process from bank 
sounds complex for small retailers 
and the rate of interest further 
high to repay. 

The retailers thus try to maintain 
the status quo, though they want 
to update against the organized 
retail formats but have constraints 
unanswered for their financial 
issues, as aligning in the above 

table of constrains in traditional 
retailing.

b) Problems Related to Chan-
nel Intermediaries
Adding to the financial 
problem of the retailers, are the 
constraints faced by them from 
the intermediaries which probably 
are the operational gaps of 
traditional channel management. 
The operational status quo, even 
in the era of changes in retail 
segment in India, is followed by 
the system, hindering the growth 
of traditional retail, which has the 
plans to change gears to make pace 
with the organized retail.

Some of the benefits in terms of 
sales promotions, promotional 
programs, additional discounts 
and purchasing in bulk benefits 
are being offered exclusively to 
the traditional retailers, by the 
manufactures to motivate the 
retailers in terms of additional 
earnings. These benefits to 
retailers are through the channel 
intermediaries and majority 
of times these offers are not 
disbursed further and kept 
with the channel partners only. 
Similarly, the promotional 
campaigns are the chances for the 
retailer to earn extra money but 
because of poor communication 
flow through existing channel is 
the constraining factor.

Problems Related to Channel Intermediaries
Weighted Ranking Analysis

Result Table: Rank of Channel Constraints
S.No. Factors Weighted 

Scores
Rank

1. Disbursement of sales offers on products 526 II

2. Poor order cycle 440 V

3. Price discriminations on bulks 570 I

4. Limited credit cycles 474 III

5. Supply of substitute products 432 VI

6. Lack of Promotional offer information 458 IV

Source: Primary data collected during the research
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The major problem as ranked 
by the retailers is of the price 
discrimination, practiced by the 
channel partners in buying in 
bulk. Buying in bulk always refers 
to the additional discounts in the 
price to be paid by the retailers, 
but the billing and disbursement 
policies of the channel partners are 
discriminating and partial to the 
retailers front that adds to further 
income related problems and 
profit earnings. Less credit cycle 
and threat of substitute products 
being supplied by the channel 
partners are the major problems 
faced by the retailers, as they have 
to sell the products of channel 
partner’s choice, as they may have 
the monitory benefits for them in 
the channel.  

c)  Problems Related to 
Customer Expectation
As the dynamics of the marketing 
environment specially for the retail 
industry, is changing and the mall 
culture with the organized retail 
formats, have started attracting 
the shoppers and thus able to 
increase the footfall of shoppers 
in the outlets, exposing them to 
the intricacies of the retail formats 
and giving them the complete 
shopping experience. The activity 
level at organized retail is that 
high, where the customers even 
from the lower income groups 
are attracted and awareness level 
is actually becoming very high. 
The flow of information and 
transparency of knowledge with 
the customers have increased 
the demand level for the service 
offerings from the traditional 
retail store, which sounds the 
other coverage bracket of the 
problems faced by the retailers at 
the traditional fronts.

Some of these problems as asked 
as priority for them were listed 
and ranked by them in the table 
given above. Ranking increased 
service expectations as their major 
problem followed by changing 
demographic profiles of the 
customers adding to the increased 
awareness levels, increasing 
demands for more brands with 
better brand equity leading to 
the pressure of increased product 
range and inventor levels. The 
kind of discounts and sales 
promotion offers provided by the 
retailers with organized formats, 
increase the bargaining powers of 
the customers with the retailers at 
traditional front, this problem is 
being rank IV on weighted ranking 
analysis, displayed in above. 

d)  Preparedness for compet-
ition from organized retail
The feel of threat and undecided 
state of the marketing environment 
related to unorganized retail, 
leads to question marks about the 
preparedness of organized retail 
to compete with the organized 
retail formats. As it is important 
to understand the current scene, 
the survey focused on the issue 
of the actual impact of organized 
retail on the performance of the 
traditional retail, thus a portion 
of questionnaire focused on the 
issues to estimate the treat and 

Problems related to customer expectation
Weighted Ranking Analysis
Result Table: Rank of Customers constraints

S.No. Factors affecting Weighted Scores Ranks

1. Changing demographics 494 II

2. Increased service expectation 546 I

3. Increased awareness 492 III

4. Increased bargaining powers 490 IV

5. Increased demand of brands 480 V

Source: Primary data collected during the research

to evaluate the preparedness of 
traditional retail to encounter 
the competition given by the 
organized formats. Some of the 
objectives were to know the effect 
of organized retail on – 

1) Revenue generation of 
traditional retail formats

2) Customer base of traditional 
retail formats

3) Profit earnings

The other set of questions, focused 
to reveal the following:

1) Do traditional retailers take 
organized retail as threat?

2) Are they ready to adopt changes 
required?

3) What are the corrective 
measures being taken?

To conduct the survey specially 
to know the results of this survey, 
certain questions were asked 
again for example, after knowing 
the retailers problems related to 
customers and their increased 
expectation, they were asked to 
rate again their preferences for the 
services, they would like to render 
to their customers to compete with 
the organized retail and to sustain 
their customers.

Some of the interesting results are 
as follows - 
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Change in income levels after 
inception of organized retail
To measure the impact of the 
growth of organized retail in Delhi 
& NCR, on the changes in the 
income patterns of the traditional 
retailers. The study focused on the 
comparison scale of the percentage 
change of retailer’s income in year 
2009 & 2010, which was able to 
give the overall view of individual 
retailer’s statistics including 
their numbers of 2008, which 
was the year of sustained growth 
of organized retail and year of 
economic down turn.

The individual data for percentage 
change in income was collected 
and then mean was calculated to 
see the change for an individual 
income level group of retailers 
and for each level of the income 
group retailers had different 
mean of changes in income, as 
demonstrated in table below. 

Change in Income Levels After Inception of Organized Retail
Result Table: Impact on Income of Traditional Retail 

Income levels
(000)

Number of 
retailers

% change in 
income in 
2010 year

% change in income 
in 2009

Overall impact 

< 10 32 16 13 3

10-19 19 12 11 1

20-29 22 13 14 -1

30-39 10 11 13 -2

> 40 8 12 08 4

Total 91

Source: Primary data collected from traditional retailers during research

The major findings reflect that 
there is a continuous growth 
in the percentage change in the 
traditional retailers with the 
income group of less than ten 
thousand, relatively less but not 
significant change in incomes of 
the retailers with income between 
ten to twenty thousand but a 
negative impact though minimal 

in overall income of retailers with 
higher income groups between 
30,000 to 40,000 per month, on 
the contrary a significant change 
of 4 % were enrolled with retailers 
above 40,000 per month income. 
Graph: Income shift after 
organized retail
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Suggests that the small set up 
of traditional retailers have 
a fixed customer’s category, 
which are frequent buyers but in 
small quantities thus there is no 
significant change in their monthly 
income because of organized 
retail, where as the retailers 

between 20,000 to 40,000 income 
have minor impact that they do 
not correlate with organized retail 
and the bigger set ups with high 
investments and better services 
also bono face competition with 
organized formats of retailing.

Response to competition from 
organized retail

As per the responses given in the 
survey segment evaluating and 
ranking the problems faced by 
the traditional retailers because of 
increased expectation of customers 
after their inception and experience 
of shopping in organized retail 
formats. The research, focused on 
the preparedness of the retailers 
against the organized formats 
for sustaining and improving the 
customer base, taking organized 
retail as the positive competitors 
for them. 

Response to competition from 
organized retail (% of sampled 
retailers)
Result Table: Improvement in 
Format Operation

S.No. Services Rendered %

1. Increase credit facilities 48

2. Improved home delivery 41

3. Acceptance of plastic money 63

4. Computerized inventory and 
billing system 22

5. Additional discounts 9

6. Improved product range 43

Source: Primary data collected during research 

The summary result as shown 
in the table above signifies that 
the retailers at traditional front 
have understood the need and 
expectation of their existing 
customers and either already 
incorporated or intend to 
incorporate the changes in services 
being offered to improve and align 
with the services offered by the 
organized retail to attract their 
customers.
  
As per the percentage scale the 
acceptance of plastic money is the 
most prioritize service demanded 
by the customer and as it involve 
The least finance and hassle, 
almost major retailers trying to 
provide that service
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The survey results show the wider 
picture of the small sample size 
of traditional retailers in Delhi & 
NCR. There are problems related 
to finance with the majority of 
traditional retailers but still their 
understanding with the organized 
retail as a healthy competitor 
is on the cards thus retailers at 
the traditional fronts prepare 
themselves to give a decent fight 
to organized market by making 
significant changes in their 
formats, which even the retail 
evolution theories suggests.  

Conclusion
The survey of the traditional 
retailers with the help of the 
questionnaire helped us in 
analyzing the situation of the 
traditional retail market and 
the reasons of the major market 
share of the traditional retail 
even after the inception of formal 
and structured organized retail 
formats. The findings of the 
traditional retailer’s survey are 
being discussed below:

1) Demographic Profile Of 
Tra-Ditional Retailers
The sample selected for the 
survey represents, the generalized 
findings for the traditional 
retailers in Delhi & NCR. During 
the analysis of tabulated data, we 
found that the more than half of 
the population of sample, around 
62% retailers, are from the younger 
age group of 20 to 40 years and 
one third of the retailers surveyed, 
around 39%, were in the ages 
group above 4o years of age. The 
gender distribution was found to 
be male dominated as 93% of the 
respondents were male and only 
7% were females, the interesting 
finding here is that out of these 7 

% female majority, around 85% of 
the female retailers were in the age 
group of 20 to 40 years.

The analysis of the sample set on 
the basis of income from their 
traditional set up, we found that 
majority of the retailers, 46%, were 
earning from their store, a monthly 
income between Ten thousand to 
twenty thousands, one third of the 
sample population earns below 
tent thousand as income and 
only one fourth of population has 
earning above twenty thousand 
rupees per month.

The income profile is best aligned 
with the findings of the capital 
investment by the retailers in 
their retail outlet. The retailers 
with smaller investment of rupees 
up to three lakhs were earning 
the least and as the investment 
increases, the income is also found 
increasing. The one fourth of 
population having income above 
twenty thousand rupees are all 
the retailers invested more than 
five lakh rupees in their business 
establishment. 

Similarly, there is a direct finding 
for the retail floor areas used by the 
retailers for traditional formats. 
Majority of retailers, around 56%, 
fit in their store in area between 
100 to 300 sq.ft. The retailers with  
higher investments are able to 
procure more floor space and thus 
able to provide better visibility 
and services to customers and 
thus have the better income status 
as compared to other traditional 
retailers. The higher floor space 
retailers involved more numbers 
of workers as they are needed for 
better coverage of the customers 
where as majority of traditional 

retailers were having an average 
of 3 persons handling the store 
operations and majority of cases 
these workers are the family 
members.

2) Traditional Retail 
Constraints 
Another area of observations 
and findings of the survey is 
the traditional retail operations. 
This gives the insight operational 
opportunities and problems faced 
by the traditional retailers in the 
competitive era of organized retail. 
The major finding of the survey 
are related to the working capital 
management, as these retailers 
understand the need for higher 
investments in their business units 
but face the problems related to 
turn over, credit limit of current 
accounts, complex loan process 
and poor recovery of debts, which 
they have ranked on their priority 
scale, for us to understand and 
recommend the improvement in 
their retail formats. Their other 
area of concern for operational 
front is the set of problems they 
face with channel partners and 
customer expectation especially 
after inception of the organized 
retail formats.

3)  Preparedness For Compe-
tition From Organized Retail
The analysis of the survey 
regarding the preparedness of 
the traditional retailers for the 
competition from organized retail 
gives us the following findings.
1) There is no change in the 

income levels of the traditional 
retailers after inception of 
organized retail in their 
area, for the majority of the 
respondents of sample universe 
as per result of the primary 
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data analysis using percentage 
method. 

2) Traditional retailers have 
understood the competitive 
strategy and take it as 
the positive and healthy 
competition from organized 
retailers, as analyzed from 
primary data. 

3) Majority of traditional 
retailers, around 67%, have 
already started improving their 
existing service offerings and 
started giving better services 
aligning with the customer’s 
expectation. For example 63% 
of the traditional retailers have 
started accepting the plastic 
money, 48% have increased 
the credit facilities and 43% 
have decided to improve their 
product assortment. 

Sustainability Measures 
Studying the paradigm shift from 
traditional to organized retail in 
shopping malls in NCR, certain 
factors and variables related to the 
current scenario of retail industry 
were observed, some of them as 
the part of study are presented in 
the findings as discussed above 
and some of them as the secondary 
data analysis were understood and 
noticed. Based on these findings, 
there are certain recommendations 
of the research.
1) Traditional retail formats in 

Delhi and NCR are facing 
the competition from the 
organized retail formats, thus 
require immediate attention 
for the infrastructural support 
to take the competition healthy.

2) The policies related to working 
capital enhancement, credit 
limit of current account and 
easy loan facilities should be 
framed to help the traditional 

retailers to improve their 
formats aligning with the 
dynamics of retail industry.

3) There is a need for making the 
traditional retailers aware of 
the changes happening in the 
industry and train them to 
compete with the structured 
formats to cater the need of the 
changing buying patterns of 
the customers.

4) Operational support in terms 
of facilities should be made 
easy for the traditional retailers 
to adopt and procure for 
providing better retail services 
to their customers. For example 
the acceptance of plastic money, 
which is very easily available 
to the customers in Delhi & 
NCR but accepted better in 
organized formats in malls 
and very rarely accepted by the 
traditional retail formats.
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Abstract
Childhood obesity has been labelled one of the most serious public health issues of the 21st century. Childhood 
obesity is a serious medical condition that affects children. Overweight and obese children typically grow into 
overweight and obese adults, who are susceptible to chronic complaints such as diabetes and cardio vascular 
disease. As the rate of obesity continues to escalate, children are increasingly becoming victims of health 
complications attributable to weight gain. The percentage of children labelled obese or overweight has risen 
steadily over the past decade with no sign of a decrease in sight. Among children ages 2–19, about 1 in 3 are 
overweight and obese. Overweight adolescents have a 70% chance of becoming overweight adults. Paediatricians 
and child development experts have theorized that food advertising contributes to childhood obesity in the 
following ways: (1) Time spent using media detracts from time that could be spent engaged in physical activity; 
(2) Food advertisements on television encourage children to make unhealthy food choices; (3) Cross-promotion 
of food products and television and movie characters encourages children to acquire and consume low-nutrient, 
high-calorie foods; and (4) Children snack excessively while accessing various forms of media and eat less healthy 
when watching television specifically. 

Television commercials for sweets, snacks and fast food are the mainstays of advertising which targets 
children. Food marketing to children is almost always for unhealthy products and this plays an important role 
in encouraging unhealthy eating habits which are likely to continue into adulthood. The research has been 
conducted by adopting both qualitative and quantitative methods of data collection. This paper considers some 
of the available evidence relating to the influence of the various forms of advertising in general, their influence on 
children and on consumption habits. To measure the impact of advertisement aimed at children, an experiment 
was conducted and observations were recorded. In the light of the finding of the study, the researchers suggest a 
strategy to control the adverse effect of advertising aimed at children. 

Key words  Obesity, Advertisement, Paediatricians, Food marketing, Qualitative and Quantitative  
Research Methods

Childhood And Obesity: Credits To 
Vibrant Advertisment
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Television Food Advertising 
and its impact on Child’s Food 
Preference
For decades, advertising has been 
omnipresent in our visual and 
acoustic environments. Using 
various advertising strategies, the 

media increase temptation and 
create a need by giving products a 
certain representation which has a 
significant and specific appeal. The 
persuasive aspect of advertising 
assumes full meaning when one 
looks at the child’s perspective. 
They do not always understand 

its persuasive dimension. Because 
they do not have the ability to 
detect this dimension, children 
are more vulnerable when it 
comes to advertising. Over the 
last decade, food and beverage 
products targeted to children have 
increased and these products are 
dominated by foods that are high 
in calories, sugars, salt, fat and low 
in nutrients. 
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Today’s children, ages 6 to 10, 
consume multiple types of media 
and spend more time (44.5 hours 
per week) in front of computer, 
television, and game screens than 
any other activity in their lives 
except sleeping. There are strong 
associations between increases 
in advertising for non-nutritious 
foods and rates of childhood 
obesity4. Most children at the age 
of 6 cannot distinguish between 
programming and advertising 
and children at the age 8 do not 
understand the persuasive intent 
of advertising. They may think 
that the ad is part of the program 
they are watching. Advertising 
directed at children this young is 
by its very nature exploitative. 

of school-age children globally. 
The rates of obesity in America’s 
children and youth have almost 
tripled in the last quarter century. 
Since they are captive, they are a 
golden audience for advertisers. 
Approximately 20% of our youth 
are now overweight with obesity 
rates in preschool age children 
increasing at alarming speed.  By 
the time they are 5 years old, 
children have seen an average 
of more than 4,000 television 
commercials for food annually. 

Food advertising focuses mainly on 
unhealthy and non-nutritious food. 
Also, advertisers target programs 
that are created especially for 
children.   Both exposure to TV 

Chart 1: Distribution of food in TV advertising targeted to 
children or teens

Source: Kaiser family foundation, Food for thought: Television food advertising for children, 

March 2007

Childhood obesity is becoming a 
worldwide epidemic, with excess 
body weight affecting some 10% 

food advertising and obesity are 
highly correlated with time spent 
watching TV, permissive parenting 
styles and exposure to other kinds 
of marketing. Overweight and 

obese children are at an increased 
risk of suffering comorbidities 
including type 2 diabetes, fatty 
liver disease, and endocrine and 
orthopaedic disorders. 

Television food advertising has 
a meaningful indirect effect” on 
children’s eating habits. Companies 
spend millions of dollars per 
year in marketing. For example, 
McDonald’s spent $723 million in 
marketing only in 2004.5 To reach 
children on a larger scale, they 
form alliances; also called cross-
promotions, with other companies 
such as toy companies, film 
production companies and sports 
leagues. Another example of cross 
promotion involves the affiliation 
of the fast food chain KFC to the 
popular video game Guitar Hero. 
Therefore, to successfully attract 
young people, companies choose 
a combination of various methods 
including contests and games, 
toys, the playground, the use of 
fictitious or popular characters, 
the use of different attractive 
colours, etc. It seems that infants 
as young as 6 months old are able 
to form mental images of logos 
and mascots. Children recognize 
brands through the various 
characteristics of their packaging 
or their logo. For example, 
attractive and vibrant colours, 
shapes and fictitious characters 
allow children to recognize the 
brand and to ask their parents 
for it. Also, brands are requested 
according to their popularity. At 
the early age of three, children 
begin judging their peers based on 
their consumption habits and the 

 Kaiser family foundation, Food for thought: Television food advertising for children, March 2007
The Nielsen Company, 2010
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products they use.

Chart 2: The Restaurants In The Study

Source: The Nielsen Company, 2010

This fashion phenomenon may 
also be observed in the food 
industry and the same study found 
that children’s eating habits are 
greatly influenced by this brand 
phenomenon. Obesity has doubled 
over a period of twenty years 
overall in industrialized nations. 
It is important to mention the 
major role soft drinks play when 
addressing the food marketing 
issue.  Young people consume 
more and more products that 
are high in sugar and soft drinks 
reinforce this phenomenon 

because they contain a lot of sugar.  
Various studies, often contested by 
professionals from the industry, 
show that children do not have the 
psychological maturity to really 
grasp the advertiser’s persuasive 
and sales objectives. As for the 
little ones, they are not even able 
to distinguish the program’s 
commercials from the program 
they are watching. Children 
therefore risk being wronged 
during the consumption process. 
Because of the wide range of 
commercial messages meticulously 
targeted to specific segments of 
the child audience, children seem 

to have become less dependent on 
their parents in learning about 
consumer values. It is possible that 
entertainment and advertising 
aimed at young children shortens 
the period during which parents 
are the primary socializing force 
in the lives of their children.

McDonald’s, Burger King and 
KFC all use a variety of marketing 
techniques to make their products 
appealing to young children. Most 
of this marketing promotes their 
children’s menus, for instance the 
‘Happy Meal’ for McDonald’s and 
the ‘Kids Meal’ for Burger King 
and KFC. Several examples of the 
use of these cartoon characters 
could be mentioned. The use of 
fictitious characters in ads is no 
coincidence. Combining a brand 
with a character allows companies 
to reach children more successfully, 
allowing them to recognize the 
brand an ultimately adopt the 
brand. Product preference has 
been shown to occur with as little 
as a single commercial exposure 
and to strengthen with repeated 
exposures. Product preferences 
affect children’s product purchase 
requests and these requests 
influence parents’ purchasing 

decisions. 

Chart 3: The Restaurants In The Study
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Source: The Nielsen Company, 2010

Solutions to the problems of 
obesity/children’s health need to be 
multi-faceted. In sum, it appears 
that there is much need to be 
more strategic in response to this 
problem. ‘Unhealthy marketing’ 
should be legally regulated by 
limiting the amount of promotion, 
product development, pricing and 
advantageous distribution, and 
‘healthy marketing’ should be 
increased. 

Review of Literature
The kid market is a burgeoning 
market worldwide. India is no 
exception to this where the kid 
market is estimated at Rs.5000 
crores/ $110 million. The sheer 
size of the market reveals how 
strategically important this 
market is for the advertisers and 
the marketers. Having realized 
the long term implications of 
addressing this market, the 
marketers have devised marketing 
and advertising strategies 
specifically aimed at this target 
audience. This segment possesses 
enormous purchasing power 
which could probably be attributed 
to the increasing discretionary 
income of households. Children 
today are assuming the role of 
decision makers from a relatively 
young age. Marketers use different 
media vehicles to communicate 
with this target audience. A media 
vehicle which the kid market is 
very conversant with is television. 
Television viewing by children has 
been increasing at an exponential 
rate over the last few years in India 
and abroad. As a result television 
commercials appear to have a large 
impact upon the brand preference 
and purchase behaviour of 
children. (Sujata Khandai, 

Bhawna Agrawal, 2012).

Television advertising is believed 
to have a profound effect on 
children. A study conducted by 
Dr. Ruth-Blandina & M. Quinn, 
revealed that parents identified 
three main ways in which 
television advertising seemed to 
influence children: pester power; 
direct copying of behaviour seen in 
advertisements; and a subliminal 
or very gradual effect on attitudes 
through communication of often 
anti-social ideas or cultural norms. 
The study further concludes that 
for children between the ages 
of 6 and 13, the main sources of 
advertising are television (94.6%). 
(Dr. Ruth-Blandina M. Quinn, 
2002). The effect of advertising 
on children has been proven quite 
indisputably in every part of the 
world by numerous pieces of 
research. The force of impact of an 
advertisement change according 
to how children’s preference for 
individual types of media changes 
with their age. Small children 
(7–11 years-old) are most affected 
by television advertising, while 
the effect of media such as the 
internet, on-line computer games, 
etc. is noticeably greater at a later 
age. (Jana FIALOVÁ, 2010)

Advertising agencies main goal to 
children is to create pester power. 
Not only will this pester power 
take effect in a child’s mind and 
persuade them to buy existing 
and new products, but may also 
lead to increase in consumption of 
unhealthy food among children. 
Another interesting aspect of 
advertising targeting children is 
that most aired advertisements are 
of the celebrity famed Soft Drinks 
which contain pesticides almost 27 

times higher in India than the EU 
norms according to the findings 
of Delhi based NGO, Centre for 
Science & Environment. Breakfast 
cereal advertised to children 
have 85% more sugar, 65% less 
fibber and 60% more sodium. E 
percentage or distribution of types 
of food ads targeted to children in 
2005 shows that the top three types 
of food ads shown are of 34% of 
candy and snacks, 28% of sugared 
cereal and 10% of fast foods. The 
lowest three percentages of food 
ads shown were of dairy products 
with 4%, breads and pastries with 
2% and finally fruit juices with 1%. 
The other food ads shown were of 
sodas and soft drinks (9%), dine-
in restaurants (7%) and prepared 
food (4%). (Andrew, 2011).

The study conducted by Anand 
Nawathe, Rohan Gawande, Sudhir 
Dethe, argues that in 55% of the 
cases the child influences the 
buying decision of the parents 
particularly buying clothes, food 
items, FMCG items. Around 78% 
of the children watch cartoon 
channels, so they are more exposed 
to the characters shown there and 
the products endorsed by these 
cartoon characters which may 
imbibe bad food habits in children 
as most of the ADs projected are 
fast food and cold drink related 
and not about healthy diet.( Anand 
Nawathe, Rohan Gawande, Sudhir 
Dethe, 2007).

One of the major consequences 
of increase consumption of 
unhealthy food items among 
children is child obesity. The child 
obesity epidemic has reached 
incredibly high levels.  Among the 
major contributing factors are fast 
food and advertising.  This rising 

Vol 1 // Issue 1 // June 2013



ABS International Journal of Management

27  //  Volume  I  //  Issue II

crisis is putting children at risk, 
for overweight children usually 
grow to overweight adults.  Nestle 
(2002) has reported that children 
between eight and eighteen years 
of age watch twenty-two hours of 
television a week. Nearly 70% of 
food advertising is for convenience 
foods, candy and snacks, alcoholic 
beverages, soft drinks, and 
desserts, whereas just 2.2% is for 
fruits, vegetables, grains, or beans. 
Children are watching more than 
1,250 hours of television a year, 
including 38,000 commercials 
most of which advertise food 
products. It is no wonder this 
aids the obesity epidemic. (Jessica 
Reetz, 2006).

Various researches have shown 
that the obesity crisis has risen in 
the last twenty years, and is twice 
as high in children since late 1970 
(Schlosser, 2001).  It is mentioned in 
the study that advertising directed 
towards children skyrocketed in the 
1980’s, especially running during 
programs on networks such as 
Nickelodeon, the Disney Channel, 
and the Cartoon Network, none 
of which were around before 
1979. Children’s clubs, such as the 
Mickey Mouse Club for example, 
expanded during the 1980’s.  
Companies use these clubs as 
an effective means of targeting 
ads and collecting demographic 
information.  The Burger King 
Kids Club alone increased the sales 
of children’s meals as much as 
300 percent.  Schlosser (2001) also 
noted that a typical teenage boy 
drank three times as much soda as 
he did in 1978, and teenage girls’ 
soda intake has doubled.  

Research Question
The extent of children understands 

of advertising messages and 
the influence of advertising on 
children is a topic that still has to 
be researched in detail. A further 
crucial point is how and to which 
extent television advertising does 
influence children on their brand 
perceptions and their eating habits. 
An important part of television 
advertising targeted to children 
is about food. The effects of the 
aggressive advertising aimed at 
children on their eating habits 
will be discussed in this study. 
The available research evidence 
shows that food promotion has a 
strong causal effect on children’s 
food preferences, knowledge and 
behaviour, particularly by comp-
arison with other factors. This 
study will attempt to test following;

Television Food Advertising 
Aimed At Children Has A 
Strong Causal Effect On 
Children’s Food Preferences 
And Knowledge.

Research Design
The area of our research is to 
study how TV food advertising 
has an impact on food preference 
and knowledge of unhealthy food 
items of the children. Advertising 
comes in different forms such 
as television, print, radio & 
internet. So using such various 
communicating devices how the 
products are advertised to the so 
called new segment in the market. 
The literature review confirms 
the fact that television advertising 
has a profound effect on children. 
That is why our study focuses 
mainly on television advertising 
aimed at children. We chose 
experimental research design 
to conduct our study because 
questioning method was found 

to be inappropriate method for 
collecting data from children. 
However in-depth interview of the 
mother or care taker of the child 
was also conducted to gain insights 
of the child’s food preference and 
validation of the observations 
collected after the experiment.

Second part of the study examines 
the legal framework existing in 
developed countries, regulating 
the advertising aimed at children. 
This framework is then compared 
with the same existing in India to 
identify the thrust areas. Thus this 
study does not only concentrate 
on the findings but also suggests 
corrective measures to be taken 
up to minimize the after effects of 
television food advertising aimed 
at children and to regulate the 
unethical practices of advertisers. 

Part One - TV Food 
Advertising Has an Impact 
on Food Preference and 
Knowledge of Unhealthy Food 
Items of the Children

Experiment & Data Collection
The data collection was done 
by using two methods those are 
observation and interview. Ten 
school going children of five to 
12 years of age were selected from 
residential society to participate 
in the study. The selection 
was based on non probability 
sampling technique. The sample 
was divided in two groups of five 
children each. One group was the 
experiment group the other was 
the control group. The control was 
used to measure net testing effect 
and also to minimize the effect of 
extraneous variables. 

Pre Experiment Data
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The distribution of children in two 
groups was purely random. Each 
sample unit from both the groups 
was interviewed by researchers 
to collect pre experiment data. 
The children were asked about 
their favourite food to record 
their knowledge about available 
food items in the market (that 
includes healthy and unhealthy 
both category of food items). 
Their responses were recorded 
by the researchers the children 
were then shown list of food items 
and were asked to rank order 
the items on the basis of their 
preference. The children told their 
preference and items were ranked 
accordingly researchers only (refer 
annexure I & II) to see the details 
of the structured interviews and 
standard data sheet). The children 
were interviewed individually 
to keep the peer influence away 
from the data. This sheet gave 
the insights of their existing food 
habits before the experiment. 
This is how the knowledge and 
food habits of the sample were 
recorded by the researchers. Thus 
pre experiment data was collected 
from experiment group (O1) and 
control group (O3).  The mother 
or care takes of the child were also 
interviewed to validate the data 
recorded prior to the experiment.

Experiment
A Cartoon movie of one hour was 
shown to the experiment group 
after two days of pre experiment 
data collection. Researchers 
introduced the advertisements of 
different food items in the movie 
after every ten minutes. All the 
members of the experiment group 
watched the movie in the same 
room. Some snacks were also 
served to the children during the 

movie.  

Post Experiment Data
A second round of interview was 
conducted with the experiment 
group soon after the movie got 
over. The method of data collection 
was the same as was used to collect 
pre experiment data. The control 
group was not shown the movie 
and were interviewed in the play 
ground to ensure the naturalistic 
setting. Their responses were 
rescored as it was done to collect 
pre experiment data. 

The two days gap between pre 
experiment data collection and 

experiment data collection was 
kept to neutralize the testing 
effect on experiment group. This 
prepared a naturalistic setting for 
the experiment so that children 
do not remain under the effect of 
interview conducted two days ago.

A week after the experiment, 
both the groups were contacted 
again to repeat the exercise of 
data collection. The third round 
of data collection was undertaken 
to record the long term impact of 
experiment (television advertising 
of food items) on knowledge 
and food habits of children. The 
mother or care taker of the child 
was interviewed again to validate 

the observations. 

Data Analysis & Discussion
For data, refer to annexture-1
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Knowledgement Test
The experiment was conducted 
through two tests: knowledge 
test and preference test. The first 
test was knowledge test wherein 
the variation between the known 
knowledge of children about 
noncore foods and effect of 
advertisement on their knowledge 
was examined. In the Knowledge 
test the experiment group 
exhibited a gradual increase in 
the junk food consumption after 
exposure to experiment, whereas 
the control group exhibited 
minimal change because of no 
exposure to experiment. The 
results explained the influence 
of advertisements in widening 
the knowledge kaleidoscope of 
children in junk food section. 
The experiment increased the 
knowledge about the junk food 
among the experiment group 
through the advertisements shown 
in the course of the movie .The 
increase in the level of knowledge 
about the unhealthy food has 
increased the consumption 
of the so called “junk” food 
among the children belonging 
to the experiment group. Food 
advertisements composed 11% to 
29% of advertisements. Noncore 
foods were featured in 53% to 87% 
of food advertisements, and the 
rate of noncore food advertising 
was higher during children’s 
peak viewing times. Most food 
advertisements containing 
persuasive marketing were for 
noncore products. Younger 
children are not fully aware of 
the persuasive intent of food 
marketing and tend to accept 
advertising as truthful, accurate, 
and unbiased and form their 
decisions about food based on 

them. WHO consultation report 
on diet and prevention of chronic 
diseases examined the strength 
of evidence linking dietary and 
lifestyle factors to the risk of 
developing obesity.  Diet and 
lifestyle factors were categorized 
based on the strength of scientific 
evidence according to four levels 
of evidence: convincing, probable, 
possible and insufficient. The 
report concluded that while the 
evidence that the heavy marketing 
of fast food outlets and energy-
dense, micronutrient-poor food 
and beverages to children causes 

obesity is equivocal, sufficient 
indirect evidence exists to place 
this practice in the “probable” 
category for increasing risk of 
obesity. Thus Obese kids showed 
greater activation in the rewards 
and pleasure centres of the brain, 
which lit up when they saw the 
food logos, compared with when 
they saw non-food logos. Healthy 
weight kids on the other hand also 
showed signs of brain activation 
when shown the food labels, but 
in brain’s self-control centres. 
Healthy weight children were 
also more likely to report greater 
self-control when surveyed after, 

compared with the obese children. 
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Preference Test

The second test was the preference 
test wherein the preferences 
pre movie and post movie were 
recorded from the experiment 
group and the control group in 
this case was only subjected to 
pre movie preference test. In the 
Preference test the experiment 
group exhibited an exponential 
increase in the preference for junk 
food after the experiment. The 
stimuli increased the preference 
for junk food among children 
of experiment group whereas 
there was not much change in 
the preferences of the children 
belonging to the control group. The 
results of the test   demonstrate that 
children exposed to advertising 
choose advertised food products 
at significantly higher rates than 
children who were not exposed. 
The experimental trials and direct 
observation of mother-child pairs 
shopping have consistently shown 
that children’s exposure to food 
television advertising increases the 
number of attempts children make 
to influence food purchases their 
parents buy. Purchase requests 
for specific brands or categories 
of food products also reflect 
product advertising frequencies. 
Those preschoolers and grade 
school children’s food preferences 
and food purchase requests for 
high sugar and high fat foods 
are influenced by television 
exposure to food advertising. 
The use of media characters on 
food packaging affects children’s 
subjective taste assessment. 
Messages encouraging healthy 
eating may resonate with young 
children, but the presence of 
licensed characters on packaging 
potentially overrides children’s 

assessments of nutritional merit. 
While 92.2% of the children 
predominantly recognised the 
healthier food, only 33.2% also 
preferred the healthier food. An 
enormous amount of learning 
about food and eating occurs 
during the transition from the 
exclusive milk diet of infancy to the 
omnivore’s diet consumed by early 
childhood. This early learning is 
constrained by children’s genetic 
predispositions, which include the 
unlearned preference for sweet 
tastes, salty tastes, and the rejection 
of sour and bitter tastes. Children 
also are predisposed to reject new 
foods and to learn associations 
between foods’ flavours and the 
postingestive consequences of 
eating. Review of behavioural 
factors that influence intake and 
expenditure indicates ways the 
family environment interacts with 
genetic predispositions to produce 
patterns of food preferences, food 
consumption, and physical activity 
that can promote childhood 
obesity in susceptible individuals.

Part Two - Legal Framework to 
Regulate Advertising Aimed 

At Children

TV Advertising regulations 
outside India
With the advent of the concept of 
audiovisual media services and 
its corresponding regulation, it is 
clear that the media landscape has 
changed beyond all recognition. It 
is in this brave new world of altered 
media states that media regulators 
are currently looking very closely 
at advertising and, in particular, its 
effects on children and minors. For 
example, the UK and Romania have 
recently reviewed their legislation 
concerning junk food advertising 
targeting children. Regulators are 
also looking closely at advertising 
for cigarettes and alcohol with 
a view to enshrining greater 
protection for children and minors 
in their national media legislation. 
Although formal definitions of 
marketing are very broad, but 
the processes that are very visible 
to the consumer are, namely: 
advertising and promotion. Six 
marketing techniques widely 
used by companies to promote 
food to children were singled out: 
television advertising, in-school 
marketing, sponsorship, and 

product placement, Internet marketing and sales promotions.

Chart 4: Different modes of advertising 
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Source: EASA

It is in this context of increased 
legislative vigilance that the 
European Audiovisual Obser-
vatory, part of the Council of Europe 
in Strasbourg, has just published a 
brand new report on regulation 
on advertising aimed at children 
in Europe. Children are given a 
special focus in the International 
Chamber of Commerce’s (ICC) 
Advertising and Marketing Com-
munication Practice Consolidated 
Code. According to this code, 
manufacturers are obliged to be 
truthful about the size, durability 
and performance of their products 
as well as being honest about the 
level of skill needed to assemble 
or operate them. The code also 
stipulates strict rules concerning 
the use of children’s personal data. 
The EGTA - the Association for TV 
and Radio Sales Houses represents 
over 50 European advertising 
sales houses and has elaborated 
guidelines which, although 
voluntary, seem to be widely 
respected by its members. The 
European Advertising Standards 
Alliance (EASA) has set out a best 
practice model of advertising self-
regulation. Endorsed, it is currently 
being implemented across Europe. 
It also provides a reference for self 

India

Source: Researcher’s own work

Countries differ in their approach 
to the regulation of television 
advertising. Some rely solely on 
statutory regulations (i.e. those 
enshrined in laws or statutes, or 
rules designed to fill in the details 
of the broad concepts mandated 
by legislation), others preferring 
self-regulation (i.e. regulations 
put in place by a self-regulatory 
system whereby industry actively 
participates in, and is responsible 
for, its own regulation). In 
many cases, both forms of 
regulation coexist. The principle 
underlying many regulations is 
that advertising should not be 
deceitful or misleading. Most 
national regulations recognize 
children as a special group in 
need of special consideration and 
stipulate that advertising should 
not be harmful or exploitative of 
their credulity. Regulation of non-
traditional forms of marketing, 
including Internet marketing, 
sponsorship, product placement 
and sales promotions can be 
described as patchy with regard to 
children. Although regulations on 
sponsorship and sales promotions 
are fairly common, very few 
countries have regulations on regulatory systems worldwide.

Table 1: Guidelines to regulate advertising aimed at children in 
different countries

Country 
or Area

Statuary guidelines 
on advertising 

aimed at children

Self-regulatory 
guidelines on 
advertising to 

children

Specific 
restrictions

on advertising to
children

Ban on advertising 
aimed at child 

Australia

Brazil

Canada

China

France

these forms of marketing that are 
specific to children and/or food.

In 2002, a Joint World Health 
Organization/Food and Agric-
ulture Organization of the United 
Nations (WHO/FAO) Expert 
Consultation concluded that the 
heavy marketing of fast food and 
energy-dense, micronutrient-poor 
foods and beverages is a “probable” 
causal factor in weight gain and 
obesity. The following year, a 
systematic review commissioned 
by the United Kingdom’s Food 
Standards Agency (FSA), and 
probably the most comprehensive 
study of its type conducted to date, 
found that advertising does affect 
food choices and does influence 
dietary habits. Taking a different 
perspective, a recently published 
industry-sponsored report stated 
that there is “no evidence to show a 
direct causal relationship between 
food advertising and obesity levels.

Like Canada, the UK, and other 
countries featured in this series, 
in India there are specific rules 
and legislation concerning 
advertising and children. The 
Cable Act provides guidelines for 
programmes and advertisements 
on television. All programmes 
must adhere to the codes before 
being transmitted. The Young Act 
details penalties for the sale, hire, 
distribution, public exhibition, 
circulation, printing, production 
or possession of harmful 
publications. Advertising a 
‘harmful publication’s punishable 
by up to six months imprisonment, 
with or without a fine. The court 
can also order destruction of the 
offending publication.
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Source: Joint World Health Organization/Food and Agriculture Organization of the United 
Nations (WHO/FAO), 2002

Regulation on the internet in India is strict. The IT Act penalises 
publication and transmission of material which is obscene, lascivious 
or appeals to prurient interest. There are no specific guidelines about 
acceptable advertisements aimed at children in India. There are several 
regulatory bodies that that have been taking action in this course. Some 
of them as follow:

1 Advertising Standards  
Authority

The ASA is the independent body 
set up by the advertising industry 
to police the rules laid down in the 
advertising codes

2 Bar Standards Board The Bar Standards Board was 
established in January 2006 to take 
over and run separately the regulatory 
function which had hitherto been 
carried out by the Bar Council 
alongside its representative work.

3 Committee of 
Advertising Practice 

The CAP is the self-regulatory body 
which creates, revises and enforces 
the various broadcast and non-
broadcast advertising codes that are 
administered by the Advertising 
Standards Authority

4 Ofcom Ofcom (the Office of 
Communications) is the regulator 
for the media and communications 
industries, having replaced from 29 
December 2003 the Broadcasting 
Standards Commission, the 
Independent Television Commission, 
Often, the Radio Authority and the 
Radio Communications Agency.

Conclusion
The study found that Television 
food advertising drops a 
considerable impact on knowledge 
and food habits of children. 
Advertisement is integral part of the 
industry which wants its product 
to be reached to the customer & 
then converts those customers 
into consumers. The responsibility 
of advertisers increase double fold 
when they target children. The 
results of the study also show that 
children recall content from the 
ads to which they’ve been exposed 
and preference for a product has 
been shown to occur with as little 
as a single commercial exposure 
and strengthened with repeated 
exposures. Furthermore, study 
show that these product preferences 
can affect children’s product 
purchase requests, which can put 
pressure on parents’ purchasing 
decisions and instigate parent-
child conflicts when parents 
deny their children’s requests. All 
such moves take children toward 
unhealthy eating habits that may 
last a lifetime and be a variable in 
the current epidemic of obesity 
among kids. 
 
Also government’s role is 
important here. It can do it by 
implementing proper food laws 
and harmonization of various 
laws into single unified law. There 
is urgent need for voluntary and 
government pressure groups to 
seriously take note of the situation. 
The government needs to draft 
and implement specific laws that 
do not deal with advertising in 
general but are specific and relate 
to every aspect of advertising, 
especially those that target 
children and pertain to food. 
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Annexure

Table-1
Knowledge Test
Respondent’s Details Experiment Group Difference Percentage
Name Age Gender O1 O2
Raj Vishal Gupta 9 Male 7 10 3 30
Gitesh Gupta 9 Male 7 9 2 22.22222222
Aditi Bikram 10 Female 9 12 3 25
Shreya Kulsehtra 8 Female 9 11 2 18.18181818
Sanvi Pandey 6 Female 6 9 3 33.33333333

Knowledge Test
Respondent’s Details Control Group Difference Percentage
Name Age Gender O1 O2
Vedika Bhardawaj 6 Female 8 8 0 0
Rishika Ghai 7 Female 7 6 1 16.66
Shefali Rathore 7 Female 8 8 0 0
Sanaya Garg 6 Female 9 9 0 0
Aditya Thakur 8 Male 8 8 0 0

Preference Test
Respondent’s Details Experiment Group Difference Percentage

Name Age Gender O3 O4
Raj Vishal Gupta 9 Male 9 13 4 30.76923

Gitesh Gupta 9 Male 7 11 4 36.36363
Aditi Bikram 10 Female 8 11 3 27.27272

Shreya Kulsehtra 8 Female 5 11 6 54.54545
Sanvi Pandey 6 Female 7 12 5 41.66666

Preference Test
Respondent’s Details Control Group Difference Percentage
Name Age Gender O3 O4
Vedika Bhardawaj 6 Female 8 8 0 0
Rishika Ghai 7 Female 7 6 1 16.66
Shefali Rathore 7 Female 8 8 0 0
Sanaya Garg 6 Female 9 9 0 0
Aditya Thakur 8 Male 8 8 0 0
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Abstract
In general terms we can say that s corporate social responsibility (CSR) means a see-through business practice 
which is based on ethical values and legal business requirement and which is done for the welfare of people, 
communities and society. Corporate Social Responsibility can be understood as a management concept and a 
process that integrates social and environmental concerns in business operations and a company’s interactions 
with the full range of its stakeholders. CSR is not the obligation which need to fulfill  but it is the own responsibility 
of the entity towards society which need to accomplished. 

Key words Corporate Social Responsibility, Economic Development, Global Movement. 

An Ethical Issue Of Corporate Social 
Responsibility:  

Focus Utmost Beyond Profitability 
Aspect For Corporates 

Bansi Patel1
Urvi Amin2

Introduction 
In general terms we can say that 
s corporate social responsibility 
(CSR) means a see-through 
business practice which is based 
on ethical values and legal business 
requirement and which is done for 
the welfare of people, communities 
and society. Now a day not only 
profit is the responsibility or aim 
of the company but companies 
are responsible for totality of 
their impact on people and the 
planet. In the business language 
we can say that company should 
be a good neighbor with in its 
host community. Corporate Social 
Responsibility can be understood 
as a management concept and 
a process that integrates social 
and environmental concerns 
in business operations and a 
company’s interactions with the 
full range of its stakeholders.

encourages professional (and 
personal) growth

6. Corporate Social Responsibility 
helps to cut your business costs

7. Long term sustainability
8. Differentiate yourself from 

your competitors
9. Generate positive publicity 

and media opportunities due 
to media interest in ethical 
business activities

The Four Phases of CSR 
Development in India
In the first phase charity and 
philanthropy were the main 
drivers of CSR. Culture, religion, 
family values and tradition 
and industrialization had an 
influential effect on CSR. In the 
pre-industrialization period, 
which lasted till 1850, wealthy 
merchants shared a part of their 
wealth with the wider society by 
way of setting up temples for a 
religious cause Moreover, these 

1 Shri Jairambhai Patel Institute of Business Management and Computer Applications Gandhinagar
2 Shri Jairambhai Patel Institute of Business Management and Computer Applications Gandhinagar
Sir Geoffrey chandler, “Defining corporate social responsibility” Ethical performance best practice, fall 2001.

Objectives of Corporate Social 
Responsibility

Treat employee fairly with 
respect
Respect human rights
Sustain the environment for 
future generation
Do business with ethical 
manner
Meet challenges of social 
problems by changing welfare 
environments

Why Corporate Social Respon-
sibility is Important
1. An easy path for the company 

to build its brand, reputation 
and public profile

2. Corporate Social Responsibility 
attracts and retains employee

3. Customers are attracted to 
socially responsible companies

4. Corporate Social Responsibility 
attracts investors

5. Corporate Social Responsibility 
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merchants helped the society in 
getting over phases of famine and 
epidemics by providing food from 
their godowns and money and 
thus securing an integral position 
in the society.With the arrival of 
colonial rule in India from 1850s 
onwards, the approach towards 
CSR changed. The industrial 
families of the 19th century such 
as Tata, Godrej, Bajaj, Modi, Birla, 
Singhania were strongly inclined 
towards economic as well as social 
considerations. However it has 
been observed that their efforts 
towards social as well as industrial 
development were not only driven 
by selfless and religious motives 
but also influenced by caste groups 
and political objectives.

In the second phase, during the 
independence movement, there 
was increased stress on Indian 
Industrialists to demonstrate their 
dedication towards the progress 
of the society. This was when 
Mahatma Gandhi introduced the 
notion of “trusteeship”, according 
to which the industry leaders 
had to manage their wealth so 
as to benefit the common man. 
According to Gandhi, Indian 
companies were supposed to be 
the “temples of modern India”. 
Under his influence businesses 
established trusts for schools 
and colleges and also helped in 
setting up training and scientific 
institutions. The operations of 
the trusts were largely in line with 
Gandhi’s reforms which sought to 
abolish untouchability, encourage 
empowerment of women and rural 
development.

The third phase of CSR (1960–80) 

had its relation to the element of 
“mixed economy”, emergence of 
Public Sector Undertakings (PSUs) 
and laws relating labour and 
environmental standards. During 
this period the private sector was 
forced to take a backseat.[citation 
needed] The public sector was seen 
as the prime mover of development.
Because of the stringent legal rules 
and regulations surrounding the 
activities of the private sector, the 
period was described as an “era of 
command and control.

In the fourth phase (1980 until the 
present) Indian companies started 
abandoning their traditional eng-
agement with CSR and integrated it 
into a sustainable business strategy. 
In 1990s the first initiation towards 
globalization and economic 
liberalization were undertaken. 
Controls and licensing system were 
partly done away with which gave 
a boost to the economy the signs of 
which are very evident today.

Why Companies Can No 
Longer Afford To Close The 
Eyes Towards Corporate Social 
Responsibility
Ten years ago, for instance, 
only about a dozen Fortune 
500 companies issued a CSR or 
sustainability report. Now the 
majority does. More than 8,000 
businesses around the world have 
signed the UN Global Compact 
pledging to show good global 
citizenship in the areas of human 
rights, labor standards and 
environmental protection. The 
next generation of business leaders 
is even more likely to prioritize 
CSR. According to data released 
this month by Net Impact, the 

nonprofit that aims to help 
businesses promote sustainability, 
65% of MBAs surveyed say 
they want to make a social or 
environmental difference through 
their jobs.
CSR is also a way to attract and retain 
talent. In a global workforce study 
by Towers Perrin, the professional 
services firm, CSR is the third 
most important driver of employee 
engagement overall. For companies 
in the U.S., an organization’s stature 
in the community is the second 
most important driver of employee 
engagement, and a company’s 
reputation for social responsibility 
is also among the top 10. According 
to a Deloitte survey conducted last 
year, 70% of young Millennial, 
those ages 18 to 26, say a company’s 
commitment to the community 
has an influence on their decision 
to work there.

Corporate Social Respon-
sibility In India
The problem with corporate 
social responsibility (CSR) is that 
nobody is very clear about what 
exactly it encompasses. The Indian 
government has been trying to 
make it mandatory for companies 
to spend at least 2% of net profits 
on CSR. Facing strong criticism, 
it gave up the effort in mid-July 
and made the spending voluntary. 
But the debate continues. Today, 
CSR to some companies means 
providing lunch to employees. To 
others, it’s about tackling global 
warming and environmental 
issues. Instead of defining CSR, 
the Indian government recast 
it as “responsible business” in a 
set of voluntary guidelines for 
firms released July 8 by then 
Union minister of corporate business.time.com/2012/05/28/why-companies-can-no-longer-afford-to-ignore-their-social-

responsibilities
http://knowledge.wharton.upenn.edu/india/article.cfm?articleid=4636
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affairs Murli Deora. The CSR 
measures are actually part of a 
new Companies Bill that has been 
in the works for several years. The 
Companies Act of 1956, which 
is currently the rule of law, has 
several clauses inappropriate to 
the current business and economic 
environment. A revision process 
was started in October 2003 and 
a Companies Bill 2008 was tabled 
in Parliament. That legislation 
lapsed with the dissolution of the 
Lok Sabha (the lower house of 
Parliament) in 2009. A new bill – 
the Companies Bill 2009 – has been 
tabled. It is wending its way slowly 
through various committees.

A more comprehensive method 
of development is adopted by 
some corporations such as 
Bharat Petroleum Corporation 
Limited, Maruti Suzuki India 
Limited, and Hindustan Unilever 
Limited. Provision of improved 
medical and sanitation facilities, 
building schools and houses, and 
empowering the villagers and in 
process making them more self-
reliant by providing vocational 
training and a knowledge of 
business operations are the facilities 
that these corporations focus 
on.Many of the companies are 
helping other peoples by providing 
them good standard of living.

On the other hand, the CSR 
programs of corporations like 
GlaxoSmithKline Pharmaceuticals’ 
focus on the health aspect of the 
community. They set up health 
camps in tribal villages which 
offer medical check-ups and 
treatment and undertake health 
awareness programs. Some of the 

non-profit organizations which 
carry out health and education 
programs in backward areas are 
to a certain extent funded by such 
corporations.

A lot of work is being undertaken 
to rebuild the lives of the tsunami 
affected victims. This is exclusively 
undertaken by SAP India in 
partnership with Hope Foundation, 
an NGO that focuses mainly on 
bringing about improvement in 
the lives of the poor and needy . 
The SAP Labs Center of HOPE 
in Bangalore was started by this 
venture which looks after the food, 
clothing, shelter and medical care 
of street children.

India may become the 
world’s first country to make 
corporate social responsibility 
mandatory
Jul. 10 – Paths have been cleared for 
reintroduction of the Companies 
Bill, 2011, in the monsoon session. 
If the bill is passed after endorsing 
all the propositions made by 
the Parliamentary Standing 
Committee on Finance, corporate 
social responsibility (CSR) would 
become mandatory for the first 
time in the world in any country.
The statement advocates that those 
companies with net worth above Rs. 
500 crore, or an annual turnover of 
over Rs. 1,000 crore, shall earmark 
2 percent of average net profits of 
three years towards CSR. In the 
draft Companies Bill, 2009, the 
CSR clause was voluntary, though 
it was mandatory for companies 
to disclose their CSR spending to 
shareholders. It also suggested that 
company boards should have at 
least one female member.

NEW DELHI: On 18 December, 
finally the Lok Sabha passed the 
Companies Act 2011,  paving the 
way for a new modern company 
law. The new act will replace the 
existing Companies Act 1956, 
which was enacted 56 years ago. 
Besides making independent 
directors more accountable 
and improving the corporate 
governance practices, the Bill 
seeks to make corporate social 
responsibility mandatory for 
certain companies.7

Karmyog CSR rating
The Karmayog (Karmayog CSR 
Ratings 2010 - www.karmayog.
org.mht) Corporate Social Res-
ponsibility (CSR) study and 
ratings present a snap-shot of the 
largest 500 companies in India, 
with specific focus on their CSR 
initiatives. The study enables an 
understanding of how different 
kinds of companies (government 
owned, private, multi-national) 
from different industry sectors 
are responding to global and 
local conditions that demand and 
need more responsible behavior 
by all stake-holders, especially 
corporates. 

This marks the fourth year of the 
Karmayog CSR Ratings. Since 
the study was started in 2007, a 
lot has changed: there is greater 
awareness and hence practice of 
CSR in India, more companies are 
reporting on their CSR activities, 
and government has framed 
voluntary CSR recommendations 
for companies. Karmayog’s 
objective of undertaking an annual 
CSR rating is to present a common 
person’s view and understanding 
of companies and how they behave.http://www.india-briefing.com/news/corporate-social-responsibility-india-5511.html/

http://www.indiacsr.in/en/?p=9035
http://www.telegraphindia.com/external/display.jsp?mode=details&id=27752
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A research carried out by a 
not-for-profit organisation 
to measure Corporate Social 
Responsibility (CSR) activities of 
500 of India’s largest companies 
since Independence, has found 
entrepreneurs seriously lacking in 
national spirit.

The study, conducted by 
Karmayog, gauged the response 
of 500 public, private and multi-
national companies from different 
industry sectors, including 
consumer durables, automobiles, 
infrastructure and financial 
institutions, to global and local 
conditions.

According to the study, called 
Karmyog CSR Study and Ratings, 
not a single company achieved a 
grade five — the highest level that 
implies they not only put back 
0.2 per cent of their net sales into 
CSR activities, but also displayed 
extraordinary commitment tow-
ards social causes.

The companies were also graded 
on the basis of the eco friendliness 
of their products and processing 
techniques, along with their 
relationships with the community 
residing close to their plants.Barely 
two per cent, or 10 companies, 
managed a grade four. Thirty 
per cent of the companies, or 150 
companies received the lowest 
grade, implying that they had 
just initiated the process of CRS. 
Thirteen per cent achieved a grade 
three in the study, indicating that 
showed seriousness about CSR.

Vinay Somani, founder, Karmayog 
and an IIT, Bombay alumnus 

said that most change in the CSR 
scenario has only occurred in the 
past four years, after the Central 
Government framed voluntary 
CSR recommendations a few 
months ago. “Greater awareness 
has led to more companies report 
their social activities. But there 
is more to be achieved,” said the 
Harvard Business School graduate, 
who set up Karmayog in 2004.

Based on the balance sheets of the 
companies studied, Karmayog 
recommends that each company 
spend a minimum of 0.2 per cent 
of its sales on CSR activities. In 
the last financial year, all the 
companies showed a total sale 
of Rs 37 lakh crore. The report 
suggests that Rs 7,400 crore be 
spent on CSR activities. According 
to the study, barely 10 per cent of 
that amount, or Rs 740 crore was 
used in CSR activities last year.

Companies with a Level 4 rating 
include Ballarpur Industries, 
HDFC, Infosys Technologies, 
Jubilant Organosys, Kansai 
Nerolac, Larsen and Toubro, 
Mahindra and Mahindra, Moser 
Baer, Tata Consultancy, Tata Steel, 
Titan Industries and Wipro.

Corporate Social 
Responsibility By Indian 
Companies
Tata Group
Corporate Social Responsibility 
or CSR has been part of the Tata 
Group ever since the days of 
Jamshetji Tata. Even while he was 
busy setting up textile ventures, 
he always thought of his workers’ 
welfare and requirements of the 
country. From granting schol-

arships for further studies abroad 
in 1892 to supporting Gandhiji’s 
campaign for racial equality in 
South Africa to giving the country 
its first science centre, hospital and 
atomic research centre to providing 
relief and rehabilitation to natural 
disaster affected places - they have 
done it all.

Tata initiated various labour 
welfare laws, like the establishment 
of Welfare Department was 
introduced in 1917 and enforced 
by law in 1948 or Maternity 
Benefit was introduced in 1928 
and enforced by law in 1946.

Tata Group in India has a range 
of CSR projects, most of which 
are community improvement 
programs. For example, it is a 
leading provider of maternal 
and child health services, family 
planning, and has provided 
98 percent immunization in 
Jamshedpur. The company also 
endorses sports as a way of life. It 
has established a football academy, 
archery academy, and promotes 
sports among employees. It offers 
healthcare services all over the 
country with programs like 
rural health development. Tata 
Group also has an organized 
relief program in case of natural 
disasters, including long-term 
treatment and rebuilding efforts. 
It did laudable work during the 
Gujarat earthquakes and Orissa 
floods. It also supports education, 
with over 500 schools, and also 
is a benefactor of the arts and 
culture. It has done abundant work 
in improving the environment 
and local populations around its 
industries.

http://www.triplepundit.com/2011/08/karmayog-releases-indias-fourth-annual-csr-list/
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Over the years, the Tata philosophy 
to ‘Give back what you get’ has been 
followed by all their enterprises 
across India. Be it relief measures, 
rural development, health care, 
education and art and culture, 
they have been very forthcoming. 
As result every year, the Tata 
Group’s contribution to society 
has been phenomenal. In the fiscal 
year 2004 Tata Steel alone spent Rs 
45 crore on social services. 

Different Tata companies 
have been actively involved in 
various social work. Like Tata 
Consultancy Services runs an 
adult literacy programme, Titan 
has employed 169 disabled people 
in blue collar workforce at Hosur, 
Telco is fighting against Leprosy at 
Jamshedpur, Tata Chemicals runs 
a rural development programme 
at Okhamandal and Babrala, Tata 
Tea’s education programme and 
Tata Relief Committee (TRC) 
which works to provide relief at 
disaster affected areas.

The group’s policy is to provide 
livelihood instead of giving money. 
“How long can you give rice and 
dal? What is required is the means 
to live. And that is what we do. 
During natural calamities there 
are two phases of assistance — 
relief measures and rehabilitation 
programme. After the Gujarat 
earthquake we built 200 schools 
in two years and we rendered help 
during the Orissa floods when 
people lost cattle. Even after the 
Tsunami disaster members of 
our TRC immediately reached 
the places and figured out what is 
required.

Tata Chemicals (TCL) received 
CNBC Asia’s India Corporate 
Social Responsibility Award 2012. 
R Mukundan, managing director, 
Tata Chemicals, received this 
prestigious award at the India 
Business Leader Awards (IBLA) 
ceremony held at Jamshed Bhabha 
Theatre, NCPA, Mumbai.

Self Help Groups (SHGs) 
formed by Tata Steel through its 
Corporate Social Responsibility 
arm Tata Steel Rural Development 
Society (TSRDS) has helped in 
providing sustainable livelihood 
opportunities to more than 3,000 
rural households. More than 90 
per cent of these SHGs are run 
exclusively by women, thereby 
providing a significant fillip to 
women’s empowerment in the 
Kolkata state.

Aptech
Aptech  a leading education player 
with a global presence that has 
played a broad and continued role 
in encouraging and nurturing 
education throughout the country 
since its inception. As a global 
player with complete solutions-
providing capabilities, Aptech has 
a long history of participating in 
community activities. An education 
& training company, Aptech relies 
on this core strength to educate 
those less privileged. Aptech has 
long been associated with ‘Project 
Saraswati’ for IT Literacy & ‘Project 
Srishti’ for Multimedia Training. 
Under these two projects, Aptech 
provides free-of-cost training 
to underprivileged children at 
various Aptech & Arena centres.  
Aptech’s N-Power Hardware 

& Networking training brand, 
meanwhile, conducts training for 
deaf & dumb kids. Arena organizes 
Graphic Designing & Personality 
Development programs for 
underprivileged children.For these 
projects, Aptech has joined hands 
with NGOs & Project PartnersIt 
has, in association with leading 
NGOs, provided computers at 
schools, education to the deprived, 
and training and awareness-
camps.

Infosys
Infosys is aggressively involved in 
a variety of community growth 
programs. In 1996, the company 
created the Infosys Foundation as 
a not-for-profit trust to which it 
contributes up to 1 percent of profits 
after tax every year. Moreover, 
the Education and Research 
Department at Infosys also works 
with employee volunteers on 
community development projects.
The management team at Infosys 
continues to set examples in the 
area of corporate citizenship and 
has involved itself vigorously in 
key national bodies. They have 
taken initiatives to work in the 
areas of research and education, 
community service, rural 
outreach programs, employment, 
healthcare for the poor, education, 
arts and culture, and welfare 
activities undertaken by the 
Infosys Foundation.

Infosys BPO Ltd., today announced 
that Project Genesis, its flagship 
Corporate Social Responsibility 
(CSR) initiative, has successfully 
trained more than 1,00,000 
students across India to enhance 
their level of employability in the 
ITeS industry.Project Genesis 

  http://www.tata.in/media/releases/inside.aspx?artid=YUWDY3M8B9Y=
  http://www.indiacsr.in/en/?p=7427
 http://www.aptech-worldwide.com/pages/about-us/aboutus_corporatesocialresponsibility.html
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is a unique industry-academia 
partnership initiative that was 
launched in Karnataka by Infosys 
BPO in 2005, with the objective 
of increasing employability of 
students across tier-I and tier-II 
towns in the country.

Infosys Foundation has worked 
to support the underprivileged 
in society and enrich their lives. 
Promoted by Infosys Technologies 
Limited, the Foundation began its 
work in Karnataka, India, gradually 
extending its activities to the states 
of Tamil Nadu, Andhra Pradesh, 
Maharashtra, Orissa and Punjab. 
Making high-quality healthcare 
the norm is an ongoing challenge. 
Since its inception, the Foundation 
has initiated several activities that 
benefit the rural and urban poor. 
Apart from constructing hospital 
wards, donating hi-tech equipment 
and organizing health camps, 
the Foundation also distributes 
medicines to economically-weaker 
sections in remote area.The 
Foundation has organized unique 
annual melas in different parts of 
the country, including Bangalore 
and Sedam in Karnataka, and 
Chennai in Tamil Nadu, to 
distribute sewing machines to 
destitute women and help them 
earn a livelihood. The Foundation 
also offers an edge to deprived 
and rural students, through its 
activities  In what is one of the 
largest rural education programs 
in the country, the foundation has 
donated 10,200 sets of books in 
Karnataka alone, and in Andhra 
Pradesh, Karnataka, Orissa and 
Kerala, under its Library for Every 
Rural School project. Through this 
program, the Foundation has set up 

more than 10,150 libraries in rural 
government schools. A minimum 
of 200 books, depending on the 
strength of the school, is provided. 

The Foundation has helped 
revive the art of the weavers of 
Pochampalli village in Andhra 
PradeshIt helps organize cultural 
programs to promote artists in 
rural areas of Karnataka and 
Andhra PradeshIt traces and 
honors artistes from different parts 
of India. It organizes programs like 
puppet shows and other cultural 
events to encourage artistes and 
performers in rural areas of 
Karnataka and Andhra Pradesh, 
and offers them financial assistance 
to carry forward their art.

Wipro
Wipro Cares engages with 
communities in our proximate 
locations. The primary objectives 
of Wipro Cares are to support 
the developmental needs of 
marginalized communities in 
cities and towns where Wipro has a 
large presence.They have four core 
areas of work - education, health 
care, environment and disaster 
rehabilitation. Wipro Cares is 
currently engaged in 12 projects 
across India. Through its five 
health care projects in three states 
of India Wipro Cares is providing 
more than 50000 people access to 
primary health care. More than 
70000 children benefit from the six 
education projects in five Indian 
cities and one Indian village. 
Our project in social forestry has 
helped plant more than 50000 
trees and has at the same time 
provided livelihood to around 40 
farmers. Employee engagement is 

an integral part of Wipro Cares 
where they encourage employees 
to volunteer with their partners, 
acting thus as catalysts in bringing 
about positive change. Apart from 
these core areas, as part of the 
long term process that is typically 
involved in the rehabilitation of 
communities affected by natural 
calamities they offer Wipro 
employees the opportunity to 
engage meaningfully with the 
affected communities.

Earthian Sustainability Program 
for Schools and Colleges’ is 
designed to act as a catalyst 
for fostering excellence in 
sustainability thinking and doing 
amongst young people. The 
annual awards program is a first 
step towards a deeper engagement 
with children and young adults in 
schools and colleges.

Intel Technology India Pvt 
Ltd.
Launched in 2002, the Intel 
‘Involved in the Community’ 
program started as a small-scale 
informal employee initiative, 
which focused on activities 
such as tree planting and blood 
donation drives. By 2004, Intel 
Involved was fully incorporated 
into the company’s corporate 
culture through the development 
of team volunteering activities, 
with programs focusing in the 
areas of education, technology 
inclusion and health. Some of the 
key initiatives include: Centre 
for Economic Empowerment of 
Intellectually Challenged (CEEIC)  
- In conjunction with AMBA, 
a local NGO, Intel provides 
the intellectually-challenged 
community with training to 
learn computer skills. The Centre http://www.infosys.com/newsroom/press-releases/Pages/project-genesis.aspx

http://wipro.org/earthian2012/why-earthian.html
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then helps procure employment 
from various companies for the 
participants, empowering them 
to earn a regular income. This 
initiative has now grown to 15 
centres in 12 cities across the 
country. 

HIV/AIDS Awareness Program 
- Intel has established a program 
for raising awareness levels on 
HIV/AIDS to high prevalence 
areas in the community. In 
partnership with NGOs, voluntary 
counseling and testing agencies, 
the HIV/AIDS peer education 
program has reached out to 15,000 
adolescents in Bangalore. Also 
Intel believes that climate change 
is a serious economic, social and 
environmental challenge. Activities 
include celebrating Global Earth 
Day, World Environment Day 
and the Environment Research 
Contest. Over the last five years, 
Intel employees have planted and 
nurtured more than 6,000 trees in 
and around Bangalore while the 
“Intel for a Better Bannerghatta” 
project resulted in a plastic and 
litter-free biological park and also 
created a learning space for the 
local community with the setup 
of information kiosks. Meanwhile, 
a Solid Waste Management 
Program in partnership with 
TERI (The Energy Resources 
Institute) is currently underway in 
Annasandrapalya, Bangalore. 

Intel is also involved in ‘Volunteer 
Matching Grants Program’. 
The program encourages Intel 
employees to invest time in 
identified K–12 schools and 
NGOs. With every 20 hours 
invested by Intel employees, the 
Intel Foundation donates US$80 to 

schools and NGOs. Currently more 
than 15 schools and NGOs are 
part of this program in Bangalore, 
Delhi and Mumbai. Employee 
participation has doubled over the 
last two years with 91 percent of 
employees volunteering more than 
36,000 hours.

HDFC
In keeping with the ‘HDFC Life 
way’ of giving back to the society, 
in the past few years, we have 
contributed our bit to the society. 
Major CSR Projects & Initiatives 
undertaken in the last two years.

HDFC Life has tied up with United 
Way of Mumbai & Aarambh to 
support 500 municipal school 
children at Turbhe, Maharashtra. 
The objective of the project is to 
support underprivileged children 
to continue formal education and 
aid their holistic development. The 
project was launched in January 
2012 and provides remedial 
classes, Computer classes, Life 
skills (Personality development, 
vocational counseling) sessions 
to the children studying in Grade 
5 to 10. HDFC Life was awarded 
with ‘Yuva Unstoppable Corporate 
Icon Award’ from Dr. APJ Kalam 
in Sept’2010 .HDFC Life was 
awarded the ‘Yuva Hero Award’ in 
July 2011 for contribution towards 
the upliftment of lesser privileged 
children

Under environmental CSR 
initiatives HDFC Life has taken the 
charity begins at home approach 
across all the offices; pan India. 
Some of steps undertaken since 
2010 are: 

Internal campaign to save 
water, power and paper 

wastages on war footing level 
Setting usage hours of Air 
conditioners 
Complete prohibition of paper 
cups 
Printing of papers on both the 
sides as default setting 
Hibernation of Desktops post 
15 minutes of non usage 
Encouraging employees to 
have environment friendly 
celebrations and festivities

Mahindra & Mahindra
At Mahindra & Mahindra, The 
K. C. Mahindra Education Trust 
was established in 1953 with the 
purpose of promoting education. 
Its vision is to renovate the lives of 
people in India through education 
and financial assistance across age 
groups and across income strata. 
The K. C. Mahindra Education 
Trust undertakes a number of 
education plans, which make a 
difference to the lives of worthy 
students. The Trust has provided 
more than Rs. 7.5 crore in the form 
of grants, scholarships and loans. 
It promotes education mostly 
by the way of scholarships. The 
Nanhi Kali (children) project has 
over 3,300 children under it and 
the company aims to increase 
the number to 10,000 in the 
next two years by reaching out 
to the underprivileged children, 
especially in rural areas.

The practice of CSR is subject 
to much debate and criticism. 
Proponents argue that there is 
a strong business case for CSR, 
in that corporations benefit in 
multiple ways by operating with 
a perspective broader and longer 
than their own immediate, short-
term profits. Critics argue that 

16  http://www.mybangalore.com/article/1210/top-3-companies-for-excellence-in-csr.html
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CSR distracts from the fundamental economic role of businesses; others argue that it is nothing more than 
superficial window-dressing; still others argue that it is an attempt to preempt the role of governments as a 
watchdog over powerful multinational corporations.

Contribution of Top Companies:

The table below shows that no company has achieved Level 5 yet, 23% of companies are at Level 0 
and only 12 (2%) are at Level 4.
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Conclusion
The concept of corporate 
social responsibility has gained 
prominence from all avenues. 
Organizations must realize that 
government alone will not be able 
to get success in its endeavor to 
uplift the downtrodden of society. 
The present societal marketing 
concept of companies is constantly 
evolving and has given rise to a 
new concept-Corporate Social 
Responsibility. Many of the 
leading corporations across the 
world had realized the importance 
of being associated with socially 
relevant causes as a means of 
promoting their brands. It stems 
from the desire to do good and get 
self satisfaction in return as well as 
societal obligation of business.
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Abstract
Purpose: The purpose of this paper is to get the role of CSR in environmental issues and be backed by rehabilitation 
and economic development and up-gradation of their opportunity towards every stakeholder who are involved 
in this process.
Design: The present study is based upon descriptive research design. Descriptive research is the exploration 
of the existing certain phenomena. The secondary data is collected through, websites, books, magazines,  
journals etc.
Findings: Today business has to look to the interest of many other stakeholders along with the interest of the 
owner. The employees- line and top management, consumers, suppliers, competitors, government, community, 
environment and even the world happen to be the other stakeholders. This responsibility of business, which 
includes the satisfaction of these parties along with the owner, is called the social responsibility of business or 
corporate sectors and a period of five to ten years elapsed between pure research in CSR policy and the realization 
of environmental impact in society development.
Research limitations: Results are limited to all the stakeholders who are directly affected by CSR policy.
Practical implications: The study provides practical advice, that how an effective CSR policy bring about big 
change. It helps in developing environmental awareness among companies through application of newly created 
policies into practical use.
Originality/value: In this paper I tried to explain (a) the environment protection and rehabilitation of the mass 
and tribal people (b) a policy towards development. And tried to show that it is the corporate social responsibility 
to take-care for each of the project they setup in the society.

Keywords  Environment; Development; Rehabilitation; Corporate Social Responsibility; Awareness.

Corporate Social Responsibility and 
Management of Environment

Nitesh Raj1

Introduction
These days the scale of 
management or evaluation of 
business is not as if used to be 
about fifty years ago. At that time 
only that business organization 
was considered good which was 
earning profit for its owner but 
today the situation is absolutely 
changed. Today business has to 
look to the interest of many other 
stakeholders along with the interest 
of the owner. The employees- 
line and top management, 

Through an example of state of 
Jharkhand, an attempt is made 
to understand how people 
centric initiatives can help 
organizations in CSR creation.
To justify that responsibility, 
employee motivation, enviro-
nment protection community 
pride, consumer loyalty, 
corporate commitment, 
organizational citizenship 
behavior, satisfaction and other 
behavioral parameters can foster 
organizational survival and 
growth with community thereby 
helping in CSR creation and 
delivery.

1  Assistant Professor, Department of Economics, S. P. College, Dumka, S.K.M. University, 
Dumka-814101, Jharkhand.

consumers, suppliers, competitors, 
government, community, enviro-
nment and even the world happen 
to be the other stakeholders. This 
responsibility of business, which 
includes the satisfaction of these 
parties along with the owner, is 
called the social responsibility of 
business or corporate sectors.

Objective Of The Study
Understanding CSR creation 
and delivery through 
investment
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To help in assessing the 
strengths and weaknesses 
of CSR policy in creation of 
better environmental value and 
rehabilitation for development 
of a good world.

Research Methodology
This work is based on the interview 
of line and top managers, 
customers, investors, employees 
and selected people individually. 
We also analyzed the secondary 
data. It has given a lot of insights 
into the company assets and 
liabilities of the company like 
welfare work done by Co. and PSUs 
and the minutes of the meetings 
held etc, help in determining the 
CSR creation and its delivery. 
The published literature of the 
company, such as manual reports, 
marked handouts, training 
calendar, personal manual and 
various circular issued from time 
to time and other published literate 
are also helped in understanding 
the role of CSR policy in protection 
of environment and rehabilitation 
as a policy towards development of 
a better nation. 

Case For Corporate Social 
Responsibility
1.  Corporate sector to a part 
of society Since corporate sectors 
are a part of society they must have 
a positive attitude towards the 
needs of society. Corporate sector 
is only a sub-system society and 
this sub-system must contribute 
to the welfare of the main system. 
Therefore, the decisions taken 
by the manager should take into 
consideration the welfare of not 
only his organization, but also the 
welfare of other sub-system.
2. Avoidance of Govt. Regulat-
ions If corporate sector does 

not take care of the social 
responsibility of its stakeholders, 
the Government interferes in the 
corporate system, which adversely 
affects the progressive business. 
Therefore the manager should give 
priority to the social responsibility 
of corporate sector to avoid 
excessive Govt. interference. 
3.  Long term self – interest 
of corporate sector The social 
responsibility of corporate sector, 
if taken care in the present, ensures 
the success of the organization 
in future. It is possible that in the 
beginning an organization may 
have to bear the financial burden 
resulting from social responsibility 
but the future of the organization 
becomes secured.

Corporate Social Responsib-
ility As Our Concern Towards 
Community Involves
i. To make available opportunities 

for employment.
ii. To avoid polluting the 

environment.
iii. To contribute to the raising of 

the standard of living.
iv. To be a partner in social 

development by establishing 
charitable institutions, 
dispensaries, educational 
institutions.

v. Not to resort to indecent 
advertisements/marketing

vi. To contribute towards 
international peace.

vii. To observe rules of international 
market.

viii. To help in the development 
of economically backward 
countries.

ix. To do economic activities and 
business backward countries.

x. To do economic activities and 
business honestly.

xi. To ensure safeguards of Human 
Right.

Corporate and Environment 
Protection

Protection - Environment 
protection means freeing the 
environment of air pollution, water 
pollution and noise pollution. Every 
being living on this earth requires 
clean environment. Therefore the 
protections of environment are 
absolutely required.
 Threat to Environment 

from Corporate Sector - The 
important question as to why 
environment protection is being 
linked with corporate appears to 
be absolutely reasonable to link 
environment protection with 
corporate sectors because corporate 
has freely contributed to pollute 
environment. From the point of 
view of environment pollution, 
there are three types of corporate/
business units doing the damage - 
some spread excessive smoke, some 
pollute water and some spread 
noise pollution. Moreover there are 
some business units (SBUs) which 
spread pollution of more than they 
have been fixed by the laws. So 
there is no hesitation in saying that 
environment faces a threat from 
corporate sector.

Types of Corporate Pollutions
Corporate Pollution is of the 
following three types:-
1. Air Pollution: – Some business 

units make use of coal. The 
smoke produced by coal, 
pollute air. Similarly, some 
units use chemicals which 
produce poisonous gases. They 
are highly dangerous for the 
living beings. 

2. Water Pollution: - Business 
units generally pollute water in 
two ways – by releasing highly 
toxic things in the water of 
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Taj. Only recently many polluting 
corporate units located in Delhi 
were thrown out of the city by the 
order of High Court.

Corporate Social Responsi-
bility and Modern Develo-
pment Projects with reference 
to Jharkhand 
Jharkhand is the 28th state of 
Indian Republic that comes in to 
existence of a separate state status 
on 15th Nov 2000. Jharkhand 
means “Land of forest and Paradise 
on Earth” due to its rich forest 
wealth & mineral deports with 
very congenial climatic conditions. 
Jharkhand is predominantly a 
tribal belt, where these tribal 
communities reside, maintaining 
their socio-cultural and economic 
institutions with peace, harmony, 
security and trust for last many 
hundreds of years.

Tribal as nature loving people 
as their Gods, Goddess, Deities 
& spirits also resides in nature, 
forest, flora & fauna. This mass 
have firm faith in nature forest 
flora fauna and its utilities in 
their social, cultural, economic, 
religious pharmaceutical purposes 
have become indispensable and 
inseparable from their life. It has 
been experienced by the tribal 
people that their socio-cultural, 
socio-religious and economic 
institutions has gradually and 
continuously been attacked since 
last 50-60 years (specially after 
independence) due to the establi-
shment of industries, factories, 
housing colonies, multinationals, 
hydro-electric projects, mining, 
especially open cast mining also by 
continuous increase deforestation 
in the name of modern 
developments, industrialization, 
urbanization and globalization.

Displacement
The houses, the agricultural lands 
and even the whole villages have 
been acquired by the Government 
for the establishment of big 
government, public and private 
projects (including FDI of MNCs) 
and a token compensation is 
paid to the original indigenous 
inhabitants. They are made 
displaced, landless, homeless 
jobless and are put on the 
crossroads without any future 
prospects. Such displaced mass is 
not all the habituated to thrive in 
the altered habitat. As a result the 
whole mass becomes the victims of 
various factors. This situation has 
prevailed move or less in all the 
districts of Jharkhand. This can 
very simply be clarified by citing 
an example as follows:

1. For the establishment of Heavy 
Engineering Corporation 
(HEC- 1958) at Ranchi, Bokaro 
Steel Plant at Bokaro, Hydro-
electric project at Tenughat, 
Patratu Thermal Power station 
at Patratu, Masanjore Dam 
at Dumka, Maithon Dam at 
Dhanbad, Big Housing colonies 
at Ranchi, Bokaro, Jamshedpur, 
Dhanbad etc. and for these 
projects thousands of hectares 
of agricultural lands, forests 
areas and many hundreds 
of villages are acquired. The 
original owners are paid only 
the little compensation and are 
made displaced without any 
land or home or job. That is why 
the indigenous people (both 
tribal non tribal) of Khunti 
sub-division have agitated 
against the 710 megawatt 
“KOEL- KARO Hydro Electric 
Projects.” 

rivers and secondly, by allowing 
dirty waste laden water into the 
clean river water. Animals have 
been seen dying by drinking 
this type of water. Surely such 
deaths are caused by the highly 
objectionable behavior of 
corporate/business.

3. Noise Pollution: - Some 
factories produce a lot of 
noise. People living in a noise 
– polluted area fall a victim to 
causes diseases like deafness, 
violent behavior mental 
disorder etc.

Solution To The Problem
Since corporate sectors/business 
has contributed the maximum 
to the pollution of environment, 
therefore, it becomes the 
responsibility of corporate to 
help in solving the problem, even 
otherwise also it is the social 
responsibility or corporate to 
protect environment from being 
polluted. Scientific methods 
should be employed to check the 
poisonous gases and smoke being 
mixed with air. Dirt should not be 
thrown into water to check water 
pollution and the dirty water 
should be released into river water 
only, after treating it scientifically. 
Similarly instruments checking 
noise should be installed in 
factories so that the noise pollution 
is checked effectively.

The government has passed many 
Acts to check the problem of 
pollution. Under these Acts many 
factories which were polluting the 
sacred Ganga water in Kanpur 
more closed down in 1992. 
Similarly, in 1993 many factories 
were closed down in the vicinity of 
the Taj Mahal which was thought 
to be a danger to beauty of the 
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2. The corporate social respon-
sibility comes now, which 
are responsible for bringing 
the original inhabitants of 
Jharkhand on the crass-
roads making than displaced, 
homeless, landless & jobless 
villagers.

Rehabilitation
The CSR plays an important role 
over here and is really helpful 
in implementing the following 
suggestions:
1. The original inhabitants should 

be attached with the main 
stream of the developments by 
providing than job in corporate 
sectors.

2. They should not be kept aloof. 
They should be given the 
shelter in the establishments 
as per their properties being 
utilized for the establishment 
of the project.

3. Proper rehabilitation 
programme with social, 
cultural, religious & job security 
should first be finalized and 
implemented before acquiring 
the land & villages for the 
purpose related establishment 
of corporate sectors.

4. Proper opportunity & facility 
quality education should be 
made available for them.

5. It is prominent responsibility 
of corporate that must take-
up the massive forestation 
programme/social forestry 
activities with community 
participation in every hamlet 
of every village.

6. Corporate should organize 
continuous & massive training 
programmers for making 
trained & specialized in one 
or two trades of various self 
employment schemes such 

as horticulture, floriculture, 
lac-culture, tsar cultivation, 
poultry, dairy, piggery, goatary, 
duckary, fisheries, honey bee 
keeping other schemes related 
with latest technologies as Bio-
technology, bio-informatics, 
computer training etc.

7. Corporate should also organize 
special training programmes 
for the tribal women for 
different cottage industries, 
such as rope-making, broom 
making, leaf-bowls (Dona) 
eating plates of leaf (pattal), 
basket making, carpet  mat 
making, sewing garments, 
embroidery, papad making, 
pickle making, doll making 
and many more.

8. Corporate should provide a 
healthy and hygienic shelter 
to deprived & displaced tribal 
people.

Natural Rehabilitation 
and Resettlement Policy, 
2007 and Corporate Social 
Responsibility
The Government of India has 
given its approval for the National 
Policy on Rehabilitates and 
Resettlements, 2007 and also fixes 
the corporate social responsibility 
by setting following objectives
1. To minimize displacements of 

people and to promote non-
displacing or least displacing 
alternatives.

2. The Policy also recommends 
that only the minimum 
area of land communicates 
with the purpose of the 
project should be taken and 
there should be distinction 
between agricultural and non-
agricultural land.

Provisions
1. A National Rehabilitation 

Commission shall be setup by 
the Central Government, which 
will be duly empowered to 
exercise independent oversight 
over the rehabilitation and 
resettlement of the affected 
families.

2. The policy and the amendments 
in land acquisition laws 
approved by the Government 
also make Social Impact 
Assessments (SIA) of projects 
that affect more than Agro 
families in the plains (and 
200 families in hilly areas) 
mandatory.

3. The affected communities shall 
be duly informed and consulted 
at each stage.

4. Option for affected families 
to take 20 percent to 50 
percent compensation with 
Government approval.

5. Rs. 500 monthly pension has 
to be conferred for destitute 
widows and unmarried girls.

6. Lift-time monthly pensions to 
the mineable persons.

7. Preference has to be given in 
project jobs and one job per 
nuclear family to support for 
skill development.

Conclusion
In fact, in this paper I tried to give 
both the two sides of corporate 
social responsibility (a) towards 
the environment protection and 
rehabilitation of the mass and 
tribal people (b) a policy towards 
development. And tried to show 
that it is the corporate social 
responsibility to take-care for 
each of the project they setup 
in the society. And the prime – 
objective must be of public welfare 
otherwise, these corporate will 
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face the problem of ‘Singur’ – 
Nano projects and other similar 
type of agitation not only in India, 
but also in whole of the world.
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Abstract
Creativity is not a talent but a skill that needs to be nurtured and encouraged, and to be a successful organization 
there is a need to set in motion the ‘Cycle of Engagement’.
It’s no secret that channels to reach out to the market or customers are widening and so are the challenges 
to address the market segment or customer. The ‘mantra’ to stay ahead in today’s competitive world is to be 
innovative. Innovation is a product of creative thinking; if creativity is about realization of imaginations to ideas, 
then innovation is about production or implementation of an idea. Creativity is not a talent but a skill that needs 
to be nurtured and encouraged, and to be a successful organization there is a need to set in motion the ‘Cycle of 
Engagement.
Organizations routinely kill creativity with fake deadlines or impossibly tight ones. The former create distrust 
and the latter cause burnout. In either case, people feel over controlled and un-fulfilled which invariably damages 
motivation. Moreover, creativity often takes time.
Managers who do not allow time for exploration or do not schedule in incubation periods are unwittingly standing 
in the way of the creative process.

The objective of this paper is are:
1. Analyze employee’s attitude towards creativity at workplace.
2. To analyze reasons leading to dearth of creativity from employees perspective
3. To identify different strategies adopted by organizations today for fostering creativity in employees 

relationships.

Key Words Creativity, Engagement, Mantra, Dearth

Dearth of Creativity at Workplace: 
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Introduction
Success of organizations today 
depend on how creative they are 
and how well they can retain 
their customers by offering them 
improved products and services 
they are looking for. These days 
success is not permanent with any 
organization your competitors can 
take it away from you at any point 
of time. Therefore it has become 
very important for companies to 
continuously keep on innovating 

themselves in copying others 
instead of coming up with unique 
ideas. The reason is that they do 
not use the resource that they have 
which can contribute to new ideas. 
Employees often feel that they are 
employed in the organization for 
a specific job to perform and so 
their skills which can add to the 
creativity of organizations remain 
unutilized. The problem comes 
from the lack of support from 
management in encouraging their 
employees to come up with their 
ideas.1  Asst Professor, Asian Business School

2  Asst Professor, Asian Business School

something new to match the ever 
changing moods of customers. If 
they fail, they will not be able to 
survive. Hence, for organizations 
today creativity is not the success 
mantra but the survival mantra.

When we talk about dearth of 
creativity at workplace it does not 
mean that organizations are not 
creative, there are so many products 
and services in the market that 
are the result of innovation and 
creativity but the question arises 
if that creative idea is unique in 
itself? Most organizations involve 
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Why Innovation and 
Creativity?
“Without innovation and 
creativity, new products, new 
services, and new ways of doing 
business would never emerge, 
and most organizations would 
be forever stuck doing the same 
things the same way.” 

Creativity in the organization 
comes from its employees who are 
the most important assets of any 
organization. Creativity is not only 
creating new products and services. 
But, in fact, it helps in creating 
a culture of trust and openness 
in the organization, it gives the 
employees a sense of ownership 
and provides an opportunity to 
work on weaknesses and discover 
opportunities to work on. 

Encouraging creativity in the 
organization helps in making 
them more flexible. Gone are 
those days when employees used 
to come in and go out of the 
organization in prescribed time; 
today employees want to stay 
employable and not just employed. 
Therefore challenge is to retain the 
talented workforce by engaging 
them adequately. Today employees 
are not just paid for the job they 
have been assigned but also for the 
creative contributions that they 
make towards the organization. 

Organizational Hurdles in 
Creativity
When we talk about the main 
reason or hurdle that hampers 
creativity in the organization, it is 
the need to get the approval form 
higher authorities, the idea that is 
passed from one hierarchical level 
to another gets pruned at each level 
till the time it is implemented, it 
becomes someone else’s idea.

The main objective of conducting 
this study was to analyze the 
reasons leading to the dearth of 
creativity at workplace. Also to 
analyze the employees attitude 
towards creativity and to identify 
different strategies adopted by 
organizations today for fostering 
creativity in employees.

To accomplish the above objectives 
a survey was conducted among the 
employees of different sectors like 
banking, construction, education, 
retail, hospitality, etc. (the selection 
was made on random basis).

The very first thing which was 
important to understand at the 
beginning of this research was How 
exactly our valuable employees 
perceive creativity at workplace 
and on the basis of this perception 

do they consider themselves 
creative enough to contribute 
towards the organizations growth 
and success?

On analyzing different answers 
received in reference to the 
definition of creativity as per the 
employee’s perspective Creativity 
can be explicit as the ability to 
think beyond what is defined as 
“current practices”, thus adding 
value to the organization by 
making it safer/more effective and 
/or more competitive. Out of our 
total sample selected randomly 
55% employees stated that they 
do not consider themselves to 
be creative enough to contribute 
whereas 45% of employees agreed 
that “Yes” they have inherent spark 
of creativity.

Figure 1.1- Employees perception 

The most surprising statistics that we received was a claim that out of all 
these 55% noncreative plus 45% creative respondents 80% of employees 
said that they can be creative enough but they lack opportunity/support 
to showcase their creativity.  

Importance/Benefits Of Creat-Ivity At Workplace
Out of the total respondent 82% of employees agreed to the fact that 
employee’s creative ideas if taken, valued and implemented by the top 
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management can surely guarantee 
long term survival. These ideas/
thoughts can create wonders if 
implemented and will benefit 
organization in various ways such 
as:- 

In Embarking Competitive 
Edge
With the cut throat competition 
in today’s world where every 
other brand is into the race of 
catering and facilitating their 
target customers with unique 
selling proposition creativity and 
innovation at workplace can help 
in developing own niche in market 
thus providing competitive edge to 
grow.

Promoting Efficiency And 
Effectiveness
Efficiency and effectiveness are 
considered to be the trump card 
for achieving set goals through 
enhancement of employee’s 
productivity this can be piloted 
in employees through practicing 
creativity at work place. This 
in result will be showcased 
as reflection in the quality of 
products and services delivered by 
employees.

Enhancing Ownership
Employees look forward for 
non monetary rewards such 
as appreciation, responsibility, 
authority, recognition if provided 
by the organization at right 
point result into development of 
sense of onus. This sense of onus 
is difficult to develop but once 
developed serves as key towards 
achieving success by converting 
organization goals into employee’s 
goal. Sense of ownership among 
employees further result into 
lack of supervision, optimum 

utilization of available resources, 
enhance individuals productivity 
and develop collaborative working 
environment through which even 
a lost battle can be won.

Valuing employee’s ideas and 
providing them with balanced 
creative culture helps in making 
them feel motivated and develop 
sense of belongingness.

For Motivating People & For 
Attracting And Retaining 
Staff
Scope of creativity at workplace 
helps an individual to utilize his 
intellectual capabilities and skill 
for his as well as organizations 
development this in turn 
motivates employees to be more 
committed and dedicated towards 
the organization resulting into 
earning more profit. 

Employees today look forward to 
join organization no doubt that 
offers them good money but on 
other hand an organization that can 
provide them with opportunities’ 
to grow in association with growth 
of organization. Thus, resulting 
into reduction in attrition rate and 
increasing the no of application 
pool to select best out of employees 
market.

Factors That Enhance Or 
Facilitate Creativity At 
Workplace
After acknowledging the benefits 
of creativity at workplace the 
question arises here is to know 
and understand these factors that 
enhances or facilitate creativity. 
The main essence to structure out 
creative organization is creative 
workforce  & creative work 
environment where workforce 

are backed up by different push 
and pull factors that boost 
their inherent creativity at each 
moment. According to the 
feedback received from employees 
some common factors that 
they perceives consequential to 
creativity at workplace are:

Challenges
Inherent job characteristic itself 
motivates employees to be creative 
at their workplace. Above all the 
other factors job design itself 
stimulates creativity in job holder. 
That’s the reason why people are 
looking forward towards private 
sector rather than public sector 
where their jobs are design keeping 
in mind “right man at the right 
job” and differentiating between 
man and machine.

Freedom
Autonomy allows legroom for 
creativity to be experimented. 
Freedom has both positive and 
negative aspects but, to some 
extent let the employee decide and 
give a new outlook, new ways, new 
approach to accomplish task. This 
will allow them to come up with 
new ideas and experiment the 
same for fruitful results. 

Resources
The focal resources that impinge 
creativity are time, money and 
physical space. A proper blended 
and appropriate combination 
of all these resources can 
bridge gap between creative 
idea and innovation. A creative 
employee requires qualitative and 
quantitative time, money and an 
equal physical space to go through 
the journey of structuring creative 
ideas. 
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Workgroup Features
An individual to be creative 
especially at workplace requires 
supportive workgroup that 
can contribute and mould 
an individual’s idea as “Our” 
idea rather than “Your” idea. 
A workgroup comprising of 
different intellectual foundations 
and approaches can be combined 
and combust together to create 
an exciting proposition fostering 
creativity at workplace.

Organization Support
One very simple step that can 
foster creativity is “Let it happen”. 
Organization support plays role 
of nervous system by motivating 
employees to implement new ideas, 
new strategies. The backup support 
by the organization in terms of 
making resources available (time, 
space and money),leverage of 
learning by error, boosts morale 
of creative employees to come up 
with new ideas.

creative workforce is true and 
equitable valuation of their 
prestigious effort.

Allowance for Mistakes
Adoption of “Trial and Error” 
learning approach helps in 
execution of creative ideas. 
Employees approaches manag-
ement with multiple ideas but are 
able to convert only few creative 
thoughts into innovation. A 
working environment allowing 
scope for mistakes and trying again 
and again until not succeeded, 
helps in stirring potentially creative 
employees. 

Open Communication
Free flow of communication at 
each level (vertical, horizontal, 
top-down, etc) cultivate sharing of 
information, knowledge, helps in 
building team that supports, helps 

each other with their intellectual 
capabilities. This again positively 
contributes towards sharing risk 
of being creative and its conversion 
process.

Individual Empowerment
An organization super structure 
that empowers an individual to 
decide on its own the different 
ways to accomplish given task/
projects implying his own working 
style motivates employees to be 
more creative in comparison to an 
individual following organization 
designed code of conduct. 

Every individual as different 
factors that motivates them 
an amalgamation of some of 
these factors will surely result 
into facilitating creativity at 
workplace and thus will benefit 
organization in return. In order 
to encourage workforce for 
believing and practicing creativity 
and innovation there is a need to 
understand different factors that 
result into dearth of creativity or 
in others sense factors that kills 
zeal of being creative in employees.

Factors That Result Into 
Killing Creativity At 
Workplace
When asked employees came up 
with feedback almost contrary to 
the response that we got above. 
The lack or absence of motivating 
factor slowly and steadily kills the 
creativity in employees. Some of 
the common responses that where 
given were:

Lack of access to information
Employees being at the middle 
or lower level at times are not 
allowed to access information 
which they require to structure 

Figure 1.2- Factors that enhance or facilitate creativity

Creativity Recognized
“Efforts need to be valued”. Recognition irrespective of monetary or 
nonmonetary sparks back the zeal of creative employees. If we, look 
back to different motivation theories each have different approaches, 
view points related to factors that motivate individual but none of these 
theories as denied the role of recognition. The necessity for blooming 

Vol 1 // Issue 1 // June 2013



ISSN 2319-684X

Volume I  //  Issue II  //  52

out creative ideas. When coming 
up with new-fangled ideas many 
of the time important information 
are required related to internal or 
external environment which may 
not be accessible easily due to lack of 
management support, lack of time 
to collect information or conduct 
surveys. Thus unavailability of 
proper information sometimes 
do not allow employees to move 
ahead with ideas. 

Microscopic Performance 
Evaluation
Performance appraisal methods 
such as 360 degree, 180 degree 
feedback, management by 
objectives, time and motion 
studies etc. no doubt helps in 
fair evaluation of employees 
performance in order to reward 
them appropriately but at the same 
time microscopic performance 
evaluation de-motivates employees 
to experiment their potential 
creativity’s. To add on a famous 
idioms “Paris was not built in a 
day”; an invention undergo various 
ups and down, success and failure. 
Management that practices close 
analysis to find out where you 
went wrong can not expect their 
employees do wonders.

Figure 1.3- Factors that kills creativity at 

workplace

of resources. Management gives 
approval but lacks allocation of 
funds on name of research and 
development, especially when it 
comes to providing two important 
resources time and money.

Risk Aversion
Encumber of risk attached to the 
creative idea if it fails to turn into 
fruitful invention kills creativity at 
workplace.
This certainly does not imply 
that a management should not 
undertake performance evaluation 
or should not ask for compliance. 
Performance evaluation, comp-
liance, approvals from top 
management should be practiced as 
these practices till now has proved 
to be well appreciated by all the 
organization and has led towards 
growth. But on the other hand 
scarcity of resources, imposition 
of risk burden, unnecessary 
compliance of each and every 
minute changes, microscopic 
performance evaluation done with 
an intention to find out errors 
rather than solution to these errors 
do not allow an individual to 
highlight his potential creativity.

As per the employees perspective 
rather than binding their hands 
and setting rulebooks for them 
management should develop sense 
of onus and should have faith trust 
on its employees. As organizations 
wants to survive for longer period 
of time and even wish to grow at 
a faster pace it becomes necessity 
for them, to design culture that 
harness creativity in employees 
by providing them with enough 
opportunities to experiment. 

Looking at the current situation 
out of our total sample 80% 

Unnecessary Compliance
Compliance/adherence to code 
of conduct, organization policies, 
disciplined working behavior 
where you need to follow the 
pre set standards and rules can 
never give and employee space to 
find out new and better ways to 
perform. Compliance is good to 
but beyond its necessity its turn 
into unnecessary burden.

No Personal Authority To 
Initiate Change
An idea by the time gets 
approval from different layers 
in an organization gets prune 
and losses its expected impact 
or transformational value. The 
tight organization structure/
hierarchy whether centralized or 
decentralized lacks freedom of 
taking decision. Even a minute 
change in preset formats first 
needs approval and this approval 
further needs a good bundle of 
time and explanation.

No space/resource to pursue ideas
If we try to closely examine 
statistics there are multiple ideas 
which get kick start but they fails 
to be executed or even executed 
are stuck in between due to lack 
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of employees said that their 
organization fails to cater them 
with organization culture that can 
foster their creativity. Only 20% 
of employees positively stated that 
their organization supports hand 
by hand to bring and let them 
think out of the box. 

Figure 1.4- Management feedback 
when approached with creative 
ideas

This 80% - 20% ratio testify 
that even after having creative 
workforce we are facing dearth 
of creativity at workplace. It’s not 
that employees are not creative, 
they are, what they lack is not so 
supportive kind of attitude from 
management which turns out to be 
incapable of en-cashing creativity 
out of their own employees. 
Employees whispered whenever 
they approach their management 
with different, creative thoughts 
most of the time they received 
positive feedback at first instance 
but later on they find their 
management finding excuses to 
escape out of it. 

In order to move out of the trap, 
of these creative ideas either the 
management takes too much 
time before its initialization or 

the management people start 
lathering the risk attached to these 
ideas rather than the associated 
profit on top of that the burden of 
risk is completely imposed on one 
who has approached with the idea. 
Many of the times the poor ideas 
get stuck among organizational 
approval levels and unnecessary 
compliance resulting into death of 
an idea. Thus, such non interested 
approach by management kills 
ideas before it even takes place.
Below mentioned are some of the 
strategies that we come across 
during our research, adopted 
by some of the organization to 
safeguard them from dearth of 
creativity at workplace.
Strategies adopted to eliminate 
dearth of creativity at workplace:
The strategies that are or can be 
adopted by various organizations 
to encourage or enhance creativity 
at workplace are

About 80% respondents said that 
their organization is not doing 
anything for encouraging them to 
come up with good ideas. 

So the strategies above are being 
adopted by only 20% organizations 
which are very less in numbers 
which revels that there are very 
few organizations that are actually 
doing something for encouraging 
creativity at workplace.

Recruiting The Right 
Workforce
According to organizations it is 
very important to recruit the right 
person on the job as an experienced 
person who knows his job well will 
be better able to contribute new 
and creative ideas.

Challenging Environment/
Work
Creating a Challenging enviro-
nment and never being at ease is 

Figure 1.5- Strategies to eliminate Dearth of Creativity 
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another very important strategy 
adopted by organizations as if 
employees want to survive in 
the organization they need to do 
their work differently from others 
and a challenging environment 
encourages them to think 
differently.

Reward For Creative Ideas
The most important aspect of 
nurturing creativity at workplace 
is to actually reward the idea that is 
implemented or put to production, 
this encourages other employees 
in the organization to be more 
creative and solution oriented. 
Organizations use the strategy to 
award them with a remuneration 
that rewards creativity which is a 
good way of encouraging them to 
come with new ideas.

Organization Culture
An organization culture that 
accepts the odd mistake helps 
in preparing employees to take 
calculated risk.

Training and Learning 
Environment
Regular workshops for the 
employees where they can learn 
how to structure and use their 
ideas is also one of the strategy 
adopted by many organizations.
Open communication

When employees realize that 
they are being trusted with all 
the information is makes them 
feel like they are valued and can 
make decisions based on the whole 
picture and not just on bits of it, 
this gives them confidence to take 
decisions instead of calculating  
the risk.

Freedom to Act

Employees want some freedom 
to complete the work in a way 
they want to, so they look for 
an environment where they just 
have uninterrupted time, and 
where they can get that space and 
time in a day just to think and be 
creative. So freedom to act is a 
very imperative strategy used by 
organizations to support creativity 
at workplace.

Supervisory Encouragement
A leader is someone who can help 
his organization to be creative in a 
sense that his support and coaching 
can help the subordinates to think 
outside the square and encourage 
different ways of doing things. 
This strategy is being used by most 
of the organizations to enhance/ 
give confidence to employees to be 
creative.  

Conclusion
This research enlightened the 
vision about creative working 
environment. On the basis of this 
research it can be concluded that 
there are very few organizations 
who actually encourages creativity 
in their employees, and for most 
of the organizations employees 
are creative but they lack proper 
platform and support to apply 
their creative ideas that result into 
“dearth of creativity”.
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Abstract
In the recent years changes in consumer’s patterns of living and rising consumer affluence has resulted in the 
emergence of the healthy food market. The healthy food industry in India is still at a nascent stage but is showing 
huge potential. The health food market stood at Rs 9,000 crore in 2010, and is expected to grow at a CAGR of 
20 per cent to Rs 22,500 crore by 2015. (Techno Advisors 2012). Marketers of these healthy foods have targeted 
career men and women offering them relief from lifestyle induced diseases through a myriad of products that 
cover consumer’s nutrition needs from breakfast to dinner. However since the buyer of these healthy food brands 
in most of the cases happens to be women this study attempts to ascertain the perspectives of the Indian house 
wives in the purchase of healthy foods. 
The study administered on housewives across different income groups and age groups examines the awareness 
levels of housewives w.r.t healthy food brands, factors impacting purchase, as well as endorsers impacting purchase 
decision. For research design descriptive research was conducted. Convenience sampling method was adopted 
with a sample size of 110 house wives. 
Recommendations are provided based on findings which will enable marketers to target housewives more 
effectively and design a communication strategy that effectively convinces them to purchase the brand.

Key words Healthy Food, Purchase Behavior, Indian Housewife, Celebrity Endorsers
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Introduction
The Indian Health & Wellness 
(H&W) food industry has 
witnessed phenomenal growth 
over the last few years. The Indian  
health food market was pegged at 
Rs 9,000 crore in the year 2010, 
and is expected to grow at a CAGR 
of 20 per cent to Rs 22,500 crore 
by 2015.(Technopark Advisors 
2012) Players in this area are either 
launching healthier versions of 
existing products or launching 
completely new products altog-
ether. A number of factors have 
contributed to the growth in 
consumption of H&W products in 
India, primary among them being:

foods, low levels of penetration of 
microwave ovens and variations 
in taste and preferences across 
regions. However changes in 
lifestyles attributed to double 
income households, paucity 
of time, growth of organized 
retailing and global exposure 
resulted in the gradual acceptance 
of packaged foods. The size of the 
Indian packaged food industry is 
$15 billion, growing at a CAGR of 
about 15 to 20 per cent annually it 
is expected to touch $30 billion by 
2015.(PTI-2013) 
3. Growing Health Concerns:  
Rising incomes, fast paced lives, 
high work stress, unhealthy eating 

1  Assistant Professor, Bharatiya Vidya Bhavan’s, Usha and Lakshmi Mittal Institute of Management
2  Lecturer, Bharatiya Vidya Bhavan’s, Usha and Lakshmi Mittal Institute of Management 
3  Assistant Professor, Galgotia’s Institute of Management & Technology,Greater Noida

1.  Increasing Incomes: Real GDP 
in India has been growing at 
approximately 8% over the last 5 
years. Despite of the slowdown 
Indian economy continues to 
grow at a consistent pace. Rising 
income levels have thus driven 
the shift towards values added 
food categories i.e.H&W that are 
considerably more expensive than 
basic foods. 
2. Increased consumption of 
Packaged Foods: Indian consumers 
for a long time had been averse to 
packaged foods. This aversion had 
been fuelled by many factors like  
the traditional role of the Indian 
housewife, high prices of packaged 
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habits have resulted in a host 
of lifestyle disorders amongst 
the urban consumers. Primary 
amongst these disorders are 
obesity, heart disorders, digestive 
disorders and diabetes. India has 
the 2nd largest diabetic population 
in the world at approximately 61.3 
million in 2011 (GBI Research 
2013). According to Indian 
Council of Medical Research 
heart disease has become the 
biggest cause of death in urban 
and rural India. Rising awareness 
levels have heightened the concern 
for lifestyle diseases as a result 
of which urban consumers are 
displaying an increased preference 
for low-fat, low-sugar / low carb 
and low cholesterol food intake. 
Included in the H&W category 
these products can be further 
classified as

Better for you foods: Includes 
foods like low cholesterol 
edible oils, 0% trans fat snacks 
& biscuits, diet milk/curd/ice 
creams/colas.
Functional or fortified foods: 
Includes iodine fortified salt, 
fortified biscuits, fortified 
breakfast cereals and health 
drinks.
Natural foods: Comprising 
of 100% natural fruit juices, 
pickles without preservatives.

‘India has more working women 
than does any other country in 
the world. Of the entire workforce 
of 400 million, 30-35 per cent are 
female, and of these women, only 
20 per cent work in urban India’ 
(Nasscom and Mercer, 2009). The 
marketers are targeting working 
women for the purchase of healthy 
foods but majority of the women 
in India (65-70%) are housewives. 

pleasure and weight control. In the 
Indian context healthy foods have 
been targeted for consumption 
primarily at kids, men and career 
women. Housewives per say are 
targeted primarily for their role 
as deciders and buyers and not 
consumers in case of healthy foods. 
This study therefore attempts to 
study the factors that influence 
the purchase and consumption 
behavior of healthy foods amongst 
house wives. 

Methodology
Data was collected utilizing 
the Mall Intercept technique. 
Questionnaires were distributed to 
110 housewives. Data was complied 
and analyzed statistically using 
SPSS. Demographic statistics of 
the respondents were analyzed 
to determine socio demographic 
factors. Reliability and internal 
consistency of each factor was 
tested by determining Cronbach 
Alpha of each factor and factors 
with Alpha of 0.5 were retained for 
further analysis.

Result
1) Attitude Towards Staying 
Healthy
To study the attitude of the 
housewives towards staying 
healthy, factor analysis was done 
on thirteen constructs. Principal 
Component analysis was done with 
varimax rotation. The constructs 
were reduced to four factors that 
explained 72.701% of the variance 
(see table 1). Thus variance of the 
original values was well captured 
by these four factors (see table 2). 

This paper therefore attempts to 
look at the factors influencing the 
purchase of healthy food by Indian 
housewives. 

Literature Review
The alarming increase in lifestyle 
diseases over the years has seen 
a surge in research studying 
communication of healthy eating 
habits, role of socializing agents 
like parents, teachers, peer groups 
and communications by the 
government. Previous researches 
have revealed that taste preferences 
and eating habits are developed 
at a very young age (Birch, 1999; 
Drewnowski & Hann, 1999).
According to Deshpande & 
Basil (2009) the most important 
stage of life for food selection or 
choice is when individuals are 
college students.  Livingstone 
(2005) identified food advertising 
particularly for unhealthy foods 
as affecting preferences for food 
as well as children’s behavior 
directly or indirectly. Mueller 
(2007) in his study highlighted 
that consumers should also 
take responsibility for learning 
about diet and nutrition as well 
as make healthier choices. Most 
of the previous researches have 
focused primarily on consumption 
behavior of healthy foods amongst 
children, adolescents or college 
going students and in some cases 
the elderly also. Glanz, Basil, 
Maibach, Goldberg & Snyder(1998) 
identified the most important 
factors predicating food choices 
or selection among adults as being 
taste, cost, nutrition, convenience, 
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Table 1: Total Variance Explained For Attitude Towards Staying Healthy 
Component Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings

Total % of Variance Cumulative % Total % of Variance Cumulative % Total % of Variance Cumulative %
1 4.424 34.029 34.029 4.424 34.029 34.029 3.543 27.256 27.256
2 2.446 18.815 52.845 2.446 18.815 52.845 2.513 19.334 46.590
3 1.470 11.306 64.151 1.470 11.306 64.151 1.791 13.773 60.363
4 1.112 8.550 72.701 1.112 8.550 72.701 1.604 12.339 72.701
5 .913 7.020 79.722
6 .647 4.974 84.696
7 .542 4.169 88.864
8 .449 3.457 92.321
9 .314 2.418 94.740
10 .231 1.780 96.520
11 .196 1.505 98.025
12 .134 1.032 99.057
13 .123 .943 100.000

Extraction Method: Principal Component Analysis.

Table 2: Rotated  Component Matrixa   For Attitude Towards Staying Healthy
Component

S no. 1 2 3 4
1 I keenly observe what I eat .624 -.441 .144
2 I rely on healthy food brands to stay healthy and fit -.177 .384 .723 .237
3 I try to keep healthy by eating right .808 -.266 -.195
4 I keenly read the labels of the brands before purchasing .894 -.120
5 I believe in exercising and eating right .847 -.168 -.135 .234
6 I am well informed about the healthy food brands in the market .596
7 I am willing to sacrifice taste for healthy food .390 -.112 .519 -.506
8 I reflect about my healthy and that of my family equally .101 -.178 .282 .829
9 I take responsibility for the state of my health and that of my family .204 .853 .126
10 Looking good is important for me .595 .263 .413
11 Having a healthy body is important for me -.132 .683 .174 .502
12 I am conscious of my diet -.164 .888 .157
13 I believe healthy food brands help me control my weight -.191 .802 .306 -.240

Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 6 iterations.

The Four Factors So Extracted 
Are As Follows 
Factor 1 Staying healthy by eating 
right
I keenly observe what I eat;
I try to keep healthy by eating 
right’
I keenly read the labels of the 
brands before purchasing;
I believe in exercising and eating 
right;
I am well informed about the 
healthy food brands in the market;

Factor 2 Importance of staying 
healthy,
Having a healthy body is important 
for me,

I am conscious of my diet
I believe healthy food brands help 
me control my weight,

Factor 3 Health and Healthy 
brands 
I rely on healthy food brands to 
stay healthy and fit;
I am willing to sacrifice taste for 
healthy food;
I take responsibility for the state of 
my health and that of my family;

Factor 4 Family’s health
I reflect about my healthy and that 
of my family equally;

To test the reliability of the factors 

so extracted Cronbach’s α was 
calculated which ranged from 
0.822 to 0.585 (see table 3). This 
shows that the factors so extracted 
were reliable. 

Table 3 Cronbach’s α
Dimensions Cronbach’s α

Factor 1 0.845

Factor 2 0.822

Factor 3 0.585

2) Attitude Towards Healthy 
Food Brands 
To study the attitude of the 
consumers towards healthy food 
both packaged and home-cooked a 
principal component analysis with 
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varimax rotation was performed. The factors with eigenvalues greater than 1 were retained for the model and 
rotations were converged in nine iterations. To test the reliability of these constructs coefficient alpha was 
calculated. The fifteen constructs studied were reduced to six factors that explained 82.770% of the variance 
(see table 1).

Table 1 Total Variance Explained For Attitude Of Consumers Towards Healthy Food:
Component Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings

Total % of Variance Cumulative % Total % of Variance Cumulative % Total % of Variance Cumulative %
1 4.104 27.363 27.363 4.104 27.363 27.363 2.998 19.987 19.987
2 2.405 16.035 43.398 2.405 16.035 43.398 2.473 16.489 36.475
3 2.243 14.955 58.352 2.243 14.955 58.352 2.254 15.028 51.504
4 1.468 9.789 68.142 1.468 9.789 68.142 1.685 11.232 62.736
5 1.111 7.403 75.545 1.111 7.403 75.545 1.658 11.050 73.786
6 1.084 7.225 82.770 1.084 7.225 82.770 1.348 8.983 82.770
7 .619 4.124 86.894
8 .446 2.976 89.870
9 .357 2.377 92.247
10 .281 1.872 94.118
11 .270 1.801 95.919
12 .224 1.492 97.412
13 .158 1.055 98.467
14 .131 .875 99.342
15 .099 .658 100.000

Extraction Method: Principal Component  Analysis.

Rotated Component Matrixa For Attitude Towards Healthy Food
Component

1 2 3 4 5 6

1 The healthy food brands are very expensive .570 .598 -.048 .213 .053 -.083

2 Packaged foods are not healthy .716 .394 .151 .237 -.025 .222

3 I believe this healthy food brands are for younger women. .756 -.066 .438 .054 .006 .117

4 I believe this healthy brand lifestyle is a passing fad. .878 .056 .007 -.196 .261 -.117

5 I believe this healthy food brands are for career conscious women. .813 -.112 -.052 .080 .073 -.133

6 I am aware of numerous kitchen recipes that are healthier than 
packaged healthy foods. .219 -.053 .072 .871 .104 -.188

7 I would prefer to prepare in house healthy dishes than buy pack-
aged versions. -.144 .023 .120 .782 -.031 .451

8 I believe healthy food brands are for people with health issues. .031 .147 .851 .304 .003 .219

9 I believe healthy food brands are for people on a diet. .156 .196 .859 -.086 .027 .107

10 I prefer to buy healthy food brands rather than preparing them 
at home. -.028 -.087 .196 .041 .101 .901

11 Healthy food prepared at home is more value for money. -.055 .657 -.541 -.190 .015 .326

12 A women purchasing a healthy brand according to me is trendy. .073 .825 .248 .008 .208 -.137

13 A women purchasing a healthy brand according to me is intelli-
gent. -.109 .777 .322 -.090 .335 -.049

14 A women purchasing a healthy brand according to me is health 
conscious. .181 .376 -.192 .133 .767 .087

15 A women purchasing a healthy brand according to me is finan-
cially well off. .102 .110 .139 -.008 .902 .043

Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization.

The factors so extracted are as follows
Factor1  Perception towards healthy food brands
1. Packaged foods are not healthy
2. Healthy food brands are for younger women.
3. Healthy brand lifestyle is a passing fad.
4. Healthy food brands are for career conscious women.
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Factor 2 Purchase of healthy food
1. The healthy food brands are 

very expensive
2. Healthy food prepared at home 

is more value for money.
3. A women purchasing a healthy 

brand according to me is 
trendy.

4. A women purchasing a healthy 
brand according to me is 
intelligent.

Factor 3 Perception towards use 
of healthy food brands
1. I believe healthy food brands are 

for people with health issues.
2. I believe healthy food brands 

are for people on a diet.

Factor 4 Own preparation versus 
packaged brands
1. I am aware of numerous kitchen 

recipes that are healthier than 
packaged healthy foods.

2. I would prefer to prepare in 
house healthy dishes than buy 
packaged versions.

Factor 5 Perception of users of 
healthy food
1. A women purchasing a healthy 

brand according to me is health 
conscious.

2. A women purchasing a healthy 
brand according to me is 
financially well off.

Factor 6 Purchase intention of 
healthy food brands
1. I prefer to buy healthy food 

brands rather than preparing 
them at home.

To test the reliability of the factors 
so extracted Cronbach’s α was 
calculated which ranged from 
0.830 to 0.638 (see table). This 
shows that the factors so extracted 
were reliable

Table : Cronbach’s α
Dimensions Cronbach’s α

Factor 1 0.830

Factor 2 0.685

Factor 3 0.817

Factor 4 0.638

Factor 5 0.745

3) Celebrity Endorsers Influe-
ncing Choice Of Healthy Food
To study the celebrities influencing 
the choice of healthy food brands 
respondents were asked to 
evaluate the celebrities on a scale 
of 1-5 where 1 stands for highly 
uninfluenced and 5 stands for 
highly influenced. The celebrities 
that are influencing the purchase 
decision for healthy food are 
Amitabh Bachchan, Hema Malini, 
Madhuri Dixit, Shilpa Shetty, 
Karishma Kapur, Sanjeev Kapur 
and Raveena Tandon in that order. 

Discussion and Conclusion
The findings across the 
respondents show that the Indian 
housewives are health conscious. 
They reflect about the health of 
their family as well as themselves 
and also take responsibility for 
the same. What is heartening for 
marketers of healthy food is that 
they understand the importance 
of eating right for staying healthy. 
They are well informed about the 
healthy food brands and keenly 
read the information on the labels 
before purchasing. The second 
factor that was highlighted was 
that being healthy is important 
for the housewives and they 
believe that healthy food can help 
them control their weight. The 
third factor shows that they rely 
on healthy food brands to stay 
healthy and fit thus highlighting 
the existence of a market. 

On studying the attitude of the 
housewives towards healthy 
food brands it is found that the 
respondents have a negative 
perception towards packaged food 
and feel that it is not healthy. Also 
they feel that such brands are for 
younger and career conscious 
women. For them healthy brand 
lifestyle is a passing fad.  It was 
also found that such foods are 
expensive and women feel that 
healthy food prepared at home 
is more value for money and are 
aware of numerous recipes that are 
healthier than packaged healthy 
food. They also feel that healthy 
foods are for people with health 
issues and/or for people on a diet.   

The opportunity that can 
be highlighted here is that 
respondents feel that women 
purchasing healthy food are trendy 
and intelligent. They also feel that 
women purchasing healthy food 
brands are financially well off. 
The last factor shows the purchase 
intention towards healthy food 
brands which is positive for the 
respondents and they feel in 
general that they would prefer to 
buy healthy food brands rather 
than preparing them at home. 

It has been found that Amitabh 
Bachchan and Hema Malini are 
the top two celebrity endorsers 
that are influencing the purchase 
of healthy foods. Marketers can 
therefore use these celebrities 
to influence the choice of the 
consumers. 

Implications
These results are relevant for 
marketers of healthy foods. 
Understanding the perception of 

Vol 1 // Issue 1 // June 2013



ISSN 2319-684X

Volume I  //  Issue II  //  60

healthy foods and the factors that 
influence purchase of healthy 
foods will enable marketers to 
target the consumers particularly 
house wives better. The paper 
highlights that house wives view 
and purchase healthy foods 
equally for their own as well as 
their family’s consumption. What 
is heartening for marketers in 
this study is that select segments 
within housewives have begun to 
consume healthy foods. Since the 
housewives have been found to 
feel that people purchasing these 
brands are trendy, intelligent and 
financially well off marketers can 
build communication strategies 
around this to influence the 
housewives. The study also 
highlights importance of endorsers 
in influencing purchase of healthy 
foods by housewives which can 
help marketers decide on the use 
of these to represent their brands. 
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