LL0Z @9uig

e
B
=
ol
@
o
@
3
=
@
=
na
=}
- |
-~
*
=
(71
-
-
=
r
)
[}
]
v
=}
S|
=
* |

z anss| : L awnjop

Sankalpa means Decision,

Determination that a true manager or leader must make every day... e
Indexed in PE'%@-SL
ww\i\r.pmquest.com SANI(ALPA
'UGC APPROVED JOURNAL'
Www.uge.ac.in
Since 2011 July-December 2017 % ISSN No. 2231-1904 Volume 7 : Issue 2

IMPACT FACTOR : 3.711 (ISRA : JIF)

Journal of Management & Research

SANKALPA : Journal of Management & Research
aims at bringing out the intricacies of Management perspectives, concepts,
and applications. The focus is on Indian Management and its interplay with
Global Management knowledge, best-practices and research.

C. K. Shah Vijapurwala Institute of Management (),
Founded B‘f ;\‘LH;P

= . Shri Mahavira Jaina Vidyalaya Education Foundation o i | .-'J _
India's Global Business School 54 'TT'7| erirs

— Shri Mahavir Jain Vidyalaya Campus, Near Goyagate Circle, R. V. Desai Road, Vadodara-390 004. (Guj) INDIA —




About Shree Mahavira Jaina Vidyalaya (SMJV)

Shree Mahavira Jaina Vidyalaya (SMJV), a seed grounded over 101 years ago by Visionary and Revolutionary Pa. Pu.
Acharya Vijay Vallabhsurishwarji Maharaj Saheb, is today transformed into a 'home away from home' to over 1500
aspiring students through its network of over 8 boys hostel and 4 girls hostels presently. It is serving Jain Shahsan to its
best by protecting root values of Jainism and extending religious education alongwith formal education. More than 20000
alumni of SMJV spread across the globe are working as successful businessmen or professional and enjoying good
social status. The entire society respectfully praises the finest contribution of SMJV in the field of education assistance.

SMJVs KANYA CHHATRALAYA, Vadodara

Vadodara, which has been designated as the education and cultural hub of Gujarat, has thousands of male and female
students studying in number of educational institutes in and around Vadodara. Presently, there is an acute need of a
cultural, safe and good living arrangement, particularly for female students. Keeping this requirement in view, SMJV has
built a beautiful Jain Girl's Hostel (Kanya Chhatralaya) in Vadodara, inaugurating on 29th July 2017. An ultramodern
campus at a very convenient location in the heart of the city of Vadodara, the Chhatralaya is equipped with Computer

Room, Library, Gymnasium, Wi-fi and other 3-star facilities, and has the capacity to accommodate about 108 girl

students. A heartfelt gratitude to the donars who have been faithfully donating large amounts and have been repeatedly
contributing to the different initiatives of SMJV whole-heartedly from time to time.
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Academic Trip to ACBSP Annual Conference,
Marriot, Anaheim (Los Angeles), USA - 2017

Dr. Rajesh Khajuria, Dr. Christopher Speicher, Dean and Padma Vibhushan Shri Dr. Veerendra Heggade (right), Chairman,
Dr. Art Comstock, Executive Director, SDM Charitable Trust and Dr. N. Parasuraman, Director, with
Marywood University, USA. Diana Hallerud, Asst. Director, Accreditation, ACBSP and
Dr. Rajesh Khajuria, ACBSP Mentor, receiving the
ACBSP Accreditation Award.

ACBSP Region 10 (South Asia) Members Meeting; Mrs. Dale King, Chair, SPPC Committee releasing
Dr. Rajesh Khajuria was elected as Chair. 2nd edition of Transnational Journal of Business.

Dr. Rajesh Khajuria and Prof. Laxmi Shivaraman (Centre) Dr. Rajesh Khajuria giving presentation on
from Kansas and a Dean from USA. ‘Preparing Students for Career Success'.

——AVA~
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FROM THE DESK OF RESEARCH CENTRE-CKSVIM
Journey From January 2011 To July 2017

With the objective to create and preserve the awareness among the Teaching Community about the '‘Role of Research' in
the process of knowledge acquisition, processing, and storage of existing knowledge on one hand and on the other, in the
process of generation and dissemination of newer knowledge driven by the acquisition of existing knowledge, the Ph. D.
Research Centre has completed a journey of over six and half years since its inauguration on February, 2011 by Dr. Akshai
Aggarwal, Hon. Vice Chancellor of Gujarat Technological University.

The Bi-annual journal, 'SANKALPA'- The Journal of Management and Research, is presenting its 14th regular Issue
(Volume 7-Issue2) inthe month of July 2017, since its inceptionin January, 2011.

It contains Research Articles written by faculty members of Management and other allied disciplines from all over the
country and abroad. It serves as one of the important vehicle to disseminate the newer knowledge generated by the
researchers through various kind of researches undertaken by them.

| am glad that the Journal, which is a peer blind reviewed journal, has provided opportunity to hundreds of Teacher-
Researchers to get their original research papers published. Besides, it also provides opportunity of publishing Business
Cases from faculty members to help in the teaching of Management students through cases.

The Centre has, so far, provided facility of pursuing Ph. D. Research to more than 20 Researchers (precisely, 23
scholars have enrolled as of July 2017, of whom 19 are academicians, 3 are from industry and 1 from government
Sector) of whom 8 scholars have completed their Phd (Management) and received the PhD notification. My heartiest
congratulations to them for their endeavour!

| wish that the researchers, in their research endeavour, focus in the emerging areas like; Criteria for vendor selection,
Corporate governance/corporate responsibility, ethics and accountability, Knowledge Management, Management of
technology and innovation, Resource management and sustainable development, Health policy and management,
Climate, energy and economic growth to support the overall development of our country.

July 2017

Dr. Satendra Kumar
Professor and Head
Ph.D.Research Centre
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From the Heart of Editor-in-Chief...

"Dear Readers,

It gives me immense pleasure to announce that our journal 'SANKALPA'-Journal of
Management & Research (ISSN 2231:1904) is selected in the ‘Approved List of Journals' by UGC, India. It has now
recognition nationally as well as globally, being Indexed in ProQuest (USA) since January 2016. Congratulations to
the entire team of 'SANKALPA" and all the well-wishers for the same!

It's my privilege to share that | was invited third time as a Speaker by the Accreditation Council for Business
Schools and Programs (ACBSP), USA in its Annual Conference on the theme: “Preparing Students for Career
Success” during 24th — 27th June 2017 at Anaheim, California, USA. The conference was a huge success and
attended by about 800 Professors, Dean, Presidents / Chancellors from 30 countiries (Please see the detailed
Reportin Page Ilin the presentissue of the journal).

The present Issue (Volume 7, Issue 2) of 'SANKALPA' unfolds some enriching papers from India and abroad in the
areas of IT, Finance, Marketing, General Management and Economics. The paper titled 'Hi-tech professionals'
Intention to quit' by Ziva Veingerl Cié, Prof. Dr. Samo Bobek & Simona Sarotar Zizek, University of Marribor, Slovenia,
is a must read. Among the other papers, an article which | found to be quite interesting was 'A Study of Effect and
Impact of Macroeconomics Variables of India on Sectorial Indices of NSE and Indian Volatility Index (VIX) by Dr.
Ranjan Jaykant Sabhaya. | congratulate all the authors whose papers have been selected after a thorough peer-blind
review process, with a rejection ratio of 40% in the present Issue of the journal.

Future plans includes proposing to conduct the ACBSP South Asian Regional Conference to be organized in
India during November 7-8, 2017 (tentative date) for the benefit of Indian Management Colleges / B-Schools as well
as the Higher Education Regional Conference (HEF, Mumbai) in November 2017, with the theme of the ACBSP
Annual Conference 2018 to be held in June 8-11 in Kansas City, MO. Indian, Asian and Global B-Schools'
Deans/Professors are welcome to participate!

Happy Reading!

Prof. Dr. Rajesh Khajuria,

Director, CKSVIM

Chair, South Asia Council, Region 10, ACBSP, USA

Dean and Chairman, Global MBA Program, GTU

Visit: www.cksvim.edu.in / www.gtu.ac.in / www.acbsp.org
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A Report Academic Trip to ACBSP. USA
ACBSP Annual Conference, Marriot, Anaheim (Los Angeles), USA

Dr. Rajesh Khajuria, Director, CKSV Institute of Management, was invited third time as a Speaker by the
Accreditation Council for Business Schools and Programs (ACBSP), USA in its Annual Conference on the theme:
“Preparing Students for Career Success” during 24th—27th June 2017 at Anaheim, California, USA.

The conference was attended by about 800 Professors, Dean, Presidents / Chancellors from 30 countries.

Dr. Khajuria gave Presentation on “Preparing Students for Career Success”. He also participated in Poster
Competition on “Branding ACBSP” and CKSVIM poster was displayed and appreciated by all present.

Dr. Khajuria also attended various Committees and Annual Meeting at ACBSP Conference, Anaheim and ensured that
CKSVIM accreditation is to be reaffirmed for next two years. ACBSP, the largest Global Accreditation Council for

Business Schools in the world, its Accreditation signifies that CKSVIM-MBA is credited with Global Quality
Standards, and our students are recognised in 60 countries world-wide where about 7,300 ACBSP member-

B.Schools are located.

Dr. Khajuria is the first Global Gujarati, elected to the prestigious position as CHAIR — Accreditation Council for
Business Schools and Programs (ACBSP), USA, for Region 10 (South Asia's 17 countries from India to Singapore)
forthe year 2017-2018 on 25th June 2017.

Dr. Khajuria acted as an ACBSP Mentor to SDM Institute of Management (SDMIMD), Mysore (Mysuru), atop ranking
Business School in South India, which received the Accreditation Award in just two years at the ACBSP Annual
Conference at Anaheim. Padma Vibhushan Shri Dr. Veerendra Heggade, Chairman, Shri Dharmasthala
Manjunatheshwara (SDM) Charitable Trust, and Dr. N. Parasuraman, Director of the institute proudly received the
Award.

He has been a Member of ACBSP's Scholar-Practitioner Publisher Committee (SPPC) since 2014, which has
started publishing 'The Transnational Journal of Business' (TJB), a premium research publication from June 2016.

Dr. Khajuria serves as amember on ACBSP's Risk Assessment and Management Committee (4 Years, 2015-2018),
and also on Business & Industry Relations Committee (4 Years, 2014-2017).

ACBSP has recently appointed Dr Khajuria as a Mentor to the JUBAIL UNIVERSITY COLLEGE, Saudi Arabia, for
facilitating its Global Accreditation process.

For the benefit of Indian Management Colleges / B-Schools, ACBSP South Asian Regional Conference is proposed to be
organised in India during November 7-8, 2017 (tentative date).

Indian, Asian and Global B-Schools' Deans/Professors are welcome to participate!

Please write to: rajesh.khajuria@cksvim.edu.in / drkhajuria@gmail.com for participating / sponsoring the ACBSP
Conference.
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Hi-tech professionals' Intention to quit

SMJs CKSY Institute of Manzgzment, Vadodara, India
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Apstract

Furpose — Information Technalogy (1T} is currentiy one of the
mast rewarding industries in the word, Due to the globalization
and the boam intechnology the arganizations are aperating in an
unpredictable business envirgnment where the 1T workfores is
mare mobile, witnzssing “war for talent” in the market place.
Therefara, the retantion of key IT amplaoyees is bacaming ane of
the strategic HR goals. If the organization doesn' recognize the
signs of unsatisfied employees and provide them a reason to
siay, they will lzave the company. This paper secks Lo idenlify the
relalionship belween Facloes of emplovees' inlention o guilin HI
tech incusfry n four countries (Austria, Germany, Slovenia and
Spain).

Methodology/approach - The exploratory study is based on a
four-country anling survey. of 1207 employees who fulfiled the
twn criteria; the first criterion was naving a job atleast 10 working
hours per week, amnd the second crilerion having colleagues al
wirk. Among the respondents 284 were from Austria, 283 fram
Germary, 368 from Slovenia and 261 from Spain,

Findings - T1e statistical resufts of the study revealed that there
A& na statistically significant diffe-ences reqarding employees
intention to quit of those employed in 1T and other activities,

Originalily/value — This is the first study to analyze intention to
guit in faur countries perspective.

Key wards: Intenton to quit, HI tech professionals, Austria,
Garrnany, Slovania, Spain

Intreduction

We are witnessing the “war for talent” and therefore, retention of
key employees becaming ane of the streteqic Human Resources
(HR) poals. This is especialy important for the Information
Technalogy (IT). currently ane ofthe most rewarding industries in
theworld where the workfarce is mare mabile.

The IT industry is a rapidly growing industry and the employees
skills of hi-tech professionals are specific, If companies want to
rernain competitive in this area, they need to invest in their

emplaveas, This coes not mean o1ly to focus on getting experts
from the T fizlds, but i is recessary to provide activities which
are focused an maintaining the hi-tech professionals. Key znd
prospactive employess frem the 1T ndustry, where dermznd
exceeced the number of employment candidates, need reasons
to stay with thair current company and rathar than to ook for
another job opportunity, This in other words means that the
COMpPary must recognize the potential of these employees znd
develog them, and at the same time, cnable the individuals to
rezalize Lhuir amibilions. 1 the cormpany dees nolpractice his, the
key hi-sch employees will seek new job oppartunities
elsewhere, Therefare, it is the intertion of this paper to give
sugnastions far employers to reduce the hi-tech pofessionals'
intention te guit. W2 observed the intention to guit in four
countries (Auslia, Germany, lovenia and Spaing. In doing so,
wa focused on the charactarstics and spacificities of hi-tech
professionals infour countries included in the study.

Conceptual background

The competition for the technically skilled individuals that are
necessary to fill the knowledge-based jobs increased the
impartance of their recrufment dug to sustaired economic
growth (Gellins 2nd Slevens, 2002). Moreover, census dala
indicate that demographic trands such as a smaller supply of
younger warkers 2nd retirements amang baby boomers will
make it difficult to fill openings for the next decade, particulary
those requiring technical and enginearirg skills {Dohm, 2000},

Managers will ba in te future challenged by an increasinghy
mibile and transient workiorce,

Labaor market of hi-tech professionals is guite specific.
Employers should be aware that, according to survey of
‘moje.delo” job search portal, less than halff (43%) of
respandants have ostained their last job withaut the active search
iZaletel, 2005). =mployers contacted them either directly or the
company was recommended an acguaintance, Compenies
therefore need to be aware that HR rmanagement must camy out
specific activities in order to maintain talented IT amaloyees. The

SAHKALPA © Joumnal of Management & Reszarch (1554 2231:1904), Impact Mactor: 2711 # Volums 7 # [ssuc 2 & July-Dec 2017 1
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labor market is also interasting, because 37% of [T experts have
‘non-technical' education. The above menticned study found that
companice are not excossively strict in the selection conditions
for 1T staff {e.g. ecucation), until they beliewe that potential new
emplayaes can master the necessary technical knowledge. As 2
resUt, competition among organizations to abtain the highest-
quality IT professionals will become even fiercer anc relevant. Hi-
tech professionals are warkers with specific cheracteristics and
ghould therelore bz lrealed wilh special allention, bolh in
attracting them to the company, 25 well as in terms of their
maotivationfarwork and cooperation,

These professonals are aware of their deficiency, so the
COMpanies are bargaining with themfor wages and other benefits
fortheirlarg-term stay; consequent'y. these employess often set
Lheir bar highe 11 the bargaining wilh em is unsuccessiul this can
result in less lovalty to the company and in higher turnower,
gspecially if a compettive company is offering them better pay or
better warking conditions. |hers are sama peculiarities of hi-tech
professionals, such as difficulties in tolerating authority, and
conseguently iti difficult to communicate with them. Due to the
large demand for highly skilled hi-tech professionals and efforls
required to kaep those in the company, the costs of find ng, hiring
and trairing these employeas can deeply impact business'
pottom line,

According to Dice's analysis of the latest wrnover data from the
1.5, Bureau of Labor Statistics, voluntary quits in Professional
and Business services confinue to tranc upwards [2016). Total
quits in the category in the first thres quarters of 2015 averaged
508,200, the highest since 2002 ard a nine percent increase
compared to the same perod in 2014 (Dice, 2016]) Highar
turnaover means business and hi-tech arofessionals may have the
levarage to leave their current jobs for a better posifion or highar
pay andare more open Lo loking fora nev job. Underslanding Lhe
priorities of hi-iech professicnals, whether thal can be greatar
wark/life  balance, flexble working options, or computar
incentives will rot anly allow you tno retain talent, but i will leard to
amare engaged, productive, and uitimately profitabls techology
team.

Research Methodology

Researcher develosed the following reszarch guestion: “Arethera
diffierences in intenfion to quit, regarding industry in four
countries, Germany/Austria, Slavenia and Spain"?

Hypothesis

H1: Differences in intentian to quit regarding industry in four

2 SAMKALRS ; Journel of Manageme 1t & Research (15N 223

counkres, Germany/bostria, Slovenia and Spain are stafistically
significant.

Ohjectives of the study
+ To identify the main factors of [T professionals' [1tention to quit.
+ To identify nrofile of IT professionals.

+ To identify the organizational tools to win war for IT
professionals'lalent.

Intention to quit

Purani anc Sanadev (2007) defing intention to quit as an
ermploves's plan Woguil the corrent job and as allempl o lind
anather job in the near future. It can be seen as a warker's
intention to quit the preseat crganization (Cho et al., 2009), oras
an “individual's own estimated probabiity (subjective) that s/he
is permarently leaving the arganization a2 some pointin the naar
future (Vandznberg and Melsan 1999); it can be seen as the
gtrength of an individual's view that s/he does not want to stay
with hisfver current employer (Boshaoff et al. 2002). The
emnployes's 'intention ta quit'is an immadiate predictaron hisher
actual behavior (Sommer and Faug 2010} Although one's
intention to quit the campany will not recessarily lead to actual
leaving, but it will affect arganizational performance becauge it
contributzs to ware inefficiencics, disengagement and
absenterism (Kivimaki et al., 2007).

In tha |1 sactor the issues of intendion fo quit are no recent
teatures; they showed up since early 200035 and the number of
employess leavirg their current companies did not decrease,
although the salaries and benefits associated with |T caraer
cartinued to increase (Rousa, 200114 meta-analyzis {Rouse et
al. 2007) identfied thatthe job satisfactian, job parfarmarce, rale
corflict, pay, promation and perceived job characteristics ara the
important factors for (T professionals' intenians to quit,

ITwaorkers are A unique class of workars and have been viewed as
such since the 19705 (Armstrong et al., 2007). Mearly ewery
organizalion negds 1T workers (Ranii, 2012) and lhe skills
clustars of hi-tech professionals erab e opportunities for their
frequent job changes {Gabe and Abel, 2011). Developing new
skills adds to the strategic value of IT workers, garning them
higher salaries and making ther less susceptinle to the effects of
gLonomic recession (Jang and Michals, 2010; Morrissey, 2011).
But the organization can influznce the intention and decision to
quit orta stay with three main factors:

Aliberated and empowered cutturs;

Equity and enablement far high parfarmance: and

©1904), Impagt Mactor : 3711 & Volume 7 & (s3ue 2 & July-Cec 2017



An effective and ineractive communication channel (Gaylard et
a.. 2005).

Mevertheless, we can add other factors with which the
organizabons can nflucnee their 1T worker s loave-or-5tay
decision. These factors include: (1) job satisfaction, [2) fingncial
reward, (3) employability and personal growth, {4) the jab itself,
(%) relationship with the boss, and the {3 organizational culture
and environment {ibid). On the other hand, Armstrong et al.
(2007} smated that other factors can influance the decision to
leave, such as: barriers o promobon, Wonover, imanaging lzeily,
wirrk stress, wark schedule flaxibiity, and job qualities.
Theoradical Models: Intention ta Quit

In present paper, the acthor fecus an three madels af the ‘intention
to guit' that describe the complex nature of it and are the
toundaton to develop a theoretical model of the intention w0 Quit,
These modsls are:;

(1) Dehley's talent management model {Oehley, 2007 );

(2} Dhnladhla's model of the influence of leader behavior,
psychological empowermens, job satistaction and organizational
commilment anturnover intention {Ohladkla's, 20113, 2nd

{3) Berry's model o employee engegement, compensation
fairness, job satisfaction and turnover ittent (Berry, 2010).

Oehley's talent management model

The: focus of this model is the development and avaluation of a
partialtalent managemant competency. The key objectives of this
madel were to identify talent management competencies
required by ling managers for successiul implementation of an
orcanization's talant managemenrt strategy. & further shjective
was i determine how ine managers' talent managerment
competancies affect subordinates' intention to remain with the
organization, Organizational job satisfaction has a significant
effect on intention to quit (Dehley. 20073, Trerefarz, this model is
an impartart part of the talent managemeant competencies,
because il includes alracling, developing and ralaining Lalenbad
ermployees, which is an essential responsibility of a leader.

Dhladhla's model of the influence of leader hehavior,
psychological empowerment, job satisfaction and
organizational commitment on turnover intention

This model retermines the cauzal linkages bemween |RACRIS
behavior, psychological empowerment, job satisfaction and
orcanizatonal commtmant and their influence on turnover
intention (Dhlzdhla, 2011). Dhladhla advised that the study had
the potential for expansion through the inclusion of further

SMJs CKSY Institute of Manzgzment, Vadodara, India

veriablzs that are likely to influgnce turnover intenton among
employees (ibid.).

Berry's model of employee engagemeni, compensation
faimess, joh satistaction and turnover inlent

Borry's model asseased the offccts of age and the madiating
effecis of job satisfaction an the elaions between employes
engagement, compensation fairness. and the putcome varable
turnower intent, Both ervployae engagement and compensaton
fairness are inversely relased to turnover intent, and the ob
satisfaction did not mediate the relatonship bebween amployos
engagernent and nlenbon W oguil or belween compensalon
fairness and intenticnto quit (Berry 20101

All flustrated models focus on various varisbles, with the
common purpose to better understand t1e relationship between
the independent variables and the investigsted dependant
variable, intention to quit.

Qualilative research
Sample and procedure

Austrian and Slovene workers were invted to participate in an
online sudy. Data was collected within thz culturedleadership
project funded by the Styria Province within the "grenz-frai” [ =
'no dorder’y framewark. Theinvitation to the online study was sent
in cooperatior with a well-known German market research
compary. Participants who did not fulfil the requiremerts of (1)
fiaving & job with at least 10 working hours per week and (1)
having colleagues at work, were exeluded at the beginning of the
study.

All-in-all, 2407 persons were invited ta participate in the online-
study. 1207 persons fulfilled the cnteria (having a job with at least
10 warking hours per week and having colleagues atwork) 2nd
filed in the questicnnaire. 794 participants came from Austria,
261 were fram Spain, 269 workeo in Slovenia and 283 came
lrom Germany. The online-slody started an the 9th of July 2nd
was finished on the 19t of Juy 2013

Table 1: Respondents regarding country

Country Frequency | Percent P:'al':“ ¢ El::r:ﬂ:;i:re

Austria 264 245 24.5 24.5
Spain A 234 234 479

Slvenia 292 v 207 7.0

Germany 256 245 24.5 00,0
Total 1033 100.0 100.0
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The largest proportion of respondents, almost 28 percent wera from Slovenia, followed by 2£.5 percent of Austria and Germany
respondents and 234 were respondents from Spain. Amang all surveyec more than 54 percent were fermale respondents and slightiy
lcss than 46 percent were rmale respendents. Most of the respondents (57 8% woere bebween 31 and 50 years of age. Universily Degroe
belangs tod 7.8 percent of allrespondents, followed by apprenticeship (26.6%).
Results
Researchers used guantiletive methods (cescriplive statistics) o research employees' intentior o guit in oo countries. Besults of
descriptive statistics are presentad in Tabla 2.

Table 2: Descriptive stalistics of items in construct 'infention to quit' regarding industry

] 35%
M Wzan Deit.fllinn I;artcrn'r L?l?tf;ﬁgfn
far Mean

Lowwer Upper
Bound Baund

public sector 100 2,51 1,087 0102 2,29 273

industry 13 239 L9113 0085 2,22 256

lallrcarg seclun fid 232 1,002 0124 207 2487

commercetrades il 2o7 1,000 0184 . 232 283

education P 214 [,70G2 0080 2,02 257

gastronomy & fourdsm i 243 1,135 nz207 201 286

credit & insurance 39 223 CAava 0140 1,55 251

Allin a1, satisfaction with my wrk. . Imﬁfﬂmfgrfﬂl'ﬁliﬂg A" 244 | 1054 | 0176 208 | 280
m i) 262 1,017 0108 240 2,83

ki servives i 254 1,084 0130 2,28 2,60

lagislics / ransparl 40 245 1,061 0168 211 2,79

ather 185 244 1,0G8 007 2,23 2,460

35~ 36 2G5 [,062 0156 237 3,00

Tulil 944 245 1.012 0033 2,39 292

| thought of changing fo a public sector 100 274 1,077 0108 204 2 0f
oy BEA A incustry s | 278 | 1016 | 0085 | 260 | 287
hzelty cars sector fi5 24 1,133 014 2,70 3,27

commercetrades G 281 1,026 0124 2,96 3.0

education 72 306 1,033 nizz2 28 330

gastroromy & tounsm a0 310 1,155 0211 267 REY

credit & insurance 49 285 [,9e8 0158 2,53 307

bu?l[ﬁrf[;r&?: :::Il?jml 36 333 [z 0138 3,00 3.61

m &g 289 C.959 o0z 2,69 3,08

ather services 67 am 1.007 0123 237 326
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[gistics / ranspart 40 240 [N n14s AR 3,20

otner T8A 303 1,040 (10176 204 318

o= KH] 245 1.058 nivz 210 280

Ikl 944 2492 1,035 0.034 . 2,85 298

The thought of loaking for public sector i 254 1,114 0111 2,32 276
new job already enterec my mind, inGustry 15 0 63 1,055 0.098 243 282
hzalty care soctor G 257 1,145 0142 2,23 2,85

Commercesrades 6 256 1,238 0.150 2,28 2.6

EdUCEH o 7e 267 1113 013 2491 293

gastroronmy & tunsm an 223 1,134 0207 1,81 2 fifi

credit &insurance a4 282 1,184 0190 244 3.2

Elll:lf;rrr;d:::gtjrfﬁt|n|1 36 2.75 1.228 0.205 2.43 317

1) a9 2o 1,087 1115 bt 5 279

ather services 67 A0 1,142 134 a0 A hE

[agistics ; wansport 40 # b 1,145 0,181 ] ine

otner TRA 263 1,164 [1 156 246 2 .80

G0 ah 234 C.994 0161 202 267

Iotal 944 257 1,134 ooy 2,50 2 6d

| would prefer working in 2 public seclor 1010 267 1,120 011z 245 2,59
different susinss. Incustry 184 2497 1072 | 0100 2,78 317
hzalt1 care sector fi5 318 [4967 0120 2,95 342

commerce/trades GG 274 [, 115 0135 247 301

education 72 307 L. 964 nird 2,84 3,30

castronomy & tourism 30 247 1,224 0224 2 2492

credit ane insurance 39 315 C.5e4 0158 2.83 347

Eu':{é:'g“gg:l"s‘t’r‘u‘ﬂa " 36 314 1046 | 0174 278 3.49

m e 203 [,047 0100 2,83 3,23

ather services 67 2 66 1,104 0135 234 283

[agistics ; Tansport 40 283 1,083 0171 243 a7

othar B3 279 1,084 00s0 2,64 245

09o= 38 240 C.023 0150 2,20 280

Total 944 287 1,064 0035 2,80 2483

|"ve already bean looking for public sector 100 2080 1,142 0114 287 313
A naw Job. industry 15 300 1,060 0088 2 80 320
hzalty cars sector G5 280 1,214 0151 250 310

commerze [ trades GE 28 1,288 0156 2,53 315
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ertucation 72 a0r 1,104 1130 481 333

Nasrannmmye & funsm 30 A 1,144 K] doa b

credit & insurance a4 313 1,151 n1a4 2,76 350

huﬁjﬁfﬂﬂiﬁ ft‘ o |3 2 86 1222 | 0204 245 3.27

m ] 309 1,104 onv 2,06 332

uther services 67 2ve 1,204 0147 242 3,01

[agistics / Tansport 40 313 1,041 0166 24 349

e 185 2,51 1,167 0 056 &4 3,08

Baee 38 s [958 062 2,30 206

Total G944 292 1,144 nosv 285 300

[wenuld like L change ney public sector o0 304 1,044 0104 283 3.25
Job witfin e e falf year indlustry 15 316 | 0981 | 0080 @ 298 3,33
hizallt carg seclur 5] 300 1132 0140 272 328

COmMerce ; trades i 2487 1,183 0143 2,58 315

EduCation 77 322 [,4934 0,111 . 3,00 3,44

gastrononty & toursm an 280 1,085 0200 239 3.2

Credit and insurance a4 323 o1z niG2 2,90 3,56

EE‘:E“TE'EEI;H o |38 306 1218 | 0203 264 347

m Y 313 1025 0109 2,82 3.35

ather services 67 273 1,123 01E7 248 a.m

[agistics ; Tansport A1) 200 1,088 nivz 2,65 335

nher T 297 1,191 0053 2,80 313

Lo~ 35 P o 1,004 0163 720 2m

Total 944 3m 1,082 11135 2hdq 304

[aim araid o lose my public sector o0 2497 1,000 (1100 27 317
currort job. industry 15 300 1,004 nnaa 2.0 318
hzalty care soctor 65 314 BB2 0109 2,02 3,36

CoMmmerce ¢ trades 68 il 1,080 0128 . 241 282

ertucation 72 247 1,01 0120 47 34

Nasirannmmye & funsm 30 30 A3 (1143 AUy AR1

credit and insurance a4 287 1,080 0173 252 322
R

m ] 283 1,014 o107 2,62 303

Ul skrviLes i 284 1,087 0130 2,08 3,10

lagistics / wansport 40 285 1,184 0168 . T 323
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other 185 A 1,154 0o A Bl AH

G090+ 38 203 1,003 1163 20 2 86

Total 944 288 1,034 nnsa 2 294

Inthe last year, anly a few public sector 100 206 1127 0113 1.84 228
Enef E"f;;;rﬁylmsmm&” " industry 115 185 1053 | 0098 1,66 205
el nars seclhor Fils 183 1,064 0133 157 210

COMMErce ; trades HE 218 1,143 0133 1,50 245

edlucation 2 1% | M3 | ome 172 | 220

gastronormy and tousism an 187 1,008 0184 143 224

Credit and insurance a4 I 82 1,014 0162 1.BQ 225

Ez?mmﬂsgﬂt%umian 30 242 1,204 0.201 201 2,52

m a9 219 1,117 0118 1,86 243

ather sarvicas GT 206 1,013 0124 1.81 2.3

lagistics / Tansport 10 223 1.087 0174 1.87 258

nthir 185 212 1,13 0083 1,55 228

Bgg* 38 197 | 0ga | 0183 186 | 228

Total 044 205 1,084 0035 1,04 212

sl rg variable

Table 2 ndicates that the stazement "All n all satistaction with my work" ... has the highest zverage value of 2.51, w1ile the assertion °|
wiould preterwarking in a ditferent business” acrieves the highest average value of the creditand insurance. Inthe sector crattsmanship
and building / consruction, the highest everage value has three arguments:

(1) "Inthe lazt vear, only afew people wears dismissed and my company”

(21 "Ithought of changingto a passing departmant within my cormpany” anc

{3) "I Tear lesing rmy current job."

Health sector reacked the highest average valueinthe argument, "The thoeught of looking fora new [ob already entzred my mind”,

[f we look af thz average value of individual iterms per incustries, we see that IT achieves above-average value for all items of the
"CONSTrUCt interdan 1o guit'.

Due to research differences in intention to quit oer industries, it is imporzant t perform ANOWA. Results of this test are presented in
Table 3.

Tahle 3: Resulls of a one-way analysis o variance (ANOVA).

ANOVA
The gum af of Average | "
thz squanga squares
Betwean Groups 14,532 12 1217 1,185 0235
Allin all satistaction with I
- Within Groups 9h1, 226 411 1,022
Total G5, TRhA 143
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HRlwRran Griups 28 130 12 FATH il v noy
| thought of changing o H
a dillaren] drparimeanl wishir GErap s 953 090 a3 1,158
within my comaany.

Total 1009 220 043

Bretween Groups 154914 1,327 1,032 0417
The thoughl af laoking P 12
fora new job already Within Groups 1797 183 a1 1,288
gnterad my mind.

Total 1213102 243

Betwean Groups 38156 12 3180 2855 [ G0
| wiould prafer working in s -
T Within Graups 1037 027 31 1,114

Tistal 1075182 049

Betwean Groups 16904 12 1,404 1,069 0383
| "we already been loakirg o
for a ngw jeb. Weithin Ciraups 1206 756 431 1,318

Total 1243 660 543

Betwean Groups 24 459 12 2,034 1,738 0,051
[ wrauld like Lo changs my " _— N
job within the next ha a vear, Within Graups 1079503 931 1,160

Total 1703 962 943

Betwean Groups 24,181 12 2,013 1,308 [.030
| fear losing my currznt job. Within Groups 983 295 431 1,054

Total 1007 746 943

Betwean Groups 19.903 12 1,659 1,407 [ 157
In b Lt yessr, anbye
few people wera Within Groups 1097 855 431 1,179
disrmissed ooy company

Total 1917 i 943

Fram the Tzble 3, we can do the czlculation of statistical significance of p. The statements exceeding 0.05 are:
= fillin all zatisfaction with mywork ..

= Thethought af loaking fo- a new job already ertered my mind.

s [z already been looking fora new job.

= |nthelast year, only a fow peopls were dismisscd inmy comparny.

By the staterment whars the calculated statisticel significance i p =005, we can know about statistically significant diferences with
ronsideration to sactor:

o [thoughtof changing to adifferert department within my campary.

o [would preferworking in a different busingss.

o [fear loging my current jab.

Farthe statement'lwould like to changa my job within the next half year pis p <0.051.

Since researcher were interested in which groups, data varied significantly they performed an additional so-called post hoc analysis,
which was bascd anthe Tukey H50 method. These tests showad thatthere are no statistically significant differences in terms of activity
in amy nfthe staiements in the table that folloes.
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Table 4: Resulls of Tukey HSD method for '| thought of
changing to a different depariment within my company”

Inclustrial sectar categarized N Sbset for alpha
=003
1 2
ngg* 38 245
Tukey public seotor 100 274 2.7h
HSDwB | indusTy 15 278 2.7
COMIMErceTrales G 281 2.5l
cradit and insurance 38 2.85 2,85
T 89 204 2,04
[opistics [ transport a0 240 280
health carc seotor 65 248 2,98
0ter services 67 KR 3.0
oter 185 3,03 3,3
eduzation 7 .06 3,08
oo 3 B0
E:.?m:::ﬂ;ﬂnlglicliaru 56 3.33
Big- ' 0,088 0,124

~rlssirg warlabic
Means forgroups in hemogeneous subsets are displayed.

a. Uses Harmonic Mean Sample Size = 55,950,

b. The group sizes are Unzqual. The harronic mean of the group
sizesis used. Type | errorlevels arenot guarantesd.

Table 5. Results of Tukey HSD method for item'l would prefer
working In a different business’

Industrial sector categorized I, 3 utélﬁgg[ur dlphi
1 2 3

castronomy & tourism | 30 247
L i 36 | 2450 25D
cther services 67 | 266 2EG | 266
public soctor o | 2487 ALY | 247
COMIMETE { raes 68 [ 274 274 | 274

L”S*‘D“;h cthor 185 | 278 278 | 270
logistics / transpart 40 283 Z2Ed | 283
industry M5 | 297 ZEF | 297
IT A9 | 303 202 | 303
education 72| 307 ALV | aov
EEET}IEHEUT:EJ?J sion | 8 3141 314
credit &insuranca a4 A1h | 304
beallh care saclor G5 31a
Sig. 0118 00&7 | 0,254

*riesirg warisklc

SMJY's CKEV Institute of Management, Vadodara, India

Mleans for groups in nomogenecus subsets are displayed,
a. Uses Harmonic WMzan Sample Size = 55,960,

b, The group sizes ae Lnaqual, The harmaonic mean of the grougp
Sizes is usedl.

Type | error levels are not quaranteed.

Table 6: Resulls of Tukey HSD method for 'l fear losing my
current job’

Inejustrial sectar categarized M SU Iéag ,ljmr alpha
1 2
BLE= a8 253
Tukey commere { lrades | Ga 266 266
H5Da.b | ather 185 275 275
IT BY 253 2483
other services . 7 204 - 204
[ogistics ¢ transport A1 283 285
ik foanuin | % | 288 286
crodit & insurance K1Y 287 287
public seotor 100 2497 297
education T2 297 247
indystry 15 3,00 3.00
health cars sactor £ 4,14 3,14
nasironomy & tourisr a0 330
3. 2,083 0058

*rissing warlakin

Means for groups in homaogensous subsets are displayed.a.
Uses Harmenic Mean Sample Size = 55,960 b, The group sizes
are unequal. The harmonic mean ofthe group sizesis used. Type |
error lavels are nat guarante ed.

Findings and conclusion

Findings of this research indicaled ha. hi-lech palessionals’
intention to guit their current organizatian in four researchad
countries is not showing statistically significant differences per
gactnrsinwhich employees work, ntenfion to quit is present also
in T (all iterns have hich average valug).

Although thers were no statistical differences between four
countries in hi-lech professionals' intention 1o guil, we can
suggest some recommendations lo reduce the hi-lech
employees' infention to quit their current  arganizations.
Fecommeandatinns include coordinated activities of managament
and HR department required for aftracting and rztaining
employees. IFhi-tech professionals are notgiven opportunities to
realize their potential and ambitiong, they will find work elsewhere
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because they are the personnel demand for which still exceeds
supply, cespite the general ecanomic crisis. Therefara, firms
should actin two dircetions: to carry out HR activities to increase
employaes’ salisfacton and commitment o remain in the
company, on the other hand. they need managers wih the
aaproprizte transtormatioral leadership competencies to furthar
affect the wall-being and satisfaction of these emplovess, I is
impartant that the management identify the job satisTaction
factars of the empleyees and take necessary actions o reduce
the dissatisfaction of the employecs. Prafound identification of
jab sadisfaction factors is vay important since these factos may
affect zach employee indifferemt ways. Somefactors czneven be
resoived without any cost,

Identification of key talerts in organzation can also help to
promote competitive advantage and therefore should
arganizations chocse employees with pa-sanalty characteristios
guck as the ability to endure high pressure, be creative, provide
new constructive ideas and know-how, and actively overcome
external chstructions (Brissett & Nowick, 1976).

Scope for Furlher research

This sfudy can be used as A starting point for deepar resaarch of
hi-tech professionals and impraved human resources tools to
retain thess employees and succeed in wass for talents. Thera
are many other perspectives that can be an interesting basis to
look deepar into and to research further This study only
emphasized potential determinants that may influence
employaes to leave a job without reference to their position. It
could be interesting to study the difference between managerial
or nor-manacerial intent to leave or those who work part-time ar
full tme onlky. 1L could alse bBe ol inzest o look al roles of
companies in retaining their employses and what s the
connection between the job satisfaction and intenton to quit
Some furthar research can exeming different views of an
intention to quic a job from the managerial and non-rmanagerial
DErSIECTvEs.
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Abstract

Mon-Performing Asset (NPA) is one of the important phenomena
that have to be propery followed by the banks to maintain the
grawth of the hanking activity. Gross non-perfarming assets of
the stzte owned banks had surged to Rs.G,14,872 crores in
December, 2016, Mon-performing assels of the state owned
banks have really become cause of concern far the economy. The
aim ol the sludy is o s, whelher there s any difference in the
ncr- perform ng assets, profitability and earnings of the select
prvate comme-cidl banks and correlate between the non
performing asssts and profitability of the select banks. Ten
private sector banks in India have been selected as the sample for
the study. ANOVA test, Kad Pearson's simple correlation and
mult ple correlation and regrossion analysis have been uscd for
analyzing the dafa. &s ronclusion, it 2an be szid that there is no
difference between the HNPA, RONW and EPS of the select
prvate commercial banks in India. But the nzt profit ratios of the
different private commercial banks in India are different. There is
significant multinle correlation and multiple regressicn between
net non-parforming assets, net profit, retum on net worth and
BArMINgSs per shargof Federal Bank.,

Keywords : Correlation, earnings per share, gwoss ron-
performing assets, net profit, net non-aerforming assets,
prafitahility, regressian

Introduclion

& non-performing asset (NPA) is defined as the credit facility in
respact ot which the interest andfor insta lment of bonc tinance
principal has remained due for a specified period of time. KP4 is
used by the financial institutions thal refer to loans that are in
jeopardy of default. Once the borrower has failed 1o make interest
ar principle payments for 80 days the loan is considered fo be a
ncr-performing asset. Nan-parforming assets are proalematic
for financia insttutions since they depend on interest payments
for income, Troublesame pressure fremthe ecanomy can lead to
2 sharp increase in nan-performing loans and offen results in
massive write-downs. hon-performing assets is one of the

imporant phenomena thal have (o g propary fallowed by the
banks. tn maintain the growth of the banking activity. NPA is an
irpvitabl2 burden on a hansirg system. Banks need to ohserve
their standard assets regularly in order 10 prevent any account
bacaming an NPA . MNow- a-days a good performance of any bank
depends upon the proper mantenance of the NPAS and locking
them within the control level. There are two types of NPA - Gross
MNP anc Met MPA. Gross NP4 is acvance which is considered
irrecoverable, for which bank has made provisions, and whichis
still held in bank's books of accounts, Met NPA is obtained by
daducting tems like interest due but not recovered or a part of
amountrecelved butkeptin suspense azcount fram Gross MPA

Review of literature

Chouchary and Sharma (2011} made an anempt to anzlyze how
efficiently Public and Private sector banks have bean managing
MPA, They nsed statistical tonls for projection of frend. |t has
bacame very mandatory to study and to make 2 comparative
analysis of services of Public sector Banks and Private Sector
banks. Increased competition, new informafion t2canologies and
thereby declining processing cosls, he erosion of prodocl and
geagraphic  bourdaries, and less restrictive governmental
reguiations fave al played a major role for Public Sector Banks in
India to farcefully compete with Privaze and Foraign Banks.

Balasubramaniam (2012) assumed significance with the recent
praposa by RBHaintroduce Basel lll norms inthz banking sector
from January 2013. Basel Il framewark of guidelines formulated
by Bank Tor International Setllements (BIS) in consultation with
cenral banks aperaling in a number of countries all avarthe world
expect the parlicipaling banks in their respective economies Lo be
followe ng healthy financial and operational management palicies.
This paper discussed on the concept of KPA in the contest of
icertification &nd control procedures, impact of MNPA on
profitability and financial soundness of banks in ganaral. The
paper also presented a trend analysis of NPAs followed by a2
serizs of in depth aralysas on the high level of borrowings from
banking sactor indicating 2 buildup of sectaral credit bonms in
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genera and 450 raising concerns ahoct tinancial performance
and operations cf the borrowers, Further, e impact of
restructuring of advances by banks on the basis of assef
classification was studied. Firally, certain issues and
persoectives challenges on the performance of banking scctor
and financial stability of the ezonomy emarged a5 conclusion,

Chattarjes.C et al (207 2 atternptad to focus mainly ontha causes
and consequences of NPAs, policy dirzctives of RBI, initiatives of
Indian Government, scenario of NPAs sector wise and bank
group wise and finally the curative measures far MPAs in India
The paper made a corrparative study of HPAs of public ssctor
banks, private sector banks and foreign sector banks. It aso
attempled to understznd the relationship between NPA'S net arofit
and advances and the recovery of NPAs through various
channels,

Paticar, 5. Kataria, A (2012) analyzed -he percentage shara of
NP4 as components of prionty sector lending, the comparative
study was conducled between SBI and Associatzs, Old Private
Banks and Mew Private Banks and Nationalized Barks of the
bunchrmark celegory, W lind oul the signilicant dilference of the
MPA and also find out the significant impact of Priorty Sector
Lencing on the Total NP4 of Banks using statistical tools like
regression znalysis and ratio analysis.

Ahmad.Z and Jr, Jegadeeshwaran.M. (2013) attempted to study
the non performing assets of nationalized banks. The data was
collected for a period of five vears and analysed by mean, CAGR
AMNOVA and ranking banks. The individual banks got ranks as par
their performance in management of NPAs. It was also tested
whether tiere was significant difference between nonparforming
assets of banks, it was found that thare is s gnifizant differerce in
the level of MPAs of nationalized banks which reflzct their var ed
elliciency in the management ol nonperforming assels,

Gavade-Khompi § (2013) focused on the comparative Znalysis
af MPAs within the Seheduled

Cornmereial Banks in India. The NPAs had analyzed far the period
af sitean (16) vears i from 1987-2012. The dala had been
analyzed by statistical tools suchas percertages and Corpound
Annwal Growth Rate (CAGR). The trend wvalues had been
calculated with the halp of least square method' of time series
analysis'. The study ohiserved improvemantin the asset quality of
SCBa 1l 201C-2011and categorically noticed sudden change in
[hi asset quality inthe year2011-12,

Samir and Deepa Kamra (20130 mentionec that row-a- days
banks were not decided based on branchos of banks and valume
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ot deposits but also on the basis of assets, Mon-perfarming
as5sets constitute a major portfolio of the Banks portfolio and
hence were an inevitablz burden on the banking industry. NPAs
adversely affact the profitabilizy, liguidity and salvency of the
banks. Th = study analyzed the position of NPAs in sclzcted banks
namely State Bank of India (381), Punjab Nationa Bank (PNE and
Central Bank of India (CBI). It also highlignts the policies pursued
by the banks to tacklz the NPAs and suggests a multi-prongead
strategy for speedy recavery of NPAS in banking sector.

Parmar.R (2014) stucied the trend of Total advances. We: profit,
Gross MPA, Net MPA of 3B and ICICI Bank. The study reflected
that during three years period of stucy, the total advances and ret
profit had shown growing trend in both the banks but as
comparec to SBI, KPA in ICICI bank had shown downward trend
hecausz of effective NPA management. it also highlighied on the
relationship 2etwaen et Profitand Net MPA, while 5Bl has shown
posilive relationship belween Met Profit and Net NPA&, nogative
ielatiznship has been found in ICIC] between Net Profit 2nd et
NPA.

Prasamma. PK (2014} fnveslipaled the  delerminanls of
nonperarming loans {MPL) in the Indian banking system with the
help of panel data modeling. Panel detaset of 31 Indian banks with
yearly data thet spans the period of 2000 to 2012 totaling 372
firmyears had oeenanalyzed. Hwas found tat higher growth rate
in savings and GOF is associatad with lower NPLS In Irdian
banks. Higher interast and inflation rates contribute pasitvely to
rising nian perfarming loans.

Joseph. AL, Cr. Prakash M i2014) studied the trends of KPA in
bankng industry from 2008 to 2013, the factors that mainly
contributed to MPA rising n the banking industry and also
provided some suggestions to cvercame this burden of NPA.
They Tound hal a5 compared Lo privale seclor banks, public
goctor bank is morg in the NPA lavel. The authors had suggestad
that Credit Appraisal and Monitorng, adherence to documented
risk manzgement policy, proper risk architecture, independent
credit risk evaluation, centralized data base, credif management
information sysiem and credit modeling can help prevent
nonperforming assels o a greal exlenl. Credil modeling, in
particular can prediztimaending sickness.

Das.5 and Dutta A (2014) triad 1o analyze, with the help of
secondary data from REI website, net nonperfarming asset data
of 26 public sector banks, by using AMOWA statistics, and with
the help of SPSS software for the period of € vears, (2008-2013).
The main objestive of the study was to find aut if there are any
significant ciffarences in the mean variation of the concernad
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banks. | his paper also ocused on the reason behind the NEA and
its impact cn banking cparations. The study found out that there
Was no signif cznt deference between the means of MPA of the
banks atfive percent level of significance.

Research Gap

Chamearjee, Mukherjes ard Das made a comparative study of
MNPAs of public sector banks, private sector banks and foreign
sector banks. It also attemptad tocnderstand the relationship
between MPA's ret profit and advances and te recovery of NPAs
through vadous channels. Patidar and <atara found out the
significant differance o the NP4 and also find out the significant
impeclol Priorily Sector Lending on the Tolal NP& of Banks using
statistical lools ke regression analysis and ratio analysis.
Ahmae and Jegadeeshwaran studied on the non parforming
assets of nationalized barks. The data was collected for a period
of five years and analysed by mean. CAGS. ANCVA anc ranking
hanks. Gavade and Khompifocused on the comparative analysis
of MPas within the Schedaled Commarcial Banks in India, Samir
and Kamra analyzed the position of NFAs in selected banks
namaly Slale Bankof India (S81), Punjab Mational Bank (PRE) and
Central Bank of India (CBI). Prazanna invastigated the
determinants af nonperforming loans (WPL) in the Indian banking
system with the help of panel data modeling. But the correlation
hetween non-perfarming assets and profitability, liguidity and
growth o7 the either public sector banks or private sector banks
has not been discussed in any of these studies. As the non
perfnrming assets have hig impact an the profizahility, liguidity
and growth of banks, so it is very important find aut the multiple
carrelation caefficient and coefficient of regression between
these parametars.

Objective of the study

Tre objective of the sudy is to test whether there is any difference
the non- performng assets, profitability and earnings of the
galoct private commercial banks and find the corralation between
the non performing assets and profitabilizy of the select private
cammercial banks. Here net non pariorming assets (MNPA), net
prafit (MNP, retumn on net waorth (RONW) and earnings per share
(EPS) taken as paramzter. And the seconcary data relating to
MMPA, NP RONW and CPS are collected as on 31* March of year
201210 317 March 2014,

Hypothesis ol the siudy

H1 : There is diffe-ence in non- perfarming assets of the salect
private commercial banks.

H2 : There is difference in profitability of the select private

commercidl banks,

H3 : Therz is difference in earnings of the selsct prvate
commercial banks.

H4 : There is correlation between the non perfarming assets and
profitability of the select private commercial aanks,

Resgearch Methodology

Selection of Data : Thare are 20 private and 43 foreign ban<s in
India. The study nas faken into consideration only ten private
sactor banks. The selected banks zre HOFC Bank, ICICI Bark,
Kotak Wahindra Bank, Sxis Bank, Indusind Bank, Yas Bank,
Federal Sank, City unian Baak, Karur Vysya Bank and South
Indian Bank. Private sector banks whose market capitalization
mare than Rs.5.000 crores atd the private sector hanks whose
total assets amounting more than Rs.30,000 crores as on
31.05.2017, ars salecled far tha study. The net non perfarming
assets (MNPAJ, nel profit (NP, return on net waortk (RONW) and
earnings per share (ZPS) taken as parameter. And the secondary
data relating to MNPA, MR ROMNA and EPS are collected for five
years trom 31st March ot year 2012 to 315t Warch 201 6.

= Collection of Data . This study is based on secondary data
only. The secondary data have been colected from
o moneyeontrol com. Editing, classification and tabulation of
the data collected from the above mentioned sources have been
dane a5 perthe requirements of the study.

= Analysis of Data : [or analyzing the data simple mathemeztical
tonl like ratins, percentages ete. and statistical techniques lice
ANOWVA test, Kal Pearson's simple correlation and mutiple
correlation and regression analysis have been usad,

Analysis and findings

Table 1: ANOVA test of net non perlorming assets (NNPA)

e | S0Urce of | Sum of Mezn .
Vatiallt 'L iation squares| U [ senzre prvalug | Fouii
Batwaen
NHPA | oo | 1098 | 9 | 1.22 [3485714[000919 2124028
CROUPE
Within | ]
00 14.00 | £0 | .35
[ofal 2495 44

Table 1 shows the ANOVA test of net non performing assets
{HMPA} and the H1 (H1; There is difference in non- performing
assetz of the selected banks) is rejected as F= F-crit and the p-
vilug is 253 Lan Lhe valus .05,
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Table 2: ANOVA lest ol profitability ratios
p- |

. Sodrce o] Sumoof Mean
Variable varialion SljUAres af sjuare F value| orit
Hetween o
. qroups BY7aB4TR.00 | @ (9750942 (1.00) 048 212
el 0
.| Within - -
arnfit Qroups J80167088.70 | 40 (9729197
Totzl | 47B826367.849 | 49
Brtween aEE c . )
J5E. g . 454 000|212
Return | rOUDS 5E 68 2963 4840002
o Within .
networ-h| groups 320,71 40| &0
Toital E77.38 49

Table 2 shows that AMOWA test of net profit ratios the H2 (H2:
There 5 difference in profitability of the selected banks) is
accepted as F= F-critand the p-velug is higher than the value .05,
Butfor return or networth ratios the H2 [H2: There is difference
in profizability of the selected banks) is rejected as F= F-critand
the p-valuc is less than the value 05,

Table 3: ANDVA fest of earnings per share

o |Sodrce of|  Sumof gf | Medn p- | -
Vanable \"oion | sauares ) souare | T |vaiue| erit
Between -
o el [ ] a4
oo 6760806 | O |7511.00(42.02/0.000 212
Arnings
por | MW oygnag | 40 | 17376
share | 91OUPS
Tulal TAT49 26 44

Source: Anzlyels of sacondary data

Table 3 shows the ANDVA test of earmings per shars end H3 (H3:
There is difference in carnings of the selected banks.) is rejocted
asF=Feritand p-valug isless than the valoe .05,

ao, it ean be said from the abaove analysis thal H2 only in case of
net profit is accepted and H1, H3 are rejected and H2 in case
return on networth is rejected. The table 4 shows the Pearson
simple correlation between net non-performing assets (NNPA)
and profitability of the selected private sector batks in Ind a. The
table shows that there are negative correlations between the
MHPA anc NP of HOFC Bankwhichis statistically significant at 1%
level In case Axis Dank there ae correlation between NNPA and
WP and MMEA and ROWW which are statistical'y significant at 1%
level and 10% level respectively, The table shows that there are
positive correlations between the NMNPA and NP of Indusind Bank
which s statistically significant at 1% lavel In case Yes Bank
lhere is negalive comelalion belween NNPA and NP whicl is
statistically significan: at 1% level and the-e ‘s positive corralztion

SMJV's CESY [nstitute of Management, Vedodara, India

batwean NMFS and BONW which is statistically signiticantat 10%
level, In City Unicn Bank there is negative correlation betwean
MBS and MNP which is statistically significant at 1% level and
thers s aositive correlation between MMPA and EPS which is
statistically significant at 1% level. In Karur Vysya Bank there is
negative correlation between NNPA and EPS whch is statistically
significant at 1% leval,

Table 4: Pearson simple correlation analysis of NNPA and

profitability ratios of the selecied private sector banks in

India

Pearsen Simple Correlatin Analysis of MMPA And Prefitability Ratios

Cormelalion Guorrelalivn Crelalion
coeffician: coefficient coeffizient
hetwean hetween REFS | between BEFS
MEPS and NP | and ROWW and EP3
HOFC 2ak -0.66(=5.02)" | -0.21{t=1.30) | -0.70t=0.00)
Kotak Mahindra | g oog—g.00) | -0.650=0.00) | 0.221t=0.00)
Bank
[GICI Bank S0ET=0.71) | -018{1=0456) | 0.51t=0.22)
Az Bank D477 F0AS0=2240% = 0.7 .00
Indusind Bank  [Q.720=368"* | -0.F3(1=0.00) | 0.70(=0.00)
s Bank FOSO0t— 2260 013 it—5.000* | -0.711-0.00)
Faderal Bans S108t=0.06) | -0.980=0.98) | -0.967=0.860)

City Union Bark |-0.48{t=2.31)* | -0.04{t—0.00) | 0.33{t=5.95)

Eﬂ[ﬁ["’“’“i 050[t=0.00) | -D75¢t=000) | -0.371=6 15
ggg:ﬁh'”':i‘*“ 0ET=0.00) | -0.73¢t=0.01) | -0.551=0.05)

Figurzs in bracket show (fivalues
FFwSignifizant at 10% level

** Bignificant al 5% avel

* Significzant a2t 1% leve

Table values of Twith (n-2) i.e 8 degrees o freedam at 10%, 5%
J¥levels ere1.86, 2.3 and 2.90 respectivelyTable 5 shows the
multiple correlation and regression hetween MMPS and NP RONW
and EPS of the select banks in India. The computed multiple
correlation co-effizient ig lestec with the help of °F test and
computed multiple regression coefficient is tested with the help of
T test. The muktiple correlation coefficient of Federal Bank is
statistically significant at 5% level of corfidence. The regression
co-etficient of bederal Hank is statisticaly signitican: at 5% level
ol significance.
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Table 5: Multiple correlation and multiple regression of NNPA on NP RONW and EPS
[Regression equation NNPA=p0+B1. NP+p2. . RONW +. B3. EPS]

Marme of Banks R R’ F By E B B,
value t value 1 value 1 value 1
Ht; ank L | w2 | ooy | oss | uss | wey | 07 usy | 08 | 048 | 0ir
Rolas Malinre | “gog | oes | 1391 | 015 | 418 | 085 | 060 015 | 416 | 026 | 231
Icici Banik con | 07 | 1127 | 026 | 229 | 0% | 003 050 | 100 | 018 | 338
s Bnk 0o7 | 083 | 459 | 026 | 214 | 025 | 247 059 | 075 | 018 | a7

Indusind Bank Lar 043 4.75 .41 1.3 33 1.75 025 243 0.36 187

s Bark 0.g2 .85 1.40 0.51 -0.98 .42 1.28 0.68 054 0.32 -1.78

Federal Bank 1.00 .00 | 48406# | 001 | 3000 012 518 009 -G.71* 013 -4 61

Ciy Union Bank C.55 0.eg 278 0.82 .29 (.85 -0.25 029 -307 0.30 1.41

Karur Vysya Bark .98 0.94 7.2 D4l 1.27 .23 2,64 Lae -4.00 0.49 1.04

Sauth Indian Bank L.ra L o IR L.ad = .03 L.y =083 (.84 .14

*Hignificant at 10% level

# Signiticant a1 5% level of lable ** Signilicant al 5% kel
value {n-k-1), k i.e (1,3) degree ol *** Significant =t 1% level
freedom at 5% is 215.7 Table welues of Twith (n-k-1) or 1 degree of freadom at 10%, 5% and 1% levels are

G.31, 1271 6366 reapectively.

Conclusion

It can be corcluded from the above analvsis that thers is sionificant d flerence in NNPA and profitabil ty ratios of the selected private
sector banks 10 private sector banks were selected for the study. There are no differerce batwean the NNPA, RONW and EPS cf the
selected private commercial banks in India. But there are difference betwaen the net profit ratios of the selected arivate commercial
banks in India. There is negative correlations between the NHPA and NP of HDFC Bank which is statistically significant at 1% level. In
case Axis Bank thers s correlation between NMPA and NP and NNPA anc ROMW whizh is statistically significant at 1% leeel and 10%
Ievel respectively. 1115 also seen that these is positive corelations between the NINPA and NP of Indusind Bank which is statistically
significant al 1% level. In case of Yes Bank there is negative correlation between NMPA ard NP which is statistically significant at 1%
leveland thereis positive correlation between NNPA and RONA which is stalistically significant at * 0% level. In City Union Bank there is
negativiz corre at on betweszn MNPA and NP which is statistically significant at 1% level 2nd thers is positive correlation between MMPA
and EP3 which is statistically significant at 1% level. In Karur \fysya Bank there is negative correlation between NAFA and EPS whichis
statistically sicniicant a2 1% evel, Federal Bank has signiticant multiple correlation ard multiple regression between NMEE, NE RONW
and EP3.

Limitafions o the study
» The studyis limited fora oedod 5 yzars from March 2012 to March 2016,

» The study has laken into consideration only 10 aut of 20 private and 43 foreign Lanks in India. The selecled banks are HODFG Bank,
CICIBank, Kotak i akindra Bank, Axis Bank, Indusind Bank, Yes Bank, Federal Bank, City union Bank, Karur Vysya Bank and South
ndian Bank

» The study has usedlimited numbers of mathamatical and slatistical parameters.
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Abstract

India is a commaodity based country where two-third of the
population depends on agricultural commodities, still it has an
under developed commaodity market. However in the current
furbulent times Commodity Market has turned into a vital part of
the Indian Economy. It has been found thal there is a
complementary refationship between the ups and downs of the
commodity market, investors' perception and investors'
occupation. Therefore it is essential to understand the ditference
in the investors’ perception on the factors affecting the
investment in the commodity market. The present study found
that the salaried and businessman investors of the commadity
market differ significantly in their perception on the factors
affecting the investment in the commaodity market. The salaried
investors perceive factors like Market Varations, Future
Prospects of the Investment, Sector's Violatility and Fundamental
and Technical Analysis as more significant criteria for investment
in the Commodity Market than the Businessman investors of
Commodity Market. Whereas the Businessman Investors
perceive factors like Investors Types and Price and Term of the
Investment as more significant criteria for Investment in the
Commodity Markel than Salaried investors of Commodity
Market.,

Keywords : Commodity market, Investors' Perception and
Occupation
Introduction

According to Dolak (2012), commodity products are chiefly
undifferentiated products that offer slight or no apparent
differences between competitive offerings. Itis something thatis
useful or can be curved to commercial or other gain or an article
of trade or commerce, mostly an agricultural or mining product,
which can be transported. It can also be defined as a physical
substance, such as food, graing and metals, which is
exchangeable with a different product of the same type, and
which investors buy or sell, often through futures contracts.

Commodity market can be described as a place where trading in
commaodities occurs. In this market, raw commaodities are dealt
on regulated commodity exchanges, in which they are purchased
and sold in standardized contracts. According to NCFM basic
module (2012), a Commaodity Exchange is an association, or a
company of any other body corporate organizing futures trading
in commodities. These are the centers where futures trade is
accessible. It includes complete organized market place where
deal is routed through one mechanism, thereby allowing capable
competition in buyers and among sellers. This would hold
auction-type exchanges, except wholesale markets, where trade
i5 localized, and perfectly takes place through several non-related
individual transactions between different combinations of buyers
and sellers.

Commodity market aids in price discovery as players obtain to
set future prices that are also made available to all participants.
Secondly, this market helps actual users specifically farmers,
agro processors, industry to hedge their price risk uncertainty of
the future particularly in agriculture where there is uncertainty
regarding the monsoon and prices. Thirdly, by connecting the
cluster of investors and speculators, it offers liquidity and
buoyancy to the system,

Investors

A person or an entity that purchases assets with the objective of
receiving a financial return, an individual who places money to
investment products with the anticipation of financial return.
investor compromises money in present and bears risk in hope of
some return in future. The portiolio of an investor usually includes
a variety of assets that balance the returns and risks of each
investment. There are many types of investors in the commaodity
and stock market. But the most significant are arbitrageurs,
hedgers and speculators.

Harvey (2012) explained arbitrageur as one who gains from the
differences in price when the same or extremely similar security,
currency or commaodity is traded on two or more markets. Sen
and Mahua (2010) found hedgers as those who have definite
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dealings with the undarlying commodities, and desine to mitigate
the risk of prices declining orlifting by the time the actual sale is to
take pace. Speculators, on thz other side. gamble an the
mavement of prices: they buy futures If they belleve spot prices
will i, and scll them if they fecl spat prices will fall, by the date
afthe expiry of the contract,

Decupation

Oecupation is a demographic varable being studied in this
research. It is a categarization tool for organizing all jobs into 2
clearly defined set of groups according to the tasks and duties
undertaken in the job. Occupations are identified and assemb ed
chielly in lerms of e work usually performed, this being
determined by the lasks, duties, and responsibilities of the
accupation. It can also be defined as a collection of jobs
adequately similar in work performed to be grouped under 2
cammon title fo- classification purposes. This approach o the
grauping of occupations cuarantess definite homogeneity within
graups and permits a distnction belween groups (Slatistics
Canada, 200€). Occupation can be classified into Saaried and
Businessmen. Salaried employes is ong who workes Tor othe
known as employer, and gat a return avar that, that is known as
salary. On the other hand. a businessman is the owner of 2
business. Atits most comman, a businessaersanis amyonawho
engaged incommerce or indusiry,

Review of Literature

Kaur and Anjum (2013} found that there has been implausiole
growth in commodity futures market in terms of number of
praducts to offer participants, volume of trade and technalagy
Commaodity futures are extended asset class as they do not boost
resourcas far fioms o invest instead they permit producers to
achieve insurance for the fuwre value o their outputs
Commodity futures performad two fundamental functians of the
BCOromy namely price discovery and risk management. Fuures
rmarket provides liquidity and facilitatas to hedge against futura
price risk. It aids buvers and sellers of agricultural products to
swiftly manage their frade at a fair price. Commodity trading a so
ofters a chance forfinancial leverage to speculatars, hedgers and
other traders. The growth of Commodity derivatives market of
India will direct 1o Turther progress in the Tigld of eleclronic
warchouse receipts which make possible seamless nationw de
commodity spat market. It would make the Indizn economy
strang anaugh ta facethe challenge of globalizat on.

Oberai (2013) concluded in his study on the nine comman myths
ahoutinvesting in t1e commadity mar<et. the commodity marset
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has its share of speculators. Like hedgers and arbitrageurs,
specalztors also facilitates in the price discovary exercise, All
commaodiies are internationally traded and the wordwide
demand-supply stuation s compoehensively known and
available to anyonz who achioves out for it The commod ty
mirkets are now a5 unstable and unpredictable s stock futures.
IF invesiors trade mare and utilize the margin to the limit, than thay
cannot hold liable the commodity maret for the adverse
ouicome. Sinca commodity exchanges persuade price
fransparency, he cisagreed to the statement that commodty
exchanges fuel inflation. On the other hand, by allowing wider
participatior, these exchanges depress certralization on the part
of local fraders and associations. Even investors with small
armouni of investment can dothe commadity tracing.

Nelivary is essential only in specific commodities and tat fon
anly if one remains in the posiion open after the delivery notice
period. There is obhigatory delivery in commoditizs such as
Chana and gold. Largely commadities that are traded are
produced and consuined doross te globe, as & conseoueneg an
individual or a group of people cannot easily manipulate proes.
Price manipulation is teasible only when production is
determined In ane area. I does rot occur with essential
commediies.  Fegulators and governmerts examing prices of
gssential commodiies and take actions Whenever there is an
endeavaur to manipulate the markets. One cannot change a
commodiy's fundamertals. Commadity prices represent tha
demand-sLpply dynamics and thus oparators cannot manipulzta
prices.

Besides, commadities are traded intzrnationally and thus there is
neghigible chance of manisulation by scme of the participants.
Acoord ng W Genlekow and Shapiroe (2010) media coverags by
newspapers, television, magazines, ete was not casual rather the
praduct of profit maxmization, A number of unobservable factars
that influence these coverage decisions also affect investor
hehaviour like friznds, colleagues and relaives are the informal
sources of information for the investors; they have a directimpact
on the mind of the investors. Thercfore there s very closo
relatinnship aetween investment decision and them.

Ahuja (2006) declared that Ind an commodity market hag made
enormous progress since 2003 with incredsed number of
moderr commodity exchanges, transparency and trading
activity. This had happened due to the rale played by market
forces and the active encouragemant of Government by changing
the policy conzerning commodity dervative, He also remindad
that commadity denvatives appeared in India a3 early as 1875,
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hardly about & decade aftzrthey arrived in Chicago, Since 2002,
the commodities futures market in Incia has faced an exceptional
fhioom in terms of the number of nodern exchanges, the number
of commodites alowed for dervatives trading as well as the
wvalue of futures frading in commoditics. Still, there ere numerous
impediments to be overcome and ssues to be settled for &
sustained development of the maket. He also said that if this
rapidity can be continued and tried to identity the obstacles that
need o be cvercome itthe markatis to realize its full potential.

Mirmal Kumar and Balaj (2006) agreed that since 2004 the
grawth of the commadity derivative market in the country has
been impressive. With institutional players prohibited from
participating in the commadity futures market, the retail nvestors
as a group have emerged as major aleyers in the said market,
Chandra (1980b) discovared five major factors that affect the
investrment behaviar of indiv dualinvestor in stock market namely
pruderce, precaulions altilude, informational  asymmetry,
canservatism, under confidence, 2nd financial addiion. He
provad that these are the main psychological components seem
to be influencing individual investar's trading benavior in Indian
stock market. shanmugam (1890) conducted a survey on a
graup of 90 investars o study the Tactors affacting investment
decision. The research focused its analysis on the investment
objective and the cegreg of awareness of factors affecting
investrent decision. He discovered that the investors arz high
risk takers and they should possess sufficient knowledge of
Government regulations, menetary and fiscal policy.

Rationale of The Study

Trerz is a very close relationship between Indian Economy,
cammod by market andinvestors, A slight change inthe economy
affects the commodity market and vice-versa. Al these
ouleames have direcl or indiecl impacl on e iveslors, The
investors' one decision changes the diraction of the sconamy and
commodty market, Thise decis ong are govemed by numenous
factors present in the economy. That's why it is necessary to
understand the meaning and impact of the factors on the
investors' parception.

Dbjectives oithe Study

1. To study the factors influencing the imyestors perception while
invasting in commadity.

2. To study the impact of the factors or the investors' percaption,

3.To sudy the perception difference between the salaried and

businessman investors on the factors affecting the investment
inthe cammaodity market.

4, [0 analyze the investment patierns of the Commadity Market
invastors,

Research Methodology

Tne present study is an exploratory siucy. The study is an effortto
understand the investing behavior of investors as per different
ozcupation. Tha study is carried out in Indore, Ujjzin, Bhopal,
Fune, Delni, Ahmadabad and Bangalore taking “hem as
represantativa cities of ineestingin India. Avariety of primary and
secondary sources of data collection are used to collect the data,
SECDHUEW sources like websites and books related to
commoadity market are referred. The primary data was collected
usirg e guestionnaire. The inilial parl of the gueslionnaire
proposed 10 collect information on the demographic varizbles
suc as Name, Gender, Age and Oceupation. The second part of
the questionnaire enclosed 40 statements o be atswered on 3
paint Likari scale.

Research Design
Tneraspondents of the study are classified as shown in Table 1:

Table 1: Clagsification of Respondents

CONMODITY MARKET
SALARIZD BUSINESSMAH
MALE [150) A (40] B 140)
FEMALE [160) C (40] D (40)
TOTAL 80 80

The initial poal of iterms was generated based on insights from
existing scales and suiable literature. The pilot study of 51
statzments was conducted on 6 respondents. In this stage, with
a view to establish internal consistency, the data generated was
subjected to item-total correlation to establishing correlation
batween eac ilem and all rermaining ilems Dereby eliminaling
those itams that do nol corelate strongly with the assessed
canstruct. Eleven items were found non-significant in sample
gJestionnaire and therefare were deleted from the final
guestionnaire,

Result of Factor Analysis

SPE5 20 was used to do Factor Analysis test, which was applied
01 the responses of the investars 1o find out the factors affecting
the commodity market. Z-test in Excel 2007 was applied to
measure he perception difference  between Salaried and
Businessrman investors on the factars affecting the commodity
market, Principle component actor analysis method was usedto
drivz the minimum number of faciors and explain the maximum
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portion ot variance in the original variable. For Orthogonal
rotation, Varimax was usad to simality the column of the factor
matrix o that the factor extracis are ¢ early associated and there
should be some separation among the varlablzs. This resulted
into 13 factors on all -he variables of the Perception of Investors
The factars (Appendix-Rolated Cormponent Walrix) are Investors
Tioes, Markel Varalions, Secondary Information  Sourcs,
Primary Information Source, Price and Terny of the Insestiment,
Future grospests of the fnvestmient, investment Motive, Sector's
Vodaility, Sector's Return on imvestment, Fundarmeral and
Techinical Analysis, Seciors Digpersion, Liguidity and
Dacurmantaton amd Specolation IAolive,

Tre first factor is Investors Types. There are several types of
investors in the commodity and stock market like day traders
Iong farm traders, short-term traders and 50 on. But the most
irmpaortan: and well-known investors are hedgers, speculators
and arkitrageurs. The second Tactor is Markel Variations; it canbe
defired as the increasesdecrease in the price level ol commaodity
or share. There is oan extemey close relalionship between
investors' perception and prices of commeodities/shares. A
prsitive investor's perceplion about the commodity ar share Iifts
its price into upward direction and vice-versa. The fhird factor is
Secondary Infarmation Source which is mostly considerad by the
investors before investing in the commodity market. This factar
comprises rederdng friends, Businzss T channels, Business
Mews Papers and credit rating of the companias. These sourres
are important as they are refarmad first before making investmant
decision,

The fourth factor is Primary Imformation Source, includes
cemmaodity market perfarmance, seclor s performance and past
perfermmance of e company and investment by e Toreign
investors. These sources are generally referred by investors
betare invasting, Invastment by Fareign Investars means the
investment by Fereign Institutional Investors (Flis) in India, A Fllis
an investar or investment fund registered in 2 country outside of
the onz in which it is investing. Institutional investors most
particularly include hedge funds, insurance companies, pension
funds and mutual funds. The termis used mast commonly in
India and refers to outside comparies investing in the financial
markets of India. Countries with the highest volurre of foreign
institutional investments are believed to have developing
ecoromigs. These types of esconomies supply investors with
higher growth potential than in malure economies. That is why
these investors are mast commonly found in India. All of whch
muJst register with the Secunties and Exchange Board of India to
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participate in the market.

The fiftf factaris Price and Term of the Investmeant. Marmally, the
investors' besis of investment is good market price. If the current
mazrket price of thei- patential investment is good, they will invest
more and vice-varsa. Tha amountof the investment also depends
on how frequently the investor is investing in the market and torm
means the time of holding of tha investrment. The balding term is
defined as tha intervening time between the inidal date of
purchase and the date on whicn the security was sold. It can be
short term holding means halding for ane year only or ong term
halding means holding far more than one year. The sicth factor is
Future Prospects of the Investrment. Future prospect refers to the
scape of growth of the market in the future. It depends on the
current trends and challenges faced by the market. An investor
nefore investing mostly obzerves the market present growth
structure, This helps him to take the investment decision. The
seventh Taclor is Investment Motive. The malive of investment
has two sides namaly, gk and return. Risk refers Lo the
uncerlainly of getiing the elurm. Relun is whal an inveslor
receives in bearing the risk of the amount given as investment. A
sk taker invesior earns more protit because he diversitias
portfolio while a risk averse investor enjoys less but constant
refurn on hisinvestment.

The gight factor is Sector's Valatility, it refers to the range to which
e price of a secunty may increase or decrease. volatilty
computes the risk of 4 secu-ity by calculating the standard
daviation nf the aTnualized refums over a given pariod of fime. If a
secUity's prices changes very frequerty, it confirms high
volatility and vice-versa. The ninth Factor is Sector's Return on
Investment. The Commodity and Stock markets ave divided into
various seclors on e basis of commodilies and companies.
This research swdied only thres sectors namely, agriculture
sectar, base-meta sector and precious metal sector [he
investors before investing in any sector first checks its previous
growthand return rate and then investin that sector,

The fantf factor is fundamensal and technical analyses which are
commanly used by the investors before investing. Suresh (2013)
dafingd fundamental analysis as the process of calculating the
intrinsic value arwarth of a share. It is the study of a company's
furdarmentals with the rmotive of delermining its exact worth, [1s
process s based on analyzing the information that is
'fundamental' ta the company. It focuses on creating a portrait of
a company, idantifying the intrinsic or fundamental valuz of ts
shares and buying or selling the stock based on that information.
Accordng to Canadian Securities Course (2073), technical
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analysis is the sudy of historical stock prices and stock market
behavior to identify recurring patterns in the data. Because the
pracess requires large amounts of informaftion, it is frequently
ignored by fundamental analysts, who find the process 100
cumbersome and time consuming, or thinks that “history docs
net repeat itself'. Technical analysts analyze price movemants
trading wvolumes, &nd cata on the number of rising &nd falling
stock issues over time looking for racurring paterns that will
assisttham to pred ctiuwre stock price movements.

Tre elzventh factor is Sector's Dispersion. Dispersion is a
statisticalterm daszribing the size of the range of values expected
for a particular wvariable. In finance, dispersion is applied in
studyirg the effects of investor and analyst beliefs on securities
trading, and in the study of the variahilty of returns from &
particular trading sfrategy ar investment partfolio. IF is often
understands as a measure of the degree of uncertainty, and thus
rigk, associated wilh a particular secunty or investment portio’io
Dispersion calculaes the degree to which the components of an
index perlonn similarhy. 17 the components are lightly clustened
dispersio1will be low and, otherthings equal; the index's volatility
will be lovw.

The #welfth factor is _iquidity and Documentstion. Liquidity
maans the feasibility of the investment ta be converted into cash
Generally for short-term inwestors, liquidity is wvery much
essential as they dont want holding the investment for longer
period rather they want to sell and purchase the investment
spardily and easily. Documentation critara include elicitation
fees and ather documentation fees charged by the brokers, I a so
affects the perception of the investors fowards the commaodity
market. The thirfeenth factor is Speculation Motive., Motive
means e reason behind the ivestmentis very muchimporLanl
Speculation i spread throughout the wardd in cammodity and
stock markets. Speculation in commodity market refars to the
forecasting ard invests according 1o that. Such speculators will
usually chserve the market charts and how the stock has
performed. Trer they gamble an the princiale of how high or low
the stock will go in the coming days, woesks and months. The
speculators whoaren't able 1o foracast correctly will lose out and
book heavy lsses also,

Result

Problem: Do Salaried and Businessman Investors difler
significantly in their perceplion of the factors affecting the
investment inthe Commodity Market.

H.: The Salaried and Businzssman investors do not differ

signiricantly in their percaption ot factor Investors' [ypes affecting
the investmentin Commodity market,

The null hypothesis is rejected. The Salaried and Businessman
investors of Commaodity Market differ significantly in their
perception of the factor Jevesiors' Types aflecting the
investment in the commodily market. The Businessman
investors perceive the factor Jovesfors' Tppes as more
significant criteria for investment in the Commodity Market
than the salaried investors of Commodity Market,

Heo The Salarded and Businessman investors do not difler
significantly in their perception of factor Market Wariations
affecting the investment in Commodity market,

The null hypothesis is rejected. The Salaried and Businessman
investors of Commadity Market differ significantly in their
perception of the factor Marke! Varistions affecting the
Investment in the commodity market. The Salaried Investors
perceive the iactor Marks! Variations as more significant
criteria for investment in the Commodity Market than the
Businessman investorsof Commodity Markel.

Ho: The Salaried and Businessman invesiors do not differ
significantly in their perception of factor Sccondary Infarmation
sources affecting the investment in Commodity markst,

We fail to reject the Null Hypothesis.

H,: The Salared and Businessman invastors dao noo differ

significantly in their perception of factor Primary Information
bources alfecling the investmentin Caommaodity markst,

We fail to reject the Null Hypothesis.

He The Salared and Businessman invastors do not diflar
significantly in their perceptior of factor Frice and Term of the
Investment affecting the investment in Commodity market,

The null hypothesis is rejected. The Salaried and Businessman
investors of Commodity Market difier significantly in their
perception of the factor Price and Term of the Invesiment
alfecting the investment in the commodity markel. The
Businessman investors perceive the factor Price and Term of
ihe Invesiment as more gignificant criteria for investment in
the CGommodily Market lhan the Salaried investors of
Gommodity Market.

Hy: The Salared and Busingssman invesiors do noo differ
significantly in their pzreeption of factor Future Prospects of the
Investment atfecting the investmentin Commodity market.

The null hypothesis is rejected. The Salaried and Businessman
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investors of Commodity Market differ significantly in their
perception ol the factor Ffere Prospects of ihe Invesiment
affecting the investment in the commaodity market. The
Salaried investors perceive the factor Future Prospects of the
Investment as more significant criteria for investment in the
Commodity Market than the Businessman investors of
Commodity Market.

H,: The Salaricd anc Busincssman investors do not dilfer

significantly in their perception of factor Investment Wotive
affecting the investment ir Commodity market.

We fail 1o reject the Null Hypolhesis.

He: The Salaried anc Businessman investors do not differ
gignificantly in their perception of factor 3ector's Volatility
affecting the investmentir Commodity market.

The null hypothesis is rejected. The Salaried and Businessman
investors of Commodily Market differ significantly in their
perception of the factor Secfor's Volafifity affecting the
investment in the commodity market. The Salaried inveslors
perceive the tactor Sector's Volatility as more significant
criteria for investment in the Commodity Market than the
Businessman investors of Commodity Markel.

He: The Salaried anc Businessman investors do not differ
significantly in their perception of factor Sector's Return on
Investrentatiecting the investment in Comrm odity market.

We fail 10 reject the Null Hypothesis.

H,.: The 3alariec and Businessman investors do nat differ
significantly in their gerception of factor Fundamentzl and
Technical Analysis affecting the investmert in Commodily
market.

The null hypothesis is rejected. The Salaried and Businessman
investors of Commodily Market differ significantly in their
perception of the 1actor Fundamenial and Techmical Anafysis
affecting the investment in the commodity market. The
Salaried inveslors perceive the faclor Fundamental and
Technical Analysis as maore significant crileria for investment
in the Commpodity Market than the Businessman investors af
Commodity Market.

Hy,,: The Salarec and Businessman investors do not differ
significantly in their perception of factor Scctor's Dispersion
affecting the investment ir Commodity market.

We fail 1o reject the Null Hypothesis.

H,.: The Salarec and Businessman investors do not differ
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significantly in their perception of factor Liguidity and
Documentation affecting the investment in Commodity market.
We Iail {o reject the Null Hypothesis.

H,;: The Salaried and Businessman investors do not differ
significantly in their perception of factar Speculation Motive
affecting the investment i1 Gommaodity merket,

We lail to reject the Null Hypothesis.

Table 2: Means and p-values of the Salaried and
Businessman investors' perception on thirtzen different
lactors affecting the invesiment in Commodity Market

Mean of Mean ol
Factors \rai.ua Salaried |Businessman

Investors | Investors
mies ors Tepes 445 14.1 1576
Market Variation's 0.00 G.06 503
Secondary Information Sourzes | 0.74 12.96 1273
Frimary Inormation Soumos 013 19.21 16.1
Arice & Termool thz Fwesbnenl | 0.1 0,12 4.958
s Frospects f b oot | s | 7as
MyesTment Mothe 0.69 f.31 .16
Jector’s Volatility .04 9.08 .23
sector’s Retern on Investment | 0.07 6.07 923
qﬂ?&}?ndl & Technical 145 946 701
Sentor's Nispersion 0.07 5.93 AT
-iquidity & Documentation 0.05 9.37 8.56
spaculation Molive 0.24 571 5.3

Source: Frirary study

Discussions

This part of research paper is an effort to discuss the fiadings of
tha present study in the light of the available literatura, The results
have projected 13 factors on all vanables of the Perception of
Investors, The factars are Investors' Types, Markel Variations,
Secondary Information Sources. Primary Information
Sources, Price and Term of the Invesimen!, Fulure prospects
of the Investment Investment Molive, Seclor's Volalifity,
Sector's Return on Investment, Fundamental and Technical
Analysis, Sector's Dispersion, Liguidily and Documentation
and Specufation Motive. The present study has confirmead that
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the investors of different occupation namely Salaried and
occupation, differ significantly in their percestion of the factors
affecting the investment in the Commodity market. The
Busiessman investors percelve the factor dnveshors' Types as
mare significant crite-ia for investment in the Commodity Marse
thanthe salaried investors of Cormmadity Market.

The Salaned investors perceive the factor Markel Varations as
mare significant crie-ia for investment in the Commodity Marke:
than the Businessman investars of Commodity Market, Inflation
and other economic changes alsc attect the irvestors' perception
towards price of commodity. A commenly cited relationship is
that between commediy pree increases and inflation. Inflation
can be caused by consumers, praducers' and investors'
expectations of the future. In an cverheated economy, increased
furures trading activity on te part of speculators can ampify
already rising commodity prices (Kyrtsou & Labys, 2008). If
speculators expect demand Tor a good Lo rise, tha price Tor that
good willampifies the increzse indemand, thus leading to hicher
censumer prices. As per Dewi (201 2) salely of theinvestment can
be pre-assessed if tha company's ability and capacity to pay-off
the principal and other accruing dues is indicated in advance
through areliable assessment of the ability and creditability called
raing. This credit rating provides superior information at low
cest enables the investors to take calculated risk, encourages
investing in companies to get high returns, reduces dependence
on hrokers and merchant bankers, encourages
disintermediation, and increases investors' papulation and soan.

Tre Businessman investors perceiva the factar Frice and T of
the Investment as mare significant criteria far investment in the
Commodity Market than thz salaried investors of Commodity
Mlarkel, Morck, Shigifer and Vishoy (19907 ‘ound only & minog
role far prices beyond their abiity to predict fundamental
determinants af investment. In contrast, Doan, Litterman and
Sims (1483) showed “hat once allowance is made for other
determinants of investment, prces still play a promrinent role in
explaining investmen.. The Salaried investors perceive tha factor
Fubure Prosoccts of the lovesirment as more significant crileriz
for investrment in the Cammodity Markel that the Businessrman
investars of Commuodity Marke. Az per Kumar (2074), the
cemmodity market has been expariencing ups and downs since
its incepton, but with strengthening of the working our country
has been abla to bring a cecree of stabi ity to this market. It has
been progressing in terms of Ltechno gy, trarsparency and
trading activity with the removal of government protecton from a
number of commodities. This actior of our government has thus

allowec the market forces i.e. supply and demand, to rule the
commeodity, Thus the step proves to be a big l2sson for all the
developing economies that the aricing and price risk
mznagement should be |eft to the market foreas rather than to be
dependent on the administered price machanism.

A5 the management of pice risk & going 0 assume greator
impartance n futire with the pramofion of free trada inthe world.
Thus, &ll the above activities shall act as the indicators to the
sueeess of the commodity markets in our country, The Salariad
investors perceive the factor Secior's Vofatilily as more
significant criteria for investment in the Commodity Market than
the Buszinessman investors of Cormmodity Markst, Findyck
(2004} stated that Commodity pricas are volatile. anc wolatilty
itself varies over time. Ghanges in volztility can affect market
varianles hy directly affecting the marginal value of storage, and
by af*acting 2 comporert of the total margiral cost of production,
Ihe oppor-unity cost of producing the commodity now rather than
waiting for more price information. He finally concluded that
volalility should alfect markel variables through the margina
value of storage and through the opportunity cost compaonent of
mirginal cost,

The Salaried investors perceive the factor Fundamental and
Technical Analysis as more significant criteria for investment in
the Commodiy Market fhan the Businessman investors of
Cormmodity Mar«et. Sehgal and Tripathi (2007} examined the
perceptions, preferences and various investment strategies in
Incian market. Study revealad that investors use both
fundamental as well as technical analysis while nvestirg in
market. Most of the respondents strongly agree that various
company fundamentals (such as size, book to market equity,
price garnings ralic, lverage elc.) signilicanly inllugnce pricas
and hence zddition of these factors in asset pricing modeal can
better exp ain cross sectionalvanzhons m equity returns nindia,

Viswambharan (2C09) examinec the recent trands in market,
opportunities forinvestors and problems faced oy the investors.
He suggested that the investars should rely more an long term
investment than speculation. Speculadon in market is good for
players in the markst, But & constant high 2nd low can aflecl the
frust in the market and can even affect the ecanory. When the
merkils are touchng & higv, speculation among mvestors s
rampant as the prices cre extremely valatile and the prices are
changing nanhourto hour basis,

Conclusion
The salaried and businessman investors of the commodty
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market differ significandy in their perception on the factors affecting the investmeant in the commod ty market, The salaned investars
percaive factors likz Market Variations, Future Prospects of the Irvestment, Sector's Volatility and Fundamental and Technizal Analysis
as rmore significant criteria for investment in the Commodity Market than the Businessman investars of Commodity Markst. Whereas
the Busingssman Investors perceive factors like Investars Types and Price and Term of the Investment as more significart criteria for
investment inthe Commoadity Market than Salaried investars of Commodity Mar<et.
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Table 3: Rotated Component Matrix"

Component

: : 3 a | 5 ; 7 i3 w1 | oz | s

VAROOOZ5 | 822 | 126 | 149 | 070 | -100 | 108 | 053 | 0B% | 047 -067 | -008 | -003 | 039
VARODD25 | 757 | 209 | 015 | -010 | -056 | 098 | D0&7 | 182 | 147 046 | -012 | 044 | 049
VARODD24 | T2 | 046 114 | 045 | 52 | 078 | 045 | -020 | -012 134 | g3 | o8s | -0
VARODD2Z | 365 | 090 | 114 | 209 | -al0 | 242 | 247 | 54 | -0 230 | .azr | -;es | -o0
VARODDAD | 099 | 813 | DED | 043 | -002 | 149 | 081 | 153 | @ 484 | 054 | 024 | 049
VARODD3® | CS6 | 739 | 164 | 174 | -042 | 411 | 433 | 106 | 057 13 | 022 | 013 | 059
VARODDID | 224 | 572 | 214 | 190 | -084 | 026 | 415 | -061 | 199 -264 | 475 | A41 | -035
VAROODA! | 014 | 011 | 765 | o135 | 000 | 012 | 002 | 020 | 473 466 | -03d | 048 | -018
VARODDZZ | 490 | 291 | 700 | 042 | -067 | -054 | 57 | 004 | -055 036 | -098 | 17 | -119
VARODD20 | COC | 075 | .93 | 269 | -080 | 232 | -044 | 069 | 034 034 | 038 | o072 | 022
VARODD3Z | 185 | 251 | 605 | 069 | .00 | -045 | 105 | -002 | -008 -102 | 118 | -070 | 187
VARODD28 | -106 | 010 | 081 | 723 | -027 | 107 | A24 | 4137 | 000 454 | 189 | -D08 | 128
VARODD20 | 035 |.038 | 233 | 547 | BZ | 046 | 220 | 164 | 276 002 | -147 | 216 | -028
VARODDZT | 193 | 331 | D61 | 528 | .OBE | 042 | 180 | 136 | 054 -016 | 021 | 070 | -039
VAROOD3S | 583 | 262 | 105 | 510 | 156 | -027 | -040 | 106 | 100 032 | 116 | 137 | 092
VAROODT | (D7 | 402 | 249 | 508 | D3 | 129 | -195 | -098 | -018 175 | 038 | 093 | -161
VARODD35 | 198 | 256 | -248 | 374 | 001 | 295 | 118 | -093 | -009 -167 | -100 | 139 | 132
VARODDDZ | (52 008 | -084 | 016 | 608 | 110 | 141 | 048 | 032 084 | 005 | 038 | -004

YaR0D0a1 -036 | -.C3 D46 246 695 13 198 | -081 | 088 -065 | 027 | -248 0 -0
YARDDOZ0 74 F0ET -0e4 | 249 438 | 342 a7 0aT 247 ez Da& | -D&80 | -7

YARODODI -040 DED g 054 Ritik] 81 162 Aoy -02g | -094 | 228 83
YARODOT J2E T35 DEE 13 J20 09 -01E | 08 -1% T3 243 | =073 -003
YARRODO34 L6E J36 27k d8g -3 | 364 63 37 Lar o =222 ) a3 -2 -0EE
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Table 4: Rotated Component Matrix’

Component
1 2 3 4 a fi T i | 11 1 12 13

YERODODE LFo | a7 Ded Am A23 | -005 | 78T | 087 102 -0D& | 004 07y | -E7
WARODODT Lso | 070 2| Ove | 1B | 138 | 768 | -08% 0 0N M52 A1 | n2e 033
WARNNT (1 1813 (0 1% N 157 non | 764 057 K] [l ooy g
VARDDOAD A04 215 oog A3 A0F | -9 | D4 | 538 122 M2 038 | o2 | 532
VARODOT2 A58 | 072 D 075 NPy 21 114 5 A76 005 233 | 28 -
VERIUITE LBE s 23 Rl =060 A Dy -0 LT J28 a0 120 10
WVARDDOTS 88 232 v a5 17 =003 D4z DB B67 53 11 =037 a1
VERDDOTT 13 A2 203 DE3 A8E =06 038 =003 233 118 0= AE0 AiB3
VARDDOZS i 03 =133 147 =308 242 ME N2 I i A1 D23 NEZE MES
WARNDOAT R 15 075 209 =177 15 DES e -0ey 392 111 =163 NEG
WARDDOT4 BT A58 -0 06 -0Ed | - 06E d20 =100 148 LaE J36 153 AES
VARDDOA 3 g NI [ e -005 248 022 2B 54 AEz Liral oA -4
WERDDNDA g K] 070 163 | -139 074 0ng 1910 ] 045 D&l | 696 ooz
WERDDODS A38 | ES 186 | 00 024 | 003 A9 1T 148 0s0 AE1 S22 06S
WERDDNS L 139 014 A51 A0 | 338 ngzg | -187 | -281 336 J83 | 376 -3
WERDDDDY Lgz | 094 | -088 | 44 -007 | 084 | A0 | -021 ) 042 -0 ) | E#0 ) T
WVARDDODE -0ge | -4 V6 {i[sh] - Ev 030 04 46 229 A6V 00y |- E2Y 642

Fxtraction Method: Principal Compaonent Analysis

Rotation Wethod: varimax with Kaiser Mormaization.

a. Rotalion converged in 14 ilerations.
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Abstract

The cognitive influence has a well-defined role in consumer's
nraference towartds selection of retall format. But its ol in the
selzction of the zpparel redall stores has been ambiguously
demarcated. This reszarch atempis o fill this gap by
investigating the effect of varous stores atmospheric anc
merchandise cues on consumers preferencs towards the
selaction of apparel retail formal choice, Data s colleciad from
180 shoppers wha visited and made a lzast one purchasza from
the retail stores. The study has revealed the role of 31 variables
tactorized into 30 factors, recreation, rerdiion, rapport, rate,
range and recurrence constiting ‘Sic R omodal of factors
allecting apoarel relailing. The fun and enjoymant during
shopping are preferred ovar the gualily ol producwhile lhe orices
and discount offerad are not the prefarzble choices for modern
shoppers to selectthe retail stare,

Keywards: Coonitive influenes, Retal format, Apparel retailing,
Ingia
Introduction

The zurchasing process is & blend of mental and physica
activitias that ends with an actual purchase. This is a daily
QeCUFtence in consumer's life and therefare it is intercsting o
study the connection within “what we buy", "ahy we Doy it and
“where we by, “how we buy” and “with what we buy” The
consumer decision making is influenced thraugh the rational and
the emodonal means throughowt the consumer buying process,
The coqnitive influence is Individuzls' emaotional, physiolngical,
and behaviowral responses as mediated by their perceptions of
experience, which are influgnced by heir beliefs, the ways af
interactonwilh thawaorld, and the personal experiences (Bandura
1977). Therefore, it was interesting to study The cognitive
imuence as an indzpandent element affecting the customer
decision making process (Shiv and Fadorikhin, 1849),

Whenever a customer is reguired to purchase a product, varicus
factors affect his decision about from where ne should buy it
The sclection of arganized or unorganized ratail store to purchase

28 SAMKALFA : Journal of Management & Research {I35M 223

that product depands on various factors. The main purpasa of the
tallowing study is o extract all those factors and convert them
intn 8 sequental modal in order to understand the Ingical
arrangament of factors affzcting the cognitive imfluence an
consumers preference in seleclion of organized or urorganized
retailstores in case of apparel purchase,

India: Retail Scenario

The ratail marke: in India is the second Tastest growing retail
markat after China in the world (Economist Intelligencs Urit
2015). Aceordingio asurvey by AT Kzamey, tha size of the retall
industry in Indiz by 2015 is peqoed at 5750 billion and is expected
o rezch &t §1.9 bilion by 2020, The industry has been
expanding al acompound annual rate of 3.7 per cent since 1998
{IBEF2015).

ETIG (Research anm of the Economics Times Group) estimales
lha value of unorganized retzil seclor as 5925 billion, growing al
tha rate of 13 par cent par annum, I0is exgectsd o cross the B
1.atrillian sales mark by 2020, A T Keamey estimates that the
organized retail market as & 45 bilion, while KSA Technopak
{ ndia's [eading managemem cansulting Iirm] values it at £55
billicn. By 2020, & T Kearnay predicis a live-lold incraase in
organized retzll while KSA Technopak estimates 2 lrselold
growth. The diference in these projections i3 attributad to thair
dieergent definions of'omanized resaling'

Indian Retail Seclor - Quick Facls (2015)

Market Size $ 750 Billian

Organized Relail Penetration | 5- 8%

Unorganized Retail Market 16 Million Kirana Store

Grawth Rate 15 - 20%

Retail Densily T% (Highesl in the waorld)
Source : [BEF
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Organized vs. Unorganized Retall Sector

The retzil outlzts which fall under the catzgory of the unargznzed
retziling refers 1o the all local shogs owned by single person
(sormetimas more than one persons are involved tod) and ars
stuated in the dense strest with no additional facilites except
providing the ransaction process. These shops fallow the third
deqree of distrimfion network general'y (Goswami and Mishra.
2009, therefors the ratailers here are void of heavy discount or
commission and other benefits which big organized retailers get
anbulk purchase dircetly fram the manufzeturers. Those rotallers
rur the husinzss on a small scale and amajor portion of them scll
the daily need products ke grocery items, cigarattes and beadis,
clothings. vardous household products, vegetables and fruits,
booksand stationary, and street food items {Zia &Azam. 20131,

I'he organized retailers on the other hand have the chain of retail
slores invarious cilies, They iry Lo targal the major partion of both
urban as wall as rura population by opening their stores in the
various farmate like hypermarset, supermarket, and
departmental stores. Location of the store is the most impartant
crtaria tar tha organized etalars because stll the access to the
unorganized retailars is much easier for the consumers. Tha
arganizec retailers provide the experience of shopoing with the
adid-on facilities of movie theatre, caming and dining under ona
roaf orly (Grawford, 2004).

The proposition of the sludy s o find whather e clothing umls
purchased Fom e organized or unorganized relail slores ars
irfluenced by the ambience of the store, branding strategy or any
ather factor which develops & posfive perception in the
consumer's mind towards the retail stores and compel the
snoppers finglly o enler into the relail store. All the relailers
generals and develop various coes (0 allract the shopoers (Bekear
gzl 2002),

Cognitive Mode!

Unlike the behavioral leaming, the cognitive learning highlights
the importance of learning through intormation availasle. The

SMIV's CESY Insfitute of Managemeam, Vadodara, Incia

Thes last cecoales has wilnessed
3 remarkzble 3-awkh in
zaryica sectar and Indust izl
autout. The per capita
axpenditure has increased by
A%, The % af eepeadinie n
sl meckor gor heod given
nara

shoppers actively sesk information from the externzl
environment and use it to resolve the problems they face from
Birmes o tiemez. Thus the cognitive [earming oeoors as d esullol the
processing of nformation using the human ming (Anderson,
1990,

In this process, the shoppars gets cues in form of various
hadonic and ifilitznan approaches (Jonas, Heynolds and Arnald,
200€; Childers et al, 2002, Amncld, & Reynolds, 2003) from the
retzilzrs. Thay acquire it. process it and stors the informadon n
thair mind [Mazursky and Jacaby, 1986; Fuscinell ¢t al, 20089).
On the: basis of information stared in their mind, the shoppers
analyze i conceptually @5 wel as reasonably o cevelop a
percaption towards retzil store (Morschett et al, 2005; Ok Kim,
and Jin, 2001y and make their decision bassd on their atituds
(Pan and finkhan, 2006).

Selection of relail farmal and role of cognitive variables

The selection of retail format is 2 cognitive process (Sinha and
Banerjen, 2004) which Is complex and comprises of all
ermatianal, physiclogeal and behavioral components (Jain, and
Bagdare, 20097, It also contains several stages thal preceds the
purchase itself (Wel's and Prensky, 1986, Cngelesal. 2005;
Schiftman and Kanuk#003).

This process iz influenced by various sitvational factors (Mo
Goldrick, 2002). The place (Sinha and Banerize, 2004, Kesnet d,
2004} whera fusion of the local culture anc consumer's trals is
the most prefarred, the perod (vadous chronologiczl periad)
whem the evaluaion of various trads keep on franstorming
(saverin et al 2001), e personal characterisics (Prasad, &
Arvasi, 2071),and the purpose where the format choice is
affected due to velurme of purchass (Baksr et &, 2002), devotion
of more or less  tims in searching the reevant item (Fox st al,
20041 frequent purchase of speciic set of items in baskel of
consurmnption (Bhainagar, &Ratchiord, 2004) ar buy more ar less
complexilems (Mantrala et al, 2009).

In a summarzed way various cognitive variables affecting the
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retail tormat choice can he segrented into paychooraphics
demographics, stare attrinmes and other social factors.
Theoretical Framework

[hz thaoratical framawork for the study has been adapted from
the various cognitve and 5-0-R model proposed by Reynolds
and Betly (1298), Carpenter and Fairhurst (2002) and Jacoby
(2002). The adaptation of madels is based an their past success
and relevancy with the study of consumers' engaitive evaluation
procass. The adapted framewnk has bean shown intigura 2.

Figure 2

- B =
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Figure 2: Theoretical Framewor

Research Objectives
The specific research ubjectives of this sludy are

o To cxplors various cuas shaping out the consumer behaviour
towsards the organised and th unprganized apparc stores.

» Toexaming whethar tha store stmospharic cuss ii.e., societal,
designand amhient signals eic.) and the merchantise cuas affact
the zonsumers' cognitive evaluation toveand both the store andthe
merchandise,

= T examine the affect of the cognitive evaluation of the store
and the merchandise an the consumar's preforence towands
selection of a specific store.

Hypothesiz of the Study

+ Price

H1. The parceivad image of a slore is relzted 1o the price of the
products.

= fssorimem

H.: The perceived imagsa of a store is related w0 the assortment of
brands availablz in tha stores.

= Slore Image
H,: The peroever imzge of a store is related to the quality of
products distibuted in the store,

+ Advertising Frequency

H.: The parceived image of 2 store is related to the advertising
frequency nfthe stara.

+ Price Promotions

H.: The perceived image of a store is related to the frequency of
price pramations used for the store.

+ Country of Origin

H,: The percaived image of a retall sTore which has atag of 'orgin
inather country otes than Indiais higher.

= Word-of-Mouth (WOM)

H.: The perceived image af a rafail store is influsnced oy positive
WO,

Research Methodology

The study has beensplitinto two ressarch phases.

Phasel

This phase is exploratory and gqualitative in nature. An
ohservation research has bean carried out in faw arganized
aoparel retail chains and uncrganzed apparel retail stores o
understand e elamants which prompl 4 customer Lo chooss
arry of thase lwo relail steres, o the present research il has been
concluded with ten elemenis (Ranking Vethod), whichiriggerthe
coonitive irfluence of corsumear's selection of organized and
unorganized retail apoarel store.

Phasell

Inthis phase an empirical fizle research was conducted to7ind the
signilicance and value the shopper connecls, o each of he len
glements of cognilive infuance recognized in Phase ). In tha
presant study researcher has developed ten alements ona scals
ot 38 items which was similarto (Sinha and Baneres, 2004)

T maasure shoppars' overall assessment of these slements, 4
self-administersd structured guestonnaire was constructed and
piloted.

Pilni-testing of the Instrumeni

The guestionnaire was pilot-testec on 70 male and 10 femalz
respondants {approximately 10 per cent of tha main su-vey
sample size) belonging to different ace groups, housenoid
ncome levels and socio-economic backgrounds, Based on heir
responses, e required  modificelions were made in Lha
instrurment, The amended questionnzire was used for the further
study

Sample Design

Population and Sample Size: &4 sample ot shoppers from 3
differemt cifies namely Jzlandhar (Funjab), Sareilly {LIP), and 0id
Delni (NCR) were selecled and surveyed. Convenient sample of
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180 shoppers was draam from 12 stores (@ stores cach of bot
categories of organized and unorganized from gach city selacted
from vellow pages randomly and 15 custamers from each store
ware interviewed) of both categories of organized and
umarganizes appare stores underthis study,

Shopper's Prolile: The guestionnaire was administered 0
visiting customers and families (comprising husband + wile +
children). who hava made at least one single purchase clothing
from the shop to know the views of all the age group of paople
while 1p shoppers who have not made a purchase have not boen
mterviewed (Dabholkar et 21, 1995; Prasad and Aryasr, 2071).
The age of the subjects ranges from 716 to 50 vears, across al the
socio-gconomic backgrounds.

Coniact Method and Research Instrument: The 'Questionnaire
was adminislered an180 shoppars. The gueslionnairg was

SMJ"s GESY Institutz of Management, Vadodara, India

distributed systomaticaly to the shoppers instantly after thair
shopping experience. This ype of survay has basn ool
suppoerted in the name of mall intercept survey (Tripathi and
Cave, 2013,0Cass and Grace, 2008)

Data Analysis and Results
1.Respondent Profile

Ihe profiles of shoppers were analyzad with the help of pivat tzhle
in M8 Excel. Almost 53.47 rato was noticed among male and
femals shoppers which resembles the gender ratio proposed 2s
per Indian Covernmant for three states UF Punjzb and Delki
whichis 1.12 aspercensus 2011 (Chandramauli, C.2011).

56% respondents wera in favor of branded clothes only while
62% responcents wers interested in shopping anly in shapaing
malls,

Tahle 1
Frallle ot Respondents
Row /zolumn Wonlhly Expancilure - Oranded Mon Branded Grand Percentage
Labwels [Rs) ! Cinly Orly Toral Valies
Fennala 1 23 il G4 A7 %
=2000 ¥ 14 21
10000-20000 2 2
20073-5000 15 34 49
S000-10000 1 1 10 12
Mlalz 1 Bl 14 Y 3t
22000 1 19 ] 26
= 20030 1 1
11000-20000 a 5
2007-5000 aF 4 43
5000-10000 14 19
Grand Tulal 2 104 e 150 100%
Table 2 : Dimensions of respansible faclors
Ratated Component Matri Relichi ty
Component Propased Factors Cozflicient
1 2 3 4 ] B .
Mz ol Slone 761
Family clotnes uncer ane roo J02 Aecreation 0.814
Lctd on facility, water, refreshment Rt
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Fas? Parsonal Ceperience Gd3
Mzl shopping qive me racraaton 843
Intericr Dasioning of Shops a7
Fase o7 shopping, szlection Gl
Desigr of clotnes Ad1
fochatal Image al Shoppars 827
Imagc af Etare a0
Rendition 0.875
AG Al
Mell gives ma valug for monay i1
Reterance Group Experiance 05
Ward at mouth commuaication L6
| enjoy more in mall Tdi
=a0s Porson s Behaviaur st
Rannor n.azy
Jovertising 02
| gat more =ali=faction 0Nl ffia
Armbience insidz shaa A13
Discaurt attened Tahn
Frice of product a4
- Hale 0./5d
Quality of Product HH0
Fariing issue G1e
Display of various lzms 14
Trial Facility G691
Range 0o
Varlsty of cholce 64
Sataty lssue inrail rmom & Farking Nl
Faymenl Syslem B1g
Monay Value of Clothas 730 Recurrance 0.823
Exhange fac/liny Nl

The 38-vanables scale(see appendix) was anzlyzed throngh SPSS factar analysis. Defore factor analysis, the data szliabiity was
checkad and cronbach' alpha value was found 25 0.730. The KMO measure of sampling adegquacy was found 0.746 and Gartlstt test
for Sphericity was significant, The factors were extracted by applying principal componem: ana'ysis with Varimax rotztion. The factor
analyzis has dropoed 7 variables and 2fter six ierations it has given six factors. Tne remaining 31 variables have been rastrucured into
the siv factors (Table 2] The factors have been decided onthe basis of eigan value more than 1.0 and only those variatlzs have been
refained of which loading valwe was maore then 0080,

The cormunality scare was kept as 0.30 to retain the variables. Aftar six teration the total variznce was 64% and four f2ctors have
nading more an 0.7 and two factars tave Inading mane than 0.6 give almast a sigrificant plowes of factorization of data (Tripatki and
Dave, 20703; Hair Ir et al, 2007). Tne sicfactors extracted have been proposec as “5ix B Model for Apparel Retailing” and their reliamility
Cronbach o seor Aas been taund for ‘Recreation’ (o = 0.814), ‘Berdition (o = 0.874), Rapport (a = 0827, Rt (o = 0.758),

'‘Range (o =0.798) and "Recurrance’ (o = 0,823),
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Criteriator Selection of organized or unorganized refail stare

» Recrealion

[he impartarce of recreation has oean highliphted by other
authors {Li. wang and Gassil, 2004; Fincham and Minshall, 1995)
too in the form of name of store, the name which resemoles a
srand name {Carpenter and Faichurst, 2005) also it creates the
image of stor (Liljanderat al, 2009).

= flendifion

Parformance (& directly proportional o the results, The rfailers
who keep the latest desion and styles of clothing (Han, Margan
and Kang-Park, 1291} arz successtul to maintain and gleam
the image of retail store (Birtwistle, Clarke and Freathy, 1989).
Figure 3

Rendition

/
Rapport

Figure 3: Hix A Modal for Fectors Alecting Aetzil Format Choice
for fapars Forckase

Factors
affecting
apprarel
retailing

s Rapport

Anather mzjor factor which affects the cognitive evaluation of the
retall stors i the communication between The customers and the
salespersons. (n an average a mae shopper spend 1 hour in
purchasing of clothing while the female shoppers fake much
nigher ime of 2-3 hours, The ratailers can easily increase this
timz with the help of sffectve communicaton to shoppars and
this rzpport with the shoppers also play a sionificant role in the
cholce afretailer (Westhrook, 1981 and Guiryetal., 1952).

SANKALRA © Journal of Management & Research (135K 2231:1904), Impact Factar - 3.711 # Violume 7 & lssus 2 & Juy-Dec 2017
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a Hate

The price is a dscisive factor in purchasing decisions of
consumers. The customers refrain from the bargaining and prefer
the fair pricing systam (Backstrém and Johansson, 2006)250
they prefer the guality product {Grewalzt al, 1998)

= Range

Mowatdays, e custamars seck a range of various brands under
one rool. They need a deap assortiment in the form ol calegornes
of the marchandize, different sizes, calars, styles, fabric. and
trends. The quality parameters of the merchandizes are citferent
tor each of the customers which also provide a tag to the retailer
asa'Quality Relailer.

= Recurrence

The corveriznce in Torm of Tlexiole opening hours of the stores,
olfering maney valug Tor Lheir purchase oy the cuslomers
(Dabhalkaretal, 1995andClarkeatal. 2006), and the flexi-
payment system also attectihe customer's choice,

Hypothesis Testing and Analysis

The hypothesas were tested thranch eni square analysis and the
Fearznn Chi-square vzlues and the significant values nava given
the follawing results

Tahle 3
Chi-Square Tesiz
HeErsun . by,
Chi-3quare | Sig 2-sided)
rriage of Store * ar . y
Price of product 20.781 16 a
Irrage of Store * ) . o
Variety of chaice B804 16 a2
Irmage of stone * e . 4
Duality af Froduct 5964 16 &
Image of Store ™ 25807 16 RE]
Advertsng
Irmage of Store * “2 290
Discount offerad 3382 16 .
[mage of 3tore *

! T 4
Forzign wrigin Brane .66 16 35
[rmage of Store ™ Word of . a7y
Tauth cemmunizatinon 211G 16 o

H,. The perceived imags of 2 store is related to the price of the
producls.

The significant valuz [D187) fails to rejeet the rul hypothesis.
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Jrice plays an imporiant mle in creating and maimaining the
image of 2 retzil store. The higher the price the higher the image of
the retail store (Grawal and Krishnan, 1998).

H,: The perceived image of a store 18 related to the azsoriment of
frands available in stores.

The significant value (0.932) fails to raject $1e null hypothesis. A
ane 5top shooping convanience that a broad product assortment
ananlzs 15 & sucressiul key for a bettar image of a retail store
(Aizwadiand ellzr 2004).

H.: The perceived image of a store is related To the quality
products distribolad in the stora,

The significant value (0.271) falls to rzject the null hypothasis.
The good quality of praducts s & basis for store-image (Bakeret
al, 18994}, There are varous other parameters fn maasura the
greduct quality which are notunder the scops of cresent paper.
H,: The perceived quality of a store is related to tha frequency of
adwvartising of the slore,

The significant value (0.146) fails to myject the null hypothasis.
The brand and store image and directly  associatzd - with
advartising. The way inwhich the store is defined inthe shopper's
mind partly by its functional qualities and partly by its
gsychological attnbutes (Porter and Claycomb, 1297).

H.: The parcanead imape of & store 15 related to the fraquency of
price pramolions used for the slore.

The significant value (0.344) Fails to mject the null hypothasis.
The costomers have 2 negative aporoach towards tha bargaining
avprozen of siores. They are also apprehensive lowards ongoing
szlzs fora cominue time period. The shoppers need value fortheir
mioney butthay preferthefix price stores (Bakeretal 1994),

H.: Thz parcaivad image of a retal store which has a tag of origin
inathercourtry othe-than Indiais higher.

The sigrilicant value (0.584) Tails o repect e ool hypothasis,
The slore image is found Lo ba more in case ol oogin cusids
noia, The origin of the store has a significant impact on the
consumear choics behavior {Thareliztai, 199:8)

H,: The pereeived imzgs of a retail store is positively influenced
Ay poskive WO,

The sigrilican. value (0.174) Tails o reect the null hypolhasis,
The word of moullh communicalion is mare pelenl [han the
commercials. Tha raceiver tends to ganerate predictabla
attribution pattern abaut imags ot stors which has o he take cars
wisely (DeGaro and Motey, 2007).

Conclusion

This paper is an atiempt to analyze the factors affecting the retail
formzl choice for apparel purchasing process of a customar, It
also tries to fing out “whal cognitfve mfitlence 57, as a concept,
and “what cogrinive infivence does” as a factor, in buyers
“decision making procass ™. The variows cognitive factors can b
presenied n formaol 'Six B model of aoparel relail format choice'.
The factors extracted were 'Recreation’, 'Fendition’, 'Rappart,
‘Rate' "Range’. and the 'Recurrence’. Thase si factors maasurs
the influence af all 31 varianles. These sivfactors are statsdcally
signilicant and explain mora han 54% of ha Lolal varance. The
faclors explain thal the shoppers ook sl hese sic consliocis
carefully while avaluating an outlet and making their final dacision
of selection ot retail share,

S0 based on the above findings and consicerations it can ba
summarized that ‘the shoppers go through a composie
azsessment process before selecting a retail cutef’. This
evaluation is affected by soveral varables which can be
summarized in the form af ‘The sik B model o retailing format
choice for agparel purchasing'. This must be keptin mind y the
retailers while dasioning the [ayoul, deciding dbout assortment
and pricing policies,

MManagerial Implicalions

The present study is an attamot to amalyze the various
psychological. psychographic, demographical and other retail
atrbutesin selecting the organFed retail store [=happing mall or
company oullel] and raditional relail shops in Indian conlexl The
grlraclion of iz faclors gives & clagr massaga of Indizn redail
mznzgars to give specizl sftention towards the recreation of retail
services, How 1o put the procucts and ralated sarvices in 2 naw
and innovative way before the customers? The shoppers must
feal an ease during shopping nght from antering g the shaps to
selection on reguired designs and venilies o paymenl syslem.
Aleo the rendition in form of value for money in t2rms of ads on
servicns and ather Auxiliary serviees are important far shappers.
Aclaan and appealing image of ratail stores, designer clothes and
a plzasant exoerience of reference groug have o be maintained
by tha retailars. The retailers must be able to develop a positive
communication with the shoppers and maintzin a good rapport
with them. Tha range in the form of variety of clothes and the
recurmenca in form ol exchange faoilly and money vale ol
clolhes also allecl the relail Tormal choice of shoopers,

The shopping malls provide mora valie Tor vary rupee spent for
the shoppers. Tney enjoy mare at shopping malls as wel as get

L SAMKALRY : Journal of Management & Research {153 2231:1904). Impact Factor - 3711 & Volume 7 # lssus 2 & Juy-Dec 2017



mare overal satistacton at malls,  The traditional retailers muost
adhere to the propasad factors and try 0 include the missing
variables to atiractmore numbear of shoppars

Limitation af study

The =election of variablas waz basec on ranking method which
can be further investigated and more varizbles can be extractes.
The stugy was confinad to 1nrea different cities which cover the
northem gart of Indiz only. India has a much diversifies sogment
of shoppers. The extension of sudy to various parts can give 2
better understanding @ the retailars wha have their retzil-chain
throughout the country

Dela was collacled ram the shoppers who have made al leasl
ance purchase, vel the sample size is nol large enough. The
prapased 'Six R Model can ba further tested to validats the
findings and more cancreta retailing policies and strategies can
feframad.
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Awareness & Perception towards
PMT Machines Ltd.: A case study of
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Capital Goods Company

Dhruvkumar Mehta :

Abstract

Economic growth of any country depends on growth of Capita
Goods sector. This research paper @ims 4t how manufacturing
sector perceived about Machine tools industry. It is wery
impartant to understand the perception of manufacturing sactor
anowr Maching tools due to the fact of changing economy anc
upcorming GET. This study fucuses on specific compamy name
PMT MACHINES LTO. for which 4 diffarent induslhial areas nave
been penatrated. During this stucy, around 75 manufacturing
companies have been contacted from Makarpura GIDE,
Waghadia GIDG, Por GIDC, W U.Nagar GIDC. The data collectec
from these companies shows 17e awareness and parception
abcul maching lools Seclon For PMT Machines,  rmajoe
dawzreress source [ound i3 Buzz Markaling and awarsnass can
be increasad by organizing mere trads shows and exhibitions,
From Ghi square test, it was found that there is an association
hetwean Respondent companies naving CNG Machines an
awareness zboul PMT Machines Lid. By performing Faclor
analysis, 4 faclors named as In-bound reguirerment far efeclive
rurning, Future Senefit, Payment 5Slab, rapetitive sarvice
regquirement governed the preference ot respondent companies
fowards the Capital Goods,
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Intraduction

The Machine tool sceior has very costornised requirement
nowacays in terms of fgawres of Capital goods. 5o it is very
important to find ocut Manufacturing Camganizs different
reguwirement bafore starts Capital goods selling, The resesarch
pzpar is written to find the perception of matwracturing sector
abaut capial goods sector in central Gujarar, The similar sy
hereby provided  which raprasents the importance of lead
gengralion i manufacluring  sector, Recenlly Junlad? &
Marketing Profzssors in conjunction with Business Narksting
Association (EMA). Americzn Business Media (AEM) released
tha largest study with title of 2017 B2B Content Warketing
Bencrimarks, Budpels and Trends™, Dianna HolT has conduclzd
s swdy and publishad tha reporl. According Lo 1hie sludy, (he
objective is to how BZE marketers ara using comtant within
marketing mis, They had taken the data from manutacturing
processing industry and zome of the fincings about priocties of
organizational goal are oiven belaw.

Image 1: Organizational Goal Priority
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Mow, az with all B2H marketers surveyed, “op arganiz ziional goa
found is "Lead Generation” among B0% of manutacturing
markelers. So, wilh perspective of this study one can easily Tound
that the suvitable primary research for any manufaciuring o
maching toal producing firm is about idantifying prospects i
miarkat throug different tonls. From above, lead gereration is 1st
mzjor orpanizational gozl of almost every  manufacturing
miarkster with total 80%.50, this research paser alse cortans
ane objective of Lead Generation.

PIAT Wachinas Lirnited is successtuly oparating for mare thar
30 yaars and is one of the larges! maching ool manulaelurng
company in India. [ has slarled ils operalions in 1961 as Traob
India as a subsidary of Traub Germany. Later an the company
absorbed technologies from various Swiss and German maching
wol companies like Forfung, Woumard, Mikrosa, Fittler w
manufacture word class twrning and grinding machinas in India,
Mow 1he company 15 in tha busingss of providing complels
solution 1o its customers, machining ¢hallenges rather than just
stand-alona maching tool. The products include Automats, CNC
[urning, GHG Internal Grinding. GHG Cylindrical Grinding, CNG
Surface Grinding Machires and Special purpose machings in
Turning aswell zs Grinding.

Literalure review

Literalura reviews represert the glimpse of awarengss aboul
Capital goods Sector. Eunsang Yoona & Valerie Kijewskib (2005]
published one onling aticle as a study of semi-conductor
manufactring industey with the tdz “Tae Brand Awarenoss-10-
Prefermenee Link in Business Markets”. The main objectve of the
arficls was to identify brand awareness to preference relationship
insemi-conductor manufacturing industry, The paper focuses on
key challengas in business-to-business communication, the
relationship between brand awareness and drand preference.
Rosearch mesults conbirm the edstence of threshold - and
sdturatian sffecls in the brand  swdrsness-prefersnce
assaciation. In the semiconductor industry, the sensitivity of
grand preference share to increzse brand awareness leve
displays increasing refurns to seale for most brands across
varicus product categories. This sensiivity is higher wher
purchasing process isshorl, anly price s animpor ant purchease-
decision crilerion, armual buying volume is large, rehnology is
siable, and numeoers of competitors araless,

. andarshan, K. 0. Gunawardara had conducted the study with
the title of “An Analysis of E-Commerce (B2B) Awareness in
Menufacturing Industries of Srilanka”, The main purpose of this
siudy 1s 1o Idemdifying the present lzvel of awarensess about E-

38 SAMKALFA  Journal of Management & Research (135K 223

Commerze teehnology and the potential drawbacks which are
preventing the implemantation of E-Commerze technologies.
This sludy also identilies the fulure invesbment level of E-
Commerce technologles.

Research Objectives

= Toincrease 1e awareness among manufacturing industry and
SME's about PMT Machings andtheirproductling.

o To identifying largel prospaels Tor PMT Machines and
gengration of kead by peretrating the region of Central Gujaral

= To identifying Improverment areas for PMT Machines through
aralysing different factors thatinfluence on purchase decision.

= T identfy the future sources of lead gereration which help
Capital Goods Companizs 1o find out the new prospects.

Research Methodology

The study has baen conducted in Cantral Gujarat, For research
methadology, d2scriptive research desion has been adopted &
personal interviewing survey methad is used for data collection,
Fopulgion considered s all CNC & Conventional Maching user
manufacluing compzanies in Genial Guaral. Non probatility
convenienca sampling mathod has been used with sample size of
fh comprisas 60 companies from Makarpura GIDG8
companias from Waghodia BIDC, ? companias from Far GIDG
and 5 Cormpanies from YU, Magar GIDG. Data has been colleclad
by Structured quasticnnaire with analysis been performed an
various statistical softwars packages.

Data Analysis

Section 1: Respondent Companies CNC Machine usage and
requirement Analysis

Table 1: Currently Existing CMC Machines

Parficulars Frequancy Parcent (%)
h(:1 44 ba.7
Mo b 413

Figure 1: Currently Existing CNC Machines

0%
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&z shown in Hgure 1, it has bean concluted that 58.7%
respondant manufzciuring companizs are having CNE Machines
ant rest £1.3 are having canvanlional machines lorwork,

Tahle 2 : Any Future Expansion Plan of Respondant Company

Particulars Frequency Percenl{%)
s 32 427
o 43 ard

Figure 2 ; Any Future Expanzion Plan of Respondeni

Company

As shown in Figurs 2, it has besn concluded that out of 75 total
respondant companies, 32 companies ars in current requirement
of CNC Mzachines and 43 companies had no idea for future

BMIV"s GESY Institutz of Management, Wadodara, India

Sectinn 2 : Awareness & Perception Analysis

Table 4: Awareness about PMT Machines Lid.

Parliculars Frequency Percent(%)
fos a8 7r.a
Mo 17 28T

Figure 4: Awareness about PMT Machines Lid.

No,
17
22.

0
0%

ES,
a8,
...

Aysoshown in Fiqure 4, it has been concluded that 77.3%
respondent manufacturing companies are awdre about PMT
Machines Lid, and only 22.7% arz unaware sbout it. From above
data, it has been observed that the awsareness sbout PMT

Mzchines is highin Genmal Gujarat region.

Table 5 : Awareness Source of PMT Machines Lid.

aanshon, Particulars Frequency (Yes) (%)
. . ) Linked In ] 0
Table 3 : Any Special Purpose Machine Requirament PNIT Welaite B 3
Particulars Frequency Percent|%) Trade Mzpgazine 4 5.3
Yag | ST Other Source 45 fid
] 22 To.3

Figure 3 : Any Special Purpose Machine Reguirement

0

0%

Mo,
55,
73.3%

Yes,
20,
267%

A5 shown in Figure 3, it has been concluded that 20 respondent
manwacluring comganies are in the current need of special
curpase rmaching and remaining 55 had suehno reguirement.
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Figure 5: Awareness Source ol PMT Machines Lid.
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about PMT Wachines is on Linkad In

iprofessional

networs).Interesting factis that 64% respondent companies are
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mauth. 8% respondent company are aware through PM T wehsite
ane b.3% are aware through trade magazine,

Section 3 : Chi Souare Tast

HIX: There is no assnciation between respandent company having
CHE machinas and awars about PMT Machines Lid.

H1: There is an ass ociation betwesn respondent company having
GHC machinas and awarz about FAT Machines Ltz

pair of warables cannot be explainad by other vasables, and
hence. actar analysis is not suitable. The data has KMO statistic
a5 0.5B80 (Table no. 7), which is greater than 0.5. Hence, this
value is acceplable and justifies the approprigizness of factor
analysis.

Table 7: KMO and Barlett's Test

KMO and Barllett's Test

Table 6: Association belween respandent companies who <aiser-Meyer-Olkin Maasurz of Sampling Adzquacy. B0
have CNC Machines and awarenass ahout PMT Machines Sariats Test of Spharicily JpIaK, 97 823
Lid Chi-zquare
Particulars Value Of | Asymp. &ig. (2-sided) dq 45
Pearson Chi-Squars | 15.254° | 1 000 S 00
Continuiy Correction” | 13,145 1 oen Communaliliez
Like linomd Felio 13,684 1 oo Communality is the amount of variance a variable can explain
Fishers Exact Tost wiltn all the Taclors being considered. This is also the peroenlage
S of variance eplamed by the cormmon Taclors, The method
Associaton 15.080 1 0eo salected for conducing the factar analysis here is Principal
- Companent &ralysis. In this method the total variznce in the data
Mool Vald Cazes A ) ) o - o
is considared. The initial cormmunalities for Fincipal Component

0 cells (0.0%) bave expeclad counl less than 2.0 The minimum
axpacled counlis 7.03

By performing chi square test and az shown in Tahle €, i has
ceen concluded that the ool hypethesis has boen rejocted.
Hence, the respondent companies who hava thair oen CHO
Wachines are more aware about FMT Machines compared @
those who had their conventional machines

Sectiond: Factor Analysis

For the present study, the factor analysis is performed on thz 10
statements of respondsnt compary's preference  towands
purchase of CNG Machines, The responses of the respandents
for these satemants wers measured on g confinuum ranging
from 1o 5 (1-Least prefamed W 5-Most prefzrmed),

Bartletts Test al Sphericity:- 45 shawn in Table no.7, the
significance value of Bartett's Tast is 0L000, this eads o
rejection ofthe idea that the corrzlation matrix is identity matrix.
Kaiser-Meyer-DIkin Tesl far Sampling Adequacy:-

The Kaiser-Mayar-0lkin (KMO) measore of sampling adequacy is
an indsx used to examine the appropriateness of factor analysis.
[t comparas the magnitudas of obzerved correlation coefficients
to magnitude of partdal correladon eocffcients. High valuo
{between 0.5 and 1.0) indicatcs factor analysis is aoproprate.
Sriall valuzs of KMO Statistic indicate that cormalations hetween

Anglysis are 1. However, he primary concearn is e extacled
communalilies, which are achieved aller exlraction of factors. A
lack at this table shows that the axtractsd communzlities are
high, andhanes, acceptablator all he staterents

Tahle 8: Communalities

Communalities
Initizl | Extracton

Prefererre for purchasing any CHC Machina- ) »
Perincical Avzilability 10 ied
Paymaent Torms 1.0C0 481
Afmr Sale: Service 1.000 Aa07
Any New Macaing Nomo 1.000 Rt
Feracasting higher resals value 1.000 a7
Auzilzbilty of Sparcs 1.000 2
Gonbnuous My lechnology Regquirerment 1.000 a78
Safety Irterinck 1.000 3
Mantenance b anual 1.000 AR4
Nesendability on Machize Supplisr Brand 1.000 A7

* Frtrzction KMethod: Principal Gomprenent Analysis.,
Lowroe: SPES Analysizs, Primary detz
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Variance Explained

[tis required thatthe scale constructed and the comaonents extractzd should be able to explain maximum varance in the data, Forthis,
an aralysis of the Eigen values is reguired. Eigen value represents the total variance explaingd by gach factor. Table shows the Eigen
values of all the companents that can be axracted and cumuladve vadance. Howsver, it is required that the maximurm amount of
varance zhaould be explained in minimum number of companents —Torthis reasaon extraction of the componants is required. Only those
facturs are axtractad forwhich e Bigen values ars greater than ona. These factors are four innember andfogethar conlribote 63.921%
of tolalvariance. Thisis 4 fair pereantage of vaiance W ba explainad and assumes of he appropriateness af ha Taeior analysis.

Table 9 : Variance Explained

Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sums of Sguared Loadings
Companent Total ua’::;a:lw Gum;l’ ative Total '.Falﬁaﬂrllne Eumn;;atiua Total W‘?:EHTW Cum 1 alive

1 2490 24598 24 898 2,490 24 698 24 698 agya 20725 20,725
g 1.435 14,543 30,445 1,453 14,544 30445 “.609 150648 36,513
3 1322 13,220 82665 1.322 12.220 32 BE5 1,582 13916 80.7239
4 1125 11,255 73,987 1186 11,253 £3.971 1519 13181 f3.921
b REH D563 73.443
B B4 g0 41572
7 535 5.943 27 625
B 294 £044 02 and
g A20 1202 . 95,57
[0 A3 3.328 100.0070

*Extraction Method: Principal Componant Anslysis, Yaimax Rotation Method.
Samnez=s ienary dela

Further Table 9 shows the extraction sum of square loadings for the scale for measuring the preference toveards purchase of CNG
Wachines. However, a carcful look at Tablz na. @ shows that 63.921% varanca is nat unifarmly distributed across all componants
whenz anly the first component accounts for 24 898% of varance. Thus in arder for the vanance to be uniformly distrboted across all
the components & rotation af the components matnx is required. Companents matri s tha loadings of vanous variables to the exdracted
COMmponents.

Although the infal or un-rotated matis ndicatas the relationship between the factors and individual varables, it selcom resuts in
tactors thatcan ba interpreten, becavuse tha tactors ara correlated with many variablas, Insuch a complax matrix it is difficui to interprat
the factors, Therefore, througn retation, the Tactor matris s aansformed into a simpler ong that is easizr o intercrel. The method of
rotation used for this analysis is VARIMAX, which is the mos? commonly used rotaion method. Tha vanancs axplained by each
component after the rotation method is shown intabla. tis vizibla fromthis tablethat the variance is now evarly distributedin a range of
20,725%-13.191% which was 24 395% - 11.224% before rotation.

Table 10: Rotated Companenl Matrix

Rotated Componen] Malrix(a)

Component

Statemenis
1 2 3 4

Proference for purchasing any GG Machine-Pericdical Availzbility a0 - 283 A0a il

SAHKALRS © Journal of Managerment & Research (135H 2231:1904), Impact Factar - 5.711 % Violume 7 & lssue 2 & Juy-Dec 2017 41



BNLV's GESVY Institute of Management, vadodara, India

Payman Terms D67 QG 814 ag
Alter Sales service -3 A7E 18 e
Any Haw laching Demo T84 -039 -.046G =160
Forecasung nigher reszle vze 05 fE? 1448 4s
Mwailablity of Spares B8 280 074 148
Continuous New Tzchnology Raguirement NG 7o 64 -122
Safaty Interdack 314 AaE A8y QG0
Maintanance Manual BTY -089 52 00
Cependability on Mazhine Supplier Brand Edd 27 56 124

“Exiraction Method; Principal Component Analysis, Rotadon Mehod: Varimes with Saiser Mormalization: Sounce: Frimary data

Tahle 11: Grauping of Key Statemenis hased on factor Loadings

STATEMEMNTS Factar 1 Factor 2 Factor 3 Faclor 4
Ay Mew Waching Demg 0.784

Mairtznanee Manual 0.AT79

Jependabiity a0 Machine Suppler Granc 0.642

Ayailability o Sparzs 0.615

Forecasting Higher Resale Value 0.7G2

Continuons MNew Tochnology Beouiremant 0.730

Fayment Terms 0916

Zalaty Itarlack | 0.589

Bllsr Seles Sarvice 0662
~ariodical Availabiliy 0.660

Faurce; Primary cam

Naming of Faclors
[he tollawing tour factors wers identified as perthe tactorloading intable na, 11.
1.Inbound requirement far effective running: Thers are 4 stalerments in this faetar fany new machine demao, maintenance manozl,

dependability on maching supplier brand, availatility of spares) which clearly indicatzs that respondent companies praferrsd
maIrenance manual, new maching demo and availzbility of spares while making a purchass of CNG Machings.

2.Fulure Benefits: There arz 2 slatements in this factor (forecasting higher resale value. continuous new techinology requirament)
which clearly indicales thal respondent companies ars ins2zarch of that type of CNC Maching supplize which provides them long term
futura benafits with higher ROL

3. Payment slab: There are 2 slalerments in s Tactor (payment lerms and sglely inlerlock) which clegly indicales thal respondent
companies are in desire of lberal paymanl Larminology wilh addilional lealures lise safaly inladocs while making a purchase of CNE
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fdacnines,

4. Repelilive Service requirement : Thers are 2 statements in this factor {after sales service, perogical availabiliyh which cearly
indizates that resgondent companies requirsd regetitive service Trom CNG Maching sugplisr company if thay prafer to purchase GNE
Idaching from tham.

Findings
The findings carrizd out from study are as follows:

From survey, iowas found that there are 58.7% respondents whe got CHC Machings and remaning 41.2% are operating in cenventional
way. The major linding is 77.3% of respondents are aware of PMT KMachings.51% respondents are aware through buzz marketing and
nobody is awars thraugs Linked Injprofessional nebwork).

Another imeresting Gclis thal oul of 75 raspondent companizs, there are 32 comparizs throvgh which lzad s gereraled. Also 20
Companizs arein saarch of Special Pursoze Wachina, Fram surveay, ilwas found thal only 9.3% ol respandents bawe CNE Machines of
PMT compared to 20% who got from Jyati CHC compary.d8% of CMC Machinas are purchaszed for tuming aperation & anly 1.5% ara
purchased tor grinding operation. The important fact found from the sunvey is that 81.3% raspondent comparizs prefers o purchasa
GMC Machines from regional supplier & a5 aPKT iz currantly existing in regionzl marke?, this 1.3% willbacome theirtarpet market,

Conclusion
From above tindings, the concluzions obtained are a5 tollnws:

Due o 41.3% respondent do not have any CHC Machines, itwill be a target ssgment for PIMT Machines to focus on. The key fincing
abrained is aboutthe awzareness sourcs of PMT Wachings whichis buzz marseting, But iroughout the survey there are some nagative
feadhack obtained which creaes nagative impact of this major awareness source. Thesetypz of feechack can bevary harmiul to arand
image. 50 PMT Machinas will have w work on brand image by imareving channel of afmer sales service.

For increase in awareness among indusory. PMT shall oroanize trads show or can t2ke 2 part in many trade exlvbitions around the
Mation. Jyoti CNC is a's0 taking a part in trade exhibition and rade show to increase awarengss and ouilding brand image. As PMT is
regotal ndia based GG Maching supplier, 61.3% respondent whe praters such type of supalier can be a bigger targst seqrent for
them PWT Machines should try to increase awarenzss among respondent companies who cansist GNG Machines compared to thosa
who consistof conventional machines.

PT Machines should condoct one survey within B manths trom their existing customers about after sales sarvice quality, any repair
requirement ard any fure CHG Machine raquirement. These type of surveys helps PMT to build their orand image. PMT Mzehings
should work on wrring CRC Machings by uporading the lechnology and zpplying more focus on salely inlerlock because more seling
al CME wrning machine hapoened due Lo these Lwo factors. PMT Machings shoold Dnd oul new ways Lo promole [zs) delivery of spares
and forimproving an &farsales sarvica there is ane exampls as showr below.Ex (same customer has any repairqueny, ther aceording
w0 guery one meil attached with repair cost service engineers wage, snould be providad in advance to him) FMT Machines shoukd
focus on constructing GNC Machines which provides their customers higher resale valuz in future. P Mzacnines should try tochanga
their payment policy bacause all the respondent who have CNC Machines prefarred to have liberal payment terms for making a
purchase of GNC Machine,
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Consumer Behaviour

Abstract

Gonsumers behaviour is the study of indivduals. groonps, or
arjanisations and e processes which thay wse o select,
secure, and dispose of producss, services, experiences, or ideas
w0 satshy thair needs. In te fields of marksting and advertising,
consumer behaviour i3 related to as the behaviour that
consurners display in searching, purchasing, using, eviluating
and disposing of goods and services. s the et ol consurming or
using commodity or service, It is the bebaviour of consumers
which they dispiay fgnt from the searching of product il the
disposing of that oroduct. [2is related tothe decision of consumer
o spend thair availablz resources like time, maney, and ffort on
purchase and cansumplion af goods and services. In e present
paper an allemplis made Lo sludy aboul the maaning, dalinilion
and concepts of consumer behaviour, including an exhaustive
literature  study relzbed to the subject. and thus giving 2
comprehensiva understanding ot consumer behavioor,

Keywards: Consumsr Behzviour, Markeing, Advertising, Goods
and Services.

Introduciion

8 personwho punchases goods orservices for own cansumption
ig caled conzumer. Emay be anindividual person, group, society,
guwernment institulion, organization ete. Consumer Behawiour is
the study of individual customers, groups or organizations when
they select, ouy, use and disposs ideas, goods, and services 1o
satisty their neads and wants. It refers o the zctions of the
CONSUMErs I 118 marketplace and the underying modves for
those actions. It has two aspects. They are decision making
process and nal decision o purchase the goods and services,
Taking army decision is nol an easy aclivily. This aclivily requires
more knowladge about the idemification. exstence, features and
henefits of the varous product and their alternatives availaole in
the market, Or the hasis of this information the cansumers has o
ke final decision o porchase he produc! and semvices. Thos,
e combinzlion of these two aspecls, i.e., decision mzaking
process and final dacision is callad as consumer behaviour
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Definition of consumer behaviour

Afier understanding the meaning of consumer behaviewr, there s
a need to defing the term consumer bshaviour, Many avthors
have giwven various definitions for this word, Few important
among them are discussed below:

« Accarding to Engel, Blackwell, and Maniard, ‘consumer
behaviour is 1he actions and decision processes of geople who
purchase goods and services lor persena’ consumplion’.

« Schiffman and Kanuk says “Consumer behaviour may be
defined as the behaviour that consumers display in searching for,
purchasing, using, evalualing and dispesing of products,
servicesand ideas which they expect will satisty their needs.”

« The American Marketing Association has defined conzumer
behaviour as, “The dynamic imz-action of affect and cognition,
behaviour and e envircnment by which human beings conduct
the exchangs aspects of their ives."

= According o Webster, “Buyer behaviowr is all psychological,
social and physical sehaviour of polental cuslomers as Lhey
became aware of evaluate, purchass, consume and e ather
peoplz aoout products and services.”

= Kotler and Armstrong viewed that “Consumar buying
behaviour rafers to the buying behaviour of final consumesrs —
indwiduals and households who buy goods and services for
personal consumption.”

= According Lo Kuetz, "Consumer behaviour consists of the acts
of indivicuzals in oblaning, using and disposing of economic
goods and services, including the decision processes that
preceda and deferming these acts

According lo the above dafinitions, the consumer behaviour
includesthe following aspecis:

1. Tn satsfy the Dasic necds and wants the consumers have fo
search the required goods and services,

2. Farthis purposs thay have 0 s2arch the availzble products and
servicesin the market
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3. Atter searching and getting e irformation about The existing
product they have to evaluate and acowre the required product
Tromithe market,

4. This process is & physical activity far purchasing. acouining
and using e qoods and services.

Concepts of Consumer Behaviour

Gconsumer hehavious 15 relatively a new Teld of siudy in the
resedrch. [His asubsel of hurman behaviour and often itis difficolt
W draw distingl Ine balween consormer bebaviour and olfiar
aspacts of human bahaviow. The discipline of consumar
hehaviour has barrowed heavily from the concapts daveloped in
ather disciplings of study such as psychology, sociology, culural
anllvopology and economics. Therglore, il s mpartanl o
uncerslamd (he concepls of consamer behaviour ILis prouped
irmothree cateqories, They are as follows:

1. Pre purchasing concept
2. Purchasing congept

3. Postpurchase concopt
1.Prapurchase concepl

The first coneepr of consumar bahaviour s the pre purchas:s
corcept The knowledge about [his conceptis impor tant for both
the consumers and rmarketers. Ino this concept, bolth the
consumers and marketers racogniza the basic nesds and wants
of consumers. Basad ontheze needs and wants, consumers and
marketers behave differently inThe marke. This concent can bz
dividedinlo three parls. These are a5 [ollows:

= Needs and wanls of consumer: Neads ara the core concent of
consumer behaviour. The study of cansumer behaviour refers to
Al the procosses that crive in g person to percewe a necd and
pursue A definite coorse of action o fulfl that nasd. Every
individual has needs that are reguired to be fulfiled. Primary
needs are food, clothing, sheter and secondary neecs ars
society, culure efc. Meeds are the nocossities, out wants ars
something marz in addron to the aeeds. Forexampla, fand 5 2
need and type of food is our wank, In order o salisfy the nesds
and warts, the consumers enter into the market. These nesds
and wants maks ths consumers tw follow the purchasing
process.

= [nformalion search: After the nzed recognition, consumers
generaly take steos to gather edeguate information to select the
aoproarizte solution to satisty their nseds and wants. Infarmation
scarch refers (o the consumer surveys In the avallasls
ervironment for suitable informaton to mase A satistying

purchase decision, Fis an ongoing process for consumars and
thay use internal and extzrmal searches tn gst the imormation.
Consumers may also be invalved in ongoing search zctivilies to
acquire information for possible future usa. In case of high
involvamert purchases, the ralative importance of axtamal
information search tends to increase. Inogeneral, infarmation
search plays avitalrolz inthe process of purchasing the prodoct
and services.

= Searching for alternalives: Aeridentification otthe nezds tha
consumer have to know ahout the product which gives masmum
sabisacton. I the miarkal here zre many producls with dilferent
brand narmes are available. Among e availabla product ha has o
select best alternatve from which he can gat maxmum
satistaction,

2_Purchasing concept

As per this concept the consumer has to take fina decision to
purchase the product. In this context, there are two important
consicerations, The considerations are evaluation of alternatives
and purchasing the producl. These considerations are discussed
below.

+ Evaluation of ARernatives ; For the purpose of avaluation the
conswmer bas o gather reguired infarmation from number of
sources. The sources awe consclling Iends,  relalives,
middiemen and having concerfratdion on the print media,
electronic media and the social media. The method of searching
alternsdives much depends upon e nature and cost of the
producl. As the cosl increases the consumer will spend more
lirme Lo evaluate.

« Final purchase: Once the product of a particular orand is
sclected he has to ga far final purchasing. Hoeever, atthe ime af
purchase he car use his option for colour, sis, prize. e

3. Post-purchase cancept

The conzwmer aftar purchasing the product will take defivery of it
and carry to home. He staris using this product, Inthe process of
using the product he may =xperience some prablems. Such
problems ara discussed undzrthis concept.

» Dissonance about producl ; Dissonance means level of
diszetisfaction. When the consumer starts using the product the
point of cissatisfaction may risa. Dissatisfacion may be bacausa
af notwarking of the product, imaruptions atthe tire of working,
and break or cracks inthe procuct. It wil ba mars i© he compara
with the exising old product or with the product availzble with tha
friends or relatives. Sometimes. the dissonance is 5o high whers
tha consumer may gato the extent of returning the product.
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# Feedback: In the market, thare i3 2 general practice by the
reputed organisations to have feedhack about e prodoct or
services which they have supplied. In general, majority of the
COnsumears gives a posidve report by ipnoring minor level of
dissat=faction. Only fow cansumers may speak abolrtthe actual
feadback,

Thus, this feedbacy abouot the product by e consurmers s
importartinformationfor business firms and middlemen who arz
involve in the marketing process. This concept has significant
irfluence on the consumer behaviour ltmay give quidance forthe
businessman and creates anoppor ity Lo madily Be prodee. o
urmback he consumers o their sice so al [ulore sales can be
increased.

Literature Review

Sofarwe have discussed inbrief aboutthe concepts of the study.
The concepts coverad are consumer, consumer 2ehaviour and
ather related aspects. Jur sudy s mainly related oo the
conceptudl understanding on consumer behaviour, Recarding
this lopic and related lopics earlier many rasearchers have
conducted plethorz of studiez. Thos, in the comizst, a need was
felt to study the availaslz literature as wall, to gair a mors
comprehensive understanding. Theretors, the tindings  and
conclusions drawn by sams importans researchers are being
pressntad inthis section,

According to Londen and Bitta, ‘consumer behaviour i3 tha
decision process and physical activity, which individuals engags
in wehen gvalugling, acouring, using o dispesing of goods and
services’. Peter D. Bennett, ed. Diclionzry of Markeling Termes,
2nd ed. 1985, "Consume behaviour rafers to tha actions and
decision orocessas of peogla who purchase goods and services
for personal consumeotion.” James F Engel, Roger D. Blackwell
and Paul W. Miniard, "Cansumer 3zhaviour” (1990); Consumar
behaviour refers o “the mental and emolonal processes and the
abzervable behaviour of consumers during searching Tor,
purchasing and posteonsumption of a product or service,”

The American Marketing Association nas defingd consumar
behaviour as, “The cypamic interaction of affzct and cognitior,
behaviour, and the environmant oy which human beings conduct
the exchange aspectz of their lives.” It s the sudy of how
individual customers, groups or organizations select, buy, use,
and dispose ideas, goods, &and services o salisly their needs and
wanls. [Erefars to the zetions of the consurmers in the marketplacs
and the underlying motives for those actions. The study of
consumer behaviour assumes that the consumers are actors in
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the marketplace. Starting from the information provicer, from the
user tothe paver and to the dispossr. consumers play thase rles
inthe decision process.

A. Abdul Brosekhan and Dr. G. Muthu Velayutham in thair study
smtadthar consumer benay our has been always of great intzrst
1o miarketers, The knowledge of consumer behavioor helps the
miarkater o understand consurmers think, T2zl and salect from
alternaiives ke products, brands elc. A consumer's buying
behaviour is influenced by cultural social, personal and
psychological factors. Most of theze factors are uncontrollanla
and beyond the hands of markelers bul they hava o be
consicerad while rying o undersland e comples behaviour af
the consumers.

Kumar, K. Ambarish, Jordan, B.B. and Barker Tansu, A. (1987)
in their articla says that consumer bebaviour comprises bath
mental and physical activities of a consumer. Itis anintegral part
of human behaviour In many cases, it (s the sum total of tha
behaviour of & numbar of persons. They examined various
factors influencing the purchasing decision making of different
food products. Resuls ravealed that age, education and incoma
werg the significant factors influencing in buying decision.
Consumers were atoracted by the brand image than the origin of
the product.

Ramasamy, K., Kalaivanan. G., and Sukumar, § (2005) has
concentratec on the buying behavieur that is vastly influenced by
awareness and brand image Towards the product. Based on tha
opinlon of consumers aceeps, cuzlity and prica af the product as
an impartant factor to purchase. Az consumers bacome sawvier,
thay only respond to the dght messagss dalivered in 2 timely
manner. For markeizrs to be customer-centric, they mus: collect
and analyze the information available to manzge customer
exoectations. Today, marketing has changed o the edert whare it
has moved frome geting o know the average consumer's
behaviour to foeusing onindividual custamers,

Rani Pinki (2014) expresses that study of consumer buying
hehaviouris gate way 1o success in market. Gonsumer behavious
is deeply influencad by cultural faciors. Hasically, culture is the
parl of every society and is the important causs of person wans
and behaviour, Social faclors also play an essental role n
influgncing the buying decisions of consumers. Fora successtul
consimer arisnted market sorviea provider should work as
peychologis: o procure consumers,

Rai Naveen (2013) has studisd the impact of advertizing on
consumer behavioun The Tindings ot the study are that

SAMAALPA - Jownal of Management & Research (155K 2201:1904), Impact Factor : 3771 & Voluma 7 & Issua 2 & July-Osc 2017 47



SMJWs CESV Institute of Manigement, Vadodara, indiz

advartisement worldwide influence the behaviour and atitids
Tormiation af consumers not only in Indiz e also wordwice, The
consumers of duratlas products have their motivational sources
which are advertisements and study ravealed that advarisement
miotivasas tham to materialize the purchass of durables. Th
consumers are nduced significamy by advertisements when the
farget is on quality and price. Purchaze stitude and behaviouris
irfluenced oy variety of advertisements which cover product
evaluation and brand recognition.

Sharma Manoj Kumar (2014) has suqgested some strategy with
which service crganizaion mighl reduce cagrilve dissanance.
Their sludy reveals o focus on more ancouraging beliels hal
affset the dissonant belief or behavior; change tha conflicting
beliet so that it is consistent with other beliets or behaviours,
[_noking for credinla source which the farget consumers frust at
the same dme worc-of-mauth communications nsed o bs
increased. Finding oul the sources which maleh costomer's
previous Deliel is more imporlant 0 maintain congumar
satisfaction.
N. Ratna Kishor (2014} inhis arfcle sugyests that madifying the
product to market i more suilable for the needsiusags
cordtions of rural conzumer. The organization has to considar
e pull stratecy and suzh strategies inrural markat 1o capiurs
durable market share, It is befier to use mived stratecies of
pramoliondl echnigues in rural markel Lo promote te consumer
durable products in markels. Campaigns, exhibibong and lrads
fairs are imooriant to create the awaraness abawt products and
brandz. Collection of f2edback is impartant among the products
Br Using the procucts inferms of price, durability, service, and
salisfzclion. IUis baller 1o use right promotonal lechnigues in
rural areas farwinrural consuman's mind.
Rambahu Lavurl |2015) tells us that consumer buying behaviour
charges due toineome: (evel and ofner fzetons like age, seonomic
and social statures but consumerns have awarsnass towards Fast
Moving Consumer Goods (FMCGE) products through daily
advertiisements, Success of Dusiness depends on the effective
media communication. Media advertising has served a critical
purpose in the business of FMCGE by enabling seller to efective
compute with one anather for the allention of customer. Media
ddvartising has been & very impertant communization ol Tor
FWCG, It is highly visible and morz effactive, [t helps 1o creats
awareress, remind, persuade to hoy and retan the existing
CUSTOMErS.

Si Suman [2014) stated hat the consumer behaviour can bs
bulk through effective advertisement. It Is very much important

tor any busingss. & nuge 2mount is paid by comoanias apainst
aduermsement,  There are many ways avalable to give
advertisement on which this zmount is paid this are TV,
MNewspaper, Radio, Intzrnet alc. At tha initial phasa of a company
it 's importart that thay give amohasis on comorate advardsing
hecause it helps in brand recall. The author opines that giving
advertisement in any type of media iz not tha only medium for
interaction but it alse helo to provide social service, by way of
educating people. Inthe markat it can eazily be realized that the
Television audisnce had 2 huge impact of hese ads. Racdio is
seems o oo outdated Inourban arezs. But after revolution n
minzile fechnalagy and satellite, the radio is again starts growing.
It can be intzarpreted fromhe sorvey that effective sdvertising has
a great impact on the decision making grocess of the consumers
for which the advertising has to be affective so as o lezve a
lasting impact an the consumers' mind and help them maks
correct decisions.

Fazlollah Kazemi (2010} slaled thal adverlisemant and guality
are the major factors responsible for the success of Cadbury
Dairy Milk. Advertising in parficular have major influence on
cansumers’ prafarenca for Gadoory Dairy Milk. The study alsn
showed that advertiszment is the major source of awaranass of
Cadbury Dairy Bilk and Telavision is the most effective medium
which most consumers cited. The Consumers percaption of
effectivanass of five different media vsed in advertising Cadbury
Dairy Milk was camingd.

Lavanya Rajendran and Preethi Thesinghraja summarized their
tindings that young and middlz-aged consumers oreter to get
informafion fram onling sources, whilst newspaness and other
lzgacy print meda are popular amongst the alder popolaion.
Easa-ol-access o infarmaticn, interactive nalure ol social media
and on-demand availabilty of news are the primary razsans cited
by tha former group of population 1o favor the new mediz, Naw
media and print madia s bound to coexi st reinfarce aach other,

Rajagopal's study o1 impact of radio adverfisements on
consumer behaviour revealed that advantzgz shopping at retail
sToresinrezponsetoradio advertiseaments s highly infuanced by
the physical, cognitive and sconomic variables. In analyzing the
relationship between firms sales and advertising this study
differentizles between the lype and conlent ormuolation of he
advertising message, and the effectiveness of madium used to
communicate it Radio is an ideal media for marketing fast
MOoVing ConsUmMer 0oocs DeCIuse it can weach wids fargeted
lislener demographics in urban habilal. Radio adverBsements
propagaling premoliongl messages on sales of producls have
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quick respanse to the supermarksts and cepartmant stores,
Listeners of radio commercials are atracted towards
advertisements which are more entertzining while disseminating
the messape. Advertisements on radio arz designed around the
concapt of custamar valug and focusad to deal with widaspread
retarl competition, and knowledgeablz  and  empowered
CONEUIMArS,

R. Renjith Kumar (2007) concluded that the advarfisement
imluences product purchase for a non-duradls product liks
masala powder, the main factor is the 'qualiy’. Consurmers get
rmore awareness and influence rom advarlisements, A thereis
an oplion Tor home made preparglion of masala powdar, the
marketers should be highly competfive without sac-ficing the
quality of tha product, He has developed a model to understand
e ceterminants of consumer behaviour regarding buying
decision, The frequency of consumer's shapping for food
products has been anzlysed among dilferenl occupalions,
Efforts have been Zaken W know the allilude of the consumes
fowards food product labels and their parcaption about food
satety which has also analysed,

Ramaswamy MNandagopal, Renpasamy MNatarajan
Balamurugan, Mahendran Sathish has dizcussed 2 siudy onths
consumer attitudes towards mohile acvertisements. Generally
the atitude of the respondents in Caimbatore city towards mobils
advartisemenls is posiive. Informativeness' has been found 1o
be the mast signifcant felor in malbile adverlising. This linding
has significant implications for companizs in terme of marketing
theirproducts and services,

To conchide our revew of literature we can sy that many
researchers nave coversd the following areas of the rasearch
which is relatad to thistople.

I. The study af consumar behaviour is importamtin the context of
individual, group of consumers and arganisalional view point.

ii. There are various factors that can influence the consumar
brehaviour. Major factars 2re personal, social, psyenologeal, and
culiural factors

fii. Thera iz anotherimportant factor that influences the consumar
nehaviour. Thistactoris media,

iv.The media is also 2nompartant zeior which can influence the
corsumer behaviour,

v Advartisement is ong af the methods of building consumar

behaviour. Throupgn gdvertisement consumers psts the
awsreness aboutthe existence and f2atures of the product.
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Consumer Behaviour Models

The behaviour of the consumsar can influence the quanum of
sales. The benaviour depznds ugon the nature anc fype of
consumer Thus, i has necessitated us to study the nature of the
cansumers ™ understand the corcept of consumer behaviour.
Technicaly speaking, the nature can be described as modal. For
lhe purpose of our slody the models of consomer @nd theis
behaviourars ¢lassified intotwo categories. They are as follows;

|. Domestic models
Il Camizmporary models

|. Domestic models: These madels are oeing develepad in India.
They zre related o the level of perception, intention af spencing
and =saving. psychology and sociad behaviour Thus, these
models can be grouped into four categories. They are as follows:

+ | earning model

= Foonomic model

# Psychoanalytcal model
* s0ciological mockl

Learning model: Accoring to this model consumar wants to
sabsty his basic needs wilh his income and earmings. They
inzlude Tood. clothing. sheltar, education, and health. etc. Afe
satisfying of these essentials he may planto gofor nor gssentials
to erjoy his life. Thus, this model is related to the lovel of
perception af e consumar #bout his income, essentials n
particular and non essential in generzl,

Economic model: This madelis relatd to the study of nature of
conzumer. The nzfure can intluence the behaviour of conzumer.
In general, congumer wanls Lo gel mare benalils Tar the amaunt
which he 15 spending. The exgendilure 2nd benslils moch
depends wpan the purchasing pawer of the cansumer. Tha
prevailing market pricas can aiso influznce the behavieur,
lechnizal spaaking, this model is hasad upon a refum on
exnenditure concept,

Psychoanalylic model: This modsl stressed an the psychology
of The consumer. 1 tells that psychology can have significant
influgnce on the consumer. Many factors can influence the
conswmer psychology, They nclude a price of the product,
quality of the product and durability of the orodoct ete. Inthe
markat, some consumers may give importance o brand name.
Thus. to concluce we can say hat thereis a perfect correlation in
batween peychalogy and behaviour of the consumar.

Sociological model: Every consumer wanls to maintan
gconomic status and social stalus. Economic status degends
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Lpon the incoma and family axpendinre whereas =ocial status
depends upon the manner of living ina saciety, This stmus isTo be
maintansd because man cannot live withoul socialy, The socialy
can guids the consurmers reqzarding to their social behavious
Thus, aninis basis this model s developed.

Il. Contemporary models: Simultanaously, many researchers of
different countries have developsd the madsls which ars related
n consumer behaviour, Thus, we have named these mode's as
cortemperary models. Few importart models Gre o being
discussadin the sludy, They are as follows:

s Micozia modzl

» Howard Sheth model

s Wehsterand Wind model

» Engel - Kollat - Blackwell (EKB) mode

* Engel - Blackwzll - Miniars (EEM) mode

Micosia Madel

Francesco Micosiz, an expert in consumer motivation and
behaviour fas developed this mode in the year 1966, He has
aslabilished 2 link belween ha organizalion snd ils consurmers,
Azcording to this modzl the organisation has to atiract the
consumers owarts the product manutacturad, in ordar o attract
e cansumer, the orgznisation has to give advartissment. inthe
adverlisemenl copy il has o cescribe aboul the posilive fealures
afl the prodoct. On the basis of adverlisement the consumar
evaluates the product with the availaals attematives inthe market
It satistied, the consumer will huy the product. Finally, 1he author
af this model stafed that the consamers attar using the product
may give feedback to the organisation. However it can bs
eepected from the few consumers. Thus, in this way Nicosia has
eztzblizhed the link between the organsation andthe consumears,

Howard Shelh Model

In the vear 1969, Howard and Shoth have daveloped this mode’,
This madel is alzo related to consumer behaviour. As per the
Howard and Sheth, learming. percention, and aftitude of the
consumers can directy influence the consumer behaviour Inths
model they have coverad thefolowing important aspects:
i. The consumers get tha imormation about the availzbility of the
product
i. Informadon may be available to them fom the folowing
AlMTLES!

a) The first source is the advertisament from the organisation
anowtthe procuctandits feamres.

Ry Infamatian can also he available from the marketing
micd eman.

) Fcan bz uncerstood from the frisnds, family members and
relatives ete
iii.In tha caseif ne is satisfied with the avaiable information about
the productthe consumerwil form 2 positive atituds towards it
iv. This pasilive allilude will encourage e consumer o purchase
lhe producl.

v. Finally, Howard and Sheth have concluded this model with a
vigw that tha consumers may giva respanse fo the organisstion.

This model is almostal similartothe modal devalaped oy Micosia
model, However, it is exhaustive maodel covering the role of
markating middleman and friancs and relatives in the context of
consumer behaviow:.

Wehbster and Wind Maode|

Inthe bwo mocels we have discussed eboul the relation between
the product and consumer behaviowr, In the year 1972, FE.
Wiehster and ¥ Wind have given diffcrent dimension to the study
of eonsumer behaviour, They emphasized that perormanee af
tha prganisation, organisation befaviour and brand name of tha
organisation can also influence the consumer behaviour. The
cansumers who ars =atisfizd with the Image of the organisation
can formed a positve atfitude towards product. However, to
purchase the product the consumer il slso consuk his friends
and relatives. To conclude this model we can say thal there s 4
link between organisafion and consumer. Further, thers is an
impact of brand name of the crgznisation on the consumer
behaviourin general and consumer Buying process in particuylar.

This model refars to the environmental, organizational,
interpersonal and individual buying detarminants which
influences the arganizational buver(s).  This determinant
influences bath the individual and group decizion making
processes anc consequently the final buying decisions. The
organizationzl determinant s basec on Harold Leavit's four
elements of organization buving viz., people, techno'ogy,
sTucture and task. This model s a valuable contribubion and
helps inrevasling the whole range of directand indirect influences
which affect the organizational buying behaviour However, the
limitation is tTat this model provides a static represantadon of a
dynamic situation.

Engel - Kollat - Blackwell Model |EKB Model)

The Engel-Kollat-Blackwell model of consumer Denaviour is an
ariahytical and descriptive model over the model discussed arlier
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in e study. This model was developed in the year 1068, This
matel shows compenents of decision making and  the
relationship and inleraction among Tiem. W their model of
consurmer behaviour they view consumer behaviour as 2
decision process and identify fiva activities occurring in this
decision process over a perod af time. [t has discussed e five
staps in the context of consumer hehaviour. The five s7eps are as
follows:

= Problem Recognition: 4f the first tha consumer identites nis
awn proflem which wil satisty desive and needs. The authors
hawve ilustraled tis aspecl wilh & beaulilul example. & young girl
W emjoy the beauly may think o purchass e damonds or ook
o purchase faidy goad looking dress. Likewise, many ideas may
fit inta her mind. The girl tries to get the soludon ot the problem,
Ihis stage is called as the protlam identitication or problem
recaqnition stage.

» Information Search: The consumer after problem
identification plane to get the required informadion. The
irformation can oe nbtainzd from many sourcas. They includs
media, sale parsonrel, friends, ngighoours and @latives. The
authors have considered this process as information searching
slage,

# Alternalive Evaluation: (n the basis of preliminary mindset,
the consumer may precede Turther to gat the information about
the brands evailable in the markel, However, his balisves,
attitudes ars plaving important role in this process. Thus, this
stage Is callad as aternative evaluation stage.

» Chaice: On e basis af alernalive evaluglion the consuma)
migy procead furier, Inthe opinion otthe authors who developed
this model, this stage is called 25 the choice stage. The purchass
afthe product much depands uponthe consumer believe, atituds
and psychology. The process of buying of the product even aftar
his sage can be dislorbed. Many faclors can become obslacls
Tor the consumer Lo purchase the product. For exampl, losing
the job suddenly, diversion of funds for some urgent nasds, ar
has m meet unexpected expenditure 10 come ot from the
Lnfarzing probliem et

» Qutcome: In the case the consumer if satisfied with ths
availahle information, akemative evaluation and do not have any
hurdles, will go for purchase of the product.

= [nthis model all the importam steps of the consumer behaviour
guch as problem identification, searching of information,
aternatve evaluation, and free fram all the hurdles of purchasing
the product and tinal purchase of the product are coverad. Thus, o
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can be consideras suparor model over 11e otharmodels.
Engel Blackwell and Miniard (EBM) Model

On tha basis of previous model 1e, Engel, Kollat and Blackeell
model, this model s developed in the year 1972, The authars of
the mode! are Engal. Blackwell and Miniard. This model is the
combination of Howard = Sheth model and EKE model. As per
this model, there ars four stages in the process of consumer
hehaviour The datailed explanation af each stag e is givan below

o They have described tha firsl 2lz2ge 25 informalion inpul slage.
A cansumer can have the require information from the marketing
and non marksting sources. Infarmation can also be collected
tremithe pasttransactions and experisncas

o | ihe szecond =tage the consumer makss attempt to
understand the collzctzd information can be retained n the
memory.

o The aclugl decision process of e conscmer slarls al this
stage, While taking decision the consumer has to idanlily tha
nzed, and Lsing the infarmation which is availablz inthe memary.
In the case i the consumer is not sabtsfiec he can search
additional infarmation. 47 a penuitimate stage the consumer will
go for zliernative evalugtion. In the case if the consumer is
sabistied with the product he purchasss the same from tha
markat.

# A5 per lhe sulbors, al the Tinal slage of decision mzking
process of e consurmer many Tclors are playing imparlant Lo
reversz it. They includs socizl, situation and other factors,

In almast all the models, which are being developed by the Indizn
and forzign authors, tha following aspects, ara discussed:

« Conzumer has to identity his needs of the litz, Needs may be
relater T essentials &nd in some cases may be related fo non
essentials,

= Afar idanfification of need, the consumer has w0 ssarch tha
product which s fitto give camfortto fim.

» For this purpose the consumer nas o colect the reguired
information about the 2vailable products in the market.

« Suchinformation can be collected from many sources,

= There i5 an alternative evaluation of the products available n
the market. For evaluation the consumer may considsr the
features of the product, imags af tha arganisation, durability of
tha product znd price of the product efe.

» Afar evaluation. the consumar will be mertally preparsd to
purchase tha product, Few authars have statad thzt at this stage
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asndecisionmay be reversed because of untorcing tactors,

= Consumer, whowill come out successfully after passing all the
hurdles, will purchasetha productand carry to home.

s Aftarthe purchase consumer sometimas go for past purchass
analvsis,

Conclusion

To conclude the study, we cansay hat consumer behaviouris the
physizal actavty for purchasing, acquiring and using the goods
and serviens. After studying e definitions, concepts and
mindels, we can say that if involves three major concents. They
ae pre purchase, purchase. and post purchase concepl. Prs
purchase concept is related to the needs and wants of the
consumers.  Bassd o7 these nezeds ang wants, consumes
henave differentdy in tha manet. To szisly these necds and wants
cunsurnars au for searching the information and than they search
for alternatives of the product, Purchasing concept cansider the
wao important concepts Qe evaluation of aiternzdves and
purchasing the product. For the purpose of evaluation of
allerraives the cansumer has o gather reguired nformalion
LIy SOUrzes.

After i norough evaluatian the conzumer firally purchases the
priduct. Post purchase concent ceplaing about the behaviour of
corsumar aver the product atter the consumptian. In tha process
af using or consuming the product the cansumer may experiencs
some problems. Such problems are under this concept liks
dissonance about the product and feedback. Dissonance mazns
leve of dissatisfaction of the consumer, Dissabsfaction may be
Decause of not working of the product, interruptions 4t the time of
warking, and break or cracks inthe product, In the present pager,
an attempt was mace 10 give a comprehensive visw of ths
vanous concepts, including tha models of corsumer befavion
dongwilh a delailed lieralure review L give a comolals
concepual undarstanding al te concapl.
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A Study of Effect & Impact of Macroeconomics
Variables of India on Sectorial Indices of NSE

I Dr. HEI‘II&II Jayka"l Sahhafa + Sssizart Prodesson, 5. R Luthra Irsti e of Maragzmren, Sk, Sujaer. Emaik s ansabhava Bo il s3m

and Indian Volatility Index (VIX)

Abstract
Gapital market is effected by many factors ncluding intereal and
axcluding factars. Changes incapitzl markat also have reciproca
impact an other vardables called micro and macro ecenomics
variables.

This rezearch nas focused on analysing efect and impact of
Mecro Economic vanables an Indian Indices Volatiity Indes. The
sludy has two objeclives, Tis! daals with the imgact and anather
iz ralated to intogrity. 10 Macro Economic Variables and 10
sactorialindices from NSE have been selected for study.
Approriate lests have been applisd 10 achieve objeclives. ILis
found that Macro econamic variablzs have effects and impacts
anindian VIx.

Key Words: [Mzacro 2conomic variablzs. Indices, Volatlity Incex
Introduclion

The Indian equity broking industry has gained momentum in
erms of scope and scale. The industry has tremendous
apportunities az Indiamaovas towards adding anather trillion GOP
Compatitionin the oroking space has imensificd with ontry of now
finms and recognised brands with strang balince sheats,

Wilh the Indian securilies markel experencing rapic growth and
finarcial integration gaining spead. the rele of intermeadiation wil
airengthan furtnes However inthe lang term, quality and maturty
af services wollt deferming the success 2nd sustainaniity of
firms in this industry, Key factors doving growth and success in
the broking industry are distribution networks, diversification of
services, expertize and resgarch, transparency and dizclosure,
and complance end marsetinfegy

Technology is one of tha key growth drivers sinca abilily 1o scale
up businesses and engage customers and yet manage costs iz
anly possible with  state-of-the-art echnalogy in placs,
Cusfomars require access to latest infarmation and analytica
ool 1o engage effectivaly in lhe capilal merkzls due o e rezl-
drme enwironment in which all operale. Equity broking lerminals
corsists of NEAT, BOLT anc CTCL.
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Following tha trends of pravious year's studies the westem region
continues o be the higgest ragion int2ms af broking companies.
More than &% companies that torm a part ot the corrent
publication were based in western India (Gujzrat, Maharashtra
and Dadra & Magar Haveli). City wise, Mumbal leads lhe pack
wilh 41% comparize Tolowed by Ahmedabad, Rajkon, Vadodara
and Surat.

Braking activities are emerying in number of cilies other than the
main ones and the metros. Dacked by the growing broking culture
acrozs the courtry and the onsetof IT has 2nabled mainly aquity
hroking firms o broaden their network across the country, The
SENSEX is a major =tock market index which tracks the
performance of large companies based in Indig, A stock markel
ar exchange is the cenlre of & netwark of ransactions where
securitias buyers mastsalars at & certain price.

Lierature Review

Chen, Ma-Fu, Richard Roll, ard Stephen A, Ross (1966);
suggested that economic variables have a systematic effact on
tha stock market returns. This implies that the economic forces
arfect discount rates and, cansequently, the abiity of companies
lo pererale cash Nows and Muture dividend pay mants.

Hama, ¥ {1988}, has done a similar stucy on te Japances stock
miarket oy AFT and found that changes ininflation, unexpecic
chanyes inthe sk premiom, and term slroctore of interest rates,
significandy affects stocks. He observed that changes in manthfy
procuction is weskly priced and unexpectzd changes in the
exchange rate as well 25 changes ir ol prices are not priced inthe
Japanese stock markes,

Abdullzh, Dewzn A., and Steven C. Hayworth, (1983] studied
that the money markat s representzd by interast rate and money
supoly. Infiztion, GDP and P contibne to goods market
Security market includes Sensex, NIFTY, FOU/HL Exchang: rate
and cil price relates to influence of the overseas markets on the
exernal sector of the Indian economy. Interest rates play an
important role in stock returs.

Mukherjee, Tarun K., and Atsuyusi Maka (1995) concluded that
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anincrease in inmerest rate may reduce corporate profifability cue
i probakla recession or because of increase n the cost of
capila. On the conlrary, & posilive relationship was Tound
betwean short=term inerest rate reprasanted by call monay rale
and Japanesa stock price.

Fatra, Theophano, and Sunil Poshakwale (2008), in their study
corfinmead an indirect effect of maney sepply on the stocks prices
through inflation . Thz dacrease in manay supphy l2d to reduction
in infzfion which in twrn increased the demand of stocks for
Athens stock market

Erdem, Cumhur, Cem Kaan frslan, and Mezivet Sema Erdem
(2005), Bxamined volatily pillover from inflation, exchangs
rate, M1 manzy supply and industrial production 1o 1starbu
Steck Exchange's stock price indices including IMKE 100,
financial, industrial and services indices using manthly data.
EGARCH model cactursd significant unidirectional spillovers
from inflation, interest rate to all s1ock price indices. Thners are
negative volatlity spillovers from inflation to stock price ‘ndices
excent e Service Incex and positive spillver from imerest rate
fe stock price indices except Servics Index (negative soillivars).

Hoszeini, Sayed Mahdi, Zamri Ahmad, and Yew Wan Lai (2011)
Examined relationships betwesn stock market indices of Ghing
and India ane four macroscanomic variahles, crude ail prics
(COP), money supply (M2), industial production (IP) anc
inflation rate for the pariod 1999 to 2009, They used Johansen-
Juselius {1930) muRvariae co-integraton and VEC mode
techrigue which indeated that both countries have shart as wel
az long-rum relationshps botween mecroaconomic varatlzs and
market index of individual couniries. The resuls for both
ecanomies ars diffzrent. In the long-run the impact of increase in
crude oil price and money supply for China is positive. whareas,
forindia, itis negativa.

Varchan, Harsh, and Panka) Sinha. (2014, Investigaled the
relationship between Fll investments and the ndian slock market
using ARIMA madel and found that the past Fll investments 12
Pnsitive fredback traders are rushing ta buy when the market is
hnoming and zre selling when the market is declining. They are
eagar Lo mimic 2260 other's sehavior have sionificant impact on
the current Senzex & MNSE Index, butthere is no significantimpact
af eurrant Fllinvestrment an e current indices.

Objectives of the study

1.Ta analyze cause and =ffect 25 wel as impact of
fzcrocconomic Varzbles on Sectorial Incices as well as
wolstility i
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2. 1o find the inferdependence relaiionship bebwesan two ar more
Indices aswell 35 Macro Fconomic Varianles

Data Collection

In this research zecondary datz of Macroeconomics Varibes
and Secterial indices data from 2003 to 2074 monthly data are
collected througn Madonal Swck Exchange and Reserve Bank
India databaze thraugh miamet.

MAGROEGONOMIG VARIABLES AND INDICES

Table 1 shows the macroeconomic variables as well as indices
eonsiderad inthis rescarch.

Table 1: Macroeconomic variables as well as indices

A. Macroeconamics Variables B. Various Indices

» Gross Domestic Production = GHX _ Aulo Index

= [ndex of Industrial Production * CHX _ Bank Index

* Exchange Rale (5-INR] # CMX _ Energy Index

= Crude Oil Price = CMX _ Finance Index

= Whalesale Price Index (WP « GHX _ FNICG Index

« Foreign Exchange Reserve # GNX _IT Index

= Expart # CMX _ Metal Index
= |mport = CNX _ Pharma Index
= fepo Rate = CNX _ PSU Banks

= Reverse Repo Rate = [ndian Valatility Incex

Research Methodolngy

The purpose of this researcn is to analyze the Effect and Impact of
Macrogcoramic Yarables on Sectoria Indices on NSE (Mational
SIock Exchange) ana (ndian Volatliey ndex (VEX." Tre termof
effect and impact for this research means to what extent will the
macroeconomic vanables effect or influence the invesior's
perzeption, sectorial indices and wolatiliyy index by analyzing the
variables which will Izad to change in these factors.

Talile : 2

In this effect is the causal relationsnip betaoen
ndepencent VarzhlezMacroeconomie Yarables) and

Eflect dependanl variahlzs (Seciwial indices rern and lndian
Vis return)
ry this tirne duration o the eftect badwaan indepandert
farah'es  (Kacroas o Variablas) ; anende
Impact Varah'es (Macroscanomiz Varlablas) and dapendent

wariables (Sectoral Indices
rerurn and Indian Vis return;
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ﬂ“ﬂiﬁn Macroeconomic Varablaz are indzpendent variablas
. whith dilzc] dependent vanables sectonal indices relum
Variahles
seclorial Yarous sectaral retum lixs Automohile, PSLU Banks,
IT‘IEII:Z: Bank, Rezliy ztc. . are dependant variables who affectad
by i ependen, varizbles
Indian | Incian %[ is the indzx for moasuring violatiiy in Indian
ViX atock marsst

Toals For Analysis

(a) Descriptive Statistics and Graphical presemation
Toicentify the maan raturn of varioos seclonzl indices as well

asmeanchangssin rmacroeconomics varables,

(b) Garrelation Analysis

To identify co-relationskip betwean Macroacanomic variables
with Szctaralindices seturn and VX volatility.

(c) Multi Regreszion Analysis

To identfy what percentage changes in Macrogconomics
variahles leads tothe what peroentage change in sectonal indices
return as well what percentags change in volatility in volatdlity
noes

{d} Unit Roaot Test (ADF Test)

To identily the normality as well as longitucinally of
Wacrogeonomics variables, Sectonal Indices and Valatility Index.,

{e) Ganger Causalily Test

To identify causazl relationship belwsen Macroeconomic
variables with Sectoralindicas returm and VIX volatility and i3 uss
to determine shart run relationship between  Macrozconaomics
variables, Sectonal Indices and Volatilty Index.

{f) Johnson Co Integration Test

To identify co-infegratad relationstio bebtween two or more
ndizes return and YIX volzfility and its uss to ceterming short run
relationsnip between two or morz indices, Seciorial Incices and
Violatility Index

{n) VAR ( Vector Auto Regression| Analysis

VAR i3 used for to measure the intercependznce among various
Macroaconomic Varables. | measures the percantage changein
one Maeroacenamic variable l2ads towhat percentage changein
ancther Macrocconamic variable,

Hypothesis

A. Augmented Dickey Fuller Unit root Te st

Ho: There is no unitrool of seres of data

H1: Thereis unit root of series of data

B.Ganger Causality Test

Ho: There is no significant etfect of Macroeconomics Variables
on seciorial Index

H1: Thare is significant effect of Macroeconomics Variables on
sectorial Index

Ho: There is no significant effect of Macroeconomics Variables
un X

H1: There is significant effect of Macroeconomics Variables on
YIx

C.Johnson Go-Integration Test

Ho: There is no signilicant co-integration aof Maeroeconamics
WVarizbles wilh Seclorial Indss

HI:  Thare is sigrificant eo-integraton of Macrocconomics
Yanables with Sectoril Indox

Ho: There is no signilbcant co-integration of Macroeconomics
Variablas with VIX

H1:  There is significan: co-integrabon of Macroeconanmies
WVariahles with VIX

Data Analysis

o T apply the wariows tests and to balanca the data, Mean has
been found of all the data of of Macroeconomics Variablss and
sectorial indices data from the year 200510 2014, Monthly data
has been collected from websites of National Stock Exchangs
and Reserve Bank Indiz databias:,

= Correlation Analysis has been done 1o identify co-relationship
between Macrocconomic variables with Sectorial indicas return
and VI volability for the data from the year 2008 -2014.

» Gy using Unit Root Test (ADF Test) To identify the normalicy as
well as longitudinally of Macroeconamics varables, Sectorial
Indices ano Volatility Index have bezntestior stationary of data,
Objective 1

[nanalyze causs and eftect 85 well a5 iImpact of Macroeconomic
Varahles on Sectorial Intices as well a5 volatility ind=x,

To achievethis abjective,

* [ulti Regression Analysis and Ganger Causality Test hava heen
run toidentify the cause and effzc as wel as impact of varicus

macroacenomics variables on Sectoral Indices 25 well as
wiolatliby index

Objective 2
To find the imtardependence reladonship between two or moras
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Macro Feonomic Vanables,
Toachievathis oblective,

# Johnson Integration Tesl has been applied to idendty co-
imegratad relationship betwean Two or more indices return and
VIX volatlity and its vse fo ceterming short run relationship
betwean two o more indices, Sectondal Indices and Volatility
Index

= VAR (Vector Aulo Regression) Tes! has been used Lo measurs
the interdependance armong vanous Macroeconomic Vanables. |1
measures tha peroentage change in one Macrosconomis variatls
leans 70 what percentage changs in another Wacrozconomic
variable

Findings Irom data analysis
Objective 1

=

= [ultiple r2gression analysis revels that 15% of 1he variation in
e CHX_AUTO, 6.3% of the varation in Te CNx_BANK, 5.4% of
the variation In te CNX_ENERGY, 23% of tha variztion in the
CHX_FINANCIAL SERVICE, &.5% of the wariation In the
CHX_FMCG, 1.5% of the variation in the CNX_IT 27.2% of the
variglion in the CAXC_METAL 1.9% of lhe variglion in the
CHX_PHARMA, 30.8% of the variation in the CNX_PSU BANK,
£.3% of the vardation in the CHE VIX s explained by selected
lfzcroaconomics Variables e W, GOR B Crude Cil, Foreign
Reserve, Reoe Hale, Hevarse Repo Rate, Imporl, Sxporl,
Cxchange Rale.

» Grangor Causaliyy Test reveals thas thers is an unidirectonal
rizlationship beteenen there are some macroacencmics variables
that affect indicas and indices not affect macmeconomic
variables |.e., Export o CHX_AUTO, Crude oil to CHX Erergy,
G IT, CHE_Metzl CHX_PHARMA, Exchange Rate to Cha VIX,

# There is one more unidirectional relationship found out that
some of the ncices alfecl macrosconomics vanables bol
Mmacreeconomics varzbles doez nol aflzcl indices ie.,
CHY BAMNK to Crudz oil, CRX Erergy w0 exchange rate
GMX Financial Services to Cruce oil and CHX 1T to Export a5 well
asimport,

s (ther than Tat there is bidirsctionzl relationship bstwzen
macroaconomic varables with indices that is they affect each
athar, Indices affect macroscanomic variasles and
rmacrusconamic varasles allectindices,

= 50 study found out that there is causal relationship pravailing
hetwean macrocconomic variablos andind cos.

SMV's CKSY Insfitute of Kanagemant. Vadadara, India

Objective 2

» Johnson Integration Test has been applied to find out the
interdependencs relztionship betwazn twa or more indices. The
tesi results shows that the existence of hoth co integrating
gauation at 4% level of sigrificance. And, the maximum Eigen
vilue test makes the confinmation of this resull. 5o, thare is the
significance co- integration batwaen wo or mare indices,

s actor Auta Fegression (VAR s used for @ measure the
interdependenc: between two or mors vanous Macrosconomic
Yanzbles, The testrasul; shows thet thereis a rejaction of making
vector between two ar mere Macro-Economic Variablzs as no
varianes value s inarange an-0.5to 0 ormore than 0.5,
Canclusion

The miain abjective was to stucy the caoital market insight a5 well
az how it perfarms durdng any change in ths external environment
that i=, e changes in macro lovel variables like WPIL cxport,
impoyr texchange rate eie.

The prior studies examinad the time series behavior of Indian
Sectoria indices on NS5 anc India VIX and its relation with
difterent Mzero-Economic Variahlas, Thiz study examings the
lime-series properties of Indian Seciorizl indices on NSE and
India VIx and the relationships between of Indian Sactorial indices
on M3E and India VIX and returns of the Macro-Ecanomic
Warahles forthe perdod 2005-2014.

The sudy rasulls indicate bidiraclional cavsalily from INDICES &
VIXto Varables, This study confirms integration betwezn VX and
Indices with Variatles as well as in the long run Vaniables will
cause indices and VIX movament whereas in the short run
reverse s rue, Aparl rom co-intzgrating and cavsal relationship
amore comprehensive sludy in the direction of estof elfflicency
and chaotic behavior is also required. In cevsloped markets
darvatives on [acroeconomic Variables is most popular
instrument,

Thus. this study will helz policymakers in cesigning of
approoriate Strategy 10 responds the market based on
Macroaconamies variablzs for hedging and risk management
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1.Annexure

Correlation betveeenvar ous Macro economic varables and Indicas

Auto Bank Energy Finance FMICG IT Matal Pharma Pl Volatilily

_ _ Index | Index Index (o Index Index Index Index | Banks _ Index
WPI 0163078 0.07438G6 | 0.069795 | 0.094500 | 0152800 | 0059148 | 0204436 | 0060474 0042939 0.023189
GOP -1.05445  0.09783 | 0125008 | -003714 | DOZ1EEY | 0010814 | 005068 | 0035226 006056  -1.05545
P -0.0%sF2 00y | Lp2zaza | Q.o0s0BT | -00Z0SE | -000338 | 0038V09 | 005947 -0.02312 0133803

Crude Oil 005475 D.0ATRA4 | D.OFORAR [ -0ADME | 007402 | 0042224 | 0173620 | 003R625  -DA2761 012890

Foreign

Reserves -1.02253 0065404 | -0.00312 | C.049BD0d | -DDS30E | -0.03%12 | 009289 | 0006675 D.021235 -DA63N

Repo Rate  1.005235 0042075 | 0018333 | -00F20E | 0OF4521 | -0.0B0F1 | O0GE732 | DO34708  -003<3 006013

E:;f;“me 0.008295 0.012074 | 0.018338 | -0.0220¢ | 0.074521 | -0.08021 | 0066732 | 0034706 00343 0.08013

Impert 010477 0068013 | -0.22205 | -0.00683 | -003698 | -005224 | 00136 | -0.11758 -0.05379  -0.16585

Exporl -1.05343  [.D28BG4 | 017916 | 00202 | -DUOC40E | 0.02¥AGY | 001732 | -0.08250 00996 042217

Exchange  -0.406 -0.311 -0.157 -0.502 -0.305 -0.183 -0.506 -0.225 -0.560 0064057
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Abstract

Demonetization is the act of stripping ar emoving off money
currency unit of its satus as legal tender. Demonatization is lega
action to deal with blzek money functioning inthe sconomy. s a
strong weapon o fight aganst coruption and llegal activities.
Indian government decided o demonetze Rs. 500 /- and Re.
1,000 /- rupee notes that veers the two bigoest denominations in
currency systzme accounting abowt B8% of the tolal cash
circulation on Gth Movember 2016. Present ressarch is an
exeploratory study mainly based on secondary data that brings w
light the impact and influence of imroducing demaonet zation on
various segments of Indan economy. Study focuses on
aralyzing CilTerenl economis ndicatars hal signily the elleels af
demonelization on economic growlh and development of the
nation. Different economic ratios ware determinad in present
study including ratios w=lated to gross domestic procuct,
agrculural turnaover, collection of taxation, numbsar of tax payers,
purchase rmarager index of rmanulacloring industry angd af
gervice indusiry.

Key Words: Demonetization, India, Effects, Impact, Economic
Puerformance

Introduclion

Fdomey iz the Bife blood of any economy. Demanatization is the act
af slipping or removing off money corrency unit of ils status as
legaltender. kgenerally takes place whenever there is 2 changs of
national currency, The current form of money currency s pulled
aut from circulation and retirad. This old currency s replaced with
new nomes and J or coins. Sometimes, 8 country camplately
replaces 15 ald currency with new currency, In 1923, O B A
Ambedkar in his book litled 'Problem of Rupsss' had
recammended that Indian cursnoy shoud be replaced afer
evEry ten yearsto end the hazards of rupzes &5 well as comroling
irflafion. Oemonstization is the historcal decision which ootz
sharl term and long term effects on the econamy. Diclonary
meaning of e lerm dermonsiizalion s ending something [gold
ar sitvar) that is no longer lsgal tendar of a country. Howaver, it
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must be noted that there is much mare than she liiral meaning of
tha wors,

Demonabization is legal action to deal with olack morey
funcioningin the ezonomy, Itis a strong weapon to fight against
carrupticn and Tegal activities. Demonetizaion is vary important
tor proper flow of money. It is al=a unique way to check the
inflation. In India, demonetizetion was done for the firsk Gme in
January 1946, when Rs. 1,000 /- Rs. 5,000/~ and R 10,000 /-
notes were taken out of cirou'atdion. Latar in the vear 1578, the
Janata Farty Leadzr Morarji Dz2sal who was more bullish about
cracking down on counterfeits and black money demaonetized
Rs. 1,000 /- Rs 5.000 /- Rs. 10,000 /- notes for the second
lime, Balh lhese demonedzalions were nol oas elleclive s
prpecled This was because according W Central Board ol Direcl
Texas (CEDT) report, less than 15% high currency notes ware
exchangedin 1948 and 1974, Whareas, mors than 53% currency
notes weranot recoverad o brought into circulation dus to tear of
penal aclions gnd ponishmens from dilferent avthonlies.
Anothar imgorant razson identified dwing dermonetization of
1978 wers suggestions given by Wanchoa Committae 1970
Eventhougn the committee forwarded recommendations inyear
1970, but decision was implementad atter a long Tme periodic
discussinns. This gave sufficient tme to blzck money holders o
exchange and getric of demanetized currency, making the entire
decizsion uwnsuccessful. Demonetizalion znnounced on &th
Hevermber 2016 was tha third of its kind inthe Indian bistory.

Demonetization in Movember 2016

Indian gavernment decided to domonetize Re. 500 /- and Rs.
1,000 /- rupes notes that were the teo biggest denominations in
curancy sysiam. These nowes aceounted for B6% of the
country's cash circulation, With little warming, India's Prime
MinisterHon. Shri. Marendra Modi 2nnounced to the public on &th
MNovember 2016thatRs. 500/- and Rs. 1,000/-rupee notzs shall
becamewarthlzss and ineffeedve immediatcly. Those currencies
wiera raquired b be deposited in bank sccounts oroexchanged
with naw currency notes of A=, 500 /- and Rs. 2,000 /- by the end
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at calandar year 2076, FIA Modi announces an open war aganst
black maney and carruption. He declared that RSB shall issus naw
currency notes of Rs, 300 5~ and Rs. 2,000 /- which shall be
iraoducad in the economy Tor circulation frem 10t Nowvermbar
2016. The sursenzy notas of  Rg. 100/- Rs. 60/- Rs.20/- Rs.
10/, Bs. 5~ Bs. 2/- and Be. 1 /- shall cantinue 1o remain legal
fender ard shall remain unaffected by this decision. This measurs
was implemented 25 an attermpt to solve problems of corruption,
black money, terrorism and bogus ¢ Take noles. Main reasons
behind damonetization included dealing with black money
prescntin economy, to reduce the cash crculation in country that
is directly related toocorraption, to aoplish & wemave fake
currencizs znd dishonest unds at are used oy eroor groups to
finance terrarism 0 India and finally, to eliminate black money
fromthe ecomomy. Also neavy stocks of black money ars uzed by
various political parties during clection campaigning and
pramotions. Demonchization s cxpeced o wash out formal
acanomie systerm and discard black money simultanecusly.

Ona prime cisadvantage associated with demanetization was the
difficulfies and inconvenignes expenenced by comman public #
large standing in queuss enfirs days autside their hanks for
withdrawing money from their accounts. Tensions increasad o
such a gxtent number of ceaths and unrest among people wers
recarded at differant places across the counfry. Also there was
fAravy scarcity of moaey crculation in the economy. Every
perann was offercd new s 2, 000 - correney nobe which was
not acceptanlz by local shops. traders and businessmen due to
lack of exchange dznominations. Pecple found many difficulties
in finding ow changs of Rs. 2,000 /- currency notes. AT
machines were not calibrated (adjusted and standardized) as par
requircments; henee many wene naither funetionzl {out of order)
nor wera having sufficient cash balanca. Froblems became worst
when fraudulent and dzcaptive practices got started by banking
officials and pest office personnal who started exchanging ol
currencizs wih new onee for certain commission. In some
cases, brokers and agant chasged upto 60% commission for
axeculing suchexchange of germonelized curreneies.

An imaortant aspact that prompted Government to domonetize
Rs. 400 /- and Bs. 1,000 /~ notes was that circulation of such
currency notes was nat relzted o or linkad with economic growth
and development. According to Ministry of Finance, circulation of
all notes increased by 40%, but circulation of Rs, 500 /- and Rs.
1,000 /- notes rose by 76% and 109% respectively from 2011 o
2016, On the cantrary Indizn ceonomy has grown anly by 30%
which was comparatively guite less an the money ciroulation.

Overall, the move of demaonetizing currsncy shall help in
eliminating existing stock of olack maoney, take currency and
positive oulcomas are expected (o come duning medium to long
lerm pariod. & critical guestion that arisas is that how crezation of
black morey in future will be pravented and sortralled. This
aspactremans answered 25 0F now.,

Rezearch Methodology
Objectives ot Study

o T sludy effects of demonetization an ha diffarent sections of
Indian acenamy

« To anzlyze ditterent indicators indicating the  ceonomic
periormancaof India

Scope of Research : Fresant research is an explaratory sudy
hasad on secondary data which brings to light impact and
influence of inraducing dermaonstization on various seqments of
Indian economy. Sludy Tacuses on analyzing dilferent zcanomic
indicalors hal signily 1he eflecls of demonelizalion on sconomic
growth and development of 1ie nation. Diff2rent ecornomic rafos
were determined in present siuy including ratios related to oross
dnmestic product, 2grcufural wmover, eollection of taxamon,
number of tax payers, ourchase manager index of manufaciuring
industry and of service industry.

Sources of Data : Rescarch is primarily based on secondary data
Wl weas colleciad Trom saurces inchding intermel, newspapers,
resparch papars, aricles and refarence books.

Eltects of Demonetization on Indian Economy

o [llecl on Circulation of Waney: Demnonetizalion affecled
ecanomy an account of Pquidity aspect. Azout 86% of currency
valug in circulztion was withdrawn without replacing it with
suUiable exchange madium. Because of withdrawing Bs 500 /-
and Rs 1.000 /- currency notes with immadiae effect in
Novernber 2016, here was 2 huge gag oceurred in composilion
of currency noles. Aller Rs 100/~ noles, dirsgly Rs 2,000 /-
currancy notes was available after demonatization. Remaoving Rs
400 /- and Rz 1,000 /- notes shall reduce utility af Bs 2.000 /-
Fractically, currency notes of Bs 2 000/~ tumad |25 useful and
lzss functional among pecple after demaoretizing

« Effect on Gross Domestic Product (GOF): GOF means
manetary value of all finished goods and services produced
within national geagraphical sordars of @ coonbry during specilic
period of lime. GDP s & comprehensive barometric ool for
measuring country's overall ecoromic activities. Demonetization
affected production of goods and commaditizs as well as
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attected availabiliy of sarvices, This was due to manutaeiuress
and producers are not able to boy raw material fram market
because of lack of money. This influenced produchon and
diztribution of goods and servicas in the econamy.

& Effect on Agriculure: Agricuture was affected through both,
input-oulpul channels as wall as eflects of price & oulpul
Teadback. Cashis the primary mediom of sacanomic ransaction
inthe agricultural sactor whizh contriouted 15% 1o domestic total
awiput farmal financing in marny parts. States like Punjab, Utar
Pradazh, Gujarat, Kerala, Odisha and Maharashira that had large
namber of co-operalive banks wers restricled and barred rom
aithar deposiling or exchanging demonedesd currency. Sales
wrnover, transportation, maketing and distdbution of ready
finishad produce o wholesale centars or mandis are mainly
dependenton cash,

= Cffect on Barking Ssctor Biggest bereficiary becavse of
demonetization is the banking =ector because milions of
common people rushed into banks for depositing demanct zed
currency notes available with 1em. This enables banks for
impraving and enfaneing their iguidity positions, Consumers al
[groe became high'y economical resulling in drastic Tall market
demand for various goeds and services. Industrizs including
agricufuire, manufacturing & production and service wers
required 1o face hezwy burden cue to Tall in scale of operations.
Saclors Tke transporl, wlecormmunicalion and el eslale wers
allected sigrificanty, With e increasain CASA, bank ceposisin
varfous banks also ingreasad. This ultimately inerzased net
inerest income as well as nef income 2armings for hanks,
Afthough this income would not be peciliarly large as e central
bank RBIhad incrzased Gash Reserve Ralic (CRR) in sharl-lzm
Lo elean some part of bank iguidity, Cashcallection cycle ol nan-
banking financial insttutions and micro-finance instiwtions has
been knocked severaly. Many sueh institutions had announced
'collection holidays' till tha tima anough funds was injected back
in the system. On the other hand, phanomena of demanstization
would demolisn 2arnings for most banks 2s advances and lozns
dealings had lear cown inmany such organisationz.

& Eftecton Inflation: Inflation denotes rise in general price lzvel or
average level of prices ol agorepalz goods and sanices,
Suslainad inflation voeurs when general price level continue Lo
increase during & comparatvely long parod of time. Afar sines
demonetization was put into action, it xpecied to have negative
impact on inflation. Consumer expendiurss and spending
decreased  drasticelly, almost negligible.  Excepl essential
requirements, consurmers are nol wiling Lo purchase any goods
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and zervices which brongnt market demand 10 standstill,

» Cffact on Tax Aevenue: Deposits above Rs. 2.5 lashs that have
not been justified or ceclared tothe income tax department will ba
pznalized and taxed 200%.This can help being Dlack money into
the white money ol making it legal. This can also provide
revenues for governrmenhwhich can be wsed Lo gay the defict n
the bodgel estimation. 11 economic aclivity s slow, then the
indirect taxes will be lesserthan estimation.

« Efteet on Budget: Demanetizetion was a bold and crucial strike
to reach towarcs Digoer, cleaner and real GDP Demonetization
and GST would had long peried impact Many peoplz in India
practicad tax evasion for years together. Due fo demonetizadon,
Government shall be [aoked as 2 trusted custodian of mancy of
comman men. [twas highly cxpected that thers would be higher
GOP growth and collection of fax revenuss due o
dzmonetization.

« Effect an Foreign Trade: The business of imparts and exports
hzs mean heavily intuanced and affected negatively by recent and
shocking implementation of demonzatization. This is primarily Cus
lo neqative impact on the exchange value of Indian rupee.
Although with tha entry of Black maney in open white acoramy
shall undoubtedy be vary beneficial for imparts &nd exporis
during long run. Mot anly in India, but out of 161 currencies all
aver the world, demonetization got posiive response and good
impact only for 47 currencies. Howewver, for 1471 cumencies,
fareign sxchangs rate got depreciated [ devalued becawsze of
demanctization,

o Effacl on Sale of Fusls: Petrol and digsel sales recordad heavy
risg of mare than B0% immediztely after announcemant of
demanetization, This was Decausze vehicle ownars queus up at
difterent tuel stations to tank-up their means of transportamion.
Frimarily, vehicles owners faced problem of shortage of curmency
change. Also free passage ab varous toll gates rasuled in
avoiding means of public trangports and aulo rickshaws, Onthe
cantrary, people prafamad to driva and travel in thair own cars or
ride ther own automohiles.

« [ffact on Gold: According to the Indian Bullion and Jewelers
Association (IBJA). jewelers had sold jewallzres, crnaments and
hars of ahout fitteen tons of gold (aporoximately worth Rs. 5,000
croras) after the demonetizations of currency notes in the
GOUnay.

Analysizs and Discussions

Elfect ol demonetization an circulation of currency
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Table 1: Percentage share ol demonetized currency in

circulation
CGurrency Denominations &hare in Circulation (%)

Rs 2/-1oRs 0/ 1%
Rz 10 - 1%
Rs. 20 /- 2
Re. 50 /- 1%
Fs. 100 ,- a%

Rs 500 - 4%

Rs. 1,000 /- 8%

Taital 100%

SOUrE: W e redlisl.eom

lable 1 displays demanetized corrency o circulation in ndia. @
can he seen thal cumency notes of Rs. 500 /- ane Ks. 1.000 /-
ooougiad lion's rele inclal currency under circulation, Share of
Rs. 600 /- was almost hall (15%) while that of Rs. 1,000 /- was
Just urdar 2%5th shars (38%). This zlso indicated that usage of
btk tese curreney danominations were quits flgh as compare
to athar currency notes and coing becausa of their high valoe.
People generally at large preferred o transactin currency notes of
Rs. 500/-and/ or Rs. 1,000/,

Effect of demanetization on GDP

Table 2: Percentage change in GDP

Wear GOP in |}
2016 760%
2my T 10%

SOUMCE: W Jan0lewe D ight.com

GUP is considerad as an important ndicator of economic
progress and pertormance ot any industry, 1 can ba seen that due
[0 damonelzaton, lwers was been negalive impact on the
domeslic GOP This was mainly because production &
manwtacturing activities, sales turnovers, service organizations,
MYESITIENTS, Bte. ware bt Seriously and sevarely

Effect of demanetization on agriculture

Table 3; Amount of turnover Tram agricultural sector

Year Annual Turnover (Rs. in crores)
2016 Rs. 4,361
a7 Bs K35

Source: Business Slandands Mawspapes on 26l Seboary 2017

Share of agriculural saclors in the domestic GOP secounts
nearly 15%. Larga numbers o ransactions in this seclor are

sattled uzing cash (liguid monay). Farmers in gensral preter o
transact in bard cash, rather than electronic and | or banking
mode of making anc receiving payments, Further, many farmers
and agriculturisls were unaware of modem and onling methods
of rangactions. Therefors, agriculurd sector underwent Buge
influerce due to demanetzation. Turnover of agricultural sector
declined drastically by more than 40% inyear 201 7 as compared
to vear 2016,

Effect of demonetization on business sectar
Table 4: PMI of manwlaciuring industry and service industry

¥ FAI ol Manufacioring P! of Service
ear Industry Industry
Cluarter Il 2016 82.30% 54 50%
Cuzrter IV 2018 48 B0% A6.70 %

Source veww thahindu com recriaved on 2t Jare ay 2207

Natanly the agricufural sactor, Dur also the manufaciuring sector
and service sector got aftected considerably because of
demonstization. Tha Purchasing kanager Indzx (PMI} for both
(hese seclors decreased signilicantly romguar er 1 o quarter [V
of year 2016, PMI reacing of less than 80 signilies cortraction
and of above B indicates expansion. PMI of manufacturing
sactor declined from 52 30% to 45 60% because producers and
manufacturers were nit able to purchase raw materiale and other
requiraments from open markel. Also workers and labours were
not ready 1o work doe 1o unavalzbility of cash for payment of
rernuneration. On other hand, PMI of service sactors declinad
from 24.50% to 46.70%. Business in service sector declined
largzly resulting in servics sectar drapped into contraction due o
decreasad expanditure and shortage of cash reserves.

Effect ol demonetization ontax revenue callection

Tahle 5: Amaount of 1otal 1ax revenue collected

Wear Total Tax Revenue (Rs. in lakhs crores)
01617 1088
201718 12.27

Sowrca: Business Standards Mavespaper or 2red Febrogny 2007

Tax ravenus collection got huge boost on account of
demonztization. Primarily old demonztized currency notes of Bs.
00 /- ant Re, 1,000/ ware allowed and accepted by autharizes
o pay-oll balance arrears of lax lighilitizs, Wany people use
such ald currencies o clear pending lax liatiilies, Tax revenue
collection increazed mere than 12% in vazr 2017-13 comparad
to year 20016-17. Tax revenue plays vital role in averall economic
deve npment of an ecanomy
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Tahle 6: Mumher 1ax payers in India

Vear Mo. of individual No. of corporate
lax payers tax payers
207514 o 000 7,857
A0ETT 74000 83,492

Sousce: Dusingss Standards hewspeper an 20d Febrvary 2017

Gowernment cecided o demaonetize curency nates  from
transactions, butthis gave opportunioy to many people 1o convert
theirblack money intowiits throuoh payment of tax igbilies. Not
oniy the amount @ rovenuz collaction increased dug to
dernonetization, but also number of tax payers also increased
draslically. Furlher. both number of individual b payars a5 wel
as number of corporate tax payers increased sipnificantly
Mumber of individual tax payers incrzased nearly 30% in vear
2016-17. while that of corporate tax paysrs increased by mors
than &% during tha same period.

Research Findings

& Demaonetized currency notes of R8s 500~ and Rs, 1,000 /-
pooupied significant ro'e in the Lol circulatzd cwrrency in india
comparg woolher corrancy noles and coins. Share of Rs_ 500 /-
and of Rs. 1,000 /- ware 48% and 28% respactively. Faople
pererally pretermed to fransactin currency notes of Hs. B00 /- and
forHs, 1,000 /- hetore demonetization,

= Negadve imzact was recorded an domestic GOP because of
demonetization. This was mainly  hecauss production &
ranwiacturing activitias, sales turnovers, Eervice orpanisations
investments, ele were severely affected.

» Arricultural sectorexperienced ramendous impact becausa of
dermonetization as the amaunt of turnover fall soverely inthe year
2017 Main reason of this fall is that tarmers were nnod awane of
modam digital modes of fransactions and evan oday prafers to
transact using physical hard cash.

+ Fyrchazing Manager Index (PRI for manutacturng sector and
service sector got affected largely and decreased from quarer |
(o guarter IV of year 2015, Manulaclurers were neither able [0
purchasa required raw malerial and othar necessilias, nar were
ready to pay wages & salarias to workers and employeas
similarly, business in servica sector droppad due to decreased
expandiure anc shortace ot cash reservas with common public.

» Tax ravenus collection observed hsavy boost after
demonetization as old curmrency notes wers accepied by fax
awthoritize to pay-off current as well 25 balance arrears of tay
ligbililiezs . Public openly used old demonstized curencies o oear
pending Lax abililies,

SMJw's CKBY Insttulc of Managemam, Vadodara, Incia

* Numberof tax payers (ncuding individual tax payers 25 well a3
corporate fax payers) increased enormausly  atier
demoretzation. However, numzer of individual tax payers
increazed much high compare Lo number ol corporale [Ex payers.

Canclusion

Mazin objeclive of d2monelization was 1o dzal with Llack money
existng inthe economy. Both the tax revanue collection as well a3
nurmber of tx payers 0 the country increased ratably and fave
direcily come within the control of requlatory authordies.
Demongtization has helped in bringing out into circulation heavy
stocks of hidden manetary resources. Demonstization assisted
in aradicating the practices of corrugtion and accapting Driseries.
Also proslem of fake and cuplicate curreney notes avalzble in
market bocame maaningless and turn merely picee of paper o b
thrown away. Banks, financial institutions, cenfral and staa
governmert, local authorities (municipalidzs) and many such
agencies posiively racoverad huge amaunts of unpaic and dus
arrears from different people and organisations. Thiz helped to
overcame  liquigity problems by making  required  finance
Auailable for productive and meaningful investments. Through
demoretization, government has taken an effeclive siap resolve
many financial problems facad by the country. 1 is expectad that
the meazure of dzmanetization shall accalerate the pace of
economic growth and develooment of India.
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. MDC 2017 -18
MANAGEMENT DEVELOPMENT CENTRE@ CKSVIM

As a leading Institute of Management in the heart of Vadodara with all Training facilities, CKSV Institute of Management
initiated a Management Development Centre (MDC) to offer Management Development Programs (MDPs) to industry
personnel, professionals, academicians as well as students/ would-be managers and society at large.

Underthe aegis of MDC a few of programs have been organized successfully with over 300 participants till date.

The MDPs lined up for the year 2017-18:

¢ ‘Transactional Analysis-For Effectiveness’ by Dr. Ranjita Banerjee (July 2017) (with ISTD, Vadodara Chapter)

e ‘Entrepreneurship Boot Camp’ (NMW Aug. 2017)
e ‘Soft Skills and Career Management’ by Dr. Kunjal Sinha (August 2017)
‘Self Management’ by Dr. Kunjal Sinha (September 2017)
‘Quality improvement through Quality certification with BV’ by Dr. Kerav Pandya (September 2017)
‘Data Analytics’ by Dr. Dhaval Maheta & Dr. Hitesh Parmar (November 2017)
‘HR Implications for SME Managing Heads’ by Dr. Ranjita Banerjee (December 2017)
‘Basics of Retail Operations’ by Dr. Preeti Singhal (December 2017)
‘Awareness session on PhD in management’ by Dr. Kerav Pandya (January 2018)
e ‘Entrepreneurship Capacity building for educational institutions’ (January 2018)
e ‘Entrepreneurship Development Program for micro & small businesses’ (with VCCI)

Inviting whole-hearted participation in such MDPs from faculties, entrepreneurs, professionals, Industry Associations
and others to enhance the learning experience through information-sharing and knowledge enrichment.

Venue : CKSV Institute of Management, Vadodara
Patron : Dr. Rajesh Khajuria, Director, CKSVIM
Mentor : Dr. Ranjita Banerjee, Asst. Professor, CKSVIM

Email : mde@cksvim.edu.in
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