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Foreword

Dear Readers,

A warm welcome to all of you. We are very happy to release this special issue of Spectrum
which contains proceedings of the fifth international research conference on Services
Management held at KohinoorBa A y Saa { OK22ft FyR / SyYyGdSNI F2NJ al
in Khandala on 20February 2010.

¢CKS GKSYS F2NJ 0KAa &SI NDa Oae/Chtbph yndiS weiconie { S NI
address at the conference, Dr. Bigyan P.Verma, Director, KBSCMRhteghtiow the service

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

Asian countries have achieved excellence in manufacturing, while India with its vast pool of
skilled manpower is poised to leapfredpuilding a service sector in sync with global economy.

He emphasized how the extensive use of internet and information technology can help us
achieve the goal of inclusive growth. Further he elaborated how service sector has maintained

a healthy growth ratedespite general economic slowdown, and thus having the theme Services
Management The Catalyst , is apt.

Dr.Vijay Khole, former Vice Chancellor, Mumbai University then delivered his keynote address.
In his presentation Dr.Khole elaborated on the thembpw the expectation that reallocation

of resources from defense to civilian purposes after the cold war would help the economic
development have not been realized. The major reason for this is the rise in terrorism and war
activities. In India, health andducation are vital for our progress. Service sector in India is
growing with rapid urbanization, privatization and emergence of knowledge based economy.
Services like microredit have the potential to transform our economy.

This was followed by preseation of researchers in the technical sessions dedicated to the
following areas:

Marketing challenges in service industry

Importance of service quality

Ethical dilemmas in service industry

Human Resource practices in service industry

Strategic role ofrformation technology in service industry.
Operational issues in public services management

= =2 =4 4 A4

These sessions were chaired by various moderators from academia and industry.
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We are pleased to inform that due to overwhelming response from researchers framdnd
abroad, this issue of Spectrum is being released in three volumes. Each volume is dedicated has
to a set of subthemes:

1 Volume 1 contains papers on Marketing challenges in service industry, Strategic role of
Information technology in service indugt Operational issues in public services
management

1 Volume 2 contains papers on services related with banking and finance, HR and current
trends in services industry.

1 Volume 3 contains papers on service quality, service ethics and importance of
managment practices.

| am thankful to all the contributors of research paperhe conference delegates from
various institutions, moderators, corporate professionals, research committee members
and especially Prof. Saravan Krishnamurthy, the coordinator tfer Annual
International Research Conference 2010 for making this conference a grand success.

Dr. Ajit Gaikwad
Executive Editor, Spectrum 2010
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The current phase of product placement can be traced back specifically to the merchandising
successes dftar wars(1977), but ha continued with the blockbuster, actidigure based films

of the 1990s (for instancehatman [1989] andspiderman [2002]), as well as the successful

franchise films in the early twendfyrst century (such athe lord of the ringg§2001¢2003] and

harry potter

Inspired by Hollywood, the Hindi film industry is beginning to go into film merchandising
introducing dolls, masks, key chains, school bags asturts - and hopes to one day reap
millions like in the west. In the merchanitig sector, Bollywood has had very few successful
deals so far. One of them was produdeh NE O 2 NJ wl { SaK w2aKlyQa

Hnanc

[beginning in 2001)).

Y 2 @ A Bprared IS fii€ug for the maker as well as the retail chain.

RS
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By 2001, India was undbtedly the world' s largest film producing country with over 27,000
feature films and thousands of documented short films (on an average, around 800 films were

produced annually) in over 52 languagess important to realize the potential of

merchandsing in the marketing of a movie. Merchandising brings extra value to a film by way

of long lasting mementos in the hands of the consumer.

Despite the not so encouraging results, merchandising in India is poised to grow. Recently,

entertainment, media and@ommunications company Percept announced &5B(Joint venture
with the Future Group Called Bollywood Retail, the joint venture will invest Rs.500 million

initially to sell Bollywood merchandise. So we can say that product placements are emerging as
useful additional form of marketing communication. They score over traditional television

advertising for three reasons viz: goodwill gains by associating with a popular program,

purchase of large portion of commercial time within the programme prevents comratic

interference from competition (Gay, 1988) and integration with program reduces likelihood of
TFLAY3T 6aSSylIKIYEI mpdpmMod ¢KSNBE | NB ydzyYo SNJ 2
in a movie resulted in an increase in brand performance in Hollywoodies. When agent
James Bond made top secret calls on an Ericsson mobile phone in 1997 in the movie Tomorrow

Never Dies, the Ericsson trademark got a real upward boost in visibility and market share

(Zieme 1998). More recently Equisearch.com, a web sitgeted to equestrians, credited its
40%increase in web hits and quadrupled sales revenue over a two month time span to a brief

F LIS NI yOS 2F (GKS oN}YRQa& yIYS Ay (KS Y20AS
long as in 1982 the alien creaturethe movie ET The Extraterrestrial, was lured from its hiding

LI  OS 4A0K wSSasSQa LASOSa OlFlyRes oO0N}YR

Y2OASQa NBESIAS 6.dzaa wmdppy> CIFNKA mMppy T wS
brand placements in Indian films but not enough research has been conducted to prove its

al ft

effectiveness. The earliest reference of a brand placement comes in the 1940 classic Chalti Kaa
naam Gadi with the brand Coca Cola. The movie Dilwale Dulhanyiyan Le Jalytme&990s
was a successful story of launching of Stroh bear in Indian market. Today, product placement is

used as an often used strategy for the advertisers in Hindi films.

FBM (Film based Merchandizing) had not really caught the fancy of the Inidiaimdiustry.

While most distributors agreed that there was definitely a large market in terms of volume,

problems such as the licensing issues were yet to be dealt with. Prediaiciment refers to
the pracice of including a brand name product, package,signageor other trademark
merchandise within a motion picture, television or other media vehicles for increasing
the memorability of the brand and for instant recognitionat the point of purchase.
Product placementsare commercialinsertions within aparticularmedia programintendedto
heightenthe visibility of a brand, type of product orsewice. These insertionsare not meant
to be commercial break ups rather an integral partof the mediumsothat the visibility of the
brand increases. Productplacanents are different than the celebrity endorseament
advertisanents in many ways. The celebrities endorse products and brands with
commercial reasons, whichnormally comes in the breaks in television programs or in
cinema halls. The phelmmenon of zipping and changein the television usage behaviour
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due to surfing duringcommercial breaks has reducedthe effectivenessof the television
commercials.

Smilarly the commercials on cinema halls are found to be of low involvement as the
audience takesthem as blocksbetween the reasonsof visiting the cinema hall and the time
available to them for entertairment. So the brand communication and the
entertainment products are viewed differently by the audiencein both the media. Brand
placement provides an opportunity where the involved audiencegets exposure to the
brands and products during the natural process of narration of the movie or television
commercial.

Further to this in a television viewing, the audiencehas a choice to shift the channel,as
the programming is an involuntary exposuredue to fixed schedulescontent andtiming. This
involuntary exposure makes the audienceto have a choice of voluntary viewingof the
program of his choice and then he or she may switch to another channel. It has been
observed from researchthat brand recall for commercials shown during the television
programs with higher level of TRPsare very poor due to the chamel switching behaviour
(Fourier and Dolan 1997). High level of media clutter, similarity of programming
across channels, channel switching behaviour are the factors responsible to generate
sufficient level of researchinterest among researters at the practice of brand placenents
in movies. 98%of the Hindi films flop in a year and the produces are not able to get
revenue for their invesiments. The basic objective of pemitting product placements in
moviesis to cover upthe possiblelevel of producton costbefore the movie is released. Due
to the informal and nam-standardization nature afhe business practices in Hindi filmdustry,
there is no standardariff that producerscan chargeto the brand managersfor product
placanentsin their movies.

For the first time in India, Volvo Cars have got associated miian film industry namley
Bollywood with the debut of its red XC9eORsign in the most awaited film release of 20(®

Idiots. Produced by Vinod Chopra Films and directed by Raj Kumar Hirani, the film's cast
includes the creme of the Indian acting feanity - Aamir Khan, Kareena Kapoor, R. Madhavan
and Sharman Joshi.

It may be recalled that Volvo Auto India , the whallyned subsidiary of Volvo Car
Corporation, on 15th October'08, had launched a new variant of its luxury Sports Utility Vehicle
XC90which has been christened XC 9D8&sign, in the domestic market. Retailed at Rs. 58
lakh (exshowroom, Delhi), the new SUV is equipped with 32 valve V8 4.4 litre petrol engine
delivering 315 bhp, and is available in five colour options, of which 'PaRgidhis exclusive to

the variant. A number of sporty features were also been added to the vehicle like-tsipexd
chassis, sports calibrated steering and sophisticated stability control techniques. Moreover, the
wheels have grown to 19" in diameter, anket quad tailpipes hint at what lies beneath the
hood. A new instrument cluster with blue backlighting complements the rest of the interior.

The only leading licensed merchandiser in India was Disney with about 40 licenses including
Weekender Kids, TimegGadbury, Parry' s, Leo Mattel and Funskool, making a wide range of
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character based merchandise. Import restrictions added to the lack of-trgle adoption of

FBM in the country. Apparel, one of the most lucrative categories of FBM does not require very
high startup costs and the entire range can be made and retailed at a nominal price range. A
Disney Tshirt could easily be sold for Rs 1500. However, since manufacturing was so cheap,

a thriving grey market had emerged. There were virtually no chenksopyright infringement

with apparel, caps, school bags, water bottles and pencil boxes all bearing registered brands.

MOVIE FOR RESEAR@Ho L5Lh¢{ €

A Reliance Big Pictures release of a Vinod Chopra Films production. Produced by Vidhu Vinod
Chopra. Dected by Rajkumar Hirani. Associate director, Rajesh Mapuskar. Screenplay, Vidhu
Vinod Chopra, Hirani, Abhijit Joshi, based on the 2004 novel Foug Someone" Chetan
Bhagat.With: Aamir Khan, Kareena Kapoor, R. Madhavan, Omi Vaidya, Sharman Josin, Bom
Irani, Mona Singh, Javed Jaffrey, Rahul Kumar, Parikshit Sahni, Akhil Mishra.

Made with a budget of Rs 45 crore, 3 Idiots has already raked over five times what the
producer, Vidhu Vinod Chopra, had invested in the film, which tells the story of thezwl$
OKNRdzZZK OGKSANI O2f€tS3S YR 62Nl ® ¢KS RA&GNRO6 dzi
Big Pictures for around Rs 80 crore, according to industry sources. The film was released with
over 1,500 prints in India and 344 prints overseas. 8tsdis creating records. Aamir Khan

starrer 3 idiots has earned a whooping 315 crores worldwide in just 19 days. The producers
claimed that such a collection has made it the biggest movie at the Box office.

MOVIEFORRESEARG@H [ [ ¢1 9 . 9{ ¢c¢

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

Box office was not warm last week witall the new releases going dud. In faétyan
MukherieeQd W2 1S ! LJ {ARQ aidAftf O2yGAydzSa G2 NROJ]
the fourth week.

The third week business foWake Up Sigvas around Rs 1.25 crore but in the fourth week it has
grossed nearly Rs 1.25 crore just over the weekend. Wheiasli hits had an unexpected
drop in collections this weekendlue witnessed a poor second week with business of around
Rs 6.25 crore only and tti#alman Khai#areena KapoastarrerMain Aur Mrs Khannhas been
declared a flop.

However, laugh rioAll The Beshas done okay business, making produggry Devgam happy
man. The movie has grossed around Rs 9.50 crore approx over its second weekend and has
reportedly shown steady collections in all circuits. Though the mowieahdull first week but is
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AN} Rdzl t €& LIAO]AY3I dzLJx 6 St GAyYy 3 -19crdredaSsingss avée S T A f
its second week depending on how it performs on the weekdays.

b2gx I ff¢ SeSa INB aSia 2y G-sdrér LoaddrSDreadmsantNB f S| 4 ¢
contemporary fairy talé\ladinstarringAmitabh Bachchahit the marquee.

STATEMENT OF THE PROBLEM

Thispaper highlightsthe basicreasonsfor placingproductsand brandsin films with special
reference to Hindi films and the influence of these placementssa tool for enhancing
the recall value and purchase decisiomf the brands in the long run. The problems
associated with PPL in India have been examined along witfutiise prospects in the
country.

OBJETIVES OF THE STUDY

U To find out the frequency of watching movies among the audience

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

U To determine whether awareness has influenced the young viewers

U ToDiscuss the pros ahcons of a movie producer's decision to associate his/her movie
with a particular brand/company

METHODOLOGY

A Sample size of 120 students is considered as the ample size for the study with 70
number of males and 50 females. The data is collected wsingtured questionnaire.
Judgment sampling is adopted for collecting the sample elements. The data analysis is
interpreted with the help of statistical tools and hypothesis testing withsthiare.

For the research, we have taken two movies 3 IdiotsAlh@he Best.

In the 3 Idiots , we have considered two products Mahindra flyte and Airtel for the
research. While in All The Best Rolex Watch has been taken into consideration. 3 Idiots
was a biggest hit in the beoffice and created new record in Hindinis . All The Best

was an average comedy film.
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DISCUSSION AND ANALYSIS

Table No.1.1 : Gender wise analysis for frequency of watching movies in theater in a month.

Gender/ None Once Twice thrice more total
frequency

male 2 12 22 9 25 70
Female 5 7 25 8 5 50
Total 7 19 47 17 30 120

The above table no. 1.1 highlights that 35% male & 10% female watch movie more than thrice
80%male & 76% female watch movie more than once in a month.

Ho: Frequency of watching movies in theater is more in casmalé than female. The
calculated value of.2 (1.521) is grater than the critical value (7.82) at 5% level of significance
with 3 degree of freedom. Hence null hypothesis iesid and it is concluded that male are
more fond of watching movies than female.

Table No.1.2 : Analysis of awareness about product placement giD3OTS.

Gender/frequency | YES NO total
Male 62 08 70
Female 42 08 50
Total 104 16 120

Awarenessabout product placement in the movie is 88.5% in case of male while in case of
female it is 84%.

Ho: There is no relationship between gender and awareness about product placement in the
movie 3¢ IDIOTS.

The calculated value of .2 (.056) is less than the critical value (3.841) at 5% level of
significance with 1 degree of freedom. Hence null hypothesis is selected and it is concluded that
there is no relationship between gendand awareness about product placement iq DIOTS
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Table No.1.3 : Analysis of awareness about product placement in ALL THE BEST

Gender/frequency | YES NO total
Male 60 10 70
female 37 13 50
total 97 23 120

Awareness about product placement the movie is 85.75 in case of male while in case of
female it is 74%.

Ho: There is no relationship between gender and awareness about product placement in the
Movie ALL THE BEST

The calculated value of .2 (.386) is less than the critical value (3.841) at 5% level of
significance with 1 degree of freedom. Hence null hypothesis is selecteed and it is concluded
that there is no relationship between gender and awaremne@bout product placement in the
movie ALL THE BEST

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

Gender/frequency | Right wrong No idea total
Male 42 20 08 70
female 23 19 08 50
total 65 39 16 120
Analysit K2 6 Qa GKI 0 NAIKIG LINRPRdAzOG NBOFff FT2NJ al KAy

while in case of female it is 46% only.

Ho: Product recall for Mahindra Flyte in the movie is more in case of male than female.

The calculated value of .2 (.4115) is greater than the critical value (5.991) at 5% level of
significance with 2 degree of freedom. Hence null hypothesis is selected and it is concluded that
male respondents are are able to recall the product as compared to female.

Table No.1.5: Analysis of second product recall in 3 IDIOTS i.e. [Airtel ]
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Gender/frequency | Right wrong No idea total
Male 41 19 08 70
Female 22 10 08 50
Total 63 29 16 120
Analysissho®& (G KI G NARIKGOG LINRPRdAzOG NBOLF f €

in case of female it is 44% only

HO: Product recall for Airtel in the movie is more in case of male than female.

The calculated value of .2

T2 NJ

I A NG ST

(.346) is greater than the critical value (5.991) at 5% level of
significance with 2 degree of freedom. Hence null hypothesis is selected and it is concluded that
male respondents are more able to redhk product as compared to female .
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Gender/frequency | Right wrong No idea total
Male 43 17 10 70
female 30 7 13 50
total 73 24 23 120
Lyl f@aAra aK22otiecall for ROLBEXMWAtEh(n thelibvie is 61% in case of male

. = i
m

Table No.1.6 : Analysis of product recall in ALL THE BEST i.e.[ ROLEX Watch

while in case of female it is 68% .

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

Male and Female.

The calculated value of .2

(.40) is greater than the critical value (5.991) at 5% level of

significance with 2 degree of freedom. Hence null hypothesis is selected and it is concluded that
male and female both arequally able to recall the product.

Table No.1.7 To influence the audience by including brasmchme product

in their movies is unethical

Gender/frequency| Strongly Agree Disagree Strongly total
agree disagree

Male 08 16 32 14 70

Female 12 10 08 20 50

Total 20 26 40 34 120

lylrfeara akKz2gQa OGKI G

Ho: maé and female both agree that product placement in the movie is not unethical.

(2.046) is less than the critical value (7.82) at 5% level of
signifcance with 3 degree of freedom. Hence null hypothesis is accepted and it is concluded
that product placement in the movie is not unethical as per both category respondent.

The calculated value of .2

c p ®T1 mihat stak ibflGenck theé dudieNds S
by including braneghame productin their moviesis unethical while 56% female find it ethical .

g A
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Table No.1.8 :The fact that you saw a celebrity on a Movie using a specific loranl|
YIS @2dz OK224&S |yR LJz2NOKI&asS GKS aFl Y2dzaé

Gender/frequency | YES NO Depend on| total
other
factor
Male 25 18 27 70
Female 20 08 22 50
Total 45 26 49 120

As per the analysis , 35.71% male purchase the brand placed in the movie whil&c38l&e
other factors into consideration before purchase decision.

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

Ho: There is no relationship between gender and purclogsésion.
The calculated value of2 (.20) is less than the critical value (5.991) at 5% level of significance

with 2 degree of freedom. Hence null hypothesis is selected and it is concluded that there is no
relationship between gender and purchase decision.

FINDING OF THE STUDY

The major findings of the study are as follows;

U 35% male & 10% female watch movie more than thrice.
80%male & 76% female watch movie more than once in a month.

U Awareness about product placement in the movie is 88.5% in case of male whigein ca
of female it is 84%.

U0 Awareness about product placement in the movie is 85.75 in case of male while in case
of female it is 74%.

U lyrfeaira akKz2¢Qa GKIFG NRIKIDA LIN2 RdzOG NB O f €
of male while in case of fentait is 46% only .
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lylFrfeaAra akKz2gQa GKFG NRIKDG LINE RdzOdG NBOF f f
male while in case of female it is 44% only.

c:

U lyrfeaira aKz2eQa GKFG NRARIKDG LIN2 RdzOG NBOI f €
of malewhile in case of female it is 68% .

U lyrfeaira akKz2¢Qa OGKIG cpdrm: YIES RAalFINBS
audience by including brarsame product in their movies is unethical while 56%
female find it ethical .

U 35.71% male purchase thednd placed in the movie while 38.57% take other factors
into considerati9on before purchase decision.
40% female purchase the brand placed in the movie while 44% take other factors into
consideration before purchase decision.

9. CONCLUSION

The study has focused on the awareness of product placement in movies among youngster in
Pune. There is a very good awareness among viewer in Faeeesults show that viewers

were generally positive about product placement in movies. Wefind that product
placanentsin films are effective. The high recall, recognition and positive attitude scores
suggestthat brand managersseriouslylook at product placenentsin moviesasa new vehicle

for reachingto custamers. The large rangeof responsessuggeststhat the type of product
placanent is significant,irrespective ofthe brand beingwell known or lesserknown. With

the growth of professonalismin Indian cinema and the growing need for less cluttered
communication channels,we feel that product placements can emerge as a strong vehicle

to communicate to he vast fim-viewing population in India.

10. RECOMMENDATION

The increasing usef product placements in other media like television,books, regional
languagefilms and computer games might also be studied, as can longerm memory of
product placenents. Howevera number of issuesneed to be kept in mind. Relevanceof
productto the situationneedsto be created: this is possble by incorporatingthe placement
planningat a scriptlevel. Thehighfailure rate of moviesin India mean that managersare ill
equippedto predetemine if audienceswill convert negative attitudes about the movie into
negativeattitude towards the brand. Assucces®f product placanents is dependent onthe
successof the movie and consequenty, its reach, it is not possbledo evaluate placments
from a salesgeneration perpective.
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APPENDIX |

FILMS USED IN THE STUDY WITH RESPECTIVE PRODUCT PLACEMENTS

Feature Film Product Situation
3 IDIOTS MAHINDRA FLYTE KARINA KAPOOR and other

characters have used the same
product in different comic situation.

3 IDIOTS AIRTEL Product logo was displayed and

i tos musi c was
scene of the movie.

ALL THE BEST ROLEX WATCH Sanjay Dutt, one of the main

APRODUCT PLACEMENT I N HINDI MOVI ES AND 1 T606S

characters uses product in the
various situation in the movie with
pronouncing its name.

QUESTIONNAIRE

AUDIENCE IN BRAND RECALL AND PURCHASE DECISION IN PUNE CITYO0

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

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

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

a) Yes b) no

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

a) Yes b) no

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

3 IDEOTS -
a) TVS-SCOOTY b) HONDA- ACTIVA c) MAHINDRA -FLITE d) NONE

I NFL
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V. From the product listed below, please select another product shown in the movie.

3 IDIOTS T
a) IDEA b) AIRTEL c) VERGIN MOBILE d) NONE

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

ALL THE BEST-
a) TIMEX WATCH b) ROLEX WATCH c) TITAN WATCH d) NONE

Please answer the following question by indicating your opinion.

VII.  Ithink it is unethical for movie producers to attempt to influence the audience by
including brand-name product in their movies?
Strongly agree b) Agree c¢) Disagree d) Strongly disagree

VIII. You are in the supermarket, trying to choose a brand from a selection. The fact

that you saw a celebrity on a Movie using a specific brand will make you choose
and purchase the Afamousodo brand?

a) YES b) NO
Name -:
Age - Gender-:
Education -: Occupation
Contact no.-: E-mail-:
Thanks.
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Review of Literature:

Introduction:

Admittedly, the distinction between goods and services is not always perfectly clear. Infact,
providing an example of a pure good or a pure service is very difficult, if not impossible. A pdre go
would imply that the benefits received by the consumer contained no elements supplied by service.
Similarly, a pure service would contain no elements of goods.

In reality, many services contain at least some goods elements, such as the menu se&taions
rain forest café, the bank statement from the local bank, or the written policy from an insurance
company, and traveling in the buses and trains. Also, most goods at least offer a delivery service. For
example, simple table sat is delivered to theggry store, and the company that sells it may offer
innovative invoicing methods that further differentiate it from its competitors.

Services are everywhere we turn, whether it be travel to an exotic tourism destination, a visit to
the doctor, a churchexvice, a meal at our favorite restaurant, or a day at school. More and more
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countries, particularly the soalled industrialized countries, are finding that the majority of their gross

national products are being generated by their service sectors. Hawkegegrowth of the service sector

does not just lie within traditional service industries such as leisure and hospitality services, education

and health services, financial and insurance services, and professional and business services. Traditional
good poducers such as automotive, computer, and numerous other manufacturers are now turning to

the service aspects of their operations to establish a differential advantage in the marketplace as well as

to generate additional sources of revenue for their ficnhs essence, these companies, which used to
O2YLISGS o6& YINJSlGAy3I &ao62ES&¢ oGl y3aaoftsS I22Ra0:z K
provision of unmatched, unparalleled customers services.

In the beginning the work toward accumulating serviceskating knowledge was slow. In fact,
not until 1970 was service marketing even considered an academic field. It then took 12 more years
before the first international conference on services marketing was held in the United States, in 19892.
One of the reasns the field of services marketing was slow to grow within the academic community
was that many marketing educators felt that the marketing of services was not significantly different
from the marketing of goods. Markets still needed to be segmented tamgkets still needed to be
42dz3KGZ FYR YFEN]SGAYy3I YAESa GKIFIG OFGSNBR G2 GKS vy
to be developed. However, since those early days, a great deal has been written regarding specific
differences between goaland services and their corresponding marketing implications. The majority of
these differences are primarily attributed to four unique characteristiosangibility, inseparability,
heterogeneity, and perishability.

Services are said to biatangible because they are performances rather than objects. They
OFlyy2i 068 G2dzOKSR 2NJ aSSy Ay GKS &lYS YIYyySNI Ia 3
judgments about them tend to be more subjective than objectileseparability of produ7ction and
consumption refers to the fact that whereas goods are first produced, then sold, and then consumed,
services are sold first and then produced and consumed simultaneously. For example, and airline
passenger first purchases a ticket and then flies, consumiagirtfilight service as it is produced.
Heterogeneityrefers to the potential for service performance to vary from one service transaction to
the next. Services are produced by people; consequently, variability in inherent in the production
process. This tk of consistency cannot be eliminated as it saved; unused capacity in services cannot be
reserved, and services themselves cannot be inventoried. Consequently, perishability leads to
formidable challenges relating to the balancing of supply and demand.

Transportation: the transportation includes the transportation of passengers and cargo, scenic and
sightseeing transportation, and other support activities related to the primary modes of transportation
(rail, air, water, and road). Transportation accoumt &pproximately 3.1 percent of all employment and

2.6 percent of all establishments. The utility sub sector comprises establishments that provide the
following services: electricity, natural gas, steam, water and sewage removal. Utilities represent
approXmately 0.5 percent of all employment and 0.2 percent of all establishments. Employment
projections for this service super sector are mixed. Employment projections forecast a 21.7 percent
increase for the transportation and warehousing sub sector for th822012 period. In contrast,
overall utility employment projections indicate a 5.7 percent decrease during the same timeframe.

Customer expectations:

How do buyers form their expectations? From past buying experience, friends and associates
advice and miketers and competitors information and promises. F marketers raise expectations too
KAIKI GKS 0dz2SNJ Aa tA1Ste G2 0SS RAAlFILIRAYIGSRD | 25
FOGNY OG0 Sy2daAK 06d22SNE® {2YS 2 Fre raigng lefpertationYahd i & dzC
delivering performances to match. These companies are aiming for TCS (total customer satisfaction).
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To be reliable and reasonable
Delivery commitment

Industrial product

To be advised in case of delay
To be helped in case of ddulty
Consistent good quality product
U Competitive rate or prices.

Customer Value:

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

Profile of APSRTC

The origin of APSRT@tes back to Junel932, when it was first established asRIER(Nizam State Rail

& Road Transport Department), a wing of Nizam State Railway in the erstwhile Hyderabad State, with 27
buses and 166 employees. During the past 74 years, it has registeteady growth from 27 to 19,270
buses with 766 bus stations, 208 depots and 1,880 bus shelters.

[ e e i e i et ) e

The Corporation's buses cover 6.63 million KMs. and carry 127.87 million people to their destinations
every day. They connect 24,336 villages to all major toand cities in A.P which constitutes 95% of

road transport. APSRTC operates to City and Mofussil areas. The Corporation's buses also ply to
important towns and cities in the neighboring states of Tamilnadu, Karnataka, Maharashtra, Orissa and
Chattisgarh.

The entire network is under the administrative control of 23 Regional Managers in 6 Zones. Zonal head
guarters are at Hyderabad. APSRTC under the present name was established on 11th January 1958 in
pursuance of the Road Transport Corporations Act 1950.

Andhra Pradesh State Road Transport Corporation has been leading by an example. It has a number of
firsts to its credit in India:

U First to nationalize passenger road transport services in the coli9B.

U First to introduce long distance night expressvices.

U First to introduce A/C sleeper coach,-Fich, Metro Liner, Metro Express and In€ity

services.

U First to introduce Depot computerisatietf86.

U First to appoint Safety Commissioner for improving the safety of the passengers.

U All the 208 Dpots in the state are computerized.

U Reservation of tickets on telephone and door delivery of tickets
APSRTC is committed to provide consistently high quality of services and to continuously improve the
services through a process of teamwork for the utmsatisfaction of the passengers and to attain a
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position of preeminence in the Bus Transport sector.

Vision:

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

Corporate Philosophy

1 To provide safe, clean, comfortable, punctual and courteous commuter service at an economic
fare.
1 To provide employeeatisfaction in financial and humanistic terms.
{1 To strive towards financial sekliance in regard to performance and growth.
To attain a position of reputation and respect in the society.

Guiding Principles of APSRTC

1 To provide efficient, effective, etbal management of the business.

71 To assist the State administration in attaining good governance.

1 To treat the customer, i.e. passenger, as a central concern of the Corporation's business and
provide the best possible service.

1 To explore and exploit témological, financial and managerial opportunities and developments
and render the business cost effective at all times.

1 To regularly and constantly improve the capabilities of employees for higher productivity.

1 To focus on service conditions and welfafethe employees and their families consistent with
their worth to the Corporation.

T To fulfill its obligation to the State and Central governments by optimizing return on investment.

1 To emphasize environmental and community concerns in the form of ieduair and noise
pollution.

1 To consciously conform to the policy guidelines of the State in its business operations.

1 To reach a position of preminence in bus transport busine

Operations

On an average, APSRTC transports about 14 million passengerslayeequalling the number

of passengers ferried by Indian railways. It is the world's largest public transport organizations
by bus fleet offering a wide transportation services in the Southern states of India. This has
been certified by the Guinness WarRecords for being the largest bus operator in the world.
APSRTC operates across the states of Andhra Pradesh, Tamilnadu, Karnataka, Pondichery,
Maharashtra, Orissa, Chattisgarh, and Goa.. The Corporation operates City services in
Hyderabad; Secunderabd twin cities, Vijayawada, Vishakhapatnam, Tirupati and Warangal..
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Present size

©CoNOOr~WODNE

Number of Vehicles (As on 30.04.2009p972

Number of Employees (As on 30.04.2009)4036

Number of Depots 202

Number of Regions/Zone®3/7

Number of Bus Stationss23

Total Incl. Mandal Bus Station§23+242 = 765

No. of Passengers Transported/ day (in Millions) (Mar:'a3)79
Total Number of routes (Feb.'08Y,508

Villages connected24,336

Bus services

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

1

City Services: In Hyderabad, it operates Ordinary, Metro Express-i{Bemy), Metro Liner
(VeeraLuxury) and A/C bus coaches. The non AC are operated in other majootifieshra

Pradesh Vishakhapatnam and Vijayawada under different names.

Long Distance Service: APSRTC operates different classes of services connecting almost every
major town in the state of Andhra Pradesh. It operates coaches between Hyderabad and State
Capitals of Karnataka, Pondichery, Tamilnadu, Goa, Chattisgarh and Orissa. For rural areas
Gramani coaches are run. It also has the luxury or sbeeper service of buses connecting

district headquarters as well as the state capital. Recently it hasdated Air conditioned

+2f @2 0dzaSazr ylIYSR GKSY a aDINHzRF{d ¢KSaS 0 dza

Awards

f

1

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

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

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

Conveyance Providing by@SRTC :

CAT Card:

Concessional Annual Travel (CAT) Card". This travel card is valid on all types of Mofussil services
(except in city and AC services) the cost of the card is Rs.200. For first time buyers and
concessional is allowed all renewals at thel erfi each year. The card holder will get concession

of 10% on fare and additional compensation of Rs.1.50 Lakh (accident benefit) for the first time
buyers and incase of repeat buyers it is Rs.2 lakhs.
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Details A new scheme christened "Concessional Anflualzel (CAT) Card" was launched on
01.01.2000.

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

b. The validity period is for one year from the dafassue.
c. The Travel Card is valid on all types of Mofussil services except City and VOLVO services.

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

e. The concession is made applicable on all fare slabs except on minimum fare slatypesall
of mofussil services except City and VOLVO services.

JET

(Jubilee Express/Hiech Tickets)

[ F dzy OKSR 2y GKS S@S 2F D2t RSy WdzoAfSS OSf So NI
Which is (valid for 7 days) to travel anywhere in Andhra Pslad&he tickets are JHT for Intra
state travel and JHT for intstate travel.

Details This scheme was launched on the eve of Golden Jubilee celebrations of Indian's
Independence i.e., 15th Aug. 97. There are two types of Jubiléechiiticket (permittel in all

Super Luxury, Deluxe,, Express, Pallevelugu & Mofussil services) with validity for 7 days to travel
any where in Andhra Pradesh. And Ingtate Jubilee Hiech ticket (IJHT) is valid within state

and in Interstate services.

The tariff of Jubile Express Ticket is Rs.70f@r adults and Rs.356for child and Interstate
Jubilee Hiech Ticket is Rs.1100br adults and Rs. 556for children.

TREATS

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

Details A Scheme nomenclatured "TREATS" (Travel Reguldrigaan an Additional (free) Trip
Scheme) was introduced with effect from 20th May, 1996 on the route Hyderalgayawada
targeting frequent travelers. Under this scheme, a member of frequent plier programme will be
extended a free trip after performing fare paid single trips in a period of 60 days, thus, giving

a concession of 16.66%. Subsequently the TREAT Scheme was extended to Hyeerabad
Bangalore route w.e.f. 01.03.2001 as there is considerable number of frequenters on this route.

W¢ NI @S fike Tickets' fat widlizdtion at Tirupati
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We¢ NI oSt 1'a @2dz [A1SU YR wSldz2NYy W2dzNySeé ¢A01S
visiting Tirupati. Following three (types of) package tickets have been designed duly covering
the important pilgrim phces around Tirupati.

Route Tariff

Adult Child
A. TirupatiTiruchanurTirupati Rs.6f Rs.6f
B. TirupatiTirumalaTiruchanurTirupati Rs.15/ Rs.8f

Monthly Season Tickets:

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

Concession given on Bus Passes extended to various sections of society are:
i) Students below 12 years of Age extended 100% concession.

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

iil) Student passes in cities/townslab rate concession working out to 75% fare concession.

iv) Students of Higlkchools/colleges in mofussil areaslab rate concession working out to
75% fare concession.

V) Special general bus ticketsleb rated passesconcession working out to 40% concession.

vi) Exclusive trips to special schoelslab rated bus passesworking out to 60% concession
fare.

vii) Physically challenged bus pass&90% concession extended on city routes, whereas 50%
concession only on mofussil areas.

viii) Greater Hyderabad Pas5% concession extended only to students.
Free Travel in City Services:

Free travel facility is city services 2 Hrs. before scheduled departure and 2hrs. after scheduled
arrival is providd to passengers holding long distance (250 KMs and above) computerized
reservation tickets, tickets issued through TIMs and-RILfrom their residence to boarding

bus station and alighting bus station to their residence respectively.

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

long distance services.

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

VOLVO (GARUD/ SUPER LUXURY

UP & Down fare (with accommodation) Rs. 1300/ Rs.911/
Onlyup journey fare (with accommodation) Rs: 611/ RS. 411
Hail & Board:

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

REQUEST & ALIGHT:
All the buses will be stopped on requestla¢ passenger's convenient place-eute to alight.

Authorized Ticket Booking Agency System in Districts:

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

Computerized Ticket Booking Points in Twin Cities:

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

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

Telephone Reservation:

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

passenger response cards, advance reservation of tickets through credit cards, prepaid post
cards,free travel bus passes to girl students studying up to class x and student passes in cities /
towns below special general bus tickets, physically challenged bus passes, greater Hyderabad
pass, bus passes to ngo's, free bus passes to youth attending interviews, monthly season ticket
(mofussil), mla's., their spouses and mp's, freedom fighters of Andhra Praslephyyees and
children.
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Tourism Bus Station Servce Timi AdultChilcKMs
Service Type Imings Fare Fare

TOURIST SERVICES IN WARANGAL REGION

Pakhala LakiNarasampetPallevelug05.30, 06.00, 07.10, 07.30, 08.00, 086.00 3.00 15
08.20, 09.40, 10.30, 11.001.15, 11.3C
12.00, 12.20, 12.30, 13.30, 14.00, 14
14.30, 15.20, 15.45, 16.00, 16.30, 16
17.30, 18.00, 18.30, 19.20, 19.30, 20.:

Ramappa Mulug Pallevelug08.10, 09.10, 10.10,11.40, 12.40, 146.00 3.0015
Temple 15.1Q 16.30, 18.00.
Parkala Pallevelug06.30, 07.30, 8.30, 10.00, 11.00, 1212.0C6.00 30
13.30, 14.30, 15.10, 17.30,19.30

Thousand HanmakondCity Bus Within City Limits 1
Piller Temple

Bhadrakali Warangal City Bus Within City Limits 4
Temple

PlanetariuméWarangal City Bus Within City Limits 4
Musical
Garden

Warangal Warangal City Bus Within City Limits 6
Fort

Objectives of the study:

The main objectivesf the study will be to obtain the customer Expectations with this (APSRTC)
service industry, in Warangal of Andhra Pradesh,
U To find out the opinions of passengers about Road Transport service in Warangal,
To know the extent of passengers awareness reigarlTC,
To study the services provided by RTC to the passengers with regard to conveyance,
To enquire the different types of conveyance passes provided by RTC,
To draw conclusions on the overall performance of APSRTC,
To offer suitable suggestions in erdto improve the services of APSRTC,

(i i i e
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U To study about the Frequency of using the Service.

Limitations of the Study:
U The present study covers 100 Respondents,
U The study is limited to Warangal city only,
U0 Asitis a small sample of respondents, the data regmésd may not be appropriate,
U ¢KS alyYLXsS 02ttt SOGSR FNRY>X adGdzRSyidaz odzaAiySaa
who travels in RTC.

Research methodology:

Research methodology is the process of solving the problem systematically by reseaotijettige

of the research is to solve the problem by using available data

Sources of data

Primary data The Primary data consists of original information generated /gathered for specific purpose
.primarily collected by the survey method by using a coghpnsive questionnaire.

Secondary dataThis consists of information that already exists some other purpose. It provides starting
point for research reports, periodicals, magazines catalogues, Industry profile, industry (APSRTC)
website, broachers; newspars were used in the study.

Research approach
¢ KS NBASHNOK I LILINEI OK dza S Rn Anafytical Kthdst onChRavididhBikeGof & A &S
Customer Expectations and the Response of Services Industry Reference to APSRTC in Warangal District
of Ardhra Pradesh ¢ & & dzNBSe
Research instrument
The research instrument for the study used was questionnaire
Questionnaire

It consists of a set questions presented to the respondents for their answers. The questionnaire
was prepared for their answers. Theiagtionnaire was prepared in a structured form; some of the
guestions had multiplehoice answers .in these both open and closed ended questions were addressed
to the target respondents to collect the information regard to the concern
Sampling plan
Sanpling was done to eliminate any bias to the greatest extent possible, with stratified.
Sampling unit:
{ YLt Ay3 dzyAld Aa GKS atl adaSyasSNa 2F !'t{we¢/ Ay 2| N
Sampling sizefor this particular study a sample of 100 passengers of APSRTC, have betnl stle
randomly from Warangal. The Warangal Population consisted of around about 8, 00,000.
Sampling procedure the method selected is convenient random sampling, in which the chances of
respondents being selected are not known. In this convenient samdichosen for experience, as the
sample was random.

ANALYSIS

Interpretation: Table: 1, From the Above table it reveals that 40% of respondents are Students,
22% are Businessmen, 18% are Private employees, and remaining 20% are the Government
Employees who answered the questions in the study. .
Interpretation: Table:2, From the above it is evident that the Passengers who are traveling in
RTC, 38% of the sample are traveling by part 2 years, 27% of the respondents are traveling by
past 2 to 4 yars, 19% of the passengers are traveling by last 4 to 6 years, and remaining 16% of
the respondents are traveling by 6 years and above. Interpretation: Table: 3, From the above
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tables it reveals that 18% of the respondents are traveling daily in RTJ, tB& respondents

are traveling Twice in a week, 26% of the respondents are traveling Thrice in week and
remaining 48% of the respondents are traveling more than Thrice in a week but not daily.
Interpretation: Table:4, The above Table it is Evident th&648 the respondents are feeling
inconvenience about RTC sometimes, 24% of the respondents are feeling no inconvenience,
18% of the respondents are feeling inconvenience many times, and the remaining 10% of the
respondents are feeling inconvenicine eveipé they travel in RTC.

Table 1: Profession of the Passenger,

No. of Respondents % of Respondents
Student 40 40%
Businessmen 22 22%
Private Employee 18 18%
Govt Employee 20 20%
Source: Primary Data (Questionnaire)
40 |
35
30
25
20 "

15
10
5
0

Student Biz Private Govt
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Table 2: Years traveling in RTC,

No. of Respondents

% of Respondents

0-2 38 38%
2-4 27 27%
4-6 19 19%
6 above 16 16%

Source: Primary Data (Questionnaire)

16%

19%

38% 0o-2

B 4-Feb
Oe6-Apr
06 above

27%

Table 3: Frequency of Traveling in RTC,

Factors No. ofrespondents| % of Respondents
Daily 18 18%
Twice in week 8 8%
Thrice in a week 26 26%
More than thrice 48 48%

Source: Primary Data (Questionnaire)

18%

48%

8%

540,

2070

O Daily

B Twice

O Thrice

0O More than Thrice
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Table 4: Feelings of Passengers about any inconvenience about RTC,

No. of Respondenty % of Respondents
None 24 24%
Some Times 48 48%
Many Times 18 18%
Every Time 10 10%

Source: Primary Data (Questionnaire)

10%

24%

48%

ONone

B Some Times
OMany Times
OEvery Time

Table 5: Affordability of Prices of tickets to the passengers,

No. of Respodents | % of Respondents
Affordable 46 46%
To some Extent 31 31%
Not at all 21 21%
I FyQi | 2 2%

Source: Primary Data (Questionnaire)

50,
4047
30-
2047

10171

0

Affordable

To some
extent

Not at all Can't say
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Table 6: feelings about the Passes provided by the RTC,

No. of Respondenty % ofRespondents
Yes 54 54%
No 14 14%
To some extent 28 28%
[ FyQu & 4 4%

60

Source: Primary Data (Questionnaire)

50

40

30

AN

20

/\

10

N—"

o~

Yes

To some textent

Can't Say

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

NO. of Respondent

%of Respondents

Yes

87

87%

No

13

13%

Source: Primary Data (Questionnaire)

13%

87%

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

O Yes
H No

No. of Respondenty % of Respondents
General 38 44%
Route Pass 27 31%
SubUrban 18 22%
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| Others

0%

Source: Primary Data (Questionnaire)

0%

a

Qv

45%

Table 8: Possessing CAT card by the Passenger,

OGeneral

B Route pass
O Sub-Urban
OOthers

Respondents

No of

% of

respondents

Yes

38

38%

No

62

62%

Source: Primary Data (Questionnaire)

Yes

No

Table 9: Perception on Bus Shelters in Wgedwgity,

No of
Respondents

% of

respondents

Very Good

52

52%

To some extent good

31

31%

Bad

15

15%

I FyQi

al

2

2%
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Source: Primary Data (Questionnaire)

60 1
50 1

401"
30"
20¢ /
10{”
0.
Very To Bad Can't
Good some say

extent

Interpretation: Table:5,From the above table it reveals th&4% of the respondents are feels

that ticket rates of RTC are affordable to them, 31% of the respondents are Some What
affordable, 21% of the respondents are not affordable with the pricing of tickets, and remaining
2% of the respondents among the 100%& ainable to give any comment on the pricing of
tickets.

Interpretation: Table: 6, The above table is evident for, the passes provided by the RTC is
accepted by the 54% of the respondents, 14%o0f the respondents are against for this, 28% of the
respondentsare accepting in semi manner and remaining 4% of the respondents are not saying
anything by standing as neutral.

Interpretation: Table: 7(a), From the above table it is reveals that, out of 100% of the
respondents 87% of the respondents are utilizing tiCTconveyance passes, and remaining
13% of the respondents are not utilizing these passes provided by RTC. Interpretation: Table:
7(b), from the above table it reveals that the respondents that who accepts that they are
utilizing the RTC passes are 87%.0Agnthem 44% of the respondents are using General
Passes, 31% of the respondents are using Route Passes and the remaining 22% of the
respondents are Consuming Sulbban Passes provided by RTC of Andhra Pradesh.
Interpretation: Table:8, The above table igident for, from 100 respondents only 38% were

Ll2aasSaaaya /1 ¢ OFNRIZ YR NBYFAYAY3I cw:r 2F (K

with them in traveling.

Table 10: Opinion on Drivers and Conductors in the Buses,

No. of Respondenty % of Respondents
Good 46 46%
Bad 12 12%
Some what Better 28 28%
I FyQi | 14 14%

Source: Primary Data (Questionnaire)
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Good

Bad Some Can't

Better Say

Table 11: Consumption of JET card,

No. of Respondents

% of Respondents

Yes

22

22%

To some extent

28

28%

Source: Primary Data (Questionnaire)

90

80

70

60

50

40

30

20

10

Yes

No

Table 12: Opinions about the Seating arrangement in buses in Warangal city,

NO. of Respondent{ %of Respondents
Very Good 12 12%
Comfortable 58 58%
To some extent 14 14%
Uncomfor@able 10 10%
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/I yQi ({ 6 | 6% |
Source: Primary Data (Questionnaire)

OVery Good
B Comfortable
OTo some extent

14%

Ouncomfortable

B Can't say

Interpretation: Table:9, From the above table it reveals that 52% of the respondents were feels
that bus shelters are good to have, 31% of the respotsléeels these are good to some
extent, 15% of the respondents feel these are good for nothing, and remaining 2% of the
respondents opinions that they cannot say anything on this.

Interpretation: Table: 10, The above table is evident for, the 46% of theoradents feels that
Drivers and Conductors are good in the buses, but 12% of the respondents against to this
statement, and 28% are saying better but not good, the remaining 14% are not giving any
comments on this.

Interpretation: Table: 11, From the abevtable it is reveals that, out of 100% of the
respondents 78% are do not have any JET cards with them, whereas only remaining 22% are
having and consuming JET cards in traveling.

Interpretation: Table:12, The above table is evident for, from 100 respasdemy 58% were
satisfied with the seating arrangements in the buses, 12% are feeling very comfortable, 14% are
to some extent and remaining 6% are neither satisfied nor dissatisfied. They were neutral in
giving the answer.

Conclusions:

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

Volume 1 SPECTRUM E-journal Feb 2010 KBSCMR Page39




Reference:

K.Douglas Hoffman, John E.G. Bateson, Services marketing, Thomson, 2007,

V.S.Ramaswamy, S.Namakumari, Marketing Management,

G.C.Beri, Marketing Research, Tata McGraw Hill Publishing Company Ltd, 2005,

Suja .R. Air, Consumer Behaviour, Himalaya Publishing House,

Suja .R. Nair, Consumer Behaviour in Indian Perspective, Himalaya Publishing House, 2007,

C.R.Kothari, Research Methodology, Wishwa Prakashan, New Delhi,

Schiffman, Leo.G, Consumer Behaviour, Prenticeofilddia Pvt Ltd, New Delhi, 2004,

S.A.Chunawalla, Contemporary Issues on Consumer Behaviour, Himalaya Publishing Home, Mumbai,
2006,

Matin Khan, Consumer Behaviour, New Aage International Publishers, New Delhi, 2001.

Philip Kotlar, Marketing Managemendlillennium Edition, 2000,

Donald Cooper, Pamela S Schindler, Business Research Methods, Tata McGraw Hill Publishing Company,
2006,

RTC Prastanam dec2008 journal.

Websites:

www.yahoo.com

www.msn.com

www.google.co.in

www.apsrtc.com

http://en.wikipedia.org/wiki/Anchra_Pradesh_State Road_Transport_Corporation
www.Cia.Gov/Cia/Publications

http://en.wikipedia.org/wiki/Warangal

Volume 1 SPECTRUM E-journal Feb 2010 KBSCMR Paged0



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

%

Critical Analysis of servies and its brand building strategies adopted byp Pharmaceutical
players

Submitted by
Dr Kumardatt A Ganjre

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

Abstract:

With changing market scenario and downsizing economy, pharmaceuticgrplare
opting newer strategies for prime conversion of prescriptions and to retain their key customers.
As per the market dynamics and the opportunities distinguished by these playsesyiees is
an emerging concept in the pharmaceutical marketinge Tgrowing trend amongst top
therapeutic segment calls for newer concepts and modern ways for brand conversion and
brand retention. The various modes ofservices offered by major players areupdates of
medical knowledge, -drugs updates, -@listribution of quick delivery of goods andselutions
for the medical queries. As per the field study, pharmaceutical players may achieve the
additional growth of 1612% in the same financial year. The brand building process in these
services is much tougher than h@ir modes of marketing because of the reach of the
technology in Indian market.

The various brand building strategies efe&rvices requires exact correlation between

G§SOKy2ft23A0Ftf NBFOK YR YIFN]SG NBIdzA NSy G aod

like Cipla Ltd, Sun Pharma, Cadila, Alkem and Wockdhardt are considered to create-a Brand
ServiceMatrix for eservices. This matrix will help to understand and draw a concrete
conclusion for mapping the future challenges in pharmaceutical marketmgddition the

critical analysis of these strategies can become the catalyst to draw a concrete plan for new
SYyuNrydGa Ay (GKA&A YINJSGd ¢KAaA FFNIAOES Aa |
AGNF GS3IASE YR 2sedid@dNdadasivithifdcs dricustoyier saffisfactiéh and
market development.

Key wordse-update, edrugs, esolution, brand building, customer satisfaction

Introduction:

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

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

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

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

Table No.1
Sale of Major brands of top pharma companies

Growth
over
Name of the company Brand Name | Sale Rs. In Cr .
Company previous
Standing year %
Total Phama Industy All Brands 37,000 12.36
1 Cipla Asthalin 96 3.00
2 Ranbaxy Mox 113 10.00
3 Glaxo Augmentin 123 12.00
4 Piramal Healthcare Phensedyl 150 30.00
5 Cadilla Aten 71 10.00
6 Sun Pharma Ltd Pantocid 40 20.00
7 Alkem Taxim 120 10.00
8 Wockhardt Dexolac 52 40.00

(Source: Date on File)
Note: Companies as per sales is in descending order

It is depicted from above table that there is a weak correlation between the stronger
brand and the weak brand. As you can observe Phensedyl (Piramal Healthdgrehows a
AOGNRPY3ASNI LI2aAlGA2yY BKAOK A& ANNBALISOGAGBS 2F (¢
the hour to understand the factors which defines the success or failure of the brand.
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The factors and the strategies as related to the thruseasr are defined by
pharmaceutical majors like Doctor, Chemist, Stockiest and Medical Representative will help to
draw a concrete plan for successful brand building strategy.

Thrust Matrix for eservices for brand conversion, retention and expansion:

Keythrust areas related to-services will help to design strategy matrix feservices in
pharmaceutical marketing:

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

Table No.2
Brand Service Strategy Matrix

High gﬂt?:;rgyepromotlonal Aggressive @romotional Strategy

For Retention For Conversion

Promotional
Intensity
Low Mild e-promotional Strategy | Focused goromotional Strategy
For Maintenance For Expansion
Low High

Type of strategies

(Source: Field Study)

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

The aggressive strategy is adopted by these pharmaadytlayers for brand to brand
conversion is in the form of-services is @pdates about recent advancement in medical
stream and ecell to resolve their medical queries.

Modern and Focused approach strategy adopted undeemices will be for brand
retention and brand expansion for a specialty range of products. This strategy matrix will help
to draw the plan of action for successful brand building with the helps#rices.

Influencing Factors for brand building process iservices:
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During theresearch it has found that following factors are responsible for brand building
adopted under eservices by these pharmaceutical companies.

Table No. 1

Sr. No. Factors

1 Logo or Brand Image

2 Company Standing

3 Risk Factors or Safety profile

4 Positoning

5 Cluster of values

6 Relationship with customer

(Source: Field Study)

New Strategies for the Future and Implications foiDetailing and eSampling

h@dSNJ) GKS 1 ad g2 &SFNERX dzasS 2F GKS LyidSNy
found that only 12 percent of physicians are online with less than 5 percent online daily. In
coming era Internet will become a major information source for physicians, according to the
study. It is also seen that the Internet is rated as significantly meaditne than detail medical
representative, roughly equal to medical symposia. Physicians using the Internet rate it very
highly on timeliness, comprehensiveness, and having the latest information on drugs and
therapy. On an average physician spend abbwee hours of their online time per week on
medical activities, compared to more than five to six hour a week they spend with
representative.

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

It is observed that only about 20 percent of medical representative visits lasted longer
GKFY (062 YAydziSaoe 1 FEfF 2F NBLINBaSydaladaoasSoa OF
never get past the receptionist; at least 3 pent of physicians are not seeing medical
representative at all. New strategies, intended to complement traditional diregihysician
tactics, are needed. Efficient alternative channels are now available, and their potential reach
and integration with ctrent channels will build a broader, more effective marketing platform
for the future.
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For the case study, it has found that Cipla Ltd. leverages its strength by Push strategies
that specifically target the physician segments of most interest to the smorPull strategies
leverage health care professional traffic at large phystciaented web sites, such as WebMD,
Medscape, MDConsult, and Physicians Online and its exclusive web site www.cipladoc.com.
Programs posted there are accessible to anyone wkes the site, but can be specifically
offered to desire medical specialties. Push strategies use various methods, such as such as e
mail updates, targeted banner advertising, and phone calls and medical representative
delivered web pointers.

Conclusion:

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

Enterprise Resource Planning (ERP) software systems serve many major industries and attempt
to integrate the business processes, within and beyond the corporate bowsdd&RP systems
enable managers to make decisions based on real time information and facilitate productivity
improvement at all levels. However, an ERP implementation is not just about installing software
or imparting information technology (IT) servicest labout providing a business solution that

has strategic significance, and therefore, the success of implementation is itself a phenomenon
that needs to be elucidated and validated. Furthermore, many companies are facing post
implementation barriers as has become crucial to partner as part of the supply chain and fulfil

the rising expectations of customers under dynamic conditions.

The paper attempts to examine the extended enterprise services that can effectively tackle the
barriers encountered by mata ERP systems. Moreover, this research formulates the
conceptual ERP success model based on theoretical foundation as well as knowledge gained
from practitioners. Survey research methodology was applied and ERP implementations at
various plants of a muhiational company were investigated. The focus was on capturing both,
implementation and user adoption perspectives, to redefine ERP success, and help companies
reduce the ERP implementation risks and enhance the business value.
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Introduction

The ERP concept roots in the material requirements planning (MRP) techniques of 1970s that
assisted manufacturing companies in planning and scheduling. Today, the ERP systems have
emerged as a major field with dedicated professionals and service providers. The field is in fact
evolving progressively to next generation enterprise applications and advanced services in e
business and supply chain management. The developing ERP systeenseen referred to as
business strategy and set of industry domapecific applications that build customer and
shareholder value by enabling and optimizing enterprise and -eteerprise, collaborative,
operational and financial processes (MgllerP3) thereby differing from the initial description

of ERP as a software system integrating application programs in manufacturing, logistics, sales,
finance, human resources and other functions in a firm. However, the key purpose to promote
seamless integtion of all information and support business decision making process is
underscored. Several authors (Chtioui, 2009; Rettig, 2007; Somers et al., 2003) have
commented on rationale for ERP implementation and reasons to follow the ERP directive, for
example,competitive pressures to become lesost producers, ability to compete globally; re
engineering the business, etc. Many firms deployed ERP to replace the legacy systems that had
been built on myriad of outdated technologies. Consequently, the succeserdabave
remained constrained to a base and although some authors (e.g. Dawson and Owens, 2008;
Gargeya and Brady, 2005) have attempted to identify the success ingredients, the phenomenon
needs to be validated since the ERP implementations have proverdémendent enabling

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

of the fact that the ERP implementations involve considerable costs and risks, identifying the
variables that are crucial for success isess¢ml (Nah and Delgado, 2006) and the foundation
YIe FOldzrffte o06S o6daAftid 2y O2YLINBKSYRAYy3 gKI G
RAOQOGAZ2YIFNER aLISOAFTASA Wwadz00SaaQ G2 o6S GUKS 1002
regards to ERP magnply the whole gamut of business management practices together with
technology. Hence, the key research questions that were developed for this study as part of
larger research in this field can be expressed as follows:

(1) What factors define the success offFERplementation?
(2) How extended enterprise services are significant for leveraging the benefits?
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This paper attempts to establish an ERP success model and also studies the need of ERP
implementation services in the current context of supply chain and beydi paper is
organized with a literature review, research methodology and findings in progressive sections.

Literature Review

¢t2RF&@Qa 3Jft2o0Ff O2YLIYASE 62N)] 66A0K ydzYSNEdzi
therefore, getting the enterprise informain infrastructure to connect internal and external
systems seamlessly is a foremost task. The ERP systems that based on an integrated database
comprising of different modules targeting specific business functions, gained initial acclaim,
however, the hypesoured due to implementation complexities and doubts regarding the
capability of the traditional ERP to effectively meet thbusiness challenge. According to (Helo

et al., 2008), ERP systems saw boost in sales during the time when companies faced the Y2K
problem in their legacy systems and therefore looked forward to improved packages. Since
then, ERP has come a long way because the business requirements changed significantly as
companies reviewed their strategies along the dimensions of supply chaingea@nt (SCM).

APICS, the Association for Operations Management, USA revamped the definition of ERP in
2NRSNJ (2 SYLKIFaAl S (GKS o0dzAaAySaa LlzNL132asS 27F
effective planning and controlling of all the resources neededate} make, ship and account

F2NJ Odzad2YSNI 2NRSNB AY | YIydzZFl OGdzNAy3IZ RA&GN
even received denominations like ERP Il that juxtaposes ERP with business strategy and
incorporates industry domain specific apptioas for building customer and shareholder value

for enabling and optimizing enterprise and intemterprise collaborative processes. The
componentized ERP has core corporate elements in the form of supply chain management
(SCM), customer relationship magement (CRM), supplier relationship management (SRM)

and product lifecycle management (PLM). SCM systems support the planning and production of
goods whereas CRM primarily facilitates customer identification process and customer service
management. PLM exbles enterprises to bring innovative and profitable products to market,
particularly in the evolving -business environment. The software vendors who aimed to
AYO2NLIR2 NI GS Wo S a (i-the-3NgIf ERPApacRae€3 deferyfeld Apgraditidn shidvicest T

to replaced versions. Jacobs and Weston (2007) argue that early ERP was not primarily focused
2y (KS adzZllld & OKIFAYy AdadzSzylQyR / adziRy SaSENNED SK il
However, from the implementation perspective this proved to be a majgact since many
companies neither developed the post implementation vision nor received services from the
software vendors that promulgated the extended enterprise concepts. The implementation
models typically followed the phased structure describedBlayncroft et al. (1998) viz. focus, as

is, to be, construction and testing and actual implementation, and at best the Deloitte (1999)
edifice viz. stabilize, synthesize and synergize. However, the post implementation issues that
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emerged after the stabilizestage, precluded further advancement and deemed the success
achieved with ERP systems questionable.

The critical success factors (CSFs) literature of ERP implementation has addressed some key
areas as part of planning and execution of ERP initiativef@gezg. Plant and Willcocks, 2007;

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

Governance

Package Selection

ERP Team and Composition
Inter-departmental Communication
Change Management

User Training

Cusbmization

Data Management

Performance Measurement

= =4 4 48 -8 -8 _-95_2_-°

The top management support is crucial since the ERP implementation demands both, provision
of adequate resources and commitment. Management decisions regarding acquiring the
packages could have direct ceuglences for competitive advantage. Further, every
organization has to independently weigh the options whethertbé-shelf, customization, in
house applications or outsourcing, each with its own pros and cons. Lall and Teyarachakul
(2006) have proposed atia envelopment analysis for selection purposes and they have
suggested selection in stages such as initial stage, evaluation stage and final stage.

There are wide variations in what an ERP can do for companies and some tailoring is always
required althoudp the extent of modifications is eclectic. The change that ERP systems bring in
is not only technology related but also process and job content related. Hence, resistance to
change is common since people are nor sure about their learning capabilitiethdéeanknown

and risk job losses. A competency centre can play a role in managing change, providing
continued maintenance and reducing reliance on external consultants by building self
sufficiency within the organization. According to (Ifinedo and Nah@f9® ERP success is
ultimately linked to the utilization of the systems to enhance organizational goals and hence,
workgroup impact and organization building must be included in measuring the systems
success.

Research Methodology
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This research utilized dvh quantitative and qualitative research traditions. The survey
methodology was adopted and the survey instrument was carefully designed and pilot tested
before the main survey. The questionnaire included at least two questions for each variable for
reliability purposes and the items were measured on a-psiit Likert scale. The ERP
implementations at various plants of a multinational company were investigated and
simultaneously, a case study for one Group company was systematically developed as it was
possible to study the phenomena in natural settings. We will refer to the multinational
O2YLIl ye |a WtvwQ Ay (GKAAa LILISN G2 NBaLSOG (K
agreements.

Company PQR is a leading provider of marine solutions antl@gxower plants for modern
energy infrastructure. PQR is in the business of manufacturing engine sets, propulsion
equipment, reduction gears and automation systems. PQR has operations in 160 locations
around the world and is listed on the European, Norditock exchange. The company
emphasizes technological innovation and total efficiency in order to maximize the
environmental and economic performance of vessels and power plants of its customers. The
notion of adopting ERP system was apparent as the nemagt review meeting recorded that

the IT infrastructure of the company was perceived insufficient to handle increasing customer
orders with differing degree of complexity. PQR was growing at a substantial rate and the
legacy systems had proved weak, pautarly for purchasing processes. ERP was expected to
enable timely strategic decisions by providing accurate, real time information and improved
reporting. SAFERP implementation at PQR was one of the biggest internal programmes that
included professionakchange management, information sharing and wider availability of
information needed to serve the customers better.

The web based survey research conducted at PQR to resolve the research questions, involved
plants in India, Bangladesh, Venezuela, Coluni®éa, Argentina and South Korea. A total of
nine senior managers were contacted and they were in turn requested to widely distribute the
survey. The link to the survey was sent so as to get maximum responses. The respondents had
an average experience ofare than six years in PQR.

Preliminary Findings

The impacts of IT in general are often indirect and influenced by human, organizational, and
environmental factors and therefore the measurement of ERP success is complex and illusive.
Organizations are mavgy beyond traditional financial measures, such as return on investment,
when measuring ERP success. The important realization is that sustainable value can be created
from developing intangible assets, such as skills and knowledge of workforce, information
technology that supports the workforce and links the firm to its customers and suppliers,

Volume 1 SPECTRUM E-journal Feb 2010 KBSCMR Pages0




M

organizational climate that encourages innovation, problem solving and improvement.
However there is a need to establish more consistent success metrics. In tleis paped on

our study, we are attempting to refine a success model that specifies the factors defining ERP
success. These preliminary findings not only describe the results of the study but also establish
the factors in the form of a conceptual ERP susaaedel.

Delone and Mclean proposed the initial taxonomy for organizing the concept of success (Petter
et al., 2008) that inherently depended on the organizational context. The six primary
dimensions included: system quality, information quality, use, usaisfaction, individual
impact and organizational impact. These dimensions were later revised as:

System Qualitg desirable characteristics of an information system

Information Qualityg desirable characteristics of the system outputs

Service Qualitg the quality of support that system users receive

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

User Satisfactiogdza SNBR Q f S@St 2F al GAaFTlrOoOdAz2y AGK |
Net Benefitsg extent to which the systa contributes on a broad scale

The ERP success particularly has to account for user related variables, project related variables,

industry implementation and post implementation parameters. The conceptual ERP success
model presented in Figure 1 depictsetHactors and their intetinks. Subjective norm is
included in the intermediate constructs since ERP systems are usually used in mandatory
settings. Our analysis indicated significant differences between responses from other countries
and Korea, especigllin user related variables however, there is little difference between
countries with regards to vendor agreements, system security and human resources.

= =4 =4 4 -5 -2

Success Factors

Here, we are discerning between success factors and success indicators, and fosthrdiray
the ERP post implementation factors.

Output Quality

LG NBFTSNBR (2 K2g¢g ¢Sff (GKS aeaidsSy LISNF2Nya oGl

ax

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

Employee Retention

It refers to the retention of ERP trained, best peofiem all functions. The young, talented
individuals with technecommercial skills are viewed as letegm human resources and their
loss can be a major set back in the ERP initiatives of the company.

Compatibility

This includes effects of past experiescef potential adopters, needs and ability to exchange
information with stand alone programs.

iKS
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Figure 1Conceptual ERP Success Model

System Reliability
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It is the degree to which the system ensures delivery of data to uselis. dh important
component of technical quality and affects how well a system performs its expected function.
Since the advantage of ERP is#t@ak, accurate information, lack of system reliability corrupts
that advantage.

Reporting Capability

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

System Security

It is efficient and timely implementation and maintenance of security solutions. It also refers to
the management of system authorizations.

Upgradation/ Technologies

Upgradation means to raise the ERP by newer versions or releases of application suites to
expand the capabilities of the system and leverage the business value. The upgrading and
appending of advanced technologies is necessary in ordegrt@in aligned with the evolving
business needs. The enterprise solutions have to be able to reach out to the customers,
suppliers, channel partners andnearket places.

Communications

It is effective sharing of necessary plans and future directions oétierprise. Expectations of
people have to be managed and people have to be assured that there is more to come as ERP
systems affect the entire business ambience.

Reward Schemes

It is degree to which the HR schemes recognize competence and ability tagmdrusiness
processes. The shift from compliance to competence is significant for transition to flat
organization structure with selhotivated and empowered employees.
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The optimization initiatives have to essentially consider the supplyinclbantext as the
importance of managing the entire supply network has become apparent. By improving on the
forecasting, location, transportation and inventory management decisions, a firm is in a
position to improve on the cost and service fronts.

Optimization

Internal Support

This includes top management support and project management. Top management has to
explicitly consider the project as a top priority and identify core team members. Project
planning is vital towards creating positive impact in the organization.

Software Selection

CKS a2F06I NB OlFLIoAtAGASEa YR ySSRa KI @S (2
and Jacobs (2004) note that the underlying issue is one of alignment between corporate
operating functionality and IT architecture. Softwareestion can have direct consequences

for competitive advantage.

Vendor Support

It refers to the support services of the vendor / consultant at all stages along with post
implementation engagement. This is also associated with vendor selection and prior
agreements with the vendor.

Training and Change Management

This denotes investment in training and change management programmes. The training
expenses are high and specific management initiatives are needed to encourage organization
learning since ERP impientation could be more appropriately considered as a broad program

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

The ERP success model shows intention to use / use, user satisfaction, projedssucce
individual impact, and organizational impact as success indicators.

We find that the user satisfaction is highly correlated with the intention to use / use as well as
project success. The amount of use can have a positive impact on the degree of user
satisfaction and vice versa.

Possible indications that the ERP system has positive individual impact include: better
understanding of decision context, improved decision making, enhanced productivity and so
on, that would eventually lead to some organimaal impact. The degree of project success
nonetheless has to be assessed in terms of time, cost, quality and scope.

Extended Enterprise Services

The qualitative findings suggested that the post implementation related factors play an
important role in the ERP success. The plants in Company PQR initially focused on improving
internal processes and then one Group company took the lead in examining how ERP and the
internet can help them in improving processes that extended beyond the enterprise to their
supgdiers and customers. The top management of the Group Company charted a road map for
implementation that envisioned the scenario after the-ljae phase and therefore engaged the
vendor early on for providing post implementation services. The extended mgerservices
provided by the vendor included organizational change and training, upgradation, system
security, new technologies and applications integration. These services were substantiated by
competent ERP team members, in@epartmental joint commiiees and the apex review
body. The extended enterprise services were crucial for developing understanding between the
suppliers and internal entities with regard to collaboration issues. In tHeCM setting,
information visibility across the supply chdias to be managed with established policies and
disciplines, and although at PQR the motivation was cost reduction, there was positive impact
on both customer service and network relationships. There was also less resistance to change
and people were wiltig to share information in an atmosphere of trust. Thus, the extended
enterprise services laid the foundation for real business benefits of ERP systems besides the
technological edge over competitors, or rather over competing chains. Furthermore, the Group
Company also delved forward to explore the supplier and channel member connectivity aspects
and optimization of processes.
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Limitations

This research has limited validity since the data was collected from various plants of one
multinational company andot spread across various industry sectors. However, we deem that

it is possible to generalize since the ERP implementation of a major solutions provider was
studied over substantial period with complementary rigour. The data collection was time
consuming ad language barrier was encountered in some cases that might have a bearing on
the responses. Although the data was sufficient for analysis, the statistical significance remains
contentious.

Discussion and Conclusion

This study brings to fore the signdimmce of extended enterprise services that are often
implored at the post implementation phase of ERP systems. The ERP success is not analogous to
project success and is more about achieving real business benefits through transformation. The
findings undersore the strategy of early negotiation with software vendors for providing post
implementation services and more so about selecting a prominent vendor and preferring to
make even investments at various milestones.

Once a company becomes convert to the ERBosophy, it has to start looking ahead to the
advent of ecommerce and hence some authors (see for e.g. Burca et al., 2005) use the term
WOEGSYRSR 9wt Q 2NJ WOEGSYRSR 9wt aSNUAOSa®DQ
modules such as CRMypply chain planning, sales force automation, business intelligence, and
decision support systems. Moreover, the low cost and ease of use of the internet has greatly
enhanced attempts to connect suppiynd-demand chains across organizations, and providers
are hinging on solutions of service oriented architecture (SOA) that builds web access into each
application. According to Krishnan et al. (2007), digitally enabled extended enterprises will
increasingly depend on interconnections that are innovative ieirthfunctionality, well

AAAAAA

9 F

I NOKAGSOGSR FtYR Sttt YIylI3aSRe WOEGSYRSR 9yis

production, logistics and distribution networks and the extended enterprise services model
signifies the post implementation scenario in canes from the current and future
perspective, that has potential to enhance competitive advantage by impacting not only
operational excellence and efficiency, but also customer relationships, product / service
offerings, and revenue growth. As organizasoare crossing the corporate boundaries and
collaborating for satisfying customer orders or achieving innovation objectives, ERP success
would have restricted sagacity in the face of overall deployment to leverage resources and

Volume 1 SPECTRUM E-journal Feb 2010 KBSCMR Pages7




M

capabilities in the unpredented, uncertain and dynamic business environment. Owen et al.
(2008) even suggest that the increase in the extended enterprise services could be an indication
of urgency for collaborative innovation that is becoming harder to manage successfully.This
paper attempted to investigate factors that define the success of ERP implementation and
present a conceptual ERP success model. The particular aspects of post implementation related
factors were discussed in the view of developments in extended enterprisgces that
leverage the benefits achieved. The extended ERP services go beyond mere appending of
applications to reexamining or redesigning as necessary, to take advantage of the new
technology.
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Abstract

Organized retailers are widely selling their odinii 2 N o0 N} yR& 6KAOK | NB
[FoStaQ 42 SIENYy KAIKSNI LINPFAOG YENBAYy® | 0O02YY?2
0KS LINBaSyOS 2F GKS NBGFAfSNRA 26y O6NIYyR 2F0S
Private label brandsxast in a wide variety of products from apparel to food to health and

beauty products. Private labels are brands owned by large retailers that can be sold at lower
prices without harming profit margins because they do not entail large marketing and
advertsing costsPrivate labels are growing faster than manufacturer branbsditionally,

private labeling has been strongest in l@motional involvement goods such as butter, eggs,

flour, and sugar. Still as the private label industry grows, the threatanded product rises. In

fact, the private label industry suffers by not taking itself seriously enough as a branded
category.Most significant advantage that a private label allows a retailer is that of earning level

of margin which is higher than what @ffered on other brands. This paper focuses on the

various strategies adopted by organized retailers while launching private labels. It is also very
interesting to know success of private labels and attitude of customers towards the same.

Keywords:Organzed retailersPrivate labels, Profit marginslanufacturer brands.
Introduction:

Retailing is the largest private service industry in the world. Retailing in India is at Crossroads. It
is one of the fundamental blocks of Indian Economy. Indian retaieh@rged as one of the

most dynamic and fast paced service industries. It has undergone immense transformation in
the post liberalization period. The future of Indian retail is promising as market is growing in
leaps and bounds.

Organized retail or Moderretail is chain stores, all owned or franchised by central entity. The

relative uniformity and standardization of retailing is the key attribute of modern retail. Major
Industrial houses like Tata, Birla, Reliance, Bharati etc. have entered this arehaaad
announced very ambitious future expansion plans. Multinational Retailers are also coming to

India to set up retail chains in collaboration with big Indian companies. Modern retail formats

such as hypermarkets, superstores, discount stores, convenigioces are widely present in

major cities of India.

hNBIFYyAT SR NBGIFATSNE FNB gARSte asStftAiy3a GKSAN
[F0oStaQ G2 SIENY KAIKSNI LINRFAG YINBHAYy® | O02YY?2
the presence® (G KS NBGIFATSNDRA 26y OoONIYR 2F0Sy &Kl NRy
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There is a strong competition for manufacturer brands by these private labels. Private labels
may be different than manufacturers brand in terms of price, quality as wellr@sgiional
offers.

What is Private Label?

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

1. Individual Brand; Here the specific name is created for specific nreadegment.

E.g. Feasters ( More)

2. StoreBrandt¢ KA & OF NNASA NBGIFATSNDRa yIYSo
E.g. Food World

3. Umbrella Brand; Here common name is used across multiple categories.
E.g. Bare ( Pantaloon)

Private labels are brands owned by large retailers tteat be sold at lower prices without
harming profit margins because they do not entail large marketing and advertising costs.
Private labels owned by the retailers themselves, which are also known as store brands or own
labelsMost large retailers in Indiauch as Pantaloon Retail (India) Ltd, Aditya Birla Retail Ltd,
{LISYOSNna wSdarAft [OR FYR wStAlFIyOS wSalAf [GR
of consumer spending in their stores.

Private labels are growing faster than manufacturer l®nThey are ubiquitous across
categories and they now compete on qualityin fact, they are now brands! Private label share

is expected to grab almost 22 per cent of sales in developed markets by 2010. It is very
interesting to know how private labels @885 S @2t SR FTNRBY WOKSI L) FyR vy
NBlIf GKAy3ad LYRSSRI WwWO2LROIFIOQ LINRAGIGS t106Sft a
the copycat no longer depends on the price advantage to fight the branded product; it has
improved on gality and offers a value proposition to the consumer. Similarly, the earlier
theory that that recessions fuelled private labels while an economic boom resulted in growth of
brands no longer holds good.

Private labels are large in developing marketshey account for 40 per cent of WMlart sales

($126 billion or Rs 5,16,600 crore), 50 per cent for Tesco ($36 billion or Rs 1,47,600) and are
eating into a larger chunk of the organised retail sale in developed markets. In Germany, for
instance, private labdhas shot up from 12 per cent of sales to 34 per cent. This has, in effect,
changed the balance of power between brand manufacturers and retailers, giving the latter a
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decided advantage when negotiating terms with the brand manufacturers. And apart frem th
multibrand retailers, a category of private labahly retailers has also been created lkea,

¢2ea WYwt wHoaell onkgpriddte label brands.

2 A0K GKS IY2dzyd 2F O0NIYRSR LINRPRdzOG (KSasS KdAaS$s
their outlets are a valuable asset to brand owners. However, their objectives might at the same

time be considered at cross purposes with the branded product they retail. That is because
each of these outlets has private label product, which competes at a lowes, mide by side

with branded products.

Because private label products are less expensive, one might be tempted to think of them as a
lower quality alternative. Indeed early ventures in private labeling yielded inconsistent quality

and tarnished the overhlimage of a private label concept. Retailers found that consumers,

FI OSSR 6AGK dzy OSNI I Ay idiesx ¢S NhByd@idme BetAAldge pazt S E LIS
2F ANRGAYI GKS LINAGFGS t1F16St YIFEINJSG Aygz2ft SR
quality, private labelers began to analyze the contents of a leading brand and then, based on
those findings, recreate that item step by step. Now most leading private labelers take an active

role in the manufacturing specs of the product and no longer siap logo on whatever comes

off the assembly line. The result is that often the only thing separating one product from the

other is the name on the label.

In fact, the private label industry suffers by not taking itself seriously enough as a branded
category. The industry has tried to implement category management, which is a take off of the

brand category management from the national brand manufacturers. Still as the private label
industry grows, the threat to branded product rises. After all brandsreoe competing for

AKSE T aLI OS 4AGK GKS ai2NBQa 26y LINRRAzOG | yR
may have one, two or three different levels of varying degrees which procures even more shelf
AL OSd 2KIFGQa Y2NB (i kdbed buNienofadaRe addeRishmgackatingk & |y
budget, which can substantially impact the bottom line, particularly onreargin goods.

Traditionally, private labeling has been strongest in-Eawotional involvement goods such as

butter, eggs, flour, andugyar. Most often, such products are staple ingredients of larger recipes

and individual performance becomes unidentifiable in the resultant mix. However as the
private label market matures, it takes on more diverse products and services. Because private

label products are less expensive, one might be tempted to think of them as a lower quality
alternative. Indeed early ventures in private labeling yielded inconsistent quality and tarnished

the overall image of a private label concept. Retailers found tlmtsemers, faced with

dzy OSNI F AyGés 6SNBy Qi Idngrmmditem. & lErgdSphidiovgBoyitig 6 A ( K
GKS LINAGIFGS oSt YIENJSO Ay@2ft @SR AYLINRGAY3 |

Retail players and Private Labels

Private Label in India is in a growingge. It will be difficult to get the details of sales in India

because of the highly unorganized structure of Indian retailing. But still it contributes a turnover
of Rs.700 Cr in the organized structure. Though the margin of Rs.700 Cr is considergd as lo
when compared to other countries, India is expected to achieve a sizeable volume in the
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coming 35 years. Moreover in India the products come under store brands include mainly food
and apparel industry.

Some of the retail players having Private Labelsidia are as follows:

FOOD AND GROCERY FASHION OTHERS
Spencer's Daily Shoppers' Stop Vivek's
Adant Rajiv's Westside Planet M
Subhiksha Lifestyle Music World
Nilgris Piramyd Crossword
Ebony Gautier
Globus Lifespring

Each of these retail stanisas identified and settled into a feasible and sustainable business
model of its own. Rather surprisingly, each has developed a unique mdsisidehas very
successfully emulated a Marks & Spencer model (of 100 per cent private label, very good value
for money merchandise for the entire family$pencer's Dailynd Nilgris have successfully
shown the viability of the “supermarket' format in India and its ability teekist with the
ubiquitous Kiranastore. Pantaloonhas demonstrated the potential of sprlity retailing in

India.

Big Bazaar: Private Label Push

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

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

Waka F NIiQa t NAGI OGS [0St &

BhartiWalmart has already introduced eight of Wall NIl Qa LINA @ S € 6Sft a A\
Fid GKS O2YLIl yeQa az2tS ¢gK2fSaltS NBGFAT 2dzif Sd
owned by Bharti Retailtdl, which directly cater to retail customers. The private labels on offer

in India include the popular Great Value brand, which offers tea, local snacks, ketchup, dish
washing bars, and toilet and glass cleaners.
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WalMart has been sourcing products frompgliers in India for at least 20 years for its global
operations. Major categories sourced from Indian suppliers include home textiles (including
towels, shower curtains, bath mats, accessories, bedding sheets and kitchen linens), apparel
(including wovensknitwear and leather footwear), fine jewellery, tableware and home decor
products.

Equate, a brand for pharmacy and health and beauty items, has been introduced only in the
handwash category as of now in Easyday stores. OthefWael private labels intoduced in

India include Home Trends (home furnishing), Mainstays (plastic containers, kitchen
accessories), Kid Connection (toys, clothing), Faded Glory (footwear) and Athletic Works
(athletic shoes, equipment).

¢Sa02Qa /dzadG2YSN) C20dza

With India on the cys of a retail revolution, some of the case studies should provide food for
thought. Among the leading retailers of private labels is Tesco, which has a large portfolio

AL yYyAy3a GKS SYGANB LINAOS NI y3ISoe { zhashiiddedy | WLI
into a more consumefocused chain where private label offerings are the core of the strategy.

C2 2R . tDiffederiidiién Strategy

Food Bazaar positioned its private salt brand as premium health salt which is available in the
price of theordinary salt. It enjoys 4045% market share in its category among all the Food
Bazaar outlets. Thus it has used th#erentiation strategyand got success. Examples of a high
guality differentiation strategywhere retailers introduce high quality déifentiated brands that
differentiate them from the national brands include Sam's Choice fromMéat. Alternatively,

the retailer may differentiate by offering a whHdabel generic or a low quality store brand
targeted to low quality oriented customers.

Conclusion:

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

The power of private labels is being explored by most retailers today as they do not want to be

Fd GKS YSNODe 2F (KS o06A3 YIydzFF OGdzZNBENBR® ! i GKS
be easy as it takes time and money to byitd/ate labels. The more market share a retailer has,

the greater the opportunity to create a strong private label offering and the greater the
leverage a retailer can put on a supplier. Private labels can accomplish that but at the same

time they must hae a strategic positioning more than merely developing a product.
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Introduction:

To make produc and price known and acceptable to the target consumers, the
salesmen at traffic signals at busy street are manipulating various tactics. The same are
interesting to observe. The salesmen at traffic signals, though they are untrained and illiterate,
they know that it is essential to communicate, persuade, and motivate peculiar type of
consumers from the elite group of society who mostly are traveling in cars.The present paper
discusses the nature and importance of personal selling and attempts to othiknselling job
form the selfemployed category of the weaker section of the society. It then discusses various
aspects of sales management skill emerged without training, namely, sales and selling objective
formulation, selfrecruitment, self training, self -compensation and motivation of salésrce
engaged at the traffic signals on busy street.

Nature:-

In personal selling, company's sales persons often referred to as salesmen/sales
representdives, who are on its payroll, communicate with thegat consumers/ customers so
as to make an offer of sale, motivate them to positively respond to it and finally clinch the deal.
It has been defined as an "oral presentation in avasation with one or more prospective
purchasers for the purpose of maig sales™. The same definition may be translated for
identifying the personal selling at TS as "In a personal selling the self inspired sales persons,
who are not on payroll of any company communicate with the target consumer or customers so
as to make aroffer of sales, motivate them to positively respond in significantly short spell of
time to it and finally clinch the dedlt may be defined as an "Verbal and physical presentation
in a corversation with one or more prospective pur@des sitting in te cars around TS for the
purpose of making sales".
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"Personal selling at TS is a highly distinctive form of promotion. Like other forms of
promotion, personal selling is basically a method of namication, but unlike others it is a
two-way, rather thanunidirectional, communication. It involves not only individual but social
behavour: each of the persons in fat¢e-face contact salesman and prospectinfluences
the other. The outcome of each sales situation depends importantly upon the success both
parties expeiences in communicating with each other and in reaching a common
understanding of needs and goafs."

[SOURCE | NCODING |—+{MESSAGE CHANNE—=-{DECCOING |+{RECEIVER |

Medic: Personal /Non - ]
Personal

Form. Verbal /Hon -
Verbal

{ FEEDBACK %

Fig. 1: Process of Communication
The Concept of Communicatiellix:-

Communication, therefore, is the crux of the personal selling exealiseS. It is the
process by which a verbal or neerbal extort is made by a source to send a message through a
channel to establish a ‘commonness with the receiver'. This process is composed of five stages,
namely, source, encoding message channel, degpdand receiver (Fig. 1). In all marketing
communications including communication at TS, teeurceis naturally the sellar the self
inspired self employed individual belongs to weaker sectiamereas the receiver is the
person from the elite social gop prospective target consumer. Before the source traits
any message, it is encoddéncodingnvolves translation of the source's ideas into ateysatic
set of symbols, language or some form of expression in order to express the purpose of
transmission; in our case, arousing positive gy response is the purpose. The encoded mes
sage then passes through tmeessage channevhich may be composed of personal and non
personal media engaged in transmitting either verbally or-merbally or both wayshe in
tended message.

Feedbackis another important element of effective communication at TS. In the
feedback praess is between elite group prospective customer and salesmen from the weaker
section at TS. Both salesmen and customer are from the diveutural group of society.
Under this circumstances the responsibly of salesmen is to make know the customer, the
element of consumer surplus procurable to him (customers). Truly speaking the salesmen is not
aware of this economic terminology. Howevertlwithe help of his experience and skill he
endeavors to feel the customers that he gets more than the price he is offering for the product.
The total feed back process is of two to three minutes duration and that is to be materialized on
the busy street ad that too under the threat of traffic police
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The marketing of product at TS, personal selling skill and little adwgrtse the media
through which an individual seller usually communicates with consumers. These two
components, by and large, consiie its communicatiormix. The relative importance of these
media in a communicatiomix depends on a variety of factors such as products, nature of the
customers i.e. officers of Pvt. /Public institutions, tourist customers, students, and consumer
behaviair and company policies. Unlike the company the salesmen at TS, the composition of
the mix and the expenditure levels budgeted for them are almost nil and they have a no bearing
on the market results expected. For an effective marketing strategy, it sngakthat at TS,
the communicatioamix should be optimum. This optimum may be achieved when a salesmen
follows themaximizations of toil and moile. running behind the cars, hurriedly catching other
side of Red traffic signals , reveling the humbkshand beggar like personality , so and so forth

The need for optimizing communicatienix arises because both personal selling and
advetising have different’ sets of functions to germ. The main task involved in personal
selling is to match spedifiproducts with specific consumers so as to secure transfer of ewner
ship. "Basically it consists of the interpretation of product and service features in terms of
benefits and advantages to the buyer and of persuading the buyer to buy the right kind and

quantity of the product™

Strengths and Limitations of Personal Selling:
Strengths of Personal Selling

The task of interpreting product features is done by advertising also. But unlike
advertising, pesonal selling is present in all the three phasds boying, namely, pre
transactional, transactional, and pesansactional. Advertising and sales promotion are
commonly used to cultivate market during the pransactional phase and used to reduce
post-purchase dissonance in the pesansactional phasePersonal selling, on the other hand,
is present in all the three phases (Fig.2). Being avwag form of communication, it cultivates
the marker, negotiates the transaction, and reduces gaostchase dissonance. Hewer, it is
the negotiation of transan that distinguishes it from advertising and makesgmaral selling
an effective medium of selling. Besides, there are other strengths of personal selling also. Some
of these include the followirg

Market Phase
Selling
Advertising
L_h~ s il s s —
Pre- Post-

Transactional  Transactional Transactional
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FIG. 2: Advertising and Personal Selling: Relatmaportance

Personal selling is moréexible and adaptabldéo the varying purchase sittians. It is
possible for a salesman to adapt himself to the needs, motives, impulses and other
behavioral traits of the prospective consumers so as to communideenessage and
clinch the deal.

In personal selling at TS, the possibilityvadsted effort is minimabecause, unlike
advertisng, the whole effort is focused on a qualified target consumers waiting for
green traffic signal. Also, there is minimum pbggy of message diffusion and
distortion. In communication, diffsion arises when a message goes to a large number
of unintended audience and distortion arises when there is a " traffic noise' owing to a
plethoraof messages being transmitted or flashatdconsumers. The salesman is better
placed to focus only his message on qualified consumers sitting in cars or en two
wheeler auto bike and undo distortions by suitably maneuvering the message.

It is possible for a salesman ttetect less of consumer attion and interest and
regenerate them by frequent repetitions and reinforcements.

In personal selling at TS, it is possible for the salesman to carry the qualified target
consumer through a logical and persixge reasoning process so actmsummate ale.

If there are regular travelers going through TS, a relatidelable relationshipnay be
developed between salesman and consers which makes future sale exploration much
effective. This, for example ' is frequently the case of flowers sellersSat"The
salesman can help his endeavor achieve the objective of perpetuity for ever, by
establishing a lasting, mutually profitable relationship with his customers."

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

Limitations of Personal Selling:

However, personal satig is not without its share of limitations. Some of these include

the following:

1)

Personal selling at TS is though mofpensive but it is fatiguing becaudiee cost of
running behind the customers more nutritious meals and the same is not in the fate of
salesmen who are mostly from the economically poor category.
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2)

3)

It is difficult to see theight kind of salesmemwho have the potential and ability to sell
and be remained append to truth, moral etc.

Consumeioyalty built up around a good salesman is a#iylost since there are little
incidences of coming to salesmen the consumer at TS.

Conditions Favoring Personal Selling at-TS:

In certain marketing situations personal selling provides ready and effective answers to

many selling problems. Followingeasome of those situations when personal selling in a
company becomes more relevant.

1)

2)

3)

4)

Market Situation=

Personal selling at TS is relatively more economical and effective when:

a) A salesman sells in a small local market at TS,

b) Although the market isvide, consumers are concentrated in small geographical
areasi.e.atTS,

C) A direct channel of distribution is used facilitating selling to direct consumer
only, and

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

Product Situation:

Persmal selling at TS is relatively more economical and effective when

a) Product is in the introductory stage of its cycle necessitating creation of core
demand without giving a chance to purchaser to spend the time in thinking.

b) Product is of a low unit value,

C) Product requires demonstration.

d) Product needs personal attention to match specific consumer needs, e.g. sales of
National Flags on 26th January

e) Product requires no aftesale servicing, and

f) Product has no brand or very poor brand loyalty.

Consumer Beaviour:-

Personal selling is more effective at TS when

a) consumer purchasing involves a delibira process, i.e. it is not impulsive,

b) consumer needs instant answers to his questions,

C) consumer requires persuasion and folleyw in the face of competitive
pressures, and

d) Purchases are infrequent but not so valuable.

Salesman Situation:
Personal selling is relatively more economical and effective when
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a) A person is self employed and also a salesman cannot afford a consistent and
even a little advertisingutlay, and

b) The salesman iIs unable to identify and use suitable -pwsonal
communication media.

While using personal selling at TS, the question of economy has to be thought of in
terms of matcling of cost of personal selling and the sales reveremegated relative to other
components of the communicatiemix. Likewise, the quéisn of effectiveness has to be
similarly thought of in terms of growth of sales revenue, building up of consumer loyalty and
containment of competition.

Status of Sellingit TS
In the communicatioAmix of business, personal selling occupies an important role.
Although no data are available to indicate its importance, it is in fact the selling job at TS which
may be referred to as marketirg.
The importance of personal $ielg in the communication mix at TS may be attributed to
many factors, some of which are described below:
1) Barring exceptions, weaker section entrepreneurs are not big enough and financially
compdent to apportion consistent big outlays for advertisingeava small outlays.

2) The availability of an efficient and ecameal distribution system even to salesman
discourages the use of advertising and encourages personal selling at TS.

3) The illiteracy of salesman, particularly at TS, makes many weaker seotr@preneurs
depend on the worebf-mouth communication through personal selling.

4) Consumer's buying process is very lomlative owing to low marginal value of the
Rupee which necessitates salesman's persuasive intervention so as to influence this

process.

All these factors individually and in combiimea make personal selling at TS an
important compaent of the communicatiommix.
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One of the popular béfs has it that the origin of spa dates back to the Roman era, when
soldiers of their legions fatigued by wars, would take to rejuvenation, relaxation and treatment
of sore wounds through water. Tired Muscles and wounds when subjected to hot water from
natural spring gave great relief to these soldiers. Naturally, baths were build near the area and
thus the foundation of modern day spa was laid.

W{ Il ydza t § NIwhidh &PAYi€considered to be an acronymeaning health by or
through water.

Over thecenturies, the Spa has turned into an industry which is set for exponential growth.
Key findings (International) from the 2009 Spa Industry Update include:

Overall industry revenues continued to grow at an annual rate of 17.8 percent, while at a per
spa level revenue experienced a slight decline.
Day spas continue to dominate the industry at 79 percent of total spas

The spa and wellness industry in India is estimated at Rs. 11,000 crores and growir8p%a 25
annually, according to a 2009 Ernst and Ngueport for the Federation of Indian Chambers of
Commerce and Industry (FICCI).

The rise in the annual disposable income among individuals coupled with the growing level of
health awareness has created strong opportunities for existing and new entratitsisector.

Conceptualized 1994 by Dr. Digambar Naik, VRUNDAVAN HOSPITAL & RESEARCH CENTRE,
stands for quality health services under one roof in Mapusa Goa. The idea of starting a spa in
Vrundavan Hospital and Research Centre Calangute was puarébto the doctor and thus a
partnership came into existence, wherein it was decided to start the spa ( Health Spa and
Wellness Center) which would be managed by Radiant Hotels, Resorts and Spa namely Mr.
Pimenta himself who is the CEO.

After the libeation of Goa, Calangute in the north has been the first beach to become famous
nationally an internationally. Approximately 12 kms from capital city panjim and 45 kms from
the only airport it is today the epicenter of domestic as well as internationaigtsur

Vrindavan Naturale thus is in very strategic location to command the attention of tourists. It
became operational from Jnuary1@ n ¢ ®
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The CEO of Radiant looked forward to tap the tourists and the locals as well by offering the
a il S QaentE MadlEh Bpalanttiviliness Centre.
LGa 2yS @SIFNJ aAyoOoS (GKS {LJ KFa 06S02YS 2 LIS NJ

Did it take the course it was intended?? Was there any lacuna in promotion? Pricing? What
should be the future course of action??
An attempt is made to arigze the above situation and to come up with suggestions.
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ABSTRACT

Many of us have a notion in mind that a fame institute naike IIMs, 1ITs, NIT or REC will bring

I ljdz2 f AG& SRdzOlF GA2Yy Ay GKS adlrdSeo ,Sa AdQa Gl
both in national and in international level. If we are looking for quality product we must
customized the system thasuits to the present world. Many of the course syllabus remains

same for so many year in the state. But to a rapidly growth global world we need change
accordingly to suits the present scenario. To bring a quality education we need to strive from

both share holder and from stake holder. Share holder, means to say the government and
private body and the stake holder includes the student, parents, faculties and many social
organization. A proper rapport must be exist between these two holders and musthaiso

AYGNF NI LIRZNI 2F (KS K2t RSNaR® LT ¢S KI @S G2 o
by setting up premier institute like 1T, 1IMs, we must create a system which can bring quality
against the prevailing system. The well brand playdrprovate education institute are not

permitted to come in the state. Many private educational institutes are leading far ahead then

Govt. or AITCE approval institute. They are well recognized in the market. Every corporate
knows their brand. So a governmtemust also encourage a well brand private educational
organization must come and function in the sta®hen the strategy is clear and the creative

and communication consistent and supportive of the strategy, branding is powerful and can
benefit a univesity greatly. Research has tied good branding to attracting students, faculty, and

staff as well as to achieving success in fundraising and in getting media coverage.

GLyadGAGdziA2yFf OoONYYRAY3I Aa YSIy(d Gvisikndy LJ LINR L
creatively conveying the powerful strategy that will take it from where it is to where it wants
G2 32 vé
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The Masters of Business Administration (MBA) credential originated in the United
States at the Whartorschool of the University of Pennsylvania in 188%.the US model MBA
developed in the late Tand early 28 century its legitimacy as a pegtaduate degree and
particularly the significant differences between expectations by students and actualmago
as seen by their future employers has been controversidlerefore the nature, scope, and
consequences of studying for this degree are as important to the individual who is seeking to
graduate with a meaningful addition to her/is credentialie wods 'teaching' and ‘learning’
project different images to different people. Conventionally, these actions were perceived as
dull and tedious tasks, but that is far from the truth, especially now. The world over, there are
academicians, who thrive on makindpe whole procedure of teaching and learning, a
stimulating and inspiring experience. To them, innovation is the name of the game and they
strive to bring excitement into the everyday classroom with their novel methods.

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

INTRODUCTION
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Objective Of Study : Role & importance of Branding ofS8hools .
Hypothesis

1 Brandng of Bschools results in reputation and credibility of the institute.
2 Branding of Bschools attracts quality students
3 Branding of Bschools attracts good placement.

Universe Of Study : Nagpur City.
Sample Size : 50
Research Methodology Field Survey Interview with placement agencies, HR

consultants and 8chools.
TYPE OF RESEARCH
This paper includes both descriptive and exploratory study.
THEORITICAL APPROACH

The very variety of the formal structure of MBA programs on offer might be based on a
standard program of content, of subject matter, for the MBA studeHbwever the necessary
content for a quality MBA program is continually under review, but subject, as noted later in
this paper, on nine principle discipline8s at tertiary educational stitutions the quality of the
subject matter from class to class is rarely compared directly if only to preserve academic
freedom. To some extent the subject matter can be measured by a careful analysis of the
textbooks in use, particularly in the hardsdiplines. Yet even in the hard disciplines the
required textbooks in use differ significantly and faculty and student use of those required texts
varies from institution to institution. The measure of the quality of programs is made even
more difficult since Instructors of courses will often have their own text material and their
personal selection of supplementary handout&urther the subject matter covered will
inevitably depend on the experiences and research focus of the Instrudious the pubt
measure of the quality of the MBA classroom experience depends on the quality of the faculty,
the reputation of the business school, and the perceptions, at least privately, of student
evaluations

Entrants to MBA programs come from a broad range ofeugchduate disciplines so
that the degree is seen as a generalist interdisciplinary degikater Drucker went further and
Saidl of A afartadgemdntiid allibedal ab éThe approach therefore requires students to
take part in a multperspective interative classroom.Mastery of business management
requires the integration of a many subjects, just as business integrates those subjects in the
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workplace. For this reason the best MBA programs require a minimum period of employment
experience before acgting entrants to the program.The best programs offer a number of
pertinent case studies, related visiting practitioner speakers, outside and overseas visits, and
even work placementsSpecific details of each programs experience providing these eakenti
links with business should be made available to potential entrants to that prodDenm.
measure of anyMBA program must be the premises and learning infrastructure available to
students enrolled in that MBA progranModern classrooms at the MBA levale said to be
Smark o KSYy SljdALIYSYyid Aa F@FrAtlrotS Ay GKS Ofl &
Information Technology (IT) which they might expect when working for a Multinational
company.

¢ KSNB I NBE SRt NBSlaa 2 NR 1Y ZippgdNihystand&r@ aveshedsl |j dz
access to commercial software, searchable databases, and the Internet to others which have
mock Trading Rooms, proprietary software for research and databases for financial analysis.
the world of global business studentslivdlso be required to search sites for information which
may affect strategic planningSelective MBA programs include case studies which provide such
experience often using their own proprietary version of specialized databAsesher
measure of any BA program will be the Library resources. The good news is that reputable
MBA programs have excellent library and research resources which are available to students
who are in their program.These information resources include search engines for many
indexes and databaseslhe notso-good news is that many Internet financial websites are no
f 2y 3SNI T NBSquality B thé data énd analysis of a service usually goes up when
@ 2 dz LJ & The Relstt MBAI gbagram will provide access to costly lwEgas and indexes,
many of which may be accessed online by students.

MBA information technology resources can extend to integrated online event calendars
and class assignments, to sophisticated computer simulations and the seamless logistics of
exam schRdzf Sa |yR O2yFSNByOSa a2 (KIGd addzRRSyida
demanding academic and extracurricular lives. The efforts behind such flawless coordination
are indiscernible, but when facilities staff members arrive without fail at set tieaeh day to
clean the chalkboards and deliver coffee and bottled water, one cannot help but be impressed.
Another measure of MBA programs is the number and quality of professional faculty employed
to deliver courses and the number and quality of suppa@tstaff available to support students
working in the programMeasurement of the number of faculty is relatively eaghere are
simple measures relating student numbers to faculty and data on class Hieerelevance of
these measures inevitably depemdn the quality of faculty teaching, research, and service
loads. Quality of teaching varies significantt CI Odzf 6 & (Sl OKAy3 G GKS
F LILINR LINR | G St & | dzI MemstrerSeRt ofl tfeRappfoptRtdR feief & daculty
gualificationusually includes a minimum percentage of instructors holding a PhD, an academic
gualification, in a management subjecMeasurement of practical experience is less clearly
measured so that in many cases the faculty may have little or no practical maeagem
experience. Clearly continuing consultancy experience and leave of absences from academia
actually working in an executive role in the commercial world provide a more exacting business
experience than is available in academladeed the absence afreal worldé S ELISNA Sy OS
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seen as a major weakness in many prograrRarticularly in the areas of human capital
management and strategic planning, an instructor with little or no real world practical
experience of the application of the theoretical matdrmay not provide students with useful
experience.C 2 NJ réakWalldé ¢ {1 y26f SRAIS>S GKSNB Aa | RFEYy3aASN
heavily on the amalgam of experience provided by the experiences of the teams of students in
their responses to case stigs.

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

Support Staff:

Every aademic program requires &ritical mass of core staff to make sure that the
administration of the program is in accordance with promises to studerfsogram
administration includes maintenance and provision of Information Technology equipment and

the evayday work which is needed to ensure that students receive appropriate notification of

status and deadlinesWhile the measurement of student faculty ratios is often published, the
measure of student support staff ratios is nofgain enquiry about sumpst services will be

important for students, especially those in a Distance Education progfiamman resources are

directly linked to institutional funding. Where classes lose money an additional source of
revenue is needed by the MBA program to fund #hertfall. Such funding may be provided at

colleges with a dedicated endowment for that purpose addition additional fees may be

OKIF NBSR F2aMfrag MIKWDEK 2TIHA AOFyia (2 a. WheteNE INI Y
a. ! LINP I Nor préfit, e NB- NG A Odzf NI @ Ay (K F6oasSyosS 27
LIN2EINIY A& S@OSYy Y2NB Of2asSteée Ayl SRxta2 MIKS | dz
be higher than in traditional programs.

S
S

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

The purpose of the MBA may be sumnzed as follows:

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

1 To develop selfonfidence and the ability to deal with complex issues in a systematic yet
creative manner.

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

An important feature of the research process is to provide MBA students with
experience of the research proces®e know that there is a leadme for knowledge to
provide knowledgeébased innovation.By sharing the research process with MBA students
MBA faculty provide MBA students with solid experience of the research process and in so
doing contribute to innovation and to the realization thfe process whereby knowledge can
contribute to the changes that are inevitable as our commercial knowkxdge grows
globally.

¢KS ¢2L) NI ydodB necadsamdy? dffér thé best teaching, facilities, or
curriculum® &rogram reputation, as withhe value of trademarks and success in independent
market surveys, plays a significant part in their statBerhaps of significance, the most mature
LIN2EINI Y& KI @S Y|yl 3aSR thekstrafegict pafald is dansRid@Eda OMNBBHYS R |
their foundingof MBA program to MBA program leadendeed the mature programs appear
to recognize the implications of such transition, to negotiate the aggressive marketing moves of
competitors successfully, and to enable the MBA originators to retain their indestdefship.
I & 5 NHzO1 S Nmdéderd magalydmeéni &g’ modern enterprise could not exist without
the knowledge base that developed societies have bsilDrucker has coined the modern
SYLJX 2 @& 8 Bowledgewrkers | YR KS y20Sa (e brdamgnyaddsat SRI S
luxury¢ A& Y26 aSSy I a % éekt8y muliinstetals. Oelgreds dré dacknd2 ¥ H ™
white but knowledgeworkers require judgment and the synergy of the best MBA programs are
their ability to foster the posgraduate judgment tht ensures career success.

RESEARCH FINDINGS

Competencybased learning is an education practice that measures and demonstrates what
a student is capable of accomplishing as a result of what he or she has learned. Related to
competencybased learning is &ning outcomes, which are the clearly stated capabilities or
desired results of a learning experience.

¢KNBES ONBIFR OFLIOAGASAE (GKIG aGdzRSyida akKkz2dz R
w Capacity to lead in organizational situations.

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

w Capacity to adapt and innovate to solve problems, to cope with unforeseen events, and to
YEYlF3S Ay dzy LINBRAOUGIFI06fS SYG@ANRBYYSY(aodé
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Competencybased learningand learning outcomes emphasize practical knowledge that
MBA students can apply to their work immediately. An example might be an accounting course
where a student must demonstrate his or her ability to post a dowdigry bookkeeping
ledger, which, in esence, is a visible manifestation of knowledge gained. Another example
might be based on a castudy teaching and learning method where a team of students
analyzes a business challenge and comes up with a solution that includes a business and
marketing pan that requires them to create a detailed financial section with spreadsheets
showing income and cadlow forecasts. So, in general, how are schools building their
curriculums to measure up to these kinds of standards?.

G2S gyl (2 Yhrie& leavdadbiBprogram and tlen go back to the job and
AYYSRAFGSte KIFI@GS |y AYLIOGZ¢ alFAR .| NDBI NI :
' YAOSNEAGEQa hytAyS a.! LINRPINIYP® a2S (GNB G2 o
they can solve immedl G SThé dusiness market is experiencing and encountering
organizational transformations at all the times. This is creating challenges and opportunities for
0KS 2NBFYATFGA2Y A FYR Yl Yyl 3SYSyi LINEFS&anaz
professionals rguire an overall understanding of the challenging business environment of both
internal and external. They will have to respond quickly and effectively when they face
challenges in the business market. It also inculcates and train students about theesoienc
NHzy yAy3a | &dz00S&aaFdzZ o6dzaAySada SYUuSNLINRAR&ASP ¢ K¢
academics and provides handa experience right from the first semester. It also teaches the
students on how to manage the businesses during its tricky simgti Students are being
trained to have better human & survival skills and emotional balance to react to crises. These
areas are specifically taken care by the department.

Curricular Aspects:

MBA education aims to build a strong student force bagrrobust character and the
strength of the mind to stand firm and to be counted in any place or country they move on to.
The goals and objectives of the college are applied simultaneously with the syllabi, academic
activities, cecurricular and extra curecular activities which are conducted by each department,
collegiate and inter collegiate level. The college is dwynd to follow the common core
syllabi prescribed by the University of Nagpur. It follows semester systems giving more
importance to interdisciplinary programmes. The system of the college offers electives for
students. In addition to the minimum programmes laid by the University the college has
instructed each of its departments to encourage research so that the students can learn to
think originally. As part of common strategy, every student of the college is given special
training in computer education.The assessment of teachers by students has been introduced
in all the programmes. The college takes special care for slow learnemsardially students
who have less knowledge of written or spoken English language to beginTithprogramme
of assessment of teachers by students has been introduced and done annually. The feed back is
obtained from students, alumni, parents, staff,a@emic peers and industry. A pforma was
prepared to get the opinion of each student about his lecturer.

TeachinggLearning and Evaluation.
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Students are selected for various courses strictly on the basis of merit. Contract faculties
are engagedn those vacant posts to engage classes. All the posts of teaching and
technical staff are filled. Few teachers served as resource persons in various semiinars.
institutes has an academic programmme prepared at the first meeting of teachinghstdfin
the month of July/August at the beginning of each academic y&he teaching program of
both the semesters, the conduct of examinations, internal assessment,-sta, group
discussions, project work, visits to industries etc., are well pldnneletail and circulated to all
concerns and also notified in the notice board for the benefit of the studeAtsordingly, the
teachers maintain work dairy, academic teaching plan and continuous assessment réherd.
teaching learning evaluation setiule is reflected in the annual academic calendar prepared by
the DeanAcademics in consultation with staff in the beginning of the academic year.
Assignments and student projects are entrusted to make learning process studemtered.

The method predminantly selected for teaching is lecture. In addition to lecture method,
several learnecentered programmes like, guest lectures, seminars and presentations,
industrial visits, debates, workhops, project assignments, specimen collections, group
discusion, chart, models, slide projectors are also used. The modern teaching aids like audio
visual aids, Computers, CDs, OHPs, LCD Projectors, TV, VCRs etc are used for the in&struction.
Language lab is also available in institutes.

In addition to gving special care of recruiting best faculties, best teacher award is given to
the outstanding teacher every year in some institut€ue appreciation of staff and students is
accomplished through incentives and awards at individual, class, and depasinievels by
the college management. For evaluating students, both internal and external methods are
used. The semester system provides ample opportunity for internal evaluation of students
periodically through tests, seminars, assignments, workshopsQGtteer evaluative measures
like seltappraisal of faculty, student assessment of faculty performance are seriously followed.

Research, Consultancy and Extension

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