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A STUDY OF PERCEPTIONS OF URBAN CUSTOMERS TOWARDS 

THE USE OF MOBILE BANKING IN MUMBAI REGION 

Prof.SHRADDHA MAYURESH BHOME 

ASST. PROFESSOR 

VPM’s JOSHI – BEDEKAR COLLEGE, THANE (MAHARASHTRA) 

DR. (MRS.) SMITA BHIDE 

ASSO. PROFESSOR AND HOD STATISTICS 

VPM’s JOSHI – BEDEKAR COLLEGE, THANE (MAHARASHTRA) 

 

ABSTRACT 

Mobile banking is a revolution that is driven by the world‘s one of the fastest growing sectors – 

mobilecommunication technology. Like in any emerging technology, there exist barriers to the adoption of 

mobilebanking services. This study explores the issues in mobile banking perceived critical for adoption by 

bothmobile banking users as well as non-users. The study identified certain issues pertaining to banks, 

mobilehandsets and telecom operators‘ viz. mobile handset operability, security/privacy, and standardization of 

services, customization, Downloading & installing application software and Telecom services quality. For this 

adescriptive design was adopted to empirically explore the selected issues. Study suggests that from 

consumers‘perspective mobile handset operability, security/privacy and standardization of services are the critical 

issues.Although the research has its limitations, the implications of the results provide practical recommendations 

tothe all concerned parties. 

Key Words: Banking & Financial Services, Customer, Issues, Mobile Banking, India 

INTRODUCTION 

In India traditional branch-based banking remains the most widely adopted method of conducting 

bankingtransaction, at same time commercial banks are undergoing a rapid change majorly driven by the 

information &telecommunication (ITC) technology. ICICI bank pioneered in mobile banking services in India. 

Among publicbanks, Union Bank of India was first to introduce mobile banking (Ali et al. 2010). Today many 

commercialbanks have launched mobile banking using ITC technology and now they can reach out to customers 

andprovide them with not only general information about its services but also the opportunity of 

performinginteractive retail banking transactions anytime, anywhere. Mobile Banking refers to provision and 

availment of banking and financial services with the help of mobile telecommunication devices. The scope of 

offered services may include facilities to conduct bank transactions, to administer accounts and to access 

customized information (Tiwari and Buse 2007). In the broader sense mobile banking as that type of execution of 

financial services in the course of which - within an electronic procedure - the customer uses mobile 
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communication techniques in conjunction with mobile devices (Pousttchi and Schurig 2004). 

 

MOBILE BANKING IN INDIA 

 

Mobile phones have become an essential communication tool for almost every individual worldwide. In 

India,where mobile subscribers far exceed fixed line subscribers because of better mobile infrastructure in 

comparisonto fixed line infrastructure has made mobile banking much more appealing in India today. Various 

playersinvolved in providing mobile banking services whether banks, financial institutions, service providers, 

operatorsetc. are therefore expecting a potential growth in mobile banking in India (Unnithan and Swatman 

2001).However, the actual mobile banking usages don‘t match the great number of mobile subscribers (617 mn, 

May2010 source: TRAI) in the country. Reason could be various issues involved in mobile banking services 

likeInteroperability- due to lack of mobile banking technology standards and large number of different mobilephone 

devices (Banzal 2010; Mas 2008; Lyman et al. 2008), Security of financial transaction – both at physicallevel i.e. 

security of mobile device and data encryption level (Sharma and Singh 2009; Astha 2009; Banzal2010), Regulatory 

authority – RBI & TRAI conflicts on regulations in India (Weber 2010; Cheney 2008),Telecom service quality - 

network congestion, delay in SMS delivery while using any mobile banking service(Morawczynski 2008), 

Personalization of services – preferred language of user, standard beneficiary list,customized alerts etc. (Owens et al. 

2006), Customer illiteracy – a serious issue at reading illiteracy level andtechnical illiteracy level (Manuel 2008), 

Revenue sharing basis – problem in the revenue sharing agreementsbetween mobile service providers, banks, 

content providers and aggregators (Banzal 2010), Know YourCustomer issue – to prevent money laundering (Hayat 

2009) etc. Mobile banking users are affected by abovementioned issues directly or indirectly. 

 

REVIEW OF THE LITERATURE 

Barnes and Corbitt (2003); Scornavacca and Barnes (2004) suggest that recent innovations in telecommunications 

have enabled the launch of new access methods for banking services, one of these is mobile banking; whereby a 

customer interacts with a bank via a mobile device such as a mobile phone or personal digital assistant. 

Karjaluotoet al. (2002); Rugimbana (1995) found that there is vast market potential for mobile banking due to its 

always-on functionality and the option to do banking virtually any time and anywhere. 

 

Vyas (2009); Rao et al. (2003) suggest banks will need to expand their thinking about mobile banking beyond 

online banking and should start to view mobility as its own powerful and compelling delivery channel that can help 

them deliver to end users new value such as immediate access and additional control of personal finances.  

According to Vyas (2009) Banks will target non-online banking users who may lack regular access to desktop 
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Internet but are very likely to own a mobile device. 

Sharma and Singh (2009) found that Indian mobile banking users are specially concern with security issues like 

financial frauds, account misuse and user friendliness issue - difficulty in remembering the different codes for 

different types of transaction, application software installation &updation due to lack of standardization.  

Banzal (2010) found that another major issue is the revenue sharing agreements between mobile service providers, 

banks, content providers, aggregators and other service providers like utilities, travel agencies, hotel industry, 

retailers etc. 

 

SCOPE OF THE STUDY 

On the basis of review of existing literatures following mobile banking issues were identified which wouldaffect 

adoption of mobile banking services in India and were studied from urban users‘ perspective: 

1. Mobile handset operability 

2. Security/Privacy 

3. Standardization 

4. Downloading & installing application software 

5. Customization 

6. Telecom services quality 

 

OBJECTIVES OF THE STUDY 

1. To study the selected issues in mobile banking form urban customers‘ perspective. 

2. To explore the perceived utility of mobile banking in comparison to retail banking and online bankingamong the 

mobile banking users and non-users. 

 

METHODOLOGY 

The study is aimed to evaluate perceptions and opinions of urban mobile banking users. For this a cross sectional 

descriptive design was adopted with ad-hoc quota sampling. Sample was comprised of 50 mobile banking users and 

50 non-users in Indore city, India. Non-users were defined as individuals having bank account but not using mobile 

banking. Of the total respondents 68.16 % were male and 31.84% were female.The sample was comprised of 

relatively young respondents. Of the total respondents students were 68.18%;remaining were working. 24.4% 

respondents were graduates and 75.6% were postgraduates.Data was obtained by using structured questionnaire. 

 

ANALYSIS AND INTERPRETATION 
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Table: 1Mobile banking Users: Demographic Profile 

 

Demographic variable          Correlation coefficient 

    (N= 100, p<0.05) 

Age       0.067 

Sex                              0.293 

Education      -0.071 

Occupation  -0.076 

Income           0.031 

 

 

Two-tailed Pearson Correlation was conducted to evaluate the relationship between mobile banking users and 

demographic variables viz. age, sex, education, occupation and income. Only demographic variable had significant 

correlation with user was sex (r=0.293, N=100, p<0.05, correlation strength moderate). Thus analysis suggests that 

males are more inclined to use mobile banking in comparison to females. 

 

Table: 2 Mobile banking users vs. non-users 

Issues      F     Sig. (p<0.05) 

Mobile handset operability   0.789     0.378 

Security/Privacy 3.313 0.073 

Standardization 0.224 0.637 

Downloading & Installing 

Application software0.015 0.902 

Customization 0.020 0.888 

Telecom Service Quality 0.753 0.389 

 

Analysis suggested that majority of respondents i.e. 81.36% strongly agree or agree that mobile handsetoperability 

is a issue in mobile banking as different types of handsets support different types of technologyleading to 

complexity. 64.83% respondents think that mobile banking is not secure, also data privacy is absent.On 

standardization again majority 59.08 % respondents strongly agree or agree that mobile banking servicestandards 

are lacking among Indian banks which makes it difficult to do mobile banking from multiple serviceproviders. 

 

On the issues of download & installation of application s/w, customization (user‘s preferred language) andtelecom 

service quality; majority of the respondents were either indifferent or disagree. Reason may be thatstudy was 
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conducted in urban area so technological aspect of application s/w, absence of local/preferredlanguage and telecom 

service quality like network unavailability were not perceived as major issues. 

 

RECOMMENDATIONS: 

Majority customers perceived ‗privacy and security‘ a critical issue. Here banks are advised to educatecustomers on 

this issue to raise their awareness. Especially for the customers‘ worries like losing money if oncemobile handset is 

lost (substantial number of respondents worried about it).  

‗Standardization‘ is another major issue as lack of standardization of mobile banking services in the countryresulted 

in increased complexity while using mobile banking services (especially when using mobile bankingservices of 

multiple banks). For resolving this issue banks are advised to developed mobile banking standards inguidance of 

RBI. 

Issues of ‗download & installation of application s/w‘, ‗customization‘ (user‘s preferred language) and 

‗telecomservice quality‘ were not perceived critical or important. Reason may be that study was conducted in urban 

areaso technological aspect of application s/w, absence of local/preferred language and telecom service quality 

likenetwork unavailability were not perceived as major issues. But banks are well advised not to overlook 

aboveissues as these may be critical in pan India adoption of mobile banking. 

 

CONCLUSION 

Paper attempts to explore selected mobile banking issues from customers‘ perspective and to makerecommendation 

to various parties involve in mobile banking services viz. banks, mobile operators, contentproviders, regulators on 

relevant issues which could become challenges for them in providing effective mobilebanking services in the 

country. Results show that from consumers‘ perspective mobile handset operability,security/privacy and 

standardization of services are the critical issues. Majority of the customers wereindifferent towards utility of 

mobile banking in comparison to retail banking and online banking. The study haslimitation as the data were 

collected only form urban customers so the results cannot be generalized to panIndia population. In this paper we 

focused on issues & challenges in mobile banking in India from customers‘perspective. Similar study could be 

conducted from service providers i.e. bankers‘ perspective. 
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FOREIGN DIRECT INVESTMENT – IMPACT ON INDIAN RETAIL 

SECTORAN ANALYSIS ON THE EXISTING SCENARIO 

 

PROF.SURESH B K 

Asst. Professor, Dept. of Business Administration, Tumkur University 

 

ABSTRACT 

Foreign Direct Investment (FDI) refers to direct investment in the production or the business in a country by 

another country, either by buying a company in that target country or expanding the operations of any existing 

business in that particular country. Being identified as the fourth largest economy in terms of Purchasing Power 

Parity in the World, India is a favored destination for FDI. Retail sector includes all the shops that sell goods to the 

ultimate customer, who buys them for personal use and not for the sake of business. The Indian Retail Sector is set 

to emerge as one of the most developing sectors with a huge growth potential. However, even the recent 

development, the retail sector has been growing at a much slower rate than expected. So the FDI decision at this 

juncture, if successful, turns out to be an outright opportunity to achieve tremendous development and growth in the 

retail sector. It seeks to bring about some encouraging policies for the Indian retail sector to match up and compete 

at the International level. There are several doubts about the success of the recent FDI reforms in the multi-brand 

retailing sector. In this context, this paper will analyze the importance of FDI and its impact on the retail sector. The 

paper will be done as an analytical study on the current scenario. 

Key Words: Foreign Direct Investment, Retail Sector, Multi Brand, Growth, Development, Reforms. 

INTRODUCTION 

Foreign Investment has become one of the crucial factors in a country‘s economic growth in the modern fast 

growing world. Attracting foreign investment to spur economic growth has encouraged a lot competition among the 

nations. Thus FDI would enable a win – win situation for both the home and the host countries. FDI is the process 

of cross border investment involving the investment of foreign assets in various organizations of the domestic 

market except in stock. It results in increased overseas private funds invested in products or services. For instance, 

the investment made by a company registered in the United States of America in buying a stake in an Indian 

company, is termed as FDI. Their Return on Investment is wholly dependent on the performance of the project. 

―Mergers and Acquisitions, Building of improved facilities and Reinvesting profits earned from overseas operations 

and intra-company loans‖ are considered to be the many forms of FDI. The past few decades saw FDI concerned 
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only with the highly industrialized nations, with the United States being the largest recipient with an investment of 

$184 million from OECD (Organization for Economic Co-operation and Development) Countries. The other 

countries which had a positive record of FDI investment included France, Greece, Iceland, Poland, Slovak Republic, 

Switzerland and Turkey. Now, at this course of time, FDI has become a vital part of every country, particularly the 

developing countries, because of the following reasons. 

1. Availability of cheap and plentiful labour, 

2. Uninterrupted supply of raw material, 

3. Lower production cost in comparison to the developed nations, 

4. Better and easy market penetration. 

LITERATURE REVIEW 

Retailing in India is one of the pillars of the economy and accounts for about 14 to 15% of its GDP. The Indian 

retail market is estimated to be one of the top five retail markets in the world in terms of economic value. RUPALI 

GUPTA was of the view that FDI in the buzzing Indian retail sector should not just be freely allowed but should be 

significantly encouraged. HAYTER points out that FDI involves issues of direct control as resources are transferred 

internally within firms rather than externally between independent firms. On the other hand, pessimists like XUELI 

WAN believe that FDI may bring about crowding out effect on domestic investment, external vulnerability and 

dependence, destructive competition of foreign affiliates with domestic firms and ―market-stealing effect‖ as a 

result of poor absorptive capacity. 

FDI IN INDIA 

The Indian administration system and governance process is impregnated with flaws like shortage of power, 

bureaucratic plagues, political uncertainty, and infrastructural deficiencies. However, in spite of all these political 

shortcomings, India is comprehended to be one of the most lucrative destinations for investing in the eyes of several 

wealthy European and American investors. Foreign Direct Investment in various Indian business sectors can be 

made through the Governmental and the Automatic Routes. However, the most popular and preferred form of 

making investment in Indian industries is Joint Ventures. At present the most lucrative business sectors for FDI in 

India are, Infrastructure (Power, Steel, Railways and the like.), Services sectors of Telecommunications, Hospitality, 

Education; Retail, Real Estate, Petroleum and Petroleum Products; Biotechnology, Alternative Energy etc. 

FDI – IMPACT ON THE ECONOMY 

In general, FDI is considered to be a composite bundle of capital stocks, craftsmanship and technology and hence 
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its impact on growth is expected to be manifold and could vary a great deal between the industrially advanced and 

developing countries. The ultimate impact of FDI on the output growth in the recipient economy would be the 

scope for efficiency spillovers to the domestic firms, by which FDI leads to increasing returns in domestic 

production, and thereby increases in the value added content of FDI related production. 

Table 1: Top 5 countries for FDI inflow into India (Rs. in crore& U.S. $ in millions) 

Rank Country 2011-12 

(April- March) 

Cumulative Cash 

Inflows 

(April 00 – April 12) 

% of Total 

inflows 

(April 00 – April 

12) 

(in terms of US 

$) 

1 Mauritius  46710 (9942) 272749 (64802) 38% 

2 Singapore  24712 ( 5257) 78343 (17298) 10% 

3 UK 45229 ( 9257) 76557 (16262) 9% 

4 Japan 14089 (2972) 58016 (12345) 7% 

5 US 5347 (1115 ) 48103 (10605) 6% 

 

Recognizing the importance of FDI in the accelerated economic growth of the country, Government of India started 

a number of economic reforms in the year 1991. As a result of the various policy initiatives taken, India has been on 

a path of changing from a restrictive regime to an open minded one, and FDI is encouraged in almost all the 

economic activities under the Automatic Route.  

FDI would provide for an opportunity for Technology Up gradation, access to Global Managerial skills and 

optimization in the utilization of Human and natural resources, making the Industry Internationally competitive and 

augmenting employment opportunities. The Indian economy, largely agricultural based should encourage FDI as it 

would bring improvement in Food Processing, agricultural services and agricultural machinery. 

Challenges for the Economy 

India has a negative (and growing) trade balance, considered to be the primary source of its large current account 

deficit, led by much larger import of gold, energy, fertilizer, and finished goods. Over the time, the structural 

current account shortcoming, necessarily funded by capital account inflows, needs to decrease - or the country will 

experience sudden shocks like the balance of payments crisis in 1991. 

Negative Impact on the Economy 
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Jobs in the manufacturing and primary sector will be lost because foreign giants will procure their goods from the 

international market and not from domestic sources. This has been the experience of most countries which have 

consented FDI in retail. Although, our country had put up a condition that they must source a minimum of 30% of 

their goods from Indian micro and small industries, the government can‘t restrict them from purchasing their goods 

from international markets as per WTO law. The government‘s decision will have a long-term effect on the business 

of small-time traders and grocery shopkeepers dealing in cereals, clothes, cosmetics, hardware and other such 

products. 

FDI – Impact on the Other Sectors 

Various Indian market sectors have experienced a recent cycle of progress and boom, owing to the investment made 

in them and due to the relaxation of various rules and regulations that have been levied on the foreign direct 

investment in India, by the Indian government. Two such sectors of the Indian economy which has experienced a 

sudden booming phase of prosperity and sustained growth owing to these contributions are the real estate as well as 

the construction sector in India. It was in the year 2005, when the Indian Central government finally realized the 

economic prosperity and development that foreign direct investment in India would bring about. Thus, in an effort 

to encourage the same, the government made a crucial amendment to some of the governing laws on the subject, by 

allowing one hundred per cent foreign direct investment in India, particularly in the real estate and construction 

sector, thus completely opening the doors to foreign investors. 

INFRASTRUCTURE 

The number of FDI projects in the Infrastructure sector in India grew by 90 percent in 2011. The sector had 

contributed 4 percent to the total number of FDI projects and 9 percent to the total jobs produced. Development in 

the country‘s infrastructure is poised to accelerate as the Government of India plans to double its infrastructure 

spending from US$500 billion to US$1 trillion during Fiscal Year 2012–17. 

AUTOMOBILE 

The automobile sector in India attracted 78 Foreign Investment deals during the year 2011, signifying an increase of 

about 28 percent in comparison to the same period in 2010. Although the sector makes up for 8 percent of total FDI 

projects in India, it has simulated most jobs (16 percent). India has now become the world‘s seventh-largest 

manufacturer of passenger vehicles, and the second-largest medium and heavy commercial vehicles and 

two-wheelers market. 

LIFE SCIENCES 
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With India aspiring to become an International economic powerhouse, there is active concentration on improving 

the health of the nation. India has a burden of life threatening diseases which is about 37 percent higher when 

compared to Brazil and 86 percent higher when compared to China. Government has permitted 100 percent FDI in 

the health and medical services under the automatic route. 

Table 2: Sectors attracting highest FDI Equity Inflow (Rs. in crores and US $ millions) 

Rank Sector Cumulative Cash 

Inflows 

(April 00 – April 12) 

% of Total inflows 

(April 00 – April 

12) 

(in terms of US $) 

1 Services Sector 

(financial & non-financial) 

1,48,090 (32,800) 19% 

2 Telecommunications 

(radio paging, cellular mobile, basic 

telephone services) 

57,090 (12,522) 7% 

3 Construction activities 52,873 (11,533) 7% 

4 Computer hardware & software 50,246 (11,230) 7% 

5 Housing & Real estate 

(including roads & highways) 

50,002 (11,168) 6% 

Riding on the wave of successful penetration of telecommunication technology to the masses, Health is likely to 

play an important role in taking healthcare to remote under-penetrated areas and present an estimated opportunity of 

US$500 million over next 5 years. The city of Bangalore received the highest percentage of 80.14% of FDI inflows 

in India. Consultancy is one of the sectors still in the development phase. 

FDI – IMPACT ON THE RETAIL SECTOR 

India‘s retail sector has undergone a rapid transformation over the past decade and the same is expected to 

strengthen in the coming years owing to reasons like rise in population, increase in per capita income and 

urbanization. Despite the economic uncertainty and the slowdown in the country‘s economy, the growth of 

merchandise retail will continue to grow in a sustainable manner. The retail sector has the potential to be the real 

growth engine of the country‘s economy, thanks to growing per capita income and a rising middle class. The 

expected growth of India‘s Gross Domestic Product (GDP) at a sustained rate of around 6% for the next decade is 

another main reason for this growth. Further, FDI will provide necessary capital for setting up organized retail chain 

stores. 

While the metropolitan cities witnessed a greater demand for a superior shopping experience, the Tier II and Tier III 
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towns are also rapidly acclimatizing to the changing landscape of the Indian retail market. Growing consumerism, 

changes in consumers‘ choices and preferences, and heightened brand consciousness have been the primary reasons 

for the fast replacement of the traditional mom and pop stores with organized retail malls that house lifestyle and 

luxury brands from national and international retailers.  

India as part of its retail transformation has seen substantial increase in mall space in recent years. Over the past 

decade, cities of Delhi, Mumbai and Bangalore have shown prominent growth in retail stock, while cities of 

Chennai, Hyderabad, Kolkata and Pune and many other Tier III towns are seen as rapidly emerging retail growth 

corridors of the next decade.  

FDI in ‗Single brand‘ retail sector indicates that a retail store with foreign investment can only sell one particular 

brand. For example, if Nike was to obtain permission to retail its flagship brand in India, those retail outlets could 

sell only products under the Nike brand and not the Reebok brand, for which separate permission has to be obtained. 

If granted permission, Nike can sell products under the Reebok brand in separate outlets. 

FDI in Multi Brand retail signifies that a retail store with a foreign investment can sell multiple brands under one 

roof. Opening up FDI in multi-brand retail would mean that the global retailers including Wal- Mart, Carrefour and 

Tesco can operate stores offering a wide range of household items and grocery directly to consumers in the same 

way as the universal ‗kirana‘ store. In an important policy move, the Indian government had given permission for 

up to 51% FDI in multibrand retail in September 2012. The objective of the policy was to boost the retail business 

through adoption of international standards and practices. The entry of international merchandises, practices and 

technology was expected to enhance the efficiency of domestic retailers. The government had made it obligatory for 

foreign multi-brand retailers to place at least 50% of their total investment in back-end infrastructure, thus giving an 

encouragement to facilities such as logistics and warehousing.  

Urban India‘s share in merchandise retail is expected to grow from the current 48% in 2012 to nearly 56% by 2021. 

An increased share of incremental merchandise retail will come from urban and semi-urban centers. This inference 

is an outcome of the rapid urbanization witnessed by India in the past two decades of sustained growth. The 

corporatized retail‘s share of total merchandise retail is expected to grow best from the current 7% to 20% by 2021. 

The retail sector will start to see private investments from both Indian and international players in the next 15 years. 
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CONCLUSION 

With the Retail being one of the most developing sectors, it would only formulate employment in the micro and 

small industries contradicting the myth of FDI resulting in unemployment and a passive impact on the economy. 

Foreign inflows are considered to be an important fuel for any country‘s economic progress. India too has taken 

several initiatives in terms of Government policies, liberal amendments and investor friendly business environment, 

to attract Foreign Direct Investment (FDI) into the country. Recent reform initiatives undertaken by the Government, 

shortage of investment options in other countries and overall a positive investor sentiment are certain factors that 

have helped India attract the highest amount of foreign inflows as against its Asian peers in 2012. Believing that the 

trend would persist, there might be a shift in FDI flows from China to India in the coming years. Therefore, FDI 

would not only open new doors for the foreign investors and brands but also lay a foundation for the Indian 

economy to compete on a Global Scale. 
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CRM (CUSTOMER RELATIONSHIP MANAGEMENT) IN 

BANKING SECTOR 

 

By Asst.Prof.Dinesh Kumar Mirkute 

ABSTRACT 

 

Banking Sector in India after reforms caused sea changes, earlier banking in India enjoy the Traditional 

saving and money landing activity but due to the Liberalization and Globalization 

Banking sector in India facing steep competition in maintaining profitability, cost cutting, customer retention, Cross 

selling and up selling of products, and around the clock service all due to introduction of foreign and private bank 

in India. 

 

 Indian banking sector looking huge transformation from simple money landing activity to technology enable 

banking and still banking sector undergoing large transformation with latest tools, techniques and technology 

implementation. 

 

This paper basically concentrating on tools, techniques, and Technology implementation which banking 

sector using for manage profitability, cost cutting, customer retention and cross selling and up selling of product 

and trying to provide the service around the clock on some facts and feature. 

 

Key Word-CRM Customer Relationship Management, CrossSeling and UpSealing.Banking Services.  

 

INTRODUCTION 

 

Service sector is the back bone of Indian economy and financial services is an integral part of all the 

business activity, banking services playing important role in financial services and transformation of services in the 

banking system leads very complex and competitive market. Today banking sector playing very pivotal role in the 

India‘s economic development and changing banking sector causing pressure on banking environment. Banking 

sector in India not only facing the problem of transformation but also filling effects of policy of liberalization, 

privatization and globalization. 

 New policy may cause changes in Indian ways of performing banking but at the same time it will remain 

continues forcing banking about the implementation of new tools, techniques and technology for survival.    

 



ISSN 2277 8683 DMIETR International Journal on Marketing Management Page 20 
 

Banking sector in India never thought about the implementation of marketing tools and techniques for 

sealing of products and services in its early days banking in India is very simple and straight role to play for holding 

money and landing money but today banks have to play role of financial institution where banks to sells financial 

products and provide customized services as per customer requirement. Therefore bank has to update its tools, 

technique and technology as per customer need and wants. Looking in the same ways banks included the new 

marketing tools, technique and technology like CRM Customer Relationship Management which is basically very 

simple and direct approach towards customer satisfaction and customer become the focus point in banks sector. 

 

 CUSTOMER RELATIONSHIP MANAGEMENT 

 

All the developed country in the world using marketing as a importing tools for sealing financial products 

and services, during course of time marketing strategies changes. Today every business organization finds that 

relationship marketing with customer playing important role. It was not relished today but it is age old tools for 

marketing or sealing of product. For example shopkeeper near to neighborhood aware about the same concept about 

the relationship and he used same to sell its products and services. Today same tools and technique is using by big 

business house for selling  products and services. 

The CRM is a comprehensive marketing tool for creating, maintaining and expanding relationship with the 

customers. It has emerged as one of the most widely prescribed solutions for diminishing market share and sluggish 

growth of many industries in general and banking and financial sector in particular. 

 CRM is a simple philosophy technique, which places the customer at the heart of the business processes, 

activities and cultures for improving customer satisfaction and maximizing profits. In one of the encompassing 

definitions, CRM is described as ―the establishment, development, maintenance, and optimization of long term, 

mutually-valuable relationship between the customers and the organizations. It is a comprehensive approach for 

creating, maintaining and expanding relationship with the customers. 

CRM is the Information Technology face of the business process that aims to establishenduring and 

mutually-beneficial relationships with customers in order to drive customer retention, value and profitability. 

 

WHY NEEDS OF CRM IN BANKING SECTOR 

 

The important factors that establish the need for CRM in the Banking Industry are detailedbelow:- 

 

BRAND LOYALTY DECREASING 
 

In the current scenario, brand loyalty is on decline. The customers are switching over frequently to avail the 

better facilities from other banks. Newer, customized and superior products and services are being introduced 



ISSN 2277 8683 DMIETR International Journal on Marketing Management Page 21 
 

continuously in the market. Thus, the banks have to upgrade their products, improve customer service and create 

bonds of trusts through proper care of customer needs and regular communications. With the help of CRM, strong 

customer loyalty and a good image for the organization can be developed. 

 

EXTREME COMPETITION 
 

There is intense competition among the Private Sector Banks, Public Sector Banksand Foreign Banks and 

they are all taking steps to catch the attention and retain the customers.New technologies, research facilities, 

globalization of services, the flood of new and customize products and the concept of all the facilities under one 

roof to provide bettercustomer service leading to customer pleasure. 

 

BETTER CUSTOMER RETENTION 
 

In the intensely competitive banking industry, retention of existing customers isfundamental, which can be 

achieved through the process of CRM. 

 

 MANAGE PROFITABILITY 

 In Banking sector managing profitability is big issue and at the same time managing customer is in intense 

competition is big question at front of banking people, number of facts clearly shows that managing 10 Good 

Customer able to gives profitability of 100 Customer there for always a issue at the front of Banking people about 

the customer retaining and managing profitability and CRM is only tool and technique which able to solve such 

problem with help of technology to understand which customer is profitable for long run. 

 

UNDERSTAND TOTAL LIFE TIME VALUE OF CUSTOMER 

Today customer having different requirement at different situation of life , some customer have different 

requirement of funds at particular situation to understand customer need and wants as per time and situation, help to 

bank to sell different product and service at different period of life time to customer and its can be easy understand 

information technology impact of Customer Relationship Management. 

 

CROSS SELLING AND UP SELLING 

 Once Customer is known its Total Life Time Value understood then it is quit easy for banking people to Cross 

Sell its Financial Products and service. 

 

CUSTOMIZATION OF BANKING PRODUCTS AND SERVICES 
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Designing banking product and services as per needs of customer, which may lead to better condition of 

banking sector. Banks traditional ways of designing products which does not any relevance in the real life only sake 

of saving and money multiplication does not give bank immense important form customer point of view. Therefore 

bank need to take care their customer and designed products and service as per the requirement of customer 

individually it is only possible if banks implementing Customer Relationship Tools and Technology and analysis 

customer need and wants. 

SUCCESSFUL CRM STRUCTURE 

Successful CRM system consists of the following: 
 

Personal Customer Needs 

 

 Individual contact. 

 A Conversant and Trustworthy banker. 

 Relevant Information. 

 Customized and timely solutions 

 Value for money. 

 

Business Customer Needs 

 A professional partnership approach. 

 High levels of information. 

 Customized and highly responsive service. 

 Quality Customer Information. 

 
 

BENEFITS OF CRM 

Benefits of CRM can be categorized into three groups namely:  
 

Benefits for Banks 

 

 Managers are empowered with information that can help them take proper decision 

 Customer relationships and make better decisions. 

 Optimum use of resources. 

 Customer satisfaction and increased loyalty. 

 Improved customer acquisition and cross-selling. 

 It helps in capitalizing opportunity in the market. 
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 Integrate all customer and communicate through branch via website and other channel 

 Integrated back end system and communicate unified view across the bank. 

 Provide frame work for 

Sales process, Marketing activities, Customer Support Activity. 

 

Benefits for Employees 

 

 Employees are empowered with the information to deliver high quality service and meet customer 

expectations. 

 Employees have more time to serve customers. 

  

Benefits for Customers 

 There is a more coordinated and professional approach to customer contact. 

 With up-to-date customer information, Banks can offer more personalized services. 

 Customers feel empowered if they have greater access to products and services. For example 24 Hours 

banking. 

 Targeted product and service offerings can be timed to coincide with customer events and requirements e.g., 

Education Loans and Tourism Loans. 

 CRM Provide more avenues for customer to communicate and explain their need and wants through number 

of contact point. 

 Customer get increasing satisfaction and feeling being special and important because of the increasing 

personalization of products and services. 

 

BARRIER IN CRM 

 Inadequate information system 

 Unable to understand customer need and wants 

 Ineffective segmentation of customer 

 Lack of proper marketing tools to manage customer 

 

CHALLENGES OF CRM IN BANKING SECTOR 

 Implementation problems in banks 

 Difficult to track profitable customer 
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 Integration of legacy software 

 Customer oriented marketing campaign 

 

CONCLUSION 

 Banking sector facing unprecedented challenges and at the same time banking sector trying to resolved the 

problem with the help of innovative tools and technology, CRM  brought lot of promised to banking sector to 

resolve problems and technology once upon the enabler of banking become acting as front seat driver. Proper 

integration with legacy system CRM able to brought new hopes for Indian Banking Sector. 
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CASE STUDY OF AN INDIGENOUS BRAND - PARLE-G 

Mr.Harish K. Raman 

Symbiosis Law School, Pune  

 

Abstract  

Bread and biscuits constitute the largest segment of consumer food in India. Both Biscuits and Bread are items of mass consumption in 

our Country. Almost 2 million tons of biscuits are produced in India each year and consumption is growing at 10-12 per cent annually. 

Parle-G or Parle Glucose biscuits are one of the most popular confectionary biscuits in India. For decades, the product was instantly 

recognized by its iconic white and yellow wax paper wrapper with the depiction of a young girl covering the front. The Objective of the 

case study is to find out the reasons for the preference of people in Glucose biscuit also to know why Parle-G is no. 1 in glucose biscuit 

market. Further, it also brings to focus the infrastructure available to the company which helps it to maintain supply and the awards it has 

won over the years. This case study also looks back into the history of this brand and highlights the ideals on which it was formed. Their 

strategies in terms of public relations and advertisements which resulted in its huge market share have also been 

touched upon. Moreover the availability of the product in India and its Exports has also been mentioned. Parle-G is an 

established company globally, but it currently faces a huge problem. This is caused due to the increase in prices of raw 

materials, resulting in falling profit margins. It is a market leader for the established product Parle-G. It also has the 

largest distribution network. Nevertheless, Parle-G has no staunch brand loyalty. It is a very price sensitive market 

owing to the Value for Money (VFM). Parle-G has been strongly associated with offering the Value for Money, a 

marketplace perception that had remained unfaltering for more than 60 years. The market share is highest with 

Parle-G because of the Value for Money it awards to its consumers. Based on the SWOT analysis, which has been 

done in detail, we can deduce the issues and constraints affecting the product and its Target base. 

Key Words:-Glucose Biscuit; Value for Money; Target Base; Market Share 

INTRODUCTION: 

Parle Products has been India's largest manufacturer of biscuits and confectionery for almost 85 years. Makers of 

the world's largest selling biscuit, Parle-G, and a host of other very popular brands, the Parle name symbolizes 

quality, nutrition and great taste. With a reach spanning even to the remotest villages of India, the company has 

definitely come a very long way since its inception. 

Many of the Parle products - biscuits or confectioneries, are market leaders in their category and have won acclaim 

at the Monde Selection, since 1971. With a 40% share of the total biscuit market and a 15% share of the total 

confectionary market in India, Parle has grown to become a multi-million dollar company. While to the consumers 

it's a beacon of faith and trust, competitors look upon Parle as an example of marketing brilliance. 
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Some of our best habits, as we say, are also our oldest. Many of them date back to the last decade of the 19th century. 

It was in the 1880‘s that the late MohanlalDayal came to Bombay from his village Pardi, in the district of Surat, to 

work as a dusting boy at a silk merchant‘s. What a long way that bright little boy came! First, the hard apprenticeship 

and the graduation to Master Cutter, then the elite tailoring establishment that eventually developed into a wholesale 

business to finally, the new business in confectionaries and biscuits. Always, the accent was on self-sufficiency. 

MohanlalDayal was not just a progressive and astute businessman. He never gave in to the sense of indifference that 

often comes with the commercial outlook.  

Parle-G or Parle Glucose is a brand of biscuits manufactured by Parle Products in India. As of 2011, it is the largest 

selling brand of biscuits in the world according to Nielsen. 

Parle – G as a Brand: 

The brand is associated with the positive values of life like honesty, sharing and caring. The incredible demand led 

Parle to introduce the brand in special branded packs and in larger festive tin packs. It is synonymous to energy & 

nutrition. It has become a part of the daily lives of many Indians. It isn't just a biscuit anymore; but has become an 

icon. Parle G conjures up fond memories across the length and breadth of the country. Be it a big city or a remote 

village of India, the Parle G symbolizes quality, health and great taste. 

Parle - G and Challenges 

Increasing prices of basic Raw materials like, sugar, wheat, milk, and milk powder. This leading to increase in 

manufacturing cost of the biscuits. Parle G is a very price sensitive product. Small increase in price (by 50 paise) in 

past had seen high decline in sales.Even though the Parle is market leader in the segment, others are also trying to 

capture the chunk of market share. Fake brands like Parel G, Parle Jee tried to extract market share. However only 

serious competition faced by Parle G is from Britania Tiger biscuit. 

INFRASTRUCTURE: 

Apart from the original factory in Mumbai, Parle has manufacturing facilities at Neemrana (Rajasthan), Bangalore 

and Bahadurgarh (Haryana). It also has several manufacturing units on contract. 

AVAILABILITY: 

Outside India, Parle-G is available in Europe, UK, USA, Canada, Singapore, etc. In Canada, it is sold by Zehrs, Food 

Basics, Loblaws, etc. for only 99 cents for a 418 gram pack. A more common 80 gram "snack pack" is sold for as low 

as 15 cents at Indian grocers, and 40 cents at major retailers. It is also popular across the world and is starting to sell in 

Western Europe and USA. 

QUALITY: 

http://en.wikipedia.org/wiki/Biscuit
http://en.wikipedia.org/wiki/Parle_Products
http://en.wikipedia.org/wiki/Nielsen_Company
http://en.wikipedia.org/wiki/Neemrana
http://en.wikipedia.org/wiki/Bangalore
http://en.wikipedia.org/wiki/Bahadurgarh
http://en.wikipedia.org/wiki/Europe
http://en.wikipedia.org/wiki/UK
http://en.wikipedia.org/wiki/USA
http://en.wikipedia.org/wiki/Canada
http://en.wikipedia.org/wiki/Singapore
http://en.wikipedia.org/wiki/Zehrs
http://en.wikipedia.org/wiki/Food_Basics
http://en.wikipedia.org/wiki/Food_Basics
http://en.wikipedia.org/wiki/Loblaws
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Hygiene is the precursor to every process at Parle. From husking the wheat and melting the sugar to delivering the 

final products to supermarkets and store shelves nationwide, care is taken at every step to ensure the best product of 

long-lasting freshness. Every batch of biscuits, confectioneries & snacks are thoroughly checked by expert staff, 

using the most modern equipment. This ensures consistent and perfect quality across the nation and abroad. 

Concentrating on consumer tastes and preferences, the Parle brand has grown from strength to strength ever since its 

inception. The factories at Bahadurgarh, Haryana and Neemrana, Rajasthan are the largest biscuit and confectionery 

plants in the country. The factory in Mumbai was the first to be set up, followed soon by the one in Bangalore, 

Karnataka. Parle also has 10 manufacturing units for biscuits and 75 manufacturing units for confectioneries on 

contract. 

EXPORTS: 

The immense popularity of Parle products in India was always a challenge to their production capacity. Now, using 

more modern techniques for capacity expansion, they have begun spreading their wings and are going global. 

Parle bisuits and confectionaries are fast gaining acceptance in international markets, such as, Abu Dhabi, Africa, 

Dubai, South America and Sri Lanka. Even the more sophisticated markets like USA & Australia, now relish Parle 

products. 

As part of the efforts towards a larger share of the global market, Parle has initiated the process of getting ISO 9000 

certification. Many Parle Products have also won Gold, silver and bronze medals at the Monde Selection. 

MARKET: 

According to a Nielsen report released in 2011, Parle-G is the largest selling biscuit in the world. It has 70% market 

share in India in the glucose biscuit category followed by Britannia, Tiger (17-18%) and ITC's Sunfeast (8-9%). The 

brand is estimated to be worth over Rs 2,000 crore (Rs 20 billion), and contributes more than 50 per cent of the 

company's turnover (Parle Products is an unlisted company and its executives are not comfortable disclosing exact 

numbers). Last fiscal, Parle had sales of Rs 3,500 crore (Rs 35 billion). It also is popular across the world and is 

starting to sell in Western Europe and USA. 

AWARDS:  

Parle is the winner of 111 Gold and 26 Silver and 4 bronze awards at the Monde Selection Awards, the global 

standard for quality in Food category.  

LATEST STRATEGY: 

As part of its marketing initiative, Parle Products has recently adopted a major pricing strategy whereby a 5 kg 

‗Parle-G‘ Atta will be available to consumers and, along with ‗Parle-G‘ biscuit pack for free at Rs 90. However, 

competitors, ‗Pillsbury‘ Atta are priced at Rs 104, and, ‗Kissan Annapurna‘ at Rs 102, in similar capacity. 

http://en.wikipedia.org/wiki/ACNielsen
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MARKET STRENGTH: 

The extensive distribution network, built over the years, is a major strength for Parle products. Parle biscuits &sweets 

are available to consumers, even the  most remote places and in the smallest retail outlets. Parle has nearly 1,500 

wholesalers, careering to 4,25,000 retail outlets directly or indirectly. A two hundred strong dedicated field force 

services there wholesalers and retailers. Additionally, there are 31 depots and C&F agents supplying goods to the 

wide distribution network. Parle constantly endeavors at creating products that provide nutrition and fun to the 

common man. Most Parle offerings are in the low and mid-range price segments. This is based on their understanding 

of the Indian consumer psyche. The Value for money positioning helps generate large sales volumes for the products. 

However, Parle Products also manufactures a variety of premium products for the up-market, urban consumers. And 

in this way, caters a range of products to a variety of consumers 

PARLE- G & PRICE MIX: 

Parle G has adopted the Market Penetration strategy i.e. low price along with capturing of a large market. Also they 

focus on providing good quality products at the same time, which means it uses the value pricing method. The 

value-for-money positioning helps generate large sales volumes for the products. Parle G is available in Rs. 2, Rs. 5, 

Rs. 10, Rs. 20 and Rs. 40 packets. 

Profit margin for distributors is 4% and for retailers is 10-12%. Parle-G maintained its price of Rs.4.00 for the last 

25 years & has seen the variation in its sales due to increase in price by mere 50p. 

An in-depth understanding of the Indian consumer psyche has helped Parle develop a marketing philosophy that 

reflects the needs of the Indian masses. With products created bearing in mind both health and taste, Parle products 

equally appeal to fun loving kids & youth. Even today, the great tradition of taste and nutrition is consistent in every 

pack on the store shelves. The value-for-money positioning allows people from all classes and age groups to enjoy 

Parle products to the fullest. 

PARLE–G & PLACE MIX: 

The extensive distribution network, built over the years, is a major strength for Parle Products. Parle G biscuits are 

available to consumers, even in the most remote places and in the smallest of villages with a population of just 1500. 

Parle has nearly 1,500 wholesalers, catering to 4,25,000 retail outlets directly or indirectly. A two hundred strong 

dedicated field force services its huge wholesalers & retailers network. Additionally, there are 31 depots and C&F 

agents supplying goods to the wide distribution network. It has even set up factories at strategic locations & 

Establishment of manufacturing units in rural areas. 

PRICING STRATEGY OF PARLE-G: 

The product is appealing to the consumers as the target audience is basically kids. This product is suitable to all 
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Income groups. Low and mid-range price Segments - The pricing of the product is of low and mid-range so as it suits 

every ones pocket. 

VALUE OF MONEY: 

Value for money allows all age group to enjoy Parle products to their fullest. Strict cost control at every point in 

supply Chain - It reaches 2.5 million outlets, including villages with a population of 500 people 

PUBLIC RELATION: 

Parle has done the following for enhancing public relations: 

In the year 1997, Parle-G sponsored the tele-serial of the Indian superhero, Shaktimaanthat went on to become a 

huge success. 

In the year 2002, a national level promo - `Parle-G MeraSapnaSachHoga' was run for a period of 6 months. The 

promo was all about fulfilling the dreams of children. 

Parle SaraswatiVandana, one of its initiatives, is an inter-school contest based on the Saraswati Puja celebrations. 

Since it started in 2002 it has seen a tremendous increase in participating each year, with entries coming from 

schools of West Bengal. 

In 2005Parle had introduced the novel promotion called Parle GoluGalatacontest in South India. (Golu means Doll 

&Galata means Dhammal) 

Reason of Parle-G Maintaining It’s Price of Rs.4.00 for the Last 25 Years ?   

• Low profit margin.  

• Decrease in weight per biscuit.  

• Bulk purchase of raw material.  

• Reduced wastage - 1% of the 115 tons  

• Increased productivity.  

• Availability in remote places.  

• Avoid sophisticated packing  

• 100g pack costing Rs 4 has net weight of 93.5g from Jan 2008  

• Parle-G has seen the variation in sales due to increase in price.  

By mere 50 paise in 1995 it‘s a brand that has held its price line at Rs 4 for 25 years now -- the price was last raised in 

1994 by 25 paise. So, it's not for nothing that Parle-G is the world's largest-selling biscuit by volumes. 

Not that the company didn't try to raise prices to offset the overall hike in costs. Three years ago it did so, but quickly 

rolled it back after volumes fell sharply and consumers wrote to lodge their protest. 
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"We want to cater to the masses and have consciously tried not to increase the price. Parle-G is available for Rs 50 a 

kg. There are very few food items that are available for Rs 50-60 a kg," says PravinKulkarni, general manager 

(marketing), Parle Products. 

Parle is, of course, not doing it for charity. Soaring input prices meant it opted for reducing the weight of the biscuit 

than increasing the price -- first from 100 gm. to 92.5 gm. in January 2008, and then to 88 gm. in January 2012 - in line 

with other biscuit-makers and FMCG players. 

Regular customers would have noticed the number of biscuits in a pack come down from 16 to 15 even as each biscuit 

became lighter, but they seemed to understand the cost pressures on the firm. The gamble paid off: Parle was able to 

sustain its volumes. Strict cost control at every point in its supply chain also helped -- Parle entered into forward 

contracts with suppliers, outsourced production, increased the number of manufacturing locations to 60 and 

consolidated buying. 

Raw material costs account for 60 per cent of the total costs in this segment and packaging costs (plastic films) 

account for 20-25 per cent of this. 

What makes the Parle G brand tick is also that it has been positioned on the health platform (a single pack of biscuit 

offers 450 calories). Its earlier punch-line was Parle-G: swadhbhare, shaktibhare (full of taste and energy). Currently, 

the brand uses two punch lines. Parle-G: G for Genius and Hindustan kiTaakat (the country's strength). 

It reaches 2.5 million outlets, including villages with a population of 500 people, on a par with Unilever's Lifebuoy, 

ITC's cigarettes or mobile pre-paid cards. 

Competition has, of course, been trying to wean away customers from Parle. Britannia relaunched its Glucose-D 

biscuit as Tiger in 1995 and boasts of 17-18 per cent share, while ITC's Sunfeast glucose has captured 8-9 per cent, 

according to industry sources. 

Even Levers had forayed into this segment in 2003 and launched a glucose biscuit branded as Modern, after it 

acquired the bakery business of Modern. There are strong regional brands, including Priya Gold (west), Cremica 

(north) and Anmol (east). 

Parle-G - Target Base: 

Parle-G is consumed by people of all ages, from the rich to the poor, living in cities & in villages. While some have 

it for breakfast, for others it is a complete wholesome meal. For some it's the best accompaniment for tea. While for 

some it's a way of getting charged whenever they are low on energy. 

Parle Company practices mass marketing for Parle- G which appeals to masses. It is a product liked by everyone 

and does not cater only to a specific group or part of the whole market. Thus it is mass production, mass distribution 

and mass promotion of Parle- G for all buyers. 



ISSN 2277 8683 DMIETR International Journal on Marketing Management Page 31 
 

SWOT ANALYSIS:- 

STRENGTHS: 

(1) Low price as compared to competitors: 

They constantly endeavor at designing products that provide nutrition and taste to the common man. Most Parle 

offerings are in the low and mid-range price segments. The value-for-money positioning helps generate large sales 

volumes for the products. 

(2) Sizeable market share in the country: 

Many of the Parle products - biscuits or confectioneries, are market leaders in their category and have won acclaim 

at the Monde Selection, since 1971. With a 40% share of the total biscuit market and a 15% share of the total 

confectionary market in India, Parle has grown to become a multi-million dollar company. 

(3) An experienced team of sales and marketing executives: 

Sales and Marketing executives are selected through a special process. A proper verification of identity and 

financial background are done for a better structure of the human resource in the company. 

(5) Largest distribution system: 

The extensive distribution network, built over the years, is a major strength for Parle-G. Parle-G is available to 

consumers, even in the most remote of places.Parle has nearly 1,500 wholesalers, catering to 4, 25,000 retail outlets 

directly or indirectly. A two hundred strong dedicated field force services these wholesalers and retailers. 

Additionally, there are 31 depots and C&F agents supplying goods to a wide distribution network. 

(6) Wide coverage area of manufacturing units: 

Parle Products has one factory at Mumbai that manufactures biscuits and confectioneries while another factory at 

Bahadurgarh, in Haryana manufactures biscuits. Apart from this, Parle has manufacturing facilities at Neemrana, in 

Rajasthan and at Bangalore in Karnataka. The factories at Bahadurgarh and Neemrana are the largest such 

manufacturing facilities in India. Parle Products also has 14 manufacturing units for biscuits and 5 manufacturing 

units for confectioneries, on contract. All these factories are located at strategic locations, so as to ensure a constant 

output and easy distribution. 

WEAKNESS: 

(1) Breakage of biscuits while delivering to retailers: 

Sometimes biscuits get damaged while being delivered to retailers. Company should adopt innovative packaging 

techniques. So that the quality of biscuits are good till it reaches the customer. 

(2) No proper replacement system for broken biscuits to retailers: 
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There is no proper replacement system for broken biscuits to retailers. Company should start a program for the 

loyal retailers and wholesalers to reduce their complaints by providing timely supply and replacement. This will 

help in increasing their sales. 

(3) Improper and irregular supply: 

There is improper supply of products to retailers and distributors. The replacement of the damaged and expired 

biscuits should be prompt and without any hassles, so that retailer can be saved from the loss of the expired and 

damaged goods. 

(4) Dependent on its flagship brand, Parle-G: 

The major income source for Parle Company is the Parle-G biscuits. The biggest concern for Parle-G is that the 

brand shouldn‘t become outdated as it is a historic brand. The brand has managed to retain its leadership position 

because it has evolved its campaign with every consumption trend. Hence Parle Company should opt for innovative 

techniques to maintain the brand of Parle-G. 

(5) Poor packaging in family pack of glucose biscuits: 

Should adopt innovative packaging techniques, as consumers are highly attracted towards new packaging. The 

packaging of Parle Glucose biscuits (1/2 and 1 kilogram packs) must be improved for its better sales. The company 

should come up with double packaging as people refuse to buy family pack biscuits with loose packaging. The 

company should take proper measures that the schemes and offers are not gulped by the middlemen, and that it 

benefits the retailers and customers. 

(6) Lack of schemes for retailers and distributors: 

One of the advantages of Parle Company is the wide range of retailers and Distributors. Parle should implement 

more innovative schemes for retailers and distributors 

OPPORTUNITIES: 

(1) Rising demand for innovative packaging in packaged foods: 

Parle should adopt new innovative packaging techniques. Due to proper packaging the quality of the biscuits will be 

retained and will not suffer loss if goods are spoiled before it reaches their place. 

(2) Retaining loyal retailers or wholesalers: 

Parle can motivate retailers and wholesalers with good incentives and programs. The Parle Company should 

maintain the loyal retailers and wholesalers since one of the most important strengths of the company is its wide 

spread distribution network  

(3) Improving supply system for established brands: 
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As discussed in the earlier point the company can attract more retailers and wholesalers. Due to this the company 

can expand the supply system and attract more customers.  

(4) New innovative promotion techniques: 

Parle is weak in Eastern India and Tamil Nadu. To cover up this loop hole, they are giving scholarships to children 

in these states to cover up the corporate equity which is less than Britannia in these states. 

(5) Penetrate the Market Share of the Unorganized Sector 

The Indian biscuit industry is divided into the organized sector that has 60% market share and the unorganized 

sector that has the rest 40% market share. Parle can take a pie of the market share of the unorganized sector by 

tapping rural markets through several government schemes such as mid-day meals.  

(6) Innovation and Rural Market: 

Innovating new products, especially non-glucose type biscuits, and its test marketing in the rural market with its 

existing distribution channel would help them establish a new market in rural India. This would be similar to 

replication of their strategy of innovation following which they launched their product - Hide and Seek that is a 

premium segment product mainly focused in the urban or semi-urban market. 

(7) Going Public: 

Parle is one of the oldest companies in the biscuit market and except for its glucose biscuit business, no other 

product has had a significant impact in the market. In order to follow an aggressive expansion plan and to foster 

world class R&D, it may need funds, which it can easily generate through an IPO because of its brand name. This 

can also help them diversify into different related markets. It is important to note that both of its major competitors, 

namely, Britannia and ITC are publicly listed companies that have aggressively pursued advertising and R&D. 

(8) Diversify in New Markets: 

Today, though Parle has a commanding position in the biscuit industry, the future may be much more competitive 

in this industry. This is because of entry of several new companies into this market. The entry of new product 

suppliers in the market is also one of the Porter‘s five forces which can alter the market scenario. Hence, Parle 

being an established brand should diversify into different market such as dairy products like cheese, butter, etc. 

The image that it has among the Indian masses is that of a ―chai-biscuit‖ providing company in the rural India. 

Specifically, in this context, in the urban sector Parle can create a new image of itself in the confectionary market 

by catering to high end. 

THREATS: 

(1) Highly advertised brands such as Britannia: 



ISSN 2277 8683 DMIETR International Journal on Marketing Management Page 34 
 

Parle faces the adverse competition from Britannia. Now-a-days Britannia has adopted intensive advertisement such 

as through media to promote their products. This can result in less attraction for the brand products of Parle. 

(2) Ever increasing competition from multinationals and local companies: 

ITC is promoting their Sun Feast brand by using strong promotional campaign with Brand ambassador Shah Rukh 

Khan. ITC Foods Ltd has expanded network and is promoting its Sun feast biscuits across 1000 schools in the 

country. Britannia Tiger has brand ambassador Rahul Dravid and VirenderSehwag who are doing heavy duty 

endorsement on their personal equity line for the brand. 

(3) Increase in sale of cheap local bakery products: 

There is sudden increase in bakery products for past certain period of time in the market. Due to this the Parle 

biscuits are facing competition. This can affect the performance of the company. 

(4) Emerging substitutes like wafers, snacks and toast: 

Earlier it was just the biscuit which was available as snacks item. Now there are many other products like wafers 

and toast. Thus company is facing threat due to the new substitute products. 

CONCLUSION 

Marketing strategy is 4ps such as product, promotion, price and place. These are all important aspects of marketing 

strategy. Without these aspects marketing is not possible. Marketing strategy is all about marketing a product. In 

these marketing mix sellers, retailers, buyers, and wholesalers play an important role. Hence, there is lot of scope in 

marketing strategy. Parle company had made huge profit by marketing their products in India and in foreign 

countries. 

It was concluded that Parle is the first preference of both the customers and retailers (Organized and unorganized 

both) because of its price and brand image. 

The Parle Biscuit brands, such as, Parle-G, Monaco, Krackjack, Marie, Hide and Seek enjoy a strong imagery and 

appeal amongst consumers across the world. Which has resulted into Parle-G being the ―world‘s largest selling 

biscuit". 

The Parle name symbolizes quality, health and great taste. Constantly innovating and catering to new tastes 

PARLE-G has built its reputation. 

Parle Products Pvt. Ltd. is now lagging in services to retailers because of improper supply and distribution in some 

areas and competitors taking advantage of these points. Parle Company should take into consideration the 

opportunities and threats as discussed above. This will help the company to maintain its brand image for long time. 

Re 
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Abstract 

The growing economy has witnessed a constant rise in population, rapid industrialization and technological 

revolution. The development and up-gradation of the society with the advanced technology and facilities has 

witnessed a toll on the environment and society at large. As a result of this voices have been raised by Government, 

media, social and environmental activists, against the hazardous and unethical environmental practices. This has 

created the need and urgency to develop and adopt eco-friendly practices in industrial sectors. In this context, in 1987, 

the term sustainable development was coined, embracing three dimensions of sustainability – environment protection, 

economic growth and social equity.  With the increasing significance of sustainability issues at the global level, the 

corporate India is also incorporating them in their business operations. Indian conglomerates like Reliance Industries 

and Tata Steel are in fact enhancing their competitiveness by focusing on green practices. Thus eco-friendly and 

environmentally sustainable practices are important tools in environmental management. 

The current paper focuses on identifying the various green initiatives adopted by Indian manufacturing companies. 

The paper also discusses as how these companies report the various environmental issues- through study of the 

sustainability reports published on their websites. Another objective is to check the industry specific initiatives 

adopted in this direction. The sample consists of manufacturing companies who are practicing environmental and 

eco-friendly Initiatives. The research methodology adopted is the content analysis of the sustainability development 

reports and Annual reports. In order to maximize the benefits from available resources and by doing minimum harm 

to the environment, we have to make optimum utilization of resources, and focus on minimum harm to the 

environment. It will not only provide a cleaner and healthier work environment but also will sustain the resources for 

future generations. 

Key words: Environment management, Green Initiatives, Sustainability reports. 
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Introduction 

 

In today‘s world industrialization and globalization has caused the increased utilization and consumption of our 

natural resources such as air, water and has lead to the generation and emission of Green House Gases (GHGs) and 

hazardous wastes from various industrial sources.Manufacturing in emerging industrial nations, such as India, 

Indonesia, Malaysia, the Philippines, Thailand and Vietnam, has grown significantly in recent years. According to a 

recent report by the Confederation of Indian Industry and Boston Consulting Group, India generates close to 4 million 

tonne of hazardous waste from industrial and biomedical sources. Carbon dioxide emissions have increased more 

than 150 percent. 

The Manufacturing industries are facing increasing pressures to produce products in an environmentally-sustainable 

manner. Both international and national pressures from government and consumers were found to play an important 

role in whether a company adopts green supply chain management principles, with pressures varying to some degree 

depending on the business‘s sector and size.  For the companies, who want to compete in the global market ,it has 

become mandatory to comply with foreign environmental standards and regulations.  Even the consumers are also 

becoming more critical of manufacturers‘ environmental performance  

 

This current  studydiscuses the Case study of L& T  who have adopted and are following various  

environmental friendly principles.The research also includes the content analysis of the sustainability development 

reports and websites, of the  Indian companies in the manufacturing sectors.  

 

Objective 

The paper focuses on the following objectives: 

 

a. To identify the various green initiatives adopted by Indian manufacturing companies. 

b. To review study the industry specific initiatives adopted in this direction. 

c. To identify the additional measures adopted by the companies which can contribute towards the green 

movement. 

Literature review 

To achieve real financial benefits, Indian companies, like those elsewhere, need to follow certain key practices. 

Above all, they must commit to a green philosophy and incorporate green management practices into their product 

lifecycle and supply chain operations.  

 

Ramakrishna (2006) claims that major industries in India focusing on reducing energy consumption, water  50 
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Validating Green Manufacturing (GM) Framework for Sustainable Development in an Indian Steel Industry 

consumption, hazardous substances, waste ,emission also Green purchasing network is spreading its wings in India . 

According to Mukherjee &Kathuria(2006) efforts are taken by leading firms for Prevention of potential hazards to the 

environment as well as getting ISO 14001 certification. Few of the manufacturing firms had ensured to comply with 

the RoHs (reduction of hazardous substance) directive. 

 

Deanna J. Richards(1994) stresses on various CSFs of environmental conscious manufacturing viz. meeting 

customers needs, environmental tradeoffs, reuse, recycle LCA, green design, disposal etc. According to Richard 

Florida et.al (2000) Factors play a key role in the adoption of environmental innovations, referred to as green 

management practices, organizational resources, organizational innovativeness, and organizational monitoring 

systems . 

 

According to Lele .S (2009) [9] there are many drivers which are expanding the boundaries for green manufacturing. 

In summary the major drivers can be grouped into three key areas competitiveness, corporate social responsibility, 

and legislation 

 

 

Case Study- Larsen and Toubro (L&T) Powai West Campus 

 

L&T is a technology, engineering, construction, and manufacturing company. With over seven decades of operation, 

L&T is a respected corporate house in India with a strong legacy of following environment-friendly practices. The 
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company believes energy-efficient alternatives and practices not only result in environmentalconservation, but also 

yield cost optimization. 

 

According to the L&T Sustainability Report, the company has successfully implemented cleantechnologies like clean 

fuel projects, green buildings, super critical power plants, energy-efficient projects and solar power projects.The 

company has won many awards for its eco-friendly projects, including the most recent, The Financial Express – EVI 

Green Business Leadership Award for the year 2010-11. 

 

L&T Powai West Campus is a successful water conservation initiative. The facility‘s water conservation project has 

received the Zero Waste Water Discharge status. The campus reuses waste water for gardening, lavatory facilities, fire 

hydrant, and cooling tower applications, thereby minimizing the wastage of water. 

 

Key project challenges: 

To execute the project, the project management team needed to create a system that would: 

 

 Manage the fluctuations in the wastewater inflow and the supply of treated  

wastewater outflow 

 Manage the uniform degradation of organic matter 

 Keep the reuse of wastewater at a continuous pace even during the  

monsoon season 

 

Project highlights: 

The L&T Powai West campus treats all its waste water and reuses it for non-potable applications with the use of 

state-of-the-art biological treatment technology. In addition to receiving the Zero Waste Water Discharge label, the 

campus has over the past three years reduced its water consumption by 10 percent. 

 

Other notable green achievements at L&T: 

Green Building: 

 

 There are more than six certified green buildings within various L&T campuses with a total measurement of 1.2 

million sq ft. 
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 L&T has constructed more than 10.2 million sqft of certified green space for clients, which it says is the largest 

by any engineering and construction company in India. 

 

Renewable Energy: 

 

 At L&T Powai West campus, 40 percent of the electricity is through wind  

energy. 

 L&T set up 8.7 MW captive wind farm in south India in 2010. 

 Key L&T campuses have rooftop solar photo voltaic installations, 

aggregating to captive generation of 1 MW of solar energy. 

 Overall, renewable energy constitutes to about 12 percent of total energy 

consumption at L&T. 

 

Green House Gases (GHG) Reduction:Over the past four years, L&T has reduced direct and indirect GHG 

emission intensity per employee by 26.2 percent and 37.2 percent, respectively.Construction has now become more 

complex with the advent of new technology, chemicals, and processes. Nowadays a number of materials used in 

construction are hazardous and needs safe handling, usage, storage, and disposal. 

 

Ground water: A precious resource for any construction activity. It may lead to serious implications if not 

donejudiciously. 

 

Waste management: Waste at construction sites can be hazardous, non-hazardous, biodegradable, or 

non-biodegradable. A well-managed projects site collects waste in a systematic manner, each type separately, and 

then gathered at a central waste storage yard. Segregation should be carried out on the basis of reusability, 

recyclability, and treatability. Records of waste generated must be maintained on a daily basis. Disposal must be done 

through an authorized vender or recycler. 

 

Reuse of treated water: Sewage generated at workers‘ enclaves and on site should be treated and reused for various 

construction activities. 

 

Prevention of land pollution: Accidental spilling during painting, shot-blasting, or transfer of oil could pollute the 

land. An impermeable layer with polythene sheets in oil storage area, the collection of split oil for recycling or 
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disposal, and diesel generator sets with drip tray are some useful measures. 

 

Topsoil management: At construction projects, top soil should be preserved and brought back once the construction 

activity is over. During the project duration, topsoil can be stacked elsewhere and put back after construction is over. 

 

Prevention of noise pollution: Provide acoustic enclosures for diesel generator sets and personal noise protective 

equipment to workers exposed to high noise levels. Also regularly monitor noise emission levels of various 

equipments used. Controlling dust generation: Spray recycled water on the roads leading to the construction site at 

regular intervals. Prior to construction operations like demolition, crushing, and chipping spray water to control dust. 

Cover dumpers carrying excavated soils with tarpaulin sheets. 

 

Emission control: Enormous amount of energy is required for construction, mostly in the form of electricity and 

sometimes from a diesel generator, leading to significant emission. Maintain emission permissible norms at all times. 

Heavy vehicles used should regularly undergo pollution tests. 

 

Workers’ accommodation: Ensure that worker habitats comply with national and international standards, as may be 

applicable. The guidance note by International Finance Corporation and European Bank for Reconstruction and 

Development are good reference points. 

 

Other initiatives by Indian Manufacturing Companies 

Suzlon One Earth 

Sustainable approaches at Suzlon One Earth includes 

 

 Energy – renewable resources from construction to operations with optimization of the needs at the source 

 Water – conservation from design to operations 
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 Waste – minimization at the source and responsible disposal methods 

 Material – use of environment-friendly and certified material through efficient sourcing 

 

Reliaince Industries Limited. 

 

RIL is the only Indian company to feature in ―2012 Global 100 Most Sustainable Companies of the world‖ by 

Corporate Knights  

 

Project  

• Vadodara Manufacturing Division won the ―Highest Par Excellence Award - 2011‖ for the Lean Six Sigma 

project from Quality Circle Forum of India (QCFI).  

• Patalganga Manufacturing Division bagged Six Sigma award in the category of ―Best Innovative Continuous 

Improvement‖ at the Lean & Process Improvement Six Sigma Summit organized by International Quality & 

Productivity Center (IQPC) at Singapore.  

• Patalganga Manufacturing Division received the national level first prize at 5th Six Sigma Competition from CII 

in the category of ―Best Quality improvement Project in Continuous Manufacturing Organization‖.  

• Hazira Manufacturing Division won First & Second honours in the ―Best Process Improvement Project‖ in 

manufacturing category at Lean Six Sigma & Process Improvement Summit organized by International Quality & 

Productivity Center (IQPC) in New Delhi. 

 

Health, Safety and Environment  

• Hazira Manufacturing Division won American Society for Training & Development (ASTD) Award for ―Safety 

& Operational Training for Employees & Contractors‖.  

• Jamnagar DTA Refinery was honoured with the Five Star Award for Health & Safety Management by the British 

Safety Council, UK.  

• The Jamnagar SEZ Refinery received the Five Star Award for Environment Management System by the British 

Safety Council, UK.  

• Jamnagar SEZ Refinery received the Golden Peacock Environment Management Award for the year 2011 from 

GPA Secretariat, New Delhi  

• Vadodara Manufacturing Division received the CII Environment Best Practices Award 2012 for ―Most Innovative 

Environmental Project‖  

Sustainability  
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• RIL won the prestigious National Golden Peacock Award 2011 for its outstanding contribution in the field of 

corporate sustainability.  
• Hazira Manufacturing Division won the prestigious CII-ITC Sustainability Award for the year 2011 for its strong 

commitment towards sustainable excellence. 

Dabur India Ltd. 

 

Pantnagar Greenhouse Project 

On the lines of the state-of-the-artGreenhouse facility established at Banepain Nepal, Dabur has now set up 

theJeewanti Centre of Medicinal Plant inPantnagar, Uttarakhand. It is designed to produce seeds and seedlings of 

endangered medicinal plants.Such produce shall be eventually provided to farmers and forest-based communities to 

sustain the biological diversity.Spread over 16 acres of land in close proximity to Pantnagar, the facility comprises 

of: 

 

OO Greenhouse Complex - for production of seedlings and vegetative propagules 

OO Supportive Infrastructure 

OO Open field – for production of seeds and underground propagules 

OO Water bodies for Aquatic species 

OO Training Hall 

 

The Greenhouse Complex consists of covered areas to attain appropriate degree of environmental controls required 

for seed germination and for root induction in stem cuttings. 

Keylong Valley Project 

Dabur has been actively working in Lahaul Valley of Himachal Pradesh to increase cultivation of endangered and 

rare medicinal and aromatic plants (MAPs) for more than three years now. This initiative, in addition to enhancing 

the production of critical medicinal plants, has been designed to enhance economic returnsto farmers in the region.  

North-East Project on Chirayita 

Chirayata is an important medicinal plant used in generic Ayurvedic medicines meant for malarial conditions. Over 

a period of time, the plant has been facing high-degree threats.A pilot project has been undertaken in Arunachal 

Pradesh to grow a rare medicinal plant Chirayita among the Kwi Orchards in Zero Valley of Arunachal 

Pradesh.Being implemented in collaboration with the Department of Horticulture, Government of Arunachal 

Pradesh, the project would establish appropriate protocols for its cultivation in an inter-cropping mode. 
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Carbon Footprint 

In its over 127 years of existence, Dabur India Ltd has achieved and maintained its leadership status due to its 

dedication to nature, corporate and process hygiene,dynamic leadership and commitment to its partners and 

stakeholders. In a step towards serving these very business goals, Dabur has – through Ernst & Young (E&Y) – 

undertaken a voluntary assessment of Carbon footprint to put in place an action plan for reducing thesame in the 

future. 

 

Tata Group 

Tata Chemicals have initiated the innovative campaign for the conservation of whale shark. Tata Chemicals and 

organisations such as the Wildlife Trust of India (WTI), the International Fundfor Animal Welfare and the Gujarat 

Forest Department. The ‗Save the whale shark‘campaign, which kicked off in September 2003, was conceptualised 

to end  the whale shark trade in Gujarat and ensure the long-term survival of the species. 

Tata AutoComp’sTata Green Batteries replace traditionally used hazardous chemical elements like antimony with 

an environmentally-friendly calcium-calcium (C-C) alloy 

 

Guided by the strong eco-friendly and corporate sustainability policies of Tata and GS Yuasa, environment 

friendliness has become a way of life at Tata AutoComp‘s Tata Green Batteries. Tata Green Batteries is also 

working very closely with the regulatory authorities of the Government of India and the BMHR team (Battery 

Management and Handling Rules 2001) to ensure that all the used batteries are collected and properly disposed. 

 

The Tata Nano features a specially designed Tata Green battery, made with the same technology. In line with Nano‘s 

development objective of packing the vehicle with lighter and economical components, the special battery uses 14 per 

cent less lead, is 24 per cent smaller than the smallest battery and yet delivers the same power and higher life cycles 

(greater number of cranks). This makes the special battery for the Nano an icon of eco-friendliness. 

 

Green technologies (a Jaguar Land Rover initiative):JLR aims to minimise the environmental impact of its 

products and operations by introducing change and new ideas, improving efficiency and investing in 

innovative technology. With a strategic goal of reducing its business impact on climate change by 25 per cent 

by 2012, JLR is at the forefront of UK research and development (R&D) into low carbon technologies. 
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The company has invested £800m in technologies to reduce CO2 emissions from its vehicles. JLR spends £400m a 

year on R&D and has an aggressive target of achieving a 120g / km vehicle fleet average by 2020. 

JLR is working with partners in the supply chain and academic institutions to develop future technologies that could 

be applied to a range of vehicles. Included in this work are projects supported by the Technology Strategy Board and 

the Department for Transport, through the low carbon vehicles innovation platform. It is also involved in a project to 

deliver a global premium vehicle demonstrating a 25-30 per cent reduction in carbon dioxide emissions with no loss 

of performance. 

Tata Teleservices (TTSL) Tata Teleservices (TTSL) has introduced Print Manager, an innovative software designed 

to curb excessive printing and create awareness about the environmental and cost impact of organisational printing 

requirements. At TTSL, Print Manager has reduced the volume of printing from 77,277 sheets per day to 20,320. 

Steel Authority of India Ltd. 

 

Steel Authority of India Ltd. Has environmental policies which emphasizes, conducting operations in ― 

environmentally responsible manner to comply with applicable regulations and strives to go beyond‖. 

Various initiatives have been taken by SAIL under the Green belt Programme, which focuses upon introducing 

smokeless ovens,green locomotives and water conservation at its plants. Order have been placed for Technologically 

advanced eco-friendly equipments for Rs 5,000 Crore (According to the SAIL Officials) . The company has entered 

into an agreement with the department of Bio-Technology, Centre for Environment of Degraded Ecosystem and 

Delhi University to restore the out areas. At Bokaro Plant bio diesel is blended with locomotive fuel to conserve fossil 

fuel reserve. 

 

Recommendations and suggestions:  

 

 The various green initiative measures taken would not only include energy inclusions, but also will 

contribute towards improving the quality of life in India. To ensure the successful and effective 

implementation of the  process, initiation should be made in the following directions focusing on :  

 Incentives, including financial ones – Companies that go beyond existing regulation should be rewarded 

accordingly. 

 Disclosure, including mandatory rules – Basic environmental information should be disclosed, preferably in 

line with internationally agreed standards such as the Global Reporting Initiative -(GRI). 
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 Existing standards must also be met. Progressive companies must be allowed the opportunity to identify 

areas where reporting needs are most acute, while non-companies could be exposed, for example on a 

national blacklist. 

 The manufacturing companies could work with the government in order to ensure that an overarching 

investment and export framework is developed, that supports proactive companies contributing to 

sustainable development. 

 Initiatives such as the Global Reporting Initiative and the Carbon Disclosure Project should be encouraged. 

 

Conclusion 

 

Integration of sustainability into long-term business strategy and growth plans is becoming increasingly important. A 

well defined sustainability strategy enables an organization to devise a road map that will create sustainable value for 

stakeholders while improving the bottom-line. Green industry practices not only enjoy benevolent public sentiment 

and the psychic income of a lower carbon footprint, but increased cost savings, supportive government policies, and 

ever-increasing profitability as well.  

A proactive approach in addressing sustainability results in effective risk management, cost and resource savings as 

well as brand enhancement. For companies with high ambition, reputation and brand as key drivers, it is important to 

instill a culture of corporate responsibility within. For that to happen, diversification and growth of business with a 

clear sustainability context is perceived to promote larger visibility and intrinsic value in the long run. 
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Abstract   

Event management are need  in almost any kind of business - entertainment, finance, government, retail, fashion, 

sport, music... And so their day to day job can be filled with a huge range of exciting challenges and unique situations. 

Therefore, the role of Event Management increases day by day. In order to get profit and to survive in the competition 

Event Management should change according to the requirements of the Market. Therefore, to meet the requirements 

of the market lots of trends are innovated in the market. The study on bad planning are destroying good planning is in 

management. This paper aims to study the challenges in event management and also to suggest some of concept planning to deal 

with the crucial problem of managing and suggesting strategies for sustaining in disorderly times of Business.  

 

Key Words  

    Product, Event Management, Concept planning, Strategies, Promotional 

Introduction 

Event management is the application of project management to the creation and development of festivals, events 

and conferences. 

Event management involves studying the intricacies of the brand, identifying the target audience, devising the event 

concept, planning the logistics and coordinating the technical aspects before actually launching the event. Post-event 

analysis and ensuring a return on investment have become significant drivers for the event industry.  

The recent growth of festivals and events as an industry around the world means that the management can no longer 

be ad hoc. Events and festivals, such as the Asian Games, have a large impact on their communities and, in some 

cases, the whole country. 

The industry now includes events of all sizes from the Olympics down to a breakfast meeting for ten business people. Many industries, 

http://en.wikipedia.org/wiki/Project_management
http://en.wikipedia.org/wiki/Festival
http://en.wikipedia.org/wiki/Target_audience
http://en.wikipedia.org/wiki/Festivals
http://en.wikipedia.org/wiki/Asian_Games
http://en.wikipedia.org/wiki/Olympics
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charitable, and interest groups will hold events of some size in order to market themselves, build business relationships, raise money or 

celebrate.There are 5 Stages important in Event management. 

1)  Concept Planning 

2)  Research  

3)  Strategic Planning 

4)  Implementation 

5)  Evaluation 

 

 

1.Conecpt of Event  planning 

A)Event Brief & proposal 

B)  Event Stakeholder 

C)  Event Dates 
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D)  Event Venue 

E)  Event Budget/Cost 

    A)Event Brief & Proposal 

Event data warehouse, data warehousing, data acquisition , metadata management , data mining , data cleansing, data 

capture , Data Warehousing definition, Ralph Kimball, database technology management experience , data 

warehouse design expertise.  

B)  Stakeholder 

A person, group or organization that has interest or concern in an organization. Stakeholders can affect or be 

affected by the organization's actions, objectives and policies.  

  

Examples of key            

creditors, directors, employees, government (andits agencies), owners (shareholders), suppliers, unions, and 

the community from which the business draws its resources. Not all stakeholders are equal. 

A company's customers are entitled to fair trading practices but they are not entitled to the same consideration as 

the company's employees. 

      An example of a negative impact on stakeholders is when a company needs to cut costs and plans a round of 

layoffs. This negatively affects the community of workers in the area and therefore the local economy. Someone 

owning shares in an business such as Microsoft is positively affected, for example, when the company releases a 

new device and sees their profit and therefore stock price rise.  

C)  Dates 

The Fix day of the  Fix month or year as specified by a number. 

D)  Venue 

The statement naming the place and person before whom an affidavit is sworn. 

E)  Budget 

An estimation of the revenue and expenses over a specified future period of time. A budget can be made for a 

person, family, group of people, business, government, country, multinational organization or just about anything 

http://www.businessdictionary.com/definition/person.html
http://www.businessdictionary.com/definition/group.html
http://www.businessdictionary.com/definition/interest.html
http://www.businessdictionary.com/definition/concern.html
http://www.businessdictionary.com/definition/action.html
http://www.businessdictionary.com/definition/objective.html
http://www.businessdictionary.com/definition/policy.html
http://www.businessdictionary.com/definition/employee.html
http://www.businessdictionary.com/definition/government.html
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http://www.businessdictionary.com/definition/owner.html
http://www.businessdictionary.com/definition/shareholder.html
http://www.businessdictionary.com/definition/supplier.html
http://www.businessdictionary.com/definition/union.html
http://www.businessdictionary.com/definition/community.html
http://www.businessdictionary.com/definition/business.html
http://www.businessdictionary.com/definition/draw.html
http://www.businessdictionary.com/definition/company.html
http://www.businessdictionary.com/definition/customer.html
http://www.businessdictionary.com/definition/entitled.html
http://www.businessdictionary.com/definition/trader.html
http://www.businessdictionary.com/definition/practice.html
http://www.businessdictionary.com/definition/impact.html
http://www.businessdictionary.com/definition/need.html
http://www.businessdictionary.com/definition/costs.html
http://www.businessdictionary.com/definition/plan.html
http://www.businessdictionary.com/definition/round.html
http://www.businessdictionary.com/definition/worker.html
http://www.businessdictionary.com/definition/economy.html
http://www.businessdictionary.com/definition/share.html
http://www.investorguide.com/stock.php?ticker=MSFT
http://www.businessdictionary.com/definition/release.html
http://www.businessdictionary.com/definition/device.html
http://www.businessdictionary.com/definition/profit.html
http://www.businessdictionary.com/definition/stock.html
http://www.businessdictionary.com/definition/labor-rate-price-variance.html
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else that makes and spends money. A budget is a microeconomic concept that shows the tradeoff made when one 

good is exchanged for another.  

2)  Research  

A)  Market  

A medium that allows buyers and sellers of a specific good or service to interact in order to facilitate an exchange. 

The price that individuals pay during the transaction may be determined by a number of factors, but price is often 

determined by the forces of supply and demand.  

B)  Competitor 

Any person or entity which is a rival against another.In business, a company in the same industry or a similar 

industry which offers a similar product or service. The presence of one or more competitors can reduce 

the prices of goods and services as the companies attempt to gain a larger market share. Competition also requires 

companies to become more efficient in order to reduce costs. Fast-food restaurants McDonald‘s and Burger King 

are competitors, as are Coca-Cola and Pepsi, and Wal-Mart and Target 

3)  Strategic Planning 

Strategic planning is an organization's process of defining its strategy, or direction, and making decisions on 

allocating its resources to pursue this strategy. 

In order to determine the future direction of the organization, it is necessary to understand its current position and the 

possible avenues through which it can pursue particular courses of action. Generally, strategic planning deals with at 

least one of three key questions: 

1. "What do we do?" 

2. "For whom do we do it?" 

3. "How do we excel? 

 

A)  Marketing 

 

http://www.businessdictionary.com/definition/person.html
http://www.businessdictionary.com/definition/entity.html
http://www.businessdictionary.com/definition/business.html
http://www.businessdictionary.com/definition/industry.html
http://www.businessdictionary.com/definition/offer.html
http://www.businessdictionary.com/definition/product.html
http://www.businessdictionary.com/definition/final-good-service.html
http://www.businessdictionary.com/definition/price.html
http://www.businessdictionary.com/definition/goods-and-services.html
http://www.businessdictionary.com/definition/company.html
http://www.businessdictionary.com/definition/gain.html
http://www.businessdictionary.com/definition/market-share.html
http://www.businessdictionary.com/definition/competition.html
http://www.businessdictionary.com/definition/order.html
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http://www.businessdictionary.com/definition/target.html
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The activities of a company associated with buying and selling a product or service. It includes advertising, 

selling and delivering products to people. People who work in marketing departments of companies try to get the 

attention of target audiences by using slogans, packaging design, celebrity endorsements and general media exposure. 

The four 'Ps' of marketing are product, place, price and promotion. 

 

 

1)  Product 

A product is the item offered for sale. A product can be a service or an item. It can be physical or in virtual or cyber 

form. Every product is made at a cost and each is sold at a price. The price that can be charged depends on the market, 

the quality, the marketing and the segment that is targeted. Each product has a useful life after which it needs 

replacement, and a life cycle after which it has to be re-invented. In FMCG parlance, a brand can be revamped, 

re-launched or extended to make it more relevant to the segment and times, often keeping the product almost the 

same.  
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2)  Product Price  

A Product value that will purchase a finite quantity, weight, or other measure of a good or service.As 

the consideration given in exchange for transfer of ownership, price forms the essential basis of commercial 

transactions. It may be fixed by a contract, left to be determined by an agreed upon formula at a future date, or 

discovered or negotiated during the course of dealings between the parties involved. 

In commerce, Product price is determined by what (1) Product a buyer is willing to pay, (2) a seller is willing to 

accept, and (3) the competition is allowing to be charged. With product, promotion, and place of marketing mix, it 

is one of the business variables over which organizations can exercise some degree of control. 

It is a criminal offense to manipulate prices (see price fixing) in collusion with other suppliers, and to give a 

misleading indication of price such as charging for items that are reasonably expected to be included in the 

advertised, list, or quoted price. Also called sale price and selling price. 

 

3) Product  Place 

A particular position, point, or area in space; a location. 

4)  Product Promotion 

ProductPromotions refer to the entire set of activities, which communicate the product, brand or service to the user. 

The idea is to make people aware, attract and induce to buy the product, in preference over others. 

B)  Operation Management (O.M) 

Operations Management deals with the design and management of products, processes, services and supply chains. It 

considers the acquisition, development, and utilization of resources that firms need to deliver the goods and services 

their clients want. 

The purvey of OM ranges from strategic to tactical and operational levels. Representative strategic issues include 

determining the size and location of manufacturing plants, deciding the structure of service or telecommunications 

networks, and designing technology supply chains. 

Tactical issues include plant layout and structure, project management methods, and equipment selection and 

replacement. Operational issues include production scheduling and control, inventory management, quality control 

and inspection, traffic and materials handling, and equipment maintenance policies. 
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4)  Implementation  

Implementation is the carrying out, execution, or practice of a plan, a method, or any design for doing something. 

As such, implementation is the action that must follow any preliminary thinking in order for something to actually 

happen. In an information technology context, implementation encompasses all the processes involved in getting 

new software or hardware operating properly in its environment, including installation, configuration, running, 

testing, and making necessary changes. The word deployment is sometimes used to mean the same thing.  

A)  Running  of the event 

Running of the event relates to Execution of the program   until  the  last stage.  

B)  Evaluation of the event  

An event as defined here is a systematically planned happening or action on the part of an organization or 

institution designed to reach the largest possible audience or section of the public, which uses elements with a high 

attention value to achieve that end, e.g., music, billboards, happenings and similar. Event evaluation is analysis of 

the efficiency and efficacy of such events using a range of empirical methods. Event evaluation measures 

investigate impact at all levels. 

1 Applications Event evaluation can be performed for all of an organization's events, e.g. Trade fair participations, 

open days, gala evenings, exhibitions, seminar and conferences. 

Investigation can determine how many people took part in the event or heard of it (output), whether the event 

achieved the defined goals among the chosen target groups (outcome) and the efficiency or cost-effectiveness of the 

event in comparison with other communication measures. The financial success (outflow) can be determined for 

instance if the event was associated with direct purchasing actions (trade fairs, sales events, etc.). 

2  Conduct  Requirements for event evaluation are: 

 Define target groups to be reached 

 Define goals (e.g. Contact figures) 

 Define desired benefit (impact on target groups) 

 Count the cost. 

http://searchexchange.techtarget.com/definition/configuration
http://www.communicationcontrolling.de/en/knowledge/levels-of-impact-and-evaluation.html
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Evaluation is conducted in three phases: before, during and after the event. Before the event, the baseline values for 

the respective endpoints are determined, for example by surveys (e.g. Image). 

During the event, visitor analysis is performed, i.e. Output determination. This involves determining the number of 

contacts by counting the participants. It also involves observing visitor structure, i.e. Distribution of participants 

among the various target groups. Observation and surveys on event performance additionally discloses reasons for 

the success of the event, and hence provides pointers for improvements. At trade fairs in particular, records of talks 

are useful in terms of noting the interests and contact details of discussion partners, and for use after the trade fair for 

noting which talks finally resulted in closure of a deal. In this manner, a financial success (outflow)can be attributed 

to the event. 

After the event, measurement of contacts with non-participants (output) takes place, i.e. Target persons who did not 

attend the event but were reached through media coverage and advertising. Media response analysis is performed for 

this purpose. The key element of evaluation is however repeat survey of the target group by endpoint, in order to 

determine the impact (outcome) of the event by comparison with the baseline value. Finally, the efficiency of the 

event versus other measures will be assessed on the basis of the outcome measures given below. 

The time and cost of evaluation depends on the duration of the event and size of the target population. Approximately 

one month should be earmarked in each case for pre- and post-event surveys. 

The shortcomings of event evaluation reside in the high workload. Another drawback is that the development of 

outcome measures to gauge success is not yet complete. 

4. Indicators  

 Contact cost ratio = event cost / number of target persons reached 

The contact cost ratio expresses the costs necessary to achieve one person in the target group. The lower the ratio, the 

more efficient the event. 

 Equivalent communication value 

This calculates the costs that would have arisen by attempting to reach the target groups through the use of other 

measures, and compares that figure with the event costs. If the event costs are lower than the equivalent 

communication value, the event is efficient. 

B)  Feed of the company 

Information coming directly from customers about the satisfaction or dissatisfaction they feel with a product or 

http://www.businessdictionary.com/definition/information.html
http://www.businessdictionary.com/definition/customer.html
http://www.businessdictionary.com/definition/satisfaction.html
http://www.businessdictionary.com/definition/product.html
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a service. Customer comments and complaints given to a company are an important resource for improving and 

addressing the needs and wants of the customer. The information is procured through written or 

oral surveys, online forms, emails, letters, or phone calls from the customer to the company. 

Conclusion 

It seems clear that planning of Product Promotion in Event Management is of great importance. It is largely 

instrumental in creating awareness in customers regarding any product as well as the concerned company. In a 

particular event huge public gathers on a single platform and hence any kind of promotion has larger impact. This 

directly or indirectly results in business boom. However, planning of promotion in an event requires extreme 

carefulness since a single mistake      can have a negative impact thereby destroying the very purpose of promotion.  
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ABSTRACT 

For society to gain the most advantage from entrepreneurship, the entrepreneur's desire to control their products and 

markets must be balanced with the socially desirable impact of standards to distribute technology and market 

control. Groups of technologies sustain new waves of human civilization. In each wave of civilization the balance 

between the desires of entrepreneurs and the needs of society has been achieved differently. The information age is 

built on the technologies that create information systems. The expanding standardization of these technologies is a 

hallmark of the information age. However, proprietary control of information technology standards by 

entrepreneurs is changing the balance between private gain and public good. Post-information age standards offer 

the entrepreneur new ways to achieve commercial advantage yet support public standards. It is now generally 

agreed that small businesses are one of the key engines of growth in many developing countries by contributing to 

employment creation. In this paper, it is argued that micro and small businesses cannot grow or succeed unless they 

are entrepreneurial. It is with this view in mind that this paper proposed that effort must be placed on the 

development of entrepreneurial behaviour in small business. 

 Introduction : 

A person who organizes, operates, and assumes the risk for a business person who takes on the risks of starting a 

new business. Many entrepreneurs have technical knowledge with which to produce a saleable product or to design 

a needed new service. Often, venture capital is used to finance the start-up in return for a piece of the equity. Once 

an entrepreneur‗s business is established, shares may be sold to the costumer.  

An individual who, rather than working as an employee, runs a small business and assumes all the risk and reward 

of a given business venture, idea, or good or service offered for sale. The entrepreneur is commonly seen as a 

business leader and innovative Entrepreneurs play a key role in any economy. These are the people who have the 

skills and initiative necessary to take good new ideas to market and make the right decisions to make the idea 

profitable. The reward for the risks taken is the potential economic profits the entrepreneur could An Entrepreneur 

is someone who has bundles of new ideas, ventures for business and is responsible for risks involved and also for 

outcome of it. These are person who are player in competitive world of business. Some mention them as business 

man as they have their own business and run it. 

 Definition –  

1) A business entrepreneur is a person who contributes the inventions in world of commerce. On other hand, social 

entrepreneurs are those people who cause social change in field of society. All those above definitions state that an 

entrepreneur is a person who not only starts any sort of business but also leads and encourage changes within the 

business field.  
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2) Different people have different definition for Entrepreneurs. According to Dale tucker an entrepreneur is a 

person who assures and control of his future. He does this by getting self employed by opening his own business or 

joining a multi level marketing team.  

3) Some eligibility to look into a entrepreneur are Planning and organization, capable of handling money, dealing 

products and ideal, management, capacity to work in team, risk taker, etc. He should have capacity of assembling 

and acquirement of particular goals, reservation to move into a commitment. He should be capable of meeting up 

the work schedules. 

 

 Role of Entrepreneur : 

 

Entrepreneurs are linked in many fields and are determined in different way by different people. The word has his 

origin in French and it has developed into many meanings that related to people who accept the risks, starting a 

business. Entrepreneurs are the ones who are the founder the company and also are the one who take the risks in 

their business. Usually the common knowledge with entrepreneurs is that they are one who are builders of new 

entities which is made to offer advanced or present services or products in market. There is also profit and 

non-profit matters may vary according to the type of business management.   

They are considered one the most vital part of this capitalistic world. They are one who takes the credit of profit and 

loss as they are the one who take control of the funds. These require lot of hard work and fulfilling the demand in 

that particular area. They are the one who provides satisfaction to our need and get benefit in exchange for the 

supplying. Their mostly focus relies on the gain of profit with a product or service. There are various types of 

entrepreneurs in market. As with upcoming technology and services, there are entrepreneurs satisfying everyone 

need. Now day‗s entrepreneurs are more developed compared to old days.  

Risks can‗t be calculated and estimated. Risks are dominated on insurance principles. There are many methods 

through which their degree or frequency can be evaluated. Entrepreneurs are qualified for both as decision taker and 

performer. They provide you answer to straightaway and long full term requirements, which are unattainable, even 

when business procedures are carefully analyzed. 

They are planners for increasing their resources. They mix the factors like land resources, capital, labour and other 

sources which helped in make the products which would meet the demands of a person. As he is a organizer he has 

the power of leading and is leader. Organizers have right to set things in their places. Leader should have mixtures 

of values and abilities which would support the group. 

 

 Entrepreneur’s opportunity of the beginning : 

Not everyone can be a good Entrepreneur. If you want to know that you are a successful entrepreneur or not you 

should ask yourself. Before implying any ideas on business, you should think long and hard, decide if these things 

are possible or not. Would your ideas bring business and returns good revenues in business? For being an 

entrepreneur of business you should have passion for starting own and maintaining the business. There are many 

risks involved in these business, you have to ready for it. 

Representing as an entrepreneur can change your life. You always have to be prepared for different circumstances 

throughout the business. There are some particular attributes that every entrepreneur must have or should develop 

on his own. These admit persistence, hard work, independence, belief in oneself, dedication and loyalty towards the 
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quality and success. There are many more characters for a perfect and successful entrepreneur. If you have these 

qualities in you, then your procedure follows to what sort of business you would establish and poses. 

 There are thousands of chances available for the beginning of an entrepreneur. There are wide range of choices, 

you should choose one in which you are going to engage yourself. You would find usually two types of approaches 

while finding appropriate entrepreneur chance for yourself. One traditional approach is listening to your heart or 

bends towards your passion. When following this first approach you need to do systematic and organized process in 

order to continue. It takes up careful projecting thorough explore of the market, understand a need and making the 

product or service to satisfy and meet that need. You have to decide in which field you are most concerned about. 

After that you can now enter into it by researching the pros and cons of that industry. You should also explore the 

different business found within that sector. Once you are done with this process, the next step follow is to survey if 

there is any unfulfilled demand in form of merchandise, services, costs, etc. Therefore you can proceed to analyze 

the rival and assuring how their business example works. 

You can make the beginning by building your preliminary business plan. You should be aware and have done 

market research for it. After researching you should see the market potential for the business you opt for. Revise 

and re assess the business plan and decide who can assist you in providing finance for your business.  

When following second approach for choosing right type of entrepreneur opportunity, you should follow behind 

your passion and the finance would be coming in some way. This involves risk and it can be attained by doing 

discovering and keen observations. You should look around you for different product and services to meet your 

needs. One type of approach for business is called imitation. This helps you in simply find the business model and 

copy in other area of market. You can get support of franchises for your business models. 

 

 How entrepreneur start home based small business: 

Many are the ways that lead to the pathway to success. There are a number of entrepreneurs who try the franchise 

system and walk their way to fame. A lot has been and can be talked about the franchises. The best of franchise 

opportunities is that one is allowed to walk in the market with a brand name that already has a strong place in the 

market. One who enters this way does not have to make efforts to popularize the product or service associated with 

the brand name. 

You have taken the responsibility to take the business ahead and not only the products. Which means you must be 

able to convince that you are supporting the best brand and you are the right person to get it through. Otherwise, 

there are many others who can make the same thing available. In case the products that your franchise deals in are 

the same as some other then you have to convince that you are best. If you think you cannot sell yourself this way 

then the franchise business is not for you. You can think of starting some other home based or small business. There 

are a lot of other reasons for which people choose small home based business. 

 

1. Problem for finance:-  

Not all has the finance with which they can rent a space. Therefore, they prefer small home based business. Small 

business is too good for the beginners. With this a lot of money is saved which is otherwise required to be spent on 

the rent. It is not easy for anyone to arrange finance when one starts any kind of business. Therefore, one of the best 

options is to save. 

 

2. Ease- 
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small businesses are easy for the entrepreneurs. The concept is that they stay at home and make money. With the 

home based business one does need to go for so many legal formalities. Several time it is tough to get lease for the 

rented place for business, which one is saved from, when operating from home. 

 

3. Ready customers: 

With the business that is home based those who live in the same area and are known to you are already a part of 

your consumer group. For example one who cooks too well and is known for cooking in the area, if starts a 

restaurant, he/she would not have to publicize much. The people in the area who have tasted her food would be 

happy to pay her for skill in her business.  

Many people understand it well that it is tough to find customers, if you are not known in the area you try to set 

your business in. but if you have good relations and know a lot of people they would come to you and pay you for 

your product or service. You must plan cautiously, as this is base for strong business and for the success of the 

business. Also, home and business finance ought to be kept separate. Maintain all the records and go ahead. 

 

 Characteristics of Entrepreneur : 

Do you have what it takes to succeed? The path to becoming a successful entrepreneur is no picnic. It takes a 

special kind of person with a lot of heart to sustain the long and difficult journey. The journey is a long and windy 

road, but the rewards are endless. Are you ready to take the path less taken? If so, you really need to know the 

successful characteristics of all entrepreneurs. 

There are some important characteristics that separate the weak from the strong. These three characteristics of 

entrepreneur are special traits that most people don‗t posses. If people are willing to embrace these characteristics, 

they will have the other traits needed to achieve success. Having these traits will benefit people in all areas of their 

life, not just as an entrepreneur. 

The three characteristics of entrepreneur are the willingness to go through The Dream-(Passionate), The 

Struggle-(Determination), and The Victory (Humbleness). 

 

 Qualities of Entrepreneur : 

Self motivated, persuasion, self confident, confidence, risk taking, knowing facts .also some of the qualities of 

entrepreneur are as follows : 

 

 Risk : 

Risk taking is also an important component of any entrepreneur. Time and again, the Entrepreneur that succeeds did 

so because they took a higher risk than their competitors". So even the banks feel that entrepreneurs are generally 

risk-takers. He goes on to say "While some skills and knowledge can be taught, I do believe that, generally, 

Entrepreneurs are born. It is very difficult to teach someone to be a risk taker when their natural stance is to be risk 

averse; someone who is not particularly determined is unlikely to be able to be taught an in-built determination to 

succeed". So I have found at least one published view that risk-taking is a paramount skill of the entrepreneur, and 

that this is a skill which cannot really be taught. 

 

 Calculated risk taker : 

We are not talking about foolhardy gamblers here, but people who tend to be willing to take carefully calculated 

risks. They do not suffer from "analysis paralysis", so they do not waste precious time over-analyzing. 
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 Active:  

Having dreams and aspirations about becoming a successful entrepreneur is all well and good. However, it is much 

easier to dream, than it is to roll up our sleeves and take action to ensure that we make those dreams come true. 

 

 Persistence : 

It can be relatively easy to think up ideas, and it can be easy to start. However, it is not so easy to continue taking 

action day after day, especially if success is not instant. However, successful people often demonstrate a high level 

of commitment and persistence. It is the staying-power that often counts. 

 

 Cautiously Optimistic : 

A negative outlook on life is a disadvantage, as it will be conveyed to prospects and customers. Successful 

Entrepreneurs tend to have a "can do" attitude, and to see opportunity where others only see problems. 

 

 Goal Oriented : 

Entrepreneurs take a lot of satisfaction in setting and reaching goals.. Most human beings have a natural desire to 

find satisfaction in their accomplishments. However, successful people tend to write down their goals, check them 

through daily, and regularly review them until they achieve success. 

 

 

 Customer Oriented : 

We can only help ourselves through helping others, which includes providing people with a service they need 

 Passion : 

Entrepreneurs aren't just motivated by a desire to earn a living. They usually have such an interest in their line of 

business that it rarely seems like work to them. 

 

 Flexible : 

Things change rapidly, especially online. The successful Entrepreneur is willing to overcome mistakes, meet new 

challenges head-on, and adapt to change. Doing so can mean the difference between success and failure. 

 

 Importants Skills of Entrepreneur : 

1) The Home Business Musts 2) Do what you enjoy 3) Take what you do seriously 4) Plan everything 5) Manage 

money wisely 6) Ask for the sale 7) Remember it's all about the customer 8) Become a shameless self-promoter 9) 

Get to know your customers 10) Level the playing field with technology 11) Build a top-notch business team 12) 

Be access Create a competitive Sell benefits. 13) Invest in yourself 14) Become known as an expert 15) Build a 

rock-solid reputation 16) Get involved 17) Grab attention 18) Master the art of negotiations 19) Design your 

workspace for success 20) Get and stay organized 21) Take time off Limit the number of hats you wear 22) 

Follow-up constantly. 
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 TYPES OF ENTREPRENEURSHIP : 

 

 The Manager Entrepreneur : 

This is the type of person who becomes involved with start-ups once they have received a fair bit of funding and are 

just beyond the first high-risk stage. These people often call themselves entrepreneurs because they are close to 

entrepreneurs and have worked at start-ups. I think it is safe to say these entrepreneurs are more like managers then 

entrepreneurs and they might be very good at it too. 

 The Setup For Failure Entrepreneur : 

This is the kind of entrepreneur that has failure written all over everything he does. All he does is complain, and 

when he takes on a project it is too ambitious and destined to fail even before he starts. he never gives up, of course, 

but you wish he would. 

 The Lifestyle Entrepreneur : 

Some people just want to live the life and act the part. They promote entrepreneurship, have lots of ideas about 

entrepreneurship but they don‗t actually do anything. Well, maybe consult a bit on the side. 

 The Cash-flow Entrepreneur : 

This entrepreneur doesn‗t think about anything except money. In general that can be a good thing for an 

entrepreneur but some people overdo it. Entrepreneurship is about the bottom-line but also about innovation, 

inspiring your team, thinking ahead and building something out of nothing. Spending your days with a calculator 

counting your money might feel productive, but is it entrepreneurial? 

 

 The Wannabe Entrepreneur : 

Every now and then I meet people who work at a company, have been working at companies their whole life, and 

will probably always work at a company. Within minutes they tell me they are entrepreneurs too. Deep inside, 

waiting to burst out, is their entrepreneurial spirit. All they need is a great idea, enough money to stay alive for, oh, 

one or two years, and the assurance that money will soon start to flow. Unfortunately that isn‗t exactly how being 

an entrepreneur works and precisely the reason these people still work at a big company. Becoming an entrepreneur 

is as much a profession as any other and generally with a lot more risk. The wannabe entrepreneur will most likely 

never progress beyond the wannabe stage. And that might be the best for everybody. 

 The Headlines Entrepreneur : 

Some entrepreneurs are in it strictly for the fame. They rush from one headline to another and are more focused on 

making it to the front page of the newspaper than actually doing business. Your company is doing well when you 

get lots of customers, make a lot of money and your investors are happy. Headlines are great to show off to your 

mother. 
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 The Better World Entrepreneur : 

This entrepreneur isn‗t into entrepreneurship for the money but to make the world a better place. This is an 

awesome goal of course but often quite contrary to being a good entrepreneur. Don‗t get me wrong: being a 

successful entrepreneur doesn‗t mean you have to screw the world. But your first focus should be in making your 

company more successful and then using your success to make the world a better place. Not the other way around. 

 Importance of Entrepreneurship for our Economy : 

 

Entrepreneurship is a key driver of our economy. Wealth and a high majority of jobs are created by small 

businesses started by entrepreneurially minded individuals, many of whom go on to create big businesses. People 

exposed to entrepreneurship frequently express that they have more opportunity to exercise creative freedoms, 

higher self esteem, and an overall greater sense of control over their own lives. As a result, many experienced 

business people political leaders, economists, and educators believe that fostering a robust entrepreneurial culture 

will maximize individual and collective economic and social success on a local, national, and global scale. It is with 

this in mind that the National Standards for Entrepreneurship Education were developed: to prepare youth and 

adults to succeed in an entrepreneurial economy. 

Entrepreneurship education is a lifelong learning process, starting as early as elementary school and progressing 

through all levels of education, including adult education. The Standards and their supporting Performance 

Indicators are a framework for teachers to use in building appropriate objectives, learning activities, and 

assessments for their target audience. Using this framework, students will have: progressively more challenging 

educational activities; experiences that will enable them to develop the insight needed to discover and create 

entrepreneurial opportunities; and the expertise to successfully start and manage their own businesses to take 

advantage of these opportunities. 

 Entrepreneurs and the Economy: 

An entrepreneur is a person who comes up with a new idea or invention and brings together a country's resources 

(land, labour and capital) to take the idea to the marketplace. Entrepreneurs manage and assume the risk of a 

business enterprise. They improve established products and services, or they create new ones. Entrepreneurs, like 

everyone else, respond to incentives. In a free market economy, one of the strongest incentives that drive 

entrepreneurs is to please customers and thereby earn a profit. To flourish, entrepreneurs need an economic 

environment that encourages private property and free markets. 

 Entrepreneurs as Vital Resources: 

 

All of the economies around the world possess four major resources: land, labor, capital and entrepreneurship. Land 

represents natural resources—the soil, food crops, trees and lots we build on. Labour represents the farmers, 

accountants, cab drivers, dry cleaners, assembly-line workers and computer programmers who provide skills and 

expertise to build products or offer services in exchange for wages and salaries. Capital represents the buildings, 

equipment, hardware, tools and finances needed for production. Entrepreneurship represents ideas, innovation, 

talent, organizational skills and risk. 
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Entrepreneurs concoct the recipe, design the machine, develop the process and organize the workers who create and 

package the delicious chocolate bar on the grocery store shelf. In most cases, all we see is the final product, and 

thus we take entrepreneurs for granted. But entrepreneurs play the crucial role in the marketplace of making 

something that others will value. They are like the spark in an engine, igniting new ideas and discoveries that move 

the economy forward. They seek ways to improve current products, processes and services, and they create entirely 

new ones. They are willing to take risks to make things better. 

 Entrepreneurs and Creative Destruction : 

In 1899, the director of the U.S. Patent Office said that everything that could be invented had already been invented. 

Boy was the wrong! Practically everything we use today would have been unthinkable in 1899—airplanes, 

television, touch-tone telephones, microwave ovens and the Internet. Most of the modern conveniences we take for 

granted today did not exist 100 years ago. 

The progress sparked by entrepreneurs' ideas does not simply happen. A tremendous amount of work and a great 

deal of risk go into every new idea that eventually makes its way into the marketplace. And even though 

entrepreneurs create wealth and opportunity with their ideas, they are not always appreciated for what they do in the 

economy. One reason for this is that entrepreneurs can be extremely disruptive. 

When entrepreneurs take bold leaps and break contact with the familiar, they often leave behind a clutter of 

obsolete products and processes. This force is called creative destruction. For example, manual typewriters used to 

be in great demand, because they served a useful function. Now, one would be hard-pressed to find a manual 

typewriter, or even an electric one, at work in a business. The same fate awaits countless other products, processes 

and services. New technologies replace old ones, and entrepreneurs spark the change. A healthy economy is one 

that allows creative destruction to occur because, overall, more people benefit than lose. Each act of creation 

brought about by entrepreneurs more than offsets the losses associated with products or processes becoming 

obsolete. 

 Entrepreneurs in the Marketplace : 

A market system—one in which individuals, not the government, make decisions about how to use most of the 

economy's resources—provides entrepreneurs one of the best environments in which to flourish. In a free market, 

the potential to make a profit supplies a huge incentive for entrepreneurs to come up with new and better ideas. 

Profits are essential signals to entrepreneurs that they are on the right track. They reward the entrepreneur for doing 

things that customer‘s value and prefer. Profits are an important sign that people are reacting positively to what the 

entrepreneur has to offer. Likewise, an economic loss tells the entrepreneur that a product or idea may not provide 

enough value to the customer. In this light, the market can be a harsh critic and a sound judge. 

The market system rewards those who create opportunities for employment and further innovation. When new 

products, processes and services are introduced by the entrepreneur, and when customers vote favorably with their 

dollars, even more opportunities arise. New products or service lines develop to further enhance the recently 

introduced products. The computer, for example, paved the way for the Internet, which, in turn, paved the way for 

search engines and software to explore the World Wide Web, which, in turn, created a new way for people to shop 

and obtain valuable information, and on and on. A wealthy economy is one teeming with superior contributions and 
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the entrepreneurial opportunities created by them. 

It is impossible to know in advance which entrepreneurial adventures will lead to more economic development. 

This is why the risk taking of entrepreneurs is so important. Entrepreneurs must listen to market signals of profit or 

loss to tell them whether they are on the right or wrong path to customer satisfaction. The market allows customers 

to be sound judges of the entrepreneur's contributions. 

The free market demands that people be accountable for their actions. A good decision will be rewarded with higher 

profits, whereas a bad or poorly timed decision will result in loss. For each decision in the marketplace, something 

has to be given up, and people soon learn that nothing is free. Even the good things come with a cost. Entrepreneurs 

are those willing to risk the cost hoping to achieve a profit. The beauty of the free market is that entrepreneurs will 

only earn a profit if they do something that other people value. 

CONCLUSION 

Entrepreneurs are vital to economic growth and, consequently, to higher living standards. Thus, legislators and 

other leaders who create economic policies should strive to encourage the innovation and risk taking of 

entrepreneurs. Enforcing property rights through contract, patent and copyright laws; encouraging competition 

through free trade, deregulation and antitrust legislation; and promoting a healthy economic climate through 

Federal Reserve anti-inflation initiatives—these are all examples of policies that empower entrepreneurs to be 

creative and take risks. 

The accomplishments of entrepreneurs in our modern world have been possible because of a climate of individual 

freedom that is so rare in human history. The society that does not honour entrepreneurial accomplishment will find 

fewer able people engaged in wealth creation. History has shown time and again that economies that appreciate the 

benefits created by entrepreneurs flourish, while those that devise laws and regulations aimed at seizing the 

entrepreneurs' rewards founder. 

This paper has argued that a comprehensive approach to the promotion of entrepreneurship rests on two primary 

pillars: strengthening of entrepreneurial skills and improvement of entrepreneurial framework conditions. These 

two pillars should be considered as an interlinked set of policies for the following reason: on the one hand, 

entrepreneurs do not act in a vacuum, but whether and how they use their skills and motivations to transform 

business ideas into profit opportunities is shaped by existing framework conditions. On the other hand, 

entrepreneurial behaviour can always be traced back to individuals and their entrepreneurial attitudes, skills and 

motivations. Experience shows that when these attitudes and skills exist, adverse framework conditions cannot 

totally suppress them, and individuals will seek to find ways that allow them to capitalize on their ideas. 
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ABSTRACT: 

Agriculture is the pillar of Indian GDP growth.Most of Indian population depends upon agriculture. Its also 

contribute a lot for Indian GDP growth. Thats why it is necessary to develop new technology,management system 

etc in this area .Therefore this article mostly focus on agricultural issues,new policies regarding agribusiness.India 

is at a juncture where further reforms are urgently required to achieve greater efficiency and productivity in 

agriculture for sustaining growth. There is need to have stable and consistent policies where markets play a 

deserving role and private investment in infrastructure is stepped up. An efficient supply chainthat firmly 

establishes the linkage between retail demand and the farmer will beimportant 

Keywords: GDP, Sustaining,Technology, Management System 

WHAT IS AGRIBUSINESS: 

The word agriculture indicate plowing a field, planting seed, harvesting a crop, milking cows, or feeding livestock. 

Until recently, this was a fairly accurate picture. But to days‘ agriculture is radically different. Agriculture has 

evolved in to agribusiness and has become a vast and complex system that reaches for beyond the farm to include 

all those who are involved in bringing food and fiber to consumers. Agribusiness include not only those that farm 

the land but also the people and firms that provide the inputs (for ex. Seed, chemicals, credit etc.), process the 

output (for ex. Milk, grain, meat etc.), manufacture the food products (for ex. icc cream, bread, breakfast cereals 

etc.), and transport and sell the food products to consumers (for ex. restaurants, supermarkets).   

INDIAN AGRICULTURE- 

Indian agriculture is broadly a story of success. It has done remarkably well in terms of output growth, despite 

weather and price shocks in the past few years. India is the first in the world in the production of milk, pulses, jute 

and jute-like fibres, second in rice, wheat, sugarcane, groundnut, vegetables, fruits and cotton production, and is a 

leading producer of spices and plantation crops as well as livestock, fisheries and poultry. The Eleventh Five Year 

Plan (2007-12) witnessed an average annual growth of 3.6 per cent in the gross domestic product (GDP) from 
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agriculture and allied sector against a target of 4.0 per cent. While it may appear that the performance both of the 

agriculture and allied sector has fallen short of the target, production has improved remarkably, growing twice as 

fast as population. India's agricultural exports are booming at a time when many other leading producers are 

experiencing difficulties. The better agricultural performance is a result of: a) farmers' response to better prices; b) 

continued technology gains; and c) appropriate and timely policies coming together. Although agriculture, including 

allied activities,accounted for only 14.1 per cent of the GDP at constant (2004-5) prices in 2011-12, its role in the 

country's economy is much bigger with its share in total employment according to the 2001 census, continuing to be 

as high as 58.2 per cent. The declining share of the agriculture and allied sector in the country's GDP is consistent 

with normal development trajectory of any economy, but fast agricultural growth remains vital for jobs, incomes, 

and the food security. The growth target for agriculturein the Twelfth Five Year Plan remains at 4 per cent, as in the 

Eleventh Five Year Plan. 

 

 

TRADE OF AGRICULTURAL PRODUCTS:  

Reforms introduced in India in the early 1990s have greatly increased overall trade flows. However it has 

consistently run a trade deficit unlike China and Brazil (US$35 billion in 2004-2005). The EU (27) ranks as India‘s 

largest trading partner accounting for about 21% of total Indian trade in 2005, ahead of the United States and China. 

Meanwhile India is the EU‘s tenth largest trading partner accounting for 1.8% of total trade. In 2005 its trade deficit 

with the EU was about €2 billion. Turning our focus to trade in agricultural and food products, these account for a 

relatively small share of overall Indian trade. Agricultural exports represent 9% of the value of total exports while 

the share of agriculture in total imports is just 5%. 

 

INDIA’S MAIN EXPORT PARTNER: 

 India is diversifying its export markets (graph 4). The EU remains its top market, accounting for 16% of the value 

of export sales in 2003-2005, although this is a decline from 21% a decade ago. ASEAN is in 2nd place with 14%, 

although its share has also fallen.Despite the efforts of Prime Ministers AtalBihari Vajpayee and Manmohan Singh, 

this phase is best described as one characterized by policy fatigue, resulting in technology extension and production 

fatigues. No wonder that the farmers, who keep others alive, are now forced to take their own lives and 40 per cent 

of them want to quit farming, if there is an alternative option. The agricultural decline is taking place at a time when 

international prices of major food grains are going up steeply, partly owing to the use of grain for ethanol 

production. Land for food versus fuel is becoming a major issue. For example, the export price of wheat has risen 

from $197 a tonne in 2005 to $263 a tonne in 2007. Maize price has gone up from about $100 a tonne in 2005 to 
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$166 a tonne now. International trade is also becoming free but not fair. Compounding these problems is the 

possibility of adverse changes in rainfall, temperature, and the sea level as a result of global warming. Melting of 

Himalayan ice and glaciers will result in floods of unprecedented dimensions in north India. If agricultural 

production does not remain above the population growth rate and if the public distribution system is starved of 

grain, there is every likelihood of our going back to the pre-Independence situation of recurrent famines. The grain 

mountains have disappeared and we are today in the era of diminishing grain reserves, escalating prices, and 

persistence of widespread under-nutrition. 

INDIA GDP COMPOSITION SECTOR WISE (2009-2012) 

 

 

(source-indian top 10 agricultural exports average ) 

Interpretation-Above graph shows the different type of sector contribution towards our nation GDP from 2009 to 

2011.hotel,transport and trade contribute maximum to the GDP.Where as after so many problem Indian 

agriculture,foresty,and fishery became the second highest sector. 

 

INDIAN AGRICULTURE: ISSUES AND PROSPECTS: While there are a number of factors responsible for the 

present state of agriculture in India, the following seven issues merit attention on priority: 

1. Declining Productivity and Increased Variability: Indian agricultural production, of late, has been 

characterized by sharp variations due to unpredictable nature of monsoon. For instance, food grains production in 

the country varied between 174.19 million tonnes in 2002-03 (the lowest in the last 12 years) and 212.20 million 

tonnes in 2003-04, (the peak production attained so far). Similar variations can be observed in the production of 
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non-food grains as well. It turns out that the variability of agricultural production in the 1980s was as much as five 

times the average variability recorded in the overall GDP during 1992-93 to 2002-03. Such wide variations in 

agricultural production underline the rain dependence of the Indian agriculture, thereby underscoring the need for 

improving the irrigation facilities. In 1998-99 only 39.2 per cent of the gross cropped area in the country was under 

irrigation.  

2. Decline in Capital Formation: During the 1990s, a steady downturn in investment rates was experienced by the 

agricultural sector, mainly in public investment. The ratio of public sector capital formation in agriculture to Gross 

Public Sector Capital Formation declined from 17.7 per cent in 1980-81 to only 4.1 per cent in 2000-01. Although 

the private sector capital formation in agriculture has been on the rise during the past decade, it has not been able to 

meet the shortfall on account of the corresponding decline in public investment. The inadequacy of new capital 

formation has slowed the pace and pattern of technological change in agriculture with adverse effects on 

productivity. To rejuvenate agricultural growth, the declining trend in public investment needs to be corrected.  

3. Inadequate Credit Delivery: Although the ratio of agricultural credit to agricultural GDP has increased from 5.4 

percent in 1970s to 8.7 per cent in 2001-02, it may be noted that agricultural credit as a proportion to total credit has 

declined from 20.5 per cent to 10.5 per cent during the same period indicating lower deployment of credit in 

agriculture. Moreover, the extent of credit deployed from out of deposits mobilized in rural areas has fallen rapidly 

as reflected in the Credit-Deposit ratio which declined from 65 per cent in mid-1980s to around 42 per cent now 

4. Decline in credit to small borrowers: Besides the overall decline in agricultural credit, what is even more 

worrisome is the decline in the number of small loans (of up to Rupees 25,000). These are essentially informal 

sector loans which slipped from a peak of 62.55 million in March 1992 to 37.22 million in March 2002. Their share 

in total bank credit also declined from 25 per cent to only 6 per cent during the same period. Thus, it seems that 

brunt of credit squeeze in agriculture is being faced by small farmers.  

5. Sub-Optimal Use of Inputs and Adoption of Technology The imperative of stabilizing and augmenting 

agricultural yields is also evident from the fact that there is less scope for increasing area under cultivation of 

various crops. Further, apart from the decline in land-holding size, there is increasing cost of production and 

depletion of ground water. Increase in agricultural production would therefore have to emanate from improvements 

in productivity from the existing cultivated area through use of location-specific high yielding varieties, balanced 

fertilizer doses, effective transfer of technology and timely supply of all inputs. There is also an urgent need to 

increase the availability of farm electricity power to boost productivity.  

6. Unsatisfactory Spread of New Technology: One of the main reasons for the low levels of yield in Indian 

agriculture has been the unsatisfactory spread of new technological practices, including the adoption of High 

Yielding Varieties (HYV) of seeds and usage of fertilizers, inadequate spread of farm management techniques and 
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other practices such as soil conservation and crop ratio. 

7. Low availability of farm electricity power: The availability of farm electricity power in the country continues 

to be low. During 2000-01, it was as low as 1.35 kilowatt/hectare in India as compared with some of the developed 

nations, such as Japan (8.75 kw/ha), Italy (3.01 kw/ha), France (2.65 kw/ha), the United Kingdom (2.5 kw/ha), and 

Germany (2.35 kw/ha).  

8. Distortionary Pricing and Subsidies: The Minimum Support Price (MSP) mechanism was put in place to 

provide assured incomes to producers. However, during the 1990s, substantial increases in MSPs of rice and wheat 

have significantly distorted the incentives provided to these crops at the cost of other crops. At the same time, 

power subsidy provided for irrigation has further tilted the incentives against rain dependent crops like pulses and 

oilseeds. These distortions have obstructed efforts aimed at diversification of crops. 

9. Untapped Exports Potential In recent period India has emerged as a leading producer of many agricultural 

products in the world. India is now the largest producer of coconut, areca nut, cashew nut, ginger, turmeric, black 

pepper, and the second largest producer of fruits and vegetables. This progress on the domestic front has, however, 

not been translated into enhanced exports of these commodities. Exports of agricultural products generally 

displayed a relatively lower rate of growth except for a brief period in mid-1990s. While exports of traditional 

commodities such as tea, coffee, rice, spices and oil meal have decelerated, sharp expansion was observed in 

exports of high value and processed agricultural products such as fruits and vegetables, processed fruits, juices, and 

meat and meat preparation. In order to realize the huge potential of exports which has so far been untapped, 

particularly in respect of processed foods, it is imperative that domestic controls are removed expeditiously and 

adequate rural infrastructure is in place which would ensure efficient warehousing, processing, packaging, storage 

and related research. It is now agreed that Indian agriculture has vast business potential, especially in the food 

processing sector, in view of the substantial production of fruits and vegetables and milk and other animal food 

products in the country. However, tapping this business potential in food processing industry requires that Indian 

food exports should comply the codex alimentary norms. 

 

7. Employment Absorptive Capacity Nearly 60 per cent of the population in India is dependant on agricultural 

income. This is clearly symptomatic of the failure of other sectors i.e., industry and services in absorbing the 

surplus labor from agriculture. This problem is likely to be even more important in future. The demographic profile 

of India is currently under a transition. It is expected that the working age population as a proportion of total 

population would double during the next three decades. This, in turn, would imply a growing proportion of 

population dependant on agricultural income which would have to be absorbed through creation of adequate 

employment opportunities within the agricultural sector. The decline in agriculture in the labor force has not kept 
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pace with its decline in the economy. This stickiness has been attributed to low labor mobility and slow growth 

NATURE OF SUCCESSFUL AGRIBUSINESS : 

Today the business has become very competitive and complex. This is mainly due to changing taste and fashion of 

the consumers on the one hand, and introduction of substitute and cheaper and better competitive goods, on the 

other. The old dictum ―produce and sells has changed overtime into ―produce only what customers want‖. In fact, 

knowing what customers want in never simple. Nevertheless, a farmer operator/farmer manager has to give proper 

thought to this consideration in order to make his business a successful one. The important requisites for success in 

a modern business are : 

1. Clean objectives : Determination of objectives is one of the most essential pre requisite for the success of 

business. The objectives set forth should be realistic and clearly defined. Then, all the business efforts should be 

geared to achieve the set objectives. In a way, objectives are destination points for an agribusiness. As a traveler 

must know here he/she has to reach, i.e. destination similarly business also must know what objectives.  

2. Planning : In simple words, planning is a pre-determined line of action. The accomplishment of objectives set, to 

a great extent, depends upon planning itself. It is said that it does not take time to do thing but it takes time to 

decide what and how to do. Planning is a proposal based on part experience and present trends for future actions. In 

other words, it is an analysis of a problem and finding out the solutions to solve them with reference to the objective 

of the farm.  

3. Sound organization :An organization is the art or science of building up systematical whole by a number of but 

related parts. Just as human frame is build up by various parts like heart, lever, brain, legs etc. similarly, 

organization of business is a harmonies combination of men, machine material, money management etc. so that all 

these could work jointly as one unit, i.e. ―business‖ ―the agribusiness‖. Organization is, thus such a systematic 

combination of various related parts for achieving a defined objective in an effective manner.  

4. Research :As indicated earlier, today the agricultural production philosophy ―produce what the consumer want‖. 

―Consumers‖ behavuiour is influenced by variety of factors like cultural, social, personal and psychological factors. 

The business needs to know and appreciate these factors and then function accordingly. The knowledge of these 

factors is acquired through market research. Research is a systematic search for new knowledge. Market research 

enable a business in finding out new methods of production, improving the quality of product and developing new 

products as per the changing tastes and wants if the consumers.  

5. Finance :Finance is said to be the life-blood of business enterprise. It brings together the land, labour, machine 

and raw materials into production. Agribusiness should estimate its financial requirements adequately so that it may 

keep the business wheel on moving. Therefore, proper arrangements should be made for securing the required 

finance for the enterprise.  
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6. Proper plant location, layout and size :The success of agribusiness depends to a great extent on the location. 

Where it is set up. Location of the business should be convenient from various points of view such as availability of 

required infrastructure facilities, availability of inputs like raw materials, skill labour, nearer to the market etc 

GROSS CAPITAL FORMATION IN AGRICULTURE- 

 

(SOURCE-http://Indian budgetnic.in) 

 

RECENT GOVERNMENT POLICIES AFFECTING INDIAN AGRICULTURE: In the recent Union Budget 

(2007-08), agriculture has got considerable attention with the various policy initiatives from the side of finance 

ministry. Some of the important policies are: During 2006-07 (until December 2006), 53.37 lakh new farmers were 

brought into the institutional credit system. A target of Rs. 225,000 crore as farm credit and an addition of 50 lakh 

new farmers to the banking system have been fixed for the year 2007-08. The two per cent interest subvention 

scheme for short-term crop loans will continue in 2007-08, and a provision of Rs.1, 677 crore has been made for 

that purpose.  

 A special purpose tea fund has been launched for re-plantation and rejuvenation of tea. Government soon 

plans to put in place similar financial mechanism for coffee, rubber, spices, cashew and coconut.  

 Accelerated Irrigation Benefit Program (AIBP) has been revamped in order to complete more irrigation 

projects in the quickest possible time. As against an outlay of Rs.7, 121 crore in 2006-07, the outlay for 

2007-08 has been increased to Rs.11, 000 crore. Rs.17, 253 crore had been budgeted for fertilizer subsidies 

in 2006-07. However, according to the Revised Estimates, this will rise to Rs.22, 452 crore.  
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 The National Insurance Scheme (NAIS) will be continued for Kharif and Rabi crops during the year 

2007-08.  

 The two per cent interest subvention scheme will continue in 2007-08. Rs. 100 crore have been allocated to 

new Rain fed Area Development Program. 

CONCLUSION- 

Every country have some strength and weakness.India also some strength and weakness. Due to India is a village 

based country its 70 percentage of population belongs to rural area,and maximum of them depends upon agriculture. 

Therefore if we are giving ore importance to agri business it became a good status for us. That‘s why nowadays 

government gives more importance to agribusiness.However it is clear that India‘s agricultural sector has made 

huge strides in developing its potential. The green revolution massively increased the production of vital food 

grains and introduced technological innovations into agriculture. This progress is manifested in India‘s net trade 

position. Where once India had to depend on imports to feed its people, since 1990 it is a net exporter of agri-food 

products. Its agriculture is large and diverse and its sheer size means that even slight changes in its trade have 

significant effects on world agricultural markets. 
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Abstract:-  

Integration of Social Entrepreneurship with Commercial: A Must Change for Society Now 
Entrepreneurship has been the engine propelling much of the growth of the business sector as well as a driving 

force behind the rapid expansion of the social sector.A social enterprise is an organization that applies commercial 

strategies to maximize improvements in human and environmental well-being, rather than maximizing profits for 

external shareholders. In the US, the term is associated with 'doing charity by doing trade', rather than 'doing charity 

while doing trade'. Social entrepreneurship is differing from other entrepreneurship in relatively higher priority 

given to promoting values & development versus capturing economic Values. This paper puts forward a view that 

integration of Social Entrepreneurship with Commercial is important for three levels Corporate level, Small scale 

industry & Micro Business level & how. Up till now the Integration of Social Entrepreneurship with Commercial 

are in words but now it‘s time for action.  

 

Keywords: Integration, Social Entrepreneurship, Commercial Entrepreneurship, Change, Society 

 

“Entrepreneurship is a way of thinking, reasoning, and acting that is opportunity obsessed, holistic in 

approach, and leadership balanced.” 

Introduction: Entrepreneurship is the most powerful economic force known to humankind! Entrepreneurship is an 

integrated concept that permeates an individual‘s business in an innovative manner. 

When social entrepreneurs say that they want to ―work themselves out of a job‖ they are not making a glib statement 

to sound cool. They are merely stating the obvious — they want to fundamentally solve the problem that their solution 

is designed to address. 

Commercial entrepreneurs are different. They‘re out to standardize a business model. That model might solve a social 

problem — but if it‘s profitable and doesn‘t fix the problem, that‘s okay, too. 

As a result, social entrepreneurs are more interested in understanding the social, economic, political, and cultural 

context of the problems they are trying to solve than traditional entrepreneurs are. They can be more analytical. 

 

Social entrepreneurship in India has progressed significantly over the last decade. More and more people are using 

entrepreneurial skills in building sustainable enterprises for profit and non-profit to effect change in India, says 

DevalSanghavi, a former investment banker and now president of Dasra. Based in Mumbai, Dasra is a non-profit 

organisation which bridges the gap between those investing in social change and those spearheading the changes. 
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Every year social entrepreneurs mingle with the CEOs of the world‘s largest corporations and prominent politicians 

at the World Economic Forum in Davos. Social Entrepreneurs are the stars at global events like the Clinton Global 

Initiative. Finally, social entrepreneurs‘ ventures are the favorite investment of philanthropists, i.e., the Eli Lillys or 

Bill Gateses of this world.  

More than 2% of the adult active population in USA, United Kingdom or Finland is involved in a social venture 

(Harding, 2006). Social entrepreneurship (SE) has become an increasingly significant domain in business world. 

Social and commercial entrepreneurs have different intentions when they decide to create a business because social 

entrepreneurs seek to increased social capital and enhance community cohesion (Mair and Noboa, 2006). They also 

have different barriers of entry (Robinson, 2006) and different access to resources; social entrepreneurs are more 

closely associated with communities characterized by limited access to resources (Di Domenico et al., 2010; Austin et 

al., 2006). 

Social entrepreneurship is the activity of establishing new business ventures to achieve social change.  The business 

utilises creativity and innovation to bring social, financial, service, educational or other community benefits.Social 

enterprises are not charities or welfare agencies.  They are private businesses established by entrepreneurs with an 

emphasis on human values rather than just profit.  These businesses focus on working with and enhancing the social 

capital within the community by encouraging participation, inclusion and utilising a bottom-up approach to achieve 

social change 

Elements of Social Enterprise 

Three core elements:  

• Created to provide benefits for a community. 

• Creates opportunities so people can help themselves as well as others. 

• Utilises sound commercial business practices to ensure its sustainability i.e. the business will 

naturally uphold and encourage environmental sustainability as well as ethical considerations. 

Social Entrepreneurship Mission – To create and sustain “social” value – 

Social entrepreneurship is exercised where some person or group  aim(s) at creating social value, either exclusively 

or at least in some prominent way; show(s) a capacity to recognize and take advantage of opportunities to create that 

value (―envision‖); employ(s) innovation, ranging from outright invention to adapting someone else‘s novelty, in 

creating and/or distributing social value; is/are willing to accept an above-average degree of risk in creating and 

disseminating social value; and is/are unusually resourceful in being relatively undaunted by scarce assets in pursuing 

their social venture. 

Social entrepreneurs play the role of change agents in the social sector, by: 

• Adopting a mission to create and sustain social value (not just private value). 

• Recognizing and relentlessly pursuing new opportunities to serve that mission. 

• Engaging in a process of continuous innovation, adaptation, and learning. 

• Acting boldly without being limited by resources currently in hand. 

• Exhibiting heightened accountability to the constituencies served and for the outcomes created. 

Resources needed for social entrepreneurship 

• Financial needs  

• Human resource needs  

• Human capital needs (knowledge and expertise)  
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• Political and negotiation savvy  

Elements necessary for social entrepreneurship to flourish in India 

 Awareness & concern about Social issues  

 Financial assistance  

 Social legitimacy  

 Acknowledgement 
―The process has begun, but a lot more needs to be developed, especially by social, educational and government 

institutions‖ 

Where do you find social enterprises? 

Social entrepreneurs find opportunity in most economic sectors.  The growth areas for social enterprises are 

identified as: 

 Environmental 

 Housing 

 Health and care 

 Information services 

 Public services 

 Financial services 

 Training and business development 

 Manufacturing 

 Food and agriculture 

 

 

Entrepreneurs and the Power of New Ideas 

The job of a social entrepreneur is to recognize when a part of society is stuck and to provide new ways to get it 

unstuck. He or she finds what is not working and solves the problem by changing the system, spreading the solution 

and persuading entire societies to take new leaps.  

Identifying and solving large-scale social problems requires a committed person with a vision and determination to 

persist in the face of daunting odds. Ultimately, social entrepreneurs are driven to produce measurable impact by 

opening up new pathways for the marginalized and disadvantaged, and unlocking society's full potential to effect 

social change. 

The past two decades have seen an explosion of entrepreneurship and a healthy competition in the social sector, which 

has discovered what the business sector learned from the railroad, the stock market and the digital revolution: Nothing 

is as powerful as a big new idea if it is in the hands of a first class entrepreneur.  

Bill Drayton, CEO, chair and founder of Ashoka "Social entrepreneurs are not content just to give a fish or teach how 

to fish. They will not rest until they have revolutionized the fishing industry." 

One person can make a difference 

Empowering people on the ground may seem like a naïve notion in this age of multinational corporations. But certain 

individuals have the vision and skills that can affect their entire communities. Bill Drayton, before founding Ashoka, 

traveled in India to test this notion. He went door to door in one community and asked each person to write on a card 

the name of someone who had changed their lives the most. Then he organized the cards to reveal the social network 



ISSN 2277 8683 DMIETR International Journal on Marketing Management Page 79 
 

and they all led to one woman, Gloria de Souza, who had spearheaded an experiential learning approach to education. 

Her education system, based on creativity and problem solving rather than traditional rote skill development, inspired 

positive changes throughout her entire community. Ashoka was born out of this realization: that there is nothing more 

powerful than a systems-changing idea in the hands of an entrepreneur. Thirty years later, there are more than 3,000 

Fellows who continue to prove this concept to be true. 

"There is nothing more powerful than a systems-changing idea in the hands of an entrepreneur." 

Opportunity in social entrepreneurship: 

Case Study: Recently attended one B-Plan Competition. I personally liked that plan called KoraKagaz. Their plan 

was exactly Integration of Social Entrepreneurship with Commercial. In which they are going to collect the waste 

note books from different different colleges & who so ever will give them that note books they will give top up of 

Rs 50 to them. After that they will do that tieup with Kabadiwala for those scrap note book & employ person for 

removing the KoraKagaz from those waste note books & make them bind. They will also do tie up with Brands like 

Parleji&Tatadocomo who are interested in reaching to the lowest segment of society. Once the notebooks from 

waste will be ready then they will provide that note books to different NGO‘s per copy in Rs 4 for the kids. By 

doing that they can give employment to Kabadiwala, save paper & help the weaker section of society as well as 

earn profit. 

Questions to ask nonprofits: So you want to be a social entrepreneur,  

1. What SOCIAL VALUE are you creating? 

2. What is your BUSINESS MODEL? 

3. How do you SCALE? 

4. How do you stay SUSTAINABLE?  

THE COMPARATIVE ANALYSIS  

The following series of theoretical propositions focusing on four different variables to guide the comparison: 

Market  Failure. One theory behind the existence of social-purpose organizations is that they emerge when there is 

social-market failure, i.e., commercial market forces do not meet a social need, such as in public goods  or in contract 

failure .This is often due to the inability of those needing the services to pay for them. A problem for the commercial 

entrepreneur is an opportunity for the social entrepreneur. Our proposition here is: Market failure will create differing 

entrepreneurial opportunities for social and commercial entrepreneurship. 

Mission. The fundamental purpose of social entrepreneurship is creating social value for the public good, whereas 

commercial entrepreneurship aims at creating profitable operations resulting in private gain. This contrast is, of 

course, overstated. Commercial entrepreneurship does benefit society in the form of new and valuable goods, services, 

and jobs, and can have transformative social impacts. Such transformations can even be a driving motivation for some 

commercial entrepreneurs. Nonetheless, the differences in purpose and reward are useful for our comparative analysis. 

Our proposition is: Differences in mission will be a fundamental distinguishing feature between social and 

commercial entrepreneurship that will manifest itself in multiple areas of enterprise management and personnel 
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motivation. Commercial and social dimensions within the enterprise may be a source of tension. 

Resource  Mobilization. The nondistributive restriction on surpluses generated by nonprofit organizations and the 

embedded social purpose of for-profit or hybrid forms of social enterprise limits social entrepreneurs from tapping 

into the same capital markets as commercial entrepreneurs. Additionally, the economics of a social entrepreneurial 

venture often make it difficult to compensate staff as competitively as in commercial markets. In fact, many 

employees in social entrepreneurial organizations place considerable value on nonpecuniary compensation from their 

work. Our proposition is: Human and financial resource mobilization will be a prevailing difference and will lead to 

fundamentally different approaches in managing financial and human resources. 

Performance Measurement. The social purpose of the social entrepreneur creates greater challenges for measuring 

performance than the commercial entrepreneur who can rely on relatively tangible and quantifiable measures of 

performance such as financial indicators, market share, customer satisfaction, and quality. Additionally, the various 

financial and nonfinancial stakeholders to which a social entrepreneurial organization are readily accountable to are 

greater in number and more varied, resulting in greater complexity in managing these relationships. The challenge of 

measuring social change is great due to nonquantifiability, multicausality, temporal dimensions, and perceptive 

differences of the social impact created. Our proposition is: Performance measurement of social impact will remain a 

fundamental differentiator, complicating accountability and stakeholder relations. 

Note that the distinction between social and commercial entrepreneurship is not dichotomous, but rather more 

accurately conceptualized as a continuum ranging from purely social to purely economic. Even at the extremes, 

however, there are still elements of both. That is, charitable activity must still reflect economic realities, while 

economic activity must still generate social value. Although social entrepreneurship is distinguished primarily by its 

social purpose and occurs through multiple and varied organizational forms, there is still significant heterogeneity 

in the types of activity that can fall under the social entrepreneurship rubric. 

 

Process  

1. Find an opportunity 

2. Develop a business concept 

3. Figure out what success means and how to measure it 

4. Acquire the right resources 

5. Launch and grow 

6. Attain goals 

 

Main Challenges at present 

• Money 

• Competition 

• Demonstrating effectiveness 

• Technology 

• Trust 
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• Human resources 

Social and commercial entrepreneurship have most of the same characteristics 

They‘re out to standardize a business model. That model might solve a social problem — but if it‘s profitable and 

doesn‘t fix the problem, that‘s okay, too. 

As a result, social entrepreneurs are more interested in understanding the social, economic, political, and cultural 

context of the problems they are trying to solve than traditional entrepreneurs are. They can be more analytical. 

Till now, Business-Commercial Entrepreneurship has focused mainly on 'commercial' missions; and 

Social-Community Entrepreneurship has primarily concentrated on 'social' missions. Hence these two approaches in 

a majority of the cases have been adopted in isolated frameworks. 

Advice for would-be social entrepreneurs 

If you want to become a social entrepreneur, Spalding has this advice: 

 Do your research and identify what you can add to the party. "The solution may not be to create your own 

organization but instead to join another and push on their thinking, make them more successful,‖ Spalding 

says. 

 Assess yourself and then bring on high-caliber people to fulfill functions that aren't your strengths. 

Advice for partnering with social entrepreneurs 

If you want to have your company partner with a social entrepreneur, keep these tips in mind. 

 Respect the value your partner brings. Spalding shared a story where the social entrepreneur told their 

corporate partner that they would have to change their packaging to be successful in this marketplace. Rather 

than complaining about the costs associated with making that change, the company trusted the insights of their 

partner and the new product was a success. 

 Build trust, from the very beginning. Make sure you both are committed to the same outcomes. 
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Abstract: Agriculture sector always holds a pivotal place in the Indian economic scenario. In India it is broadly a 

story of success. The contribution of agriculture and allied activities accounted for 14.1% of GDP but more than 

50% of the total employed population depends on agriculture. But in the recent years the performance & growth of 

agriculture sector has gone down. As per the economic survey of 2012-2013 the performance of agriculture and 

allied sector is 3.6% during the eleventh plan. This lower performance has given rise a new problem regarding food 

insecurity. This paper has tried to find out the reasons about the lowering in performance in agriculture and allied 

sector and its impact on food procurement. Besides that it also focuses on various other reasons about food 

problems and its impact on human development in India. At the same time this paper also provided some 

suggestive measure to be adopted for agricultural growth & food security programme which will be of immense 

help to create a path of sustainable economic development. 

______________________________________________________________________________ 

1. Introduction: 

Agriculture sector always holds a pivotal place in the Indian economic scenario. In India it is broadly a story of 

success. A large proportion of the population in India is rural based and depends on agriculture for their lively 

hood. The growing adult population in India demand large and incessant rise in agricultural production. But per 

capita availability of food, particularly Cereals and pulses, in recent years have fallen significantly.  

    As a result, slackening growth of agriculture during last decade has been a major policy concern. There is a 

direct co-relation between agriculture and food security of any nation. If the nation wants to make itself self 

sufficient for food procurement, agricultural and allied sector needs to be fortified. Ever since independence, 

agricultural development policies in India have aimed at reducing hunger, food insecurity, malnourishment and 

poverty at a rapid rate. It is estimated that once the population in India crosses 1.38 billion in 2025 A.D., the 

country will have to import about 60 million tons of food grains annually. Apart from agriculture the question of 

food security has number of dimensions such as availability, demand for food, proper supply chain management 

etc. It is also based on sound economic policies and administrative set up.  

 

According to Food and Agriculture Organization (FAO), food security exists when all people, at all times, have 

physical and economic access to sufficient, safe,  and nutritious food to meet their dietary needs and food 

preferences for an active  and healthy life. 

   The objective of this paper is to focus on the performance, challenges and policies in agriculture as well as food 

security programme   in terms of availability and absorption in the recent years. 

 

2. Contribution of agriculture to GDP & national economy. 

Although agriculture and its allied activities, accounted for only 14.1 per cent of the GDP at constant prices in 

2011-12, but its role in the country's economy is much bigger with its share in total employment according to the 

2001 census. It is continuing to be as high as 58.2 per cent. The declining share of the agriculture and allied sector 

in the country's GDP is consistent with normal development trajectory of any economy, but fast agricultural growth 

remains vital for jobs, incomes, and the food security. The growth target for agriculture in the Twelfth Five Year 

Plan remains at 4 per cent, as in the Eleventh Five Year Plan. An average annual growth of 3.6% in Gross Domestic 
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Product from agriculture & allied activities was witnessed during Eleventh five year Plan (2007-2012) against a 

target of 4%. 

 

3. Performance of Agricultural sector in India in past few years: 

As per the Economic Survey of 2012-2013 average annual growth of the agriculture and allied sector during the 

Eleventh Five year Plan at 3.6 per cent fell short of the 4 per cent growth target. Realized growth, however, has 

been much higher than the average annual growth of 2.5 and 2.4 per cent achieved during the Ninth and Tenth 

Plans, respectively. Growth has also been reasonably stable despite large weather shocks during 2009 (deficient 

south west monsoon), 2010-11 (drought/deficient rainfall in some states), and 2012-13 (delayed and deficient 

monsoon). An important reason for this dynamism has been due to a step-up in the gross capital formation (GCF) in 

this sector relative to GDP of this sector, which has consistently been improving from 16.1 per cent in 2007-8 to 

19.8 per cent in 2011-12 (at constant 2004-5 prices). 

 

Agriculture Sector: Key Indicators 
Overall GCF in agriculture (including the allied sector) almost doubled in last 10 years and registered a compound 

average annual growth of 8.1 per cent (Fig 8.1). Rate of growth of GCF accelerated to 9.7 per cent in the Eleventh 

Plan (2007-12) compared to a growth of 2.7 per cent during the Tenth Plan  (2002-07). Average annual growth of 

private investment at 12.5 per cent during Eleventh Plan (first four years) was significantly higher as against nearly 

stagnant investment during the Tenth Plan. 

 

4. Causes of fall in agricultural growth & its impact on food procurement. 

Agriculture in India is undergoing a structural change leading to a crisis situation. The rate of growth of agricultural 

output is gradually declining in the recent years. The relative contribution of agriculture to the GDP has been 

declining over time steadily. Many reasons can be attributed for the decline in agricultural growth. Following are 

some of the reasons that lead to slowdown in agricultural growth. 

 

a. Erratic climatic condition:  As the agriculture in India is heavily dependent on monsoon,  its productivity 

affects adversely due to erratic climatic & weather  condition. In fact heavy dependence on monsoon and absence 

of any proper arrangement for irrigation, leads to downfall in agricultural growth and that is affecting agro 

industries adversely. 

b. Intensive and back ward method of agriculture: In India farmers still prefers backward and intensive method of 

agriculture, instead of modern method of farming which is one of the major reasons for impending the agricultural 

growth. 

c. Lack of proper inputs, irrigation facility:  Great dearth of proper inputs and irrigation facility has been a vital 

factor for agricultural slowdown. Since BhakraNanagal , no proper capital expenditure in the agricultural sector has 

been taken  by the government.  

d. Land holdings: Since many people are employed in Agriculture, and land being very limited resource, the 

average holdings of a farmer is less compared to other countries like US or China. The marginal farmers form bulk 

of agricultural force, but there land holdings is less compared to top 10% who hold close to 54% of agricultural 

land[Report of Agriculture Indebtedness by  Expert Group, Radha Krishna Committee]. About 60% of farmers 

have land less 0.4 hectares and another 20 % of farmers own around 1.4 hectares [Increase Productivity Rapidly, by 

Krishna Kothai, published in Survey of Indian Agriculture 2011, The Hindu Group]. 

Impact on food  procurement due to fall in agriculture:  

Since agriculture today is constrained by the less availability of land, productivity remains the most crucial factor 

based on which is the future of India‘s food security.  With the rise in population the decline in agricultural growth  

in the recent years. The performance of agriculture is important for availability and access to food as more than 55 

per cent people in the country are dependent on this sector. Per capita net availability of food grains increased by 

about 10 per cent over the last 56 years, between 1951 and 2007. 
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        However, net availability declined if we compare 1961 (469 grams per day) with 2007 (443 grams) as per 

NSS consumer survey Govt of India. In other words, significant increase in food grains has not been able to keep 

pace with the increase in population. In the year 2007, per capita availability of food grains was only 443 grams -- 

much lower than 501 grams in 1991. During the period 1951 to 2007, per capita availability of pulses has declined 

significantly. In spite of increase in per capita real expenditure during the period 1972- 73 to 2004-05, the per capita 

cereal intake declined in both rural and urban areas. However, the fall in cereal consumption was offset by increase 

in the consumption of non-cereal food. 

 

5. Food policies &programmes adopted by government of India 

Food Management: The main objectives of food management should be the procurement of food grains from 

farmers at remunerative prices, distribution of food grains to consumers, particularly the vulnerable sections of 

society, at affordable prices, and maintenance of food buffers for food security and price stability.  The 

instruments used are MSP and central issue price (CIP). For procurement, distribution, and storage of food grains 

we have nodal agency in the form of Food Corporation of India (FCI). Procurement at MSP is open-ended, while 

distribution is governed by the scale of allocation and its off take by beneficiaries. The off take of food grains is 

primarily under the targeted public distribution system (TPDS) and other welfare schemes of the Government of 

India. 

Decentralized procurement scheme:  This method has been adopted by various state for the food procurement and 

distribution of food by the various state government themselves.  

Economic cost of Food grains to FCI:  The economic cost of food grains consists of the MSP (and bonus if 

applicable) as the price paid to farmers, procurement incidentals, and the cost of distribution. The economic cost for 

both wheat and rice has witnessed significant increase during the last few years. 

Food Subsidy: Provision has been made for minimum nutritional support to the poor through subsidized food grains 

and ensuring price stability are the objectives of the food security system. In fulfilling its obligation towards 

distributive justice, the government incurs food subsidy. 

Allocation of food grains under TDPS and other welfare schemes: As per Antyodaya Anna Yojana (AAY) and for 

below poverty line (BPL) families allocations are being made at 35 kg per family per month. For above poverty line 

(APL) families, allocation varies from 15 kg to 35 kg in different states. Normal TPDS allocation made is 499.42 

lakh tonnes covering AAY, BPL, and APL families. 

Open market Scheme: The FCI on behalf of the Government of India has been undertaking sale of wheat and rice at 

predetermined prices/reserve prices in the open market from time to time to enhance market supply of food grains 

to have a moderating influence on open market prices and to offload surplus stocks. 

 

6. Causes of food problems & its impact on human development: 

Inspite of the above mentioned policies and programme, India is still facing the food crisis & at times finding it 

difficult to procure the adequate food in order to feed the vast population. There are various causes that can be 

attributed to the food problems and that is affecting the human development adversely. 

a. Population Growth: Population explosion is one of the major causes of food problem in India. There is less food 

production as compared to increasing demand. 

b. Low Productivity: One of the reasons of low agricultural productivity in India is the use of low grade technology 

and traditional farming. Other causes of low productivity are small land holding, forest destruction, insufficient 

manure and defective land tenures etc. 
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c. Vigorous Farming: Due to much demand of food in market, the farmer uses the agricultural land vigorously to 

earn more money due to which pressure on land increases as a result its mineral content & fertility of the soil get 

reduced year after year. 

d. Natural Calamities: Frequent occurrence of natural calamities also resulted in the large loss of food production. 

These mainly include the game of rainfall which is such that in some areas  

there is deficit of water causes drought, at same time some part receives more than normal rain resulting into floods 

which directly affect the crop production. 

e. Absence of proper storage system: There is absolute dearth of proper storage system and cold chain in our 

country. Due to lack of infrastructure millions of tones of food grains perish every year, which causes huge loss to 

the economic and human development. 

f. Absence of sound public distribution system: is another major reason that leads to a situation of food scarcity and 

food insecurity in India.  Dearth of good public distribution system also provides a breeding ground for the 

hoarders .Besides that the APMC act also needs to be amended. 

 

Impact on human development: 

Food insecurity is a serious issue. It has a severe impact on human development.  A t present India ranked 136 in 

the Human Development Index. Food insecurity leads to starvation and malnutrition which affects the human 

growth and overall development of the society. Food production growth actually declined during the 1990s, 

reversing some of the positive effects of the Green Revolution.   Even the slightest forms of food insecurity can 

affect a young child's development and learning potential.  

   The result is the perpetuation of another generation in poverty. Conceptualizing the poorly developed child as 

an embodiment of injustice helps ground the two essential frameworks needed to address food insecurity and child 

development: the capability approach and the human rights framework. The capability approach illuminates the 

dynamics that exist between poverty and child development through depicting poverty as capability deprivation and 

hunger as failure in the system of entitlements. Food insecurity in fact affects the human society and economic 

progress of the country adversely. May be this is one of the reasons why India ranked 136th in the Human 

Development Index. 

 

7. Suggestive measures to be adopted for agricultural growth & food security programme. 

Agricultural measures: 

Food grains production in India has shown remarkable improvement in recent years. The production of food-grains 

in 2011-12 was at a record high of 259.32 million tones. Nevertheless, the average annual growth rate of 3.6 per 

cent during the Eleventh Five Year Plan for the agriculture & allied sector fell short of the target of 4 per cent. 

Moreover the country faces the stiff challenge of feeding its growing population. This can be done by adopting 

more sustainable agricultural strategy. Better management practices for rehabilitation of degraded land and water 

resources hold the key. Measures must be taken to promote use of quality seeds, cultivation of drought resistant 

varieties of crops, judicious use of available water, balanced use of fertilizers, farm mechanization to improve 

efficiency levels, and wider use of irrigation facilities. Expenditure on agricultural research also needs to be stepped 

up substantially.   Agriculture production can be substantially increased if we address this yield gap by adopting 

technological and policy interventions. Improvement in yields holds the key for India to remain self-sufficient in 

food grains and also make a place for itself in many agricultural crops and products in the international market.  

Even the current crop insurance system also needs to be further refined in order to cater to the unavoidable climatic 

conditions or pest epidemics.  

 

Economic measures: 

To reduce the negative impacts of economic policies on food security, reforms need to focus on reducing costs and 

the burden of those costs on the poor. Policymakers should take a second look at MSPs and subsidies to re-evaluate 

their effectiveness in today‘s political economy.  Continued overall economic growth in India will, if it trickles 
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down, help increase the entitlements of its citizens and therefore their ability to obtain food. Taking a note from 

China‘s experience, growth in the agriculture can also simultaneously improve the nonfarm sectors. Increased 

public investment will help provide supplemental programs and policies to aid development, especially that of the 

rural poor. 

  Other measures: 

    Declining per capita availability of food grains has been a major concern in India. For ensuring nutritional 

security, it is not only important to increase per capita availability of food grains but also to ensure the right 

amounts of food items in the food basket of the common man. A thrust on horticulture products and protein-rich 

items is required for enhancing per capita availability of food items as well as ensuring nutritional security. 

 

 A critical issue is supply chain management in agricultural marketing in India. Farmers' access to markets is 

hampered by poor roads, rudimentary market infrastructure, and excessive regulation. Many agricultural crops are 

perishable in nature and post-harvest handling issues and marketing problems affect the farm incomes. It is 

necessary that we evolve mechanisms for linking wholesale processing, logistics and retailing with farm-production 

activities so as to generate enhanced efficiency, better farm prices, etc.  Allowance of  the private sector to  

operate in developing these market linkages will help for brining greater reforms in this area. 

Urgent attention needs to be accorded to efficient food stocks management, timely offloading of stocks, and a stable 

and predictable trade policy. Strengthening agricultural statistics with reliable and timely availability of forecasts of 

agricultural crops is also an immediate need as the gaps in agricultural statistics will hamper agricultural 

development planning and policymaking. 

 

Conclusion: 

It is necessary to promote sustainable agriculture to safeguard the economic viability of the farmers.  Sustainable 

agriculture is a set of farming practices which can continue to maintain the farm productivity, efficiency and 

profitability in the long run, without depleting the natural resources and the environment.   Apart from these 

reforms in the food procurement programme is needed. At the same time the economic issues with respect to 

agriculture and food security programme needs to be addressed . With these and other improvements, it should be 

possible to sustain the 4 percent growth target set for agriculture and allied sectors in the Twelfth Five Year Plan. 
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ABSTRACT 

Product Life Cycle is termed used to describe individual stages in the life of a product.  Product life cycle is an 

important aspect of conducting a business which affects strategic planning. Product life cycle can be divided in two 

different stages characterised by the revenue generated by the product. PLC is very much similar to a life.  In this 

study, impact of  product life cycle of  Institutions has been ascertained.  

Introduction 

A living being is first born (introduction), then it grows through its youth(growth) to become an adult (maturity),  

then it gets declined  both mentally and physically (decline) after that it eventually dies. 

Recognizing that all living things go through a cycle of birth, growth, maturity, and death, the inspiration for the 

concepts of product life cycle and industry life cycle comes from biology. The life-cycle concept is an appropriate 

description of what happens to products and industries over time. When applied to organizations, the product life 

cycle and industry life cycle contain the four stages of introduction, growth, maturity, and decline.  

Institutional Life Cycle  of B Schools  

This concept is much more than an interesting analogy of business and biology. In biology, a living organism's 

position in its life cycle leads to different courses of action concerning the organism's future. An industry's position 

and a product's position in their life cycles also lead to very different decisions concerning their futures. 

Consequently, the life-cycle concept was adopted from biology for use as a strategic planning tool for products and 

industries.  

The following sections define the terms, explain why products have a life cycle, describe the stages of the product life 

cycle, and examine the strategic implications of the product life cycle.  

The life cycle can be used to observe the behavior of many concepts in business. In its classic form, which is 

described in a later section, it is best applied to products and industries. Used in this form, a product is not individual 



ISSN 2277 8683 DMIETR International Journal on Marketing Management Page 88 
 

but a group of similar products. For example, the Chevrolet Malibu, Ford Taurus, and Honda Accord are a product 

group of mid-sized sedans.  

Industry is a much broader classification than product; an industry consists of many similar groups of products. The 

product groups of mid-size sedan, pickup truck, and sport-utility vehicle all belong to the automobile industry.  

Generally, industries have longer life cycles than products. The automobile industry has lasted more than 100 years 

and shows no signs of declining. However, the large family-sedan appears to be well into the decline stage. After 

decades of dominance in the automobile industry, only a few large cars, such as Ford's Crown Victoria, are being 

manufactured.  

The life-cycle concept also describes individual brand products, such as the Ford Taurus. However, individual 

products in a group of products usually have much shorter life cycles, and they do not always follow the classic shape 

of the product life cycle. They may be introduced and die, and then be reintroduced again at a latter point. For 

example, the Chevrolet Nova has had more than one life cycle. Consequently, products are defined as groups of 

similar products, and industries defined as a collection of comparable product groups.  

The discussion that follows is applicable to both industries and products. The terms product life cycle and industry 

life cycle both refer to the four stages of introduction, growth, maturity, and decline. To simplify the discussion, both 

the product life cycle and industry life cycle will be combined and simply called the product life cycle.  

Rationale for the product life cycle  

Since products are not living beings, why do they have life cycles? The reason is that society accepts products at 

different rates, but all go through similar stages of societal acceptance. This acceptance of innovations by societies is 

called the diffusion of innovations. As society begins to adopt and accept an innovation, the new product grows, 

eventually reaching maturity. When there is a better alternative to the product or when public preference changes, the 

products will enter a decline, possibly ending with the death of the product.  

The diffusion-of-innovations concept categorizes society by the speed with which the individual members adopt a 

new product. It classifies people into the five categories of innovators, early adopters, early majority, late 

majority, and laggards.  

a. Innovators.  

The first people in a society to adopt a new product are the innovators. These people are risk takers and may be 

looking for new products to try. They represent only 2.5 percent of the population. Though these people are the first to 

try a product, they are not usually opinion leaders. Consequently, they do not pass information about the product to 

the rest of the population.  
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b. Early adopters.  

The early adopters have many opinion leaders in their ranks. They are the first people in the neighborhood to try a new 

product, and many of them willingly pass the information about the product onto other people. Their experiences can 

determine whether a product will have a long or short life cycle. They represent about 13.5 percent of the population.  

c. Early majority.  

Once the early adopters have tried and given their approval to a product, the early majority will begin to follow. 

Thirty-four percent of the population is in this category. Since they represent such a large percent of the population, 

the adoption by the early majority causes the new product to enter a period of rapid growth.  

d. Late majority.  

After a significant portion of the population has adopted a product, the late majority will consider its use. These 

people are not risk takers; they typically wait until they see the product approved by others. They also represent about 

34 percent of the population. Once they have adopted the product, the innovators, early adopters, early majority, and 

late majority represent a total of about 84 percent of the population. By this point, the new product will have reached 

its maturity.  

e. Laggards.  

The last category of society to adopt a new product is generally fearful about trying new things. Often, they wait until 

being forced to adopt because the alternate product is no longer being produced. The laggards represent about 16 

percent of the population.  

New-product development  

Although product development is not usually recognized as a formal stage in the product life cycle, many ideas for 

long-term product planning are derived from the concepts that are generated through this preliminary process. 

Product development is defined as a strategy for company growth by offering modified or new products to current 

market segments. Additionally, product development focuses on turning product concepts into a physical product, 

while ensuring that that the idea can be turned into a workable product through each stage.  

In the product development stage, costs begin to accumulate due to the investment in proposed concepts and ideas. 

Before introduction, a successful product in the marketplace will go through the following eight distinct stages of new 

product development: idea generation, idea screening, concept development, marketing strategy, business analysis, 

product development, test marketing, and commercialization.  
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Idea generation usually stems from the organization's internal sources (R&D, engineering, marketing). Company 

employees will brainstorm new ideas to generate viable product concepts. Additionally, a company may also analyze 

their competition's new product offerings with the intention of differentiating and improving on existing designs.  

Ideas are ultimately screened, reducing the number of unrealistic concepts and focusing on realistic, attainable 

concepts. A single idea is developed into a product concept. Concepts are then tested to measure how appealing the 

product might be to consumers from the anticipated target market. Testing may range from focus groups to random 

surveys.  

After concept testing, a marketing strategy is needed to define how the product will be positioned in the marketplace. 

Identifying the product's anticipated target market, financial expectations, distribution channels, and pricing strategy 

are also determined at this time.  

Business analysis, including sales forecasting, determines if the product will be profitable to manufacturer. Many 

factors are considered when judging the products anticipated profitability. Managers will look at the length of time it 

takes for the product to be profitable, cost of capital, and other financial considerations when deciding whether to 

proceed with development. If the concept is approved, a prototype is created from the product concept.  

The prototype undergoes rigorous testing to ensure safety and effectiveness of the product. These tests are a good 

measure for determining whether or not a product is safe and if it should if the designers should move forward with 

the creation of the product.  

Once a successful prototype is developed, companies perform test marketing on the product. Typically, a company 

will conduct formal research on a product concept to see if the proposed idea has validity with the targeted audience. 

Again, customer surveys and focus groups are conducted with the intention of testing the product on a sample of the 

targeted demographic. The testing is then analyzed to measure consumer reaction to the product. Once all the 

information is available and the company decides to introduce the product, high commercialization costs are incurred.  

Stages of the product life cycle  

As stated above, the product life cycle consists of four stages: introduction, growth, maturity, and decline. Figure A 

illustrates the product life cycle. Determination of a product's stage in its life cycle is not based on age, but on the 

relationship of sales, costs, profits, and number of competitors. Each of these stages is described below.  
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Figure .Product Life Cycle 

 

a. Introduction.  

When a new product is introduced to a market, the innovators may be the only people aware of the new product. If the 

product is a new product class, the innovators may not know what the product uses are. Recalling that the innovators 

represent only a small percent of the population, the sales of the new product will be low. However, there is an 

advantage in this situation in that the new product does not yet have any competition. During the introduction stage of 

a new product, the developer enjoys a monopoly.  

Unfortunately, the product monopoly does not usually translate to immediate profits. The product may have been in 

development for a long time and considerable development costs are still in the recovery phase. Also, an expensive 

marketing effort may be needed to introduce the product to the public. With low sales and high expenses, the 

introduction stage of the life cycle is usually a money loser for the company. However, the hope is for the future of the 

product, and the company usually is more than willing to incur the losses.  

b. Growth.  

As the early adopters begin to try the product, a sale begins to grow and profits usually start to follow. This is a great 

time for a company introducing a new product because the company still enjoys a monopoly early in the growth stage. 

The company is reaping all the sales and profits of the new product. When Chrysler introduced the idea of the 

minivan, they were in this enviable position of having the only minivan on the market.  

As the early adopters begin influencing the early majority, sales and profits soar. The competition has also been 

watching from the new product's inception. Unfortunately for the original firm, the competition has also noticed the 

new product's success. Although they cannot be the first, the competition races to offer their own products and gain a 

share of a growing market. Chrysler's minivan did not maintain its monopoly for long; soon, the other major 

automobile manufacturers offered models to compete with Chrysler. Although total sales and profits continue to grow 

throughout the growth stage, they are divided among many manufacturers 

c. Maturity.  

By the end of the growth stage of the life cycle, the market is beginning to become very competitive, and this trend 

continues into the early period of the maturity stage. Besides many more manufacturers offering their products, the 

producers continue the product-differentiation process begun in the growth stage. The result is a market saturated 

with many manufacturers offering many models of the product. These manufacturers produce a multitude of models, 

from desktop computers to notebooks.  
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With so many companies now in the market, the competition for customers becomes fierce. Although total sales 

continue to grow during the first part of the maturity stage, the increased competition causes profits to peak at the end 

of the growth stage and beginning of the maturity stage. Profits then decline during the remainder of the maturity 

stage. The declining profits mean that the market is not as attractive to companies as it was in the growth stage.  

In the growth stage, even inefficient companies made money. However, only the best companies and their products 

survive in the maturity stage. Manufacturers begin to drop out as they see profits turn to losses. Though there is still 

competition in the computer industry, for example, companies such as Dell and Apple have emerged as the leaders in 

the market. During the later part of the maturity stage, even sales begin to dip, putting more pressure on the remaining 

manufacturers.  

d. Decline.  

The number of companies abandoning the market continues and accelerates in the decline stage. Not only does the 

efficiency of the company play a factor in the decline, but also the product category itself now becomes a factor. By 

this time, the market may perceive the product as "old," and it may no longer be in demand. For example, the public 

replaced their preference for station wagons with their desire for minivans. Advancing technology may also bypass 

and replace a product, as when tapes and CDs replaced the vinyl record.  

The product will continue to exist as long as a few manufacturers can maintain profitability. The laggards will resist 

switching to the alternative, and manufacturers who can profitably serve this niche will continue to do so. Eventually, 

even the laggards will switch, and the last companies producing the product will be forced to withdraw, thereby 

killing the product group.  

Product strategies during the product life cycle  

Depending on the stage of the product life cycle, the marketing strategy should vary to meet the changing conditions. 

The marketing mix consists of the product, promotion, price, and distribution. Each element must change with the 

product life cycle if the company expects to maximize sales and profits. It is important to note that as products move 

through each stage of the life cycle, they should be monitored and re-evaluated in terms of reducing both production 

costs and the time it takes to make a product or service profitable with its new position.  

 

Strategic options for products during the product life cycle are examined below.  

a. Introduction stage.  

In the introduction stage, the product's novelty and lack of competition dominate the marketing strategy. The public is 

not aware of the product and does not know what benefits it offers them.  
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Product strategy is focused on introducing one model. Since the public is unaware of the product, to offer more 

models could confuse them as they learn the purpose of the product. This model may offer various options, but there 

are usually no major variations on the basic idea of the product. The cost of development may also prohibit the 

company from developing more models for introduction. With no competition yet in the product category, one model 

is adequate for introduction.  

Since the product is new, persuading the market to buy the product is of secondary importance to informing the public 

that the product exists. It is the innovators who will begin to buy the product, and they need to be informed. With only 

one company offering the product, those innovators that decide to purchase the product have only one company from 

which they can purchase the product. Consequently, the promotion efforts concentrate on informing the public of the 

product benefits and the company producing the product. Persuasion to buy a particular brand is not needed in the 

introduction stage.  

The pricing policy offers the company an opportunity to regain some development costs. Since the company's product 

is not only new to the company, but also introduces a new product, the company can use a skimming pricing strategy; 

that is, a very high price for the new product. Though the high price of the new product may deter some potential 

customers, many innovators and early adopters will pay the high price to own the new product. The first electronic 

calculators, for example, were quite expensive. If the product is easily copied, however, the developer may want to 

use a low-price penetration policy to deter future competition.  

Since there are few purchasers in the introduction stage, the distribution does not need to be widespread. The 

innovators are risk takers and desire to purchase something new. Consequently, they may seek out the distributors 

carrying the new product, and only a few distributors will suffice.  

b. Growth stage.  

In the growth stage, the early adopters, followed by the early majority, begin to consume the product in growing 

numbers. The increasing sales result in the emergence of profits rather than losses.  

During the early part of the growth stage, the company can continue its product policy of offering one basic model. 

However, if the new product group is successful, eventually competitors will offer their own products to compete in 

the new category. At that point, the original company will need to offer more models. The models should be 

differentiated from one another so that the company can continue to attract the new customers coming into the 

market.  

Even with competition beginning to offer their products in the new category, the original company still dominates the 

market. However, as the market leader rather than a monopoly, the company will need to change its promotion policy 

of informing the public about their new product and new product category.  
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With an informing policy, the market leader would still receive the majority of new sales. Unfortunately for the 

original company, the competition will not be using an informative policy. They will be trying to persuade the public 

why their product is better than the market leader's product. Consequently, the market leader should switch to a 

persuasive promotion policy.  

As the competition enters the market, they will probably be offering products at prices lower than the price of the 

original product. This is a penetration pricing policy designed to take sales away from the market leader. If the 

original company used a skimming pricing policy, its continued use would surely lead to rapid lost sales to the 

competition unless it is altered. Prices should be lowered so that sales can continue to grow, and the competition kept 

at bay.  

In a growing market, the company's exclusive distribution policy would limit the potential growth for the firm, and 

sales would go to the competition. Consequently, the company must increase its product distribution to maintain its 

leadership in the market.  

c. Maturity stage.  

Many competitors characterize the maturity stage. With the large number of firms producing products, the 

competition for customers becomes quite intense, and profits decline. The strategy for firms during the maturity stage 

becomes one of survival, as many competitors will eventually withdraw from the market.  

With many companies offering several models of the product, the number of products on the market becomes 

tremendous. The original company must continue differentiating their models so that the market is aware of the 

differences in the company's products and the competitors' products. The customers are going to ask why they should 

buy a particular company's product; just because the product was the first on the market is not going to persuade the 

customers to continue buying the product. Quality, styling, and product features are a few of the means of 

differentiating the product from the competition.  

During the maturity stage, the need to inform the public has long since passed. Now, the promotion strategy focus is 

on continuing the persuasion tactics started during the growth stage. The purpose of persuasion is to position the 

product to the market, which involves creating an image for a product. The image should not be an advertiser's 

creation, but based on the reality of the product.  

The differentiation methods of quality, styling, and features are excellent means of positioning a product. For 

example, a Chevrolet Corvette and Porsche Boxster are both sports cars, but consumers see the different positions of 

the cars. The company differentiates its products and uses promotion to create the different position image. Each 

company hopes that its position is preferred by the consumers.  
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With the intense competition, management keeps the price of the product to its lowest possible level. For example, the 

competition for entry-level personal computers has now shifted to offering the lowest price. All of the companies in a 

mature market must now watch costs carefully.  

Every aspect from development through production through marketing is designed to offer the lowest cost possible. A 

cost and a price advantage over competitors in this stage are significant competitive advantages. Consumers are aware 

of prices and will reward the company with the lower price, all else being equal. The firm that does not have a 

significant cost advantage risks losing customers and going out of business.  

The absence of a company's product in a particular location may result in lost sales during the maturity period. 

Widespread distribution is essential. If the company's product is not in a particular location, one or more of the 

competitors' products are likely to be there. The firm cannot risk losing sales simply because their products were not 

available.  

d. Decline stage.  

During the decline stage, sales and profits begin an even sharper drop, and the number of competitors is reduced even 

further. With public preference for this product waning, the decline stage continues until the last of the producers 

cannot make a profit, and the product category dies.  

The product strategy now becomes one of reducing the number of models offered. With the public abandoning the 

product and competition declining, the need for many models is no longer there. The company now focuses its 

attention on the costs and profitability of the remaining models. Costs, such as research and development and 

production, are cut to the minimal amount necessary. After the cost cuts, management eliminates those products that 

are no longer profitable.  

The promotion efforts also include an examination of costs. Only the minimal amount of promotion necessary to keep 

the product selling is done. The remaining people in the market want the product and do not need to be convinced that 

they should buy the product. They only need to know that the product is still available. Consequently, the promotion 

effort shifts to reminder promotion
1
.  

Products' prices are also kept as low as possible during the decline stage. Since the number of competitors has 

dropped, it may seem that a company could raise prices. If the remaining customers maintain strong brand loyalty, 

this policy might be possible. However, the product has fallen out of favor, and customers have other product 

alternatives. A price increase that could not be justified by cost increases runs the risk of alienating even the few 

customers left purchasing the product. Consequently, the strategy should be to keep the prices as low as possible.  

Cost is also an overriding factor in the distribution of the product during the decline stage. The declining sales may 

not justify the widespread distribution reached during the maturity stage. Only those areas or markets that are still 

profitable should be covered, and the unprofitable distribution outlets eliminated. Hopefully for the last companies 
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producing the product, the brand-loyal customers or laggards will seek out the limited locations of the products and 

continue purchasing it. 

Decline stage trap.  

Just because a product's sales begin to decline does not mean that the product life cycle has reached the decline stage. 

However, if the company believes that the product is in a decline, the implementation of the decline stage strategies 

may lead to the death of the product long before its time.  

Before the strategies for declining products are tried, the company should definitely establish that the product is in 

decline. The company should first follow strategies to boost sales and not resign themselves to the cost-cutting 

strategies of the decline stage. For example, Arm & Hammer could have easily decided that their baking soda was 

dying, and implemented decline stage strategies. However, they chose to fight for its life. They differentiated the 

product by finding new uses—such as a deodorizer and an ingredient in toothpaste. They so successfully repositioned 

the product that many people now think about baking soda as a deodorizer first and disregard its original use in 

baking.  

Conclusion 

Borrowed from biology, the life-cycle concept has been adapted and applied to products and industries. The product 

life cycle maintains that products and industries move through the stages of introduction, growth, maturity, and 

decline. By viewing a product from the perspective of its product-life-cycle position, management can use the product 

life cycle as a valuable decision-making tool. As the product moves through its life cycle, the appropriate strategies 

for its future development vary greatly. Knowledge of the appropriate strategies can help guide management actions
2
.  
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ABSTRACT 

   Entrepreneurship is considered as the engine of economic growth and development of a country. Women 

constitute half of the World‘s population still they are the largest group which is excluded from the benefits of 

development. Through out the world, women‘s participation in economic activities is increasing. In the past ten 

years the women of India have taken the bold step of invading the hitherto for bidden area of entrepreneurship. 

They are ready to take risks, face challenges and prove to the world that their role in society is no more a passive 

one. Women have become more independent and achievement oriented.  

Strategies for women entrepreneurship development 

   Today a number of Government and non-government organization are providing supportive set up for 

entrepreneurship development. They come forward to promote women entrepreneurs. 

Training Programs: 

1. STEP    2. DWCRA     3. SISIS    4. SFCs   5. NSICs   6. DICs   

7. Mahila Vikas Nidhi    8. Rashtriya Mahila Kosh   9. Swayam Siddha  10. Swawlamban   

                The growth and development of women entrepreneurs required to be accelerated 

because entrepreneurial development is no possible without participation of women. Therefore, a congenial 

environment is to be created to enable woman to participate needed participate actively in the 

entrepreneurial activities.  

Key words: Women entrepreneurship, Empowers, Qualities, SHGs, Swawlamban. 

Introduction : 

  Entrepreneurship is considered as the engine of economic growth and development of a country. It 

constitutes the vital and dynamic ingredient to economic and social transformation of the nation. Who is an 

entrepreneur? oxford Advance learner's Dictionary defines the term 'entrepreneur' as "One who makes money by 
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starting or running business, especially when this involves taking financial risks" Entrepreneurship is the process 

of launching a venture and managing it. 

   Women constitute half of the world's population still, they are the largest group which is excluded 

from the benefits of development. In India women comprise 48 percent of the population. Yet they have a 

secondary position in the society. Their role is confined within the four walls of the household activities. However, 

in this modern age things have been changed a lot. Spread of education coupled with a revolutionary a significant 

change of the status of women in the society. The modern woman has realized her values. She wants to make use 

of her intelligence, knowledge and education, she can enjoy all the comforts of the life being economically 

independent. 

  Through out the world, women's participation in economic activities is increasing. In the past ten 

years the women of India have taken the bold step of invading the hitherto forbidden area of entrepreneurship. 

They are ready to take risks, face challenges and prove to the world that their role in society is no more a passive 

one. Women have become more independent and achievement oriented. 

  A woman entrepreneur may be defined as "Woman or groups of women who initiate, organize or run 

a business enterprise". According to Kamal Singh "A confident, innovative and creative women, capable of 

achieving self economic independence, individually or in collaboration, generates employment opportunities for 

other through initiating establishing and running enterprise by keeping pace along with her family and social 

life." 

OBJECTIVES OF THE STUDY: 

1. To know how women empowers through doing any business. 

2. To examine the nature and extent of family influence to women entrepreneurs. 

3. To identity the reason for taking up women entrepreneurs. 

4. To know what is the qualities level of woman entrepreneurs. 

WOMEN'S EMPOWERMENT: 

                     It is believed that economic strength is the basis of social, political and psychological 

power in the society. Thus the lower status of women mostly stems from their low economic status and subsequent 

dependence and lack of decision-making power. Therefore is women gain economic strength, they gain visibility 

and voice. Empowerment which means "becoming powerful" is a process by which individuals groups and 
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communities are able to take control of their circumstances and achieve their goals. It enables them to work towards 

helping themselves of empowerment such as educational economic, psychological, social and political are 

interlinked. According to Bhasin (1985) "Women's empowerment involved the transformation of power relation at 

six different level- individuals, family group, organization, village, community and society. In order to 

empowerment of the rural poor, especially women female development workers must empower themselves. 

WOMEN ENTERPRISES IN PRACTICE: 

  The Government of India has defined woman enterprise as "an enterprise owned and controlled by women 

having a minimum financial investment of 51% of capital and giving at least 51% of the employment generated in 

the enterprise to women." In India the following features have been found in respect of women entrepreneurship. 

1. Women account for only 5.2% of the total self employed persons in the country. 

2. There were move than 1,53,260 woman entrepreneurs claiming 9.01% of the total entrepreneurs in India, 

during 1998-99 [Meheta 2003]. 

3. Decision relating to site selection for establishment of enterprise for women is based on proximity to home. 

4. Woman entrepreneurs face more difficulties than their male counterparts in the startup stage of enterprise due 

to lack of experience of technical training and marketing. 

5. Self-assessment by woman entrepreneurs shows great differences from the characteristics normally associated 

with male entrepreneurs such as passive Vs. active, Private Vs. social. 

  In past rural women concentrated on traditional activities, but now due to spread of education and 

favorable government policies towards self-employment and skill development, women have changed their 

attitude and diverted towards non-traditional activities too. we find woman entrepreneurs engaged themselves in 

different type of activities' such as, Engineering, Electronics, Readymade Garments, Textile Designing, Jewellary 

dry Designing, Handicrafts, Doll-making, Toy- making, Painting, knitting, plastic soap ceramics, creches, 

canning, Leaf paper products, Mushroom, Farming, Bee-keeping, Duckery, Poultry, Dairy, Fishing and Dry 

fishing, Livestock management, floriculture etc. 
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Classification of SSI units in India on the basis of registration 

Sr. 

No. 
Characteristic 

Registered Units 

(in lakhs) 

Unregistered 

units (in Lakhs) 
Total 

1 Men 12.37 (13.08) 82.20 (86.92) 94.57 (100) 

2 Women  1.38 (12.93) 9.26 (87.07) 10.64 

 Total 13.75  (13.07) 9.26  (86.93) 105.21 (100) 

Not : Figures in brackets represent percentage to total. 

(Source : Science Tech. Entrepreneur, May 2007, Techno preneur) 

   The above table indicates that, there are 1,05,21,000 units of SSI in India. But there are 10,64,000 women 

entrepreneurship claiming 10.64% of  the total entrepreneurship in India. 

TYPES OF WOMEN ENTREPRENEURSHIP 

   

 

1. Natural Entrepreneurs : 

  Those who take business as a profession at their own planning to keep themselves busy. 

2. Generated entrepreneurs 

   Those who have been encouraged and trained through specialized training programme to set up business.  

3. Forced entrepreneurs: 

   Those who are compelled by circumstances such as the death of the father or husband, the responsibilities 
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falling on them to manage the business. 

4. Benami Entrepreneurs: 

   Those who are acting as a façade for business of their husband or brothers. 

Qualities of women entrepreneur 

 

 

 

 

 

 

 

There are many major factors influencing women entrepreneurship. 

1) Motivation 2) Equal status in society 3) Economic independence 4) Establishing their own identity 5) 

Achievement of excellence 6) Building confidence 7) Developing the risk taking ability 8) Emotional intelligence 

Strategies for Women Entrepreneurship Development: 

  Today a number of government and non-government organization are providing supportive set-up for 

entrepreneurship development. They come forward to promote woman entrepreneurs. 

  It provides a platform to assist the women entrepreneurs to develop new, creative and innovative 

techniques of production, finance and marketing. There are different bodies such as NGOs, Voluntary organization, 

SHGs (Self Help Groups), institution individual enterprises from rural and urban area which collectively help the 

women entrepreneurs in their activities. 

Training Programs : 

  The following training scheme specially for the self employment of women are introduced by 

government. 
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1. Support for training and employment program of women (STEP) 

2. Development of women and children in Rural Areas (DWCRA) 

3. Small Industry service institutes (SISIS). 

4. State Financial Corporations (SFCs) 

5. National Small Industries Corporation (NSICs) 

6. District Industrial centres (DICs) 

Mahila Vikas Nidhi: 

  SIDBI has developed this found for the entrepreneurial development of women specially in rural areas. 

Under Mahil Vikas Nidhi grants loan to women are given to start their venture in the fields like spinning, weaving, 

knitting, block printing, handlooms handicrafts, bamboo product etc. 

Rashtriya Mahila Kosh : 

  In 1993 Rashtriya Mahiala Kosh was set up to grant micro credit to poor women at reasonable rates of 

interest with very low transaction coss and simple procedures. 

Swayam Siddha : 

  The Scheme Sponsored by the Government, of India in 2001. The focus of the scheme is to create 

awareness and confidence among members of women, self-help groups regarding women's status, health, 

education, nutrition, sanitation and hygiene and legal rights. 

Swawlamban : 

  This scheme earlier know as NORAD/ Women's Economic Programme was started in the year 

1982-83 with the objective to provide training and skills to the poor and needy women and women from weaker 

section of the society. "Support to Training and Employment Programme for Women" (STEP). This programme 

was launched in 1987, seeks to provide updated skills and new knowledge to poor and asset -less women in the 

traditional sectors. 

Difficulties In The Development Of Women Entrepreneurship 
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  Women entrepreneurs encounter many problem in India. Very few women entrepreneurs are in big 

enterprises. They are mostly confined to small scale industries. They face lot of problems in establishing and 

running of business and most of the problems are connected to finance and management. 

1. Social attitude 

2. Lack of education  

3. Low mobility 

4. Families ties 

5. Problem of finance 

6. Intense competition 

7. Gender difference 

SUGGESTIONS 

  With this brief analysis of problems and prospects of women entrepreneurs, some suggestion are listed 

here as to how to motivate women to become entrepreneurs in large numbers.  

1. Creation of finance cell 

2. Concessional rates of interest 

3. Proper supply of raw material 

4. Changes the social attitude 

5. Offering training facility 

6. Setting up marketing co-operatives. 

7. Solving the problem of gender inequality. 

 

CONCLUSION: 

  The growth and development of women entrepreneurs required to be accelerated because 

entrepreneurial development is no possible without participation of women. Therefore, a congenial environment 

is to be created to enable woman to participate needed participate actively in the entrepreneurial activities. There 

is a need of government non-government, promotional and regulatory agencies to come forward and play the 

supportive role in promoting the women entrepreneurs in India. 
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  In the process they can become more efficient and effective in managing their small and handicraft 

enterprises and act as the critical ingredient for generation of employment, creation of income, increase in output, 

and enhancement of rapid industrialization for balanced regional development of the country. 
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